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Abstract

Tato bakalska prace se zabyva uzitim lexika v reklamnicHdiich, které propaguji
kosmetické vyrobky v britskych magazinech pro Zedgzyk reklamy je v praci
charakterizovan na rownformalni i vyznamové. Prvniast prace je teoreticka a na
jejim zakla@ je vypracovana podrobna analyza reklamnich fitulkktera je
okomentovana v praktickesti.

The bachelor paper deals with the use of vocabutarthe language of advertising
headlines promoting cosmetic products in Britismdée magazines. The language of
advertising is characterized both on formal and as#m level. The first part is

theoretical and it is a basis for thorough analysisadvertising headlines that is

commented upon in the practical part.
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Introduction

“Advertising is something that we are all exposedtts also something that is
likely to affect most of us in a number of différgoheres of our lives. Advertising
takes many forms, but in most of them languagd ruxial importance. The

wording of advertisements is, in most cases, clyefwafted to meet particular

ends”

Peter Trudgil, The Language of Advertising, 1985

Advertising is a notable phenomenon in contemporaogiety. Its widespread
occurence is undeniable and as well as its inflaefculy effective adverts are created
by accurate combination of a number of various gtbreg tools. However, it is the
actual language used that has the greatest infudinerefore, the bachelor paper deals
with the language of advertising, namely with waglof headlines, with the intention
to examine the language devices in order to find their effects on the potential

customers.

The whole paper is basically divided into two mpanrts, theoretical and practical. The
first chapter specifies the subject matter andaces the basic terminology. This is
followed by the section devoted to formal featuoésvords where the selected word-
formation processes are observed with respectetadiertising language. Furthermore,
phonological schemes based on formal patternsa&ientinto consideration. The third

chapter concentrates on meaning of the headlihekeals with connotation of words

and respective figures of speech, especially metaphhis gives the theoretical

background for an analysis of headline samplesh Bu list of headlines and the actual
analysis is included in the appendices. The pralcpart consists of comments on the
analysis findings. The findings are illustrated annumber of examples from the
gathered samples. A few of them are also accompdnighe whole adverisements in
the appendices. The most prominent features anessgd in numbers for the sake of
clarity. The tables with numeric interpretation appended as well. Finally, there is a

summary of the findings in conclusion of this paper



1  Subject defined

Advertising is a very complex field that can bedsta from a number of viewpoints.
Although the subject matter of this paper was dlyemtroduced, it is advisable to
specify it in more detail. The key factor that ughces the consequent steps in
advertising process is specification of target andé. According to Bovée and Arens,
there are two major kinds, consumer and businesbesrtising (1992, s. 8). The paper
studies consumer advertising that, as Bovée andsAgtate, appears in mass-consumer
media. Within this scope, it further focuses on omercial advertising published in
female magazines. In other words, advertising thi@motes particular goods or
services, in case of this paper, cosmetic produgtid, “female magazines® is too
general term that is closely described in the foiltg subchapter.

1.1 Female magazines

According to Bovée and Arens, magazine is one e@f phinciple mass media of
consumer advertising (1992, s. 9). Cohen, similagyBovée and Arens, lists strengths
and weaknesses of magazine advertising. The m@siriemt point relevant to the topic
of this paper is audience selectivity. She stadtas ‘Except for direct mail, magazines
are probably the most selective of all media, irte of being able to pick out a
particular target group(1972, s. 529). In addition, Vestergaard and 8dbr deal with
strategies of addressing target audience compakiognanand Cosmopolitan They
point out the difference that lies in perceptionaofvoman and her social role. While
Womanis aimed at housewife’s aspects of li@smopolitanpays attention to female
beauty and appearance suggesting ways of preseavidgimproving (1985, s. 75).
Leiss and collective observe that, women’s magazimgnessed considerable growth
during 1980‘s and 1990’s which was the period wheany women have gradually
become independent primarily in connection with irtheecognition in working
environment. In respond, the UK’s biggest adversideecame interested in magazine
advertising and it is fashion and advice magazsweh asCosmopolitarandGlamour
that prevailed the biggest genres (2005, s. 35Bgréfore, the practical part of this

paper draws from them.



1.2 Copy structure

In comparison with other consulted authors, Bovéa Arens describe components of
advertising copy most comprehensively. Accordinghem, the key elements in print
advertising are thibeadline thevisual subheaddody copyboxes and panelslogans
seals logotypes (logos)and signatures(1992, s. 291). Cohen points out that the
headline is the most important component of theycBprther, she states that not all the
mentioned parts are always included (1972, s. 4Béuée and Arens define the
headline as “..the words in the leading position in the advertisati{1992, s. 292).
As they observe the objectives of advertising 8taduld be achieved by a good copy,
they define five stages in which headlines playimportant role. First of all, the
advertisement has to attract attention. Accordmthem, this is a task for headline to
which they refer aghe major attention-getting devic&econdly, the advertisement
should create interest and thus form the bridgevdst attention and credibility. After
that comes desire and finally action (1992, s. 28891). According to Cohen, the
following steps are the task of body copy (1972133). The middle stage between the
headline and body copy is a subhead (or subheadlinieh is a term used by Cohen).
Bovée and Arens basically explain that it shoulidfoece the headline (1992, s. 298).
Explanation of the remaining parts of an adverteseiris not included as the paper

deals merely with headlines, if appropriate, slegan

1.3 Headlines and slogans

The Penguin English Dictionary defines a sloganaasrief catchy phrase used in
advertising or promotion.Following this definition, it may seem that theie no
difference between the slogan and headline. BomdeAaens clarify that by explaining
that slogans are headlines that have proved sdotessd through their continuous
use, they have become a battle cry for the compEmg. way the wordloganreturns

to its original meaning in which it was used by @b clans. Bovée and Arens list the
features of an effective slogan. It should be stemple, memorable, easy to repeat,
and helpful in differentiating the product on thearket. Further, they summarize
valuable copy aidsn writing slogans. They point out rhyme, rhythreason, and
alliteration as they argue that a slogan shouldabbrief, memorable positioning

statement that expresses a key theme or idea.diticad it should provide continuity



for a campaign (1992, s. 308), which is the distislging feature between the slogan

and headline.

From the above mentioned arises wlatejrkova states explicitly. According to her,
the first task of an advertisement is to triggeéeraion by means of interesting text that
surprise, shock, and preferably provoke the auéiembis is achieved in the best way
by language play which distracts the reader frotoraatic perception of the text (2000,

s. 13). Such creative techniques are dealt witherfollowing chapters.
2  Linguistic form

Crystal points out thatThe more creative the language context, the mé&edylive are
to encounter lexical experiments, and find ourselvéaced with unusual
neologisms$(2001, s. 134). Surely, the coinage of completedyv lexical items is the
most creative way of enriching the lexicon and,stdering the context of advertising
style, of adding originality and liveliness to tleguage. It may seem that the most
popular and frequently exploited word-formation gass is therefore blending which is
indisputably original and, as Crystal points owlt to be eye-catching and exciting
(2001, s. 130). However, the most common word-foiwngorocesses as derivation and
compounding are equally capable of creating nowtiguing, and attractive lexical
forms. Therefore, the bachelor paper is devotechimé&n these processes. Derivation is
important since it is a highly productive procesdarming words in English. While
compounding is more creative process and it is asipad by Leech thatah
abundance and variety of adjectival compounds ighgges the most conspicuous
characteristic of advertising languat{#966, s. 135). Moreover, there is no clear line
between these processes as is shown later on.cbpe sf the subject matter is further
restricted from the viewpoint of word class. Onbuns and adjectives are dealt with in
this paper. Following Leech, when analysing theglexge of advertising, the most
important is a noun group. And considering the ngroup, the most interesting part is
premodification that is usually extraordinarily colex (1966, s. 127). Leech further
emphasizes the fact that nouns and adjectivesradgeigtive and have an infinitely large
membership. Moreover, adjectives embody the mostiajized vocabulary which is

abundant in the advertising language (1966, s.. Bdth nouns and adjectives are used
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attributively in premodification (Quirk 1985, s. 20410). Leech observes that complex
premodification within the noun group is a convanigdevice for specifying the product
in detail (1966, s. 127). Quirk explains that sadgectives have a heightening effect on
the noun that they modify. They are called intgmsg adjectives. Furthermore, some
of them are purely emotive (1985, s. 429). In addjtthe information is expressed
briefly and effectively by means of premodificatiorhe reader does not have to read a
long clause and the briefness adds to cadence. Whatore, it is convenient for
advertisers from the economic point of view becatis®thing advertising is a matter

of money.

2.1 Derivation

According to Katamba, derivation is a creation efwvnlexical items by recycling the
pre-existing material which takes a form of affigat conversion, stress placement, or
compounding (2005, s. 54). This is a very broadndtedn which is usually restricted
only to affixation and it is used in the paperhistnarrower sense. Katamba states that
affixation is the commonest word-formation processEnglish (2005, s. 57). The
principle lies in appending affixes to the rooteyltan be attached either before of after
the root. Affixes preceding the root are calledfiges while the ones added after the
root are suffixes. Katamba observes that therseveral ways of grouping affixes. For
purposes of this paper the crucial aspects arerteaning and the resulting word class.
The following section deals with affixes that appe@ahe analysed samples.

2.1.1 Prefixation

There is only one prefix appended to a noun. Ihega-which means “great(Kent
School website). The rest of prefixes modify megnof adjectives. Semantically
similar to mega are multi-, over, super, andultra-. All of these prefixes have in
common some sort of abundance. Nameiyjti- means “many, much.Over- stands
for “excessive” andiltra- expresses “excessively, extremely.” Similadyper means
“higher in quality, quantity, or degree” or “suparin status or position” (The Penguin
English Dictionary). In contrast, the remaining fpres are negative in meaning. They
areanti-, in-, non, andun-. According to Bauer, the most productive negapxefix is
non(1983, s. 279). Plag states that when it is h#ddo adjectives, it means “not X”

11



and comparing withun- andin-, it does not have evaluative force (2003, s. 1Z6gre

is a semantic difference between pairs of words hkn-scientific and unscientific or
nonrealistic and unrealistic. When an adjectivenadified bynon, it means that it is
aimed at other goal than expressed in the base¢h®mwther hand, by addingt is
expressed that it failed to achieve the aim (B4@&3, s. 279). In additiomn- can be
appended to derived adjectives, for example, “ungdimated.” In- has also a general
meaning of “not” and it usually assimilates to timéial sound of the base. It is
exclusively used with adjectives of Latin originln contrast, anti- contained in
derivatives functioning as adjectives is parapldas “against, opposing” (Plag 2003,
s. 125 - 127).

2.1.2 Suffixation

Firstly, nominal suffixes are explored. According Plag, they are usually used to
derive abstract nouns from verbs, adjectives, anohs. Such abstract nouns can denote
actions, results of actions, properties, and gaealitHe further states that meanings of
these nouns can be extended to related sensestsanttiact, each suffix is able to
express more then one meaning and thus overlap amtither (2003, s. 109). The
following suffixes would deserve more observatiart the theoretical background is
restricted with respect to the given samples.

There are six nominal suffixes in the analysis. Tin@st important one iser. It is
contained in nouns expressing the type of prodtmt, example, conditioner or
straightener Bauer explains that in such cases agentive sisfi@ppended to the verbal
base. In fact, it does not denote any person buhstrument. He observes thahé
derivative is a lexeme which is a typical subjestthe verb used in ba5€1983, s.
286). In other words, nouns derived by meansesfexpress the result of applying the
product. For completeness’ sake, Bauer classifief slerivative process as subject
nominalization and he further points out that suéfix is a very productive one (1983,
s. 286). Another suffix which forms nouns from v&iib ion. They are either nouns of
condition (hydration, perfection) or of action (act, collection, protection). Similarly,
by means of ation are formed nouns of action from verbs (Katamba 2@059).
According to Plag,ien and -ation are allomorphs (2003, s. 114). On the other hand,
derivatives containing-anceand —nessdenote state of being (Kent School website).

-Nessis another highly productive suffix in English whican be, as Plag points out,
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attached practically to any adjective (2003, s.)1He further observes thaanceis
closely related to eg which also occurs among the sampleSe is used to derive
nouns from adjectives ending iant (radiance). In case ofadiance the word
formation process is clear. But when analysiegjstancethere are two possibilities. It
can be either seen as an adjectival base withdfig er verbal base with two suffixes
appended (2003, s. 110). Comparragianceandresistanceit becomes clear that the
latter can be characterised as an action noun aluket verbal base buadianceis
merely a state. Finallyjty is used to derive nouns from adjectives and dersitdss,

qualities or properties (Plag 2003, s. 115).

Secondly, adjectival suffixes are subject of analgsd they are represented there even
more, there are ten of them. According to Bauable is supposedly the most
productive suffix of forming adjectives from tratmge verbs (1983, s. 224). Katamba
explains its meaning as “able to be X-ed” (2008B(%. On the other hanel is used to
derive adjectives from nouns with no major changeneaning (Bauer 1983, s. 223).
According to Katamba, the meaning of this suffiXpertaining to X” (2005, s. 60). It
appears improfessionalandsensualamong the samples. The latter has a formuail —
which is, as Bauer explains, an allomorph alf 1983, s. 223). The suffixesutand —
lesshave exactly opposite meaning &4 stands for “filled with X” and tess “without

X" (2005, s. 61). In additionjve is used in the analysed advert in the meaning fitavi
the quality character of X” (Katamba 2005, s. 68)milarly, -ous is defined as
“characterized by, having the quality of X” (Kentt®ol website). The difference
between #ve and -eusis the base, the previous is attached to verlesijge) and nouns
(sensitive) while the latter to nouns and adjestif@elicious). In addition,y-derives
adjectives from nouns and denotes quality (Bau8B,19. 224). Leech points out that —
is highly productive in colloquial English and, aading to him, it is the most frequent
adjective suffix in advertising text. The first is unusually wide application as it
can be attached to nouns, adjectives, or verbn88¢ such derivatives are not only
common lexical items (healthy) but also quite utittanal and evocative ones carrying
denotative ambiguity (silky = like silk) (1966,1541).

However, the most prominent suffixes among the $asngre participial. According to
Quirk the possibility of premodification by the pent participle is dependent on the
potentional of the participle to indicate permanantharacteristic feature. This is based

13



on nonprogressive interpretation. It is also paftdpendent on gradability, especially by
means of intensification byery. If it is possible to intensify the participle adfive this
way, for examplerery interestingit means that it is fully adjectival. Howeverethame
intensifier would be ungrammatical in combinatioithwroaring (1985, s. 1325). In
contrast, past participle functioning as adjectipemodification is mainly passive in
meaning. However, it can be active or passive istrpodification. In terms of this
paper, the passive referring to process is predamtiyn dealt with (Quirk 1985, s.
1237). The reason is that advertising headlinesactomany adjectives that reflect the
process of achieving the desired effect. For ircstaifor hydrated, protected, radiant
skin means that the skin has been hydrated so thathydsated and, what is more,

protected.

2.1.3 Semi-suffixes

As it was mentioned at the introduction to thisptlea the line between derivation and
compounding is not always clear. There are sev&rals that can be classified as
independent lexemes and thus be a compound eleoretihey can function as
morphemes in derivation. Booij refers to these geam affixoids or semi-suffixes. He
further points out that there is a difference iramag when they are used independently
or as a part of complex word. According to him,ytla@e more specific in meaning in
case of the compound (Booij online, s. 5). Ther taro such cases in the analysis,
proof andfree They are both classified in the Penguin Englisttibnary as adjectives
that are used in combinations, therefore, theyaaedyzed as parts of compounds.

2.2 Compounding

Plag points out that compounding is probably thestmemntroversial word formation
process in English in terms of linguistic analyg®003, s. 169). Traditionally,
compounds are single items of vocabulary indiviguésted in dictionaries (Leech
1966, s. 136). However, the issue of compoundingush more complicated. Perhaps
the most apposite definition is offered by Baueccérding to him, a compound is a

combination of at least two elements that are piatdynable to be used as independent
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stems (1983, s. 29). This indicates that compourais be polymorphemic words
involving more than two members. Plag explains thath a long compounds have a
hierarchical structure and consists of binary dements (2003, s. 171). For example,
Pantene style hairspray collectiocan be analyzed as [[[Pantene style] hairspray]
collection] or miracle touch liquid illusion foundatioms [[[[miracle touch] liquid]
illusion] foundation]. Considering these exampl&guer points out that the vast
majority of compounds areominal (1983, s. 202). This holds true especially for
compositions containing more than one element. KHewewhen a noun compound
functions as a modifier to another noun, it is mefé to asadjectival compound (1983,
s. 210). Thus Leech’s argumentation that thera igbaundance of adjectival compounds
is confirmed. On the other hand, phrasal compousds classified in Bauer as a
subcategory of compound nouns (Bauer 1983, s. 286yever, considering the
modifying phrase in isolation, it functions as ajeative, for exampletrue-to-you
(makeup). In most cases, such items are hyphersatdubc creations. Plag refers to
them as multi-word sequences (2003, s. 174). MHitiad, to the category of noun
compounds also belong combinations of noun withhopgr noun (Bauer 1983, s. 204).
This occurs in the advertising headlines with respe product or manufacturer's name
and, as Leech points out, it only contributes tavireess of pre-modification in the
noun group (1966, s. 130). Moreover, he refersdyie ®f compounding in press copy as
significantly more creative and exotic in companmiseith other styles (1966, s.137). It
should be pointed out that there are also otheestypf nominal and adjectival
compounds classified, however, they are not so nouseand creative as these defined

above. Therefore, they are omitted from the theory.

When interpreting compounds, no matter how long thetually are, the right-hand
head rule applies. It means that the compound h&ealys occurs on the most right-
hand side. Thus left-hand member modifies the 4ingimtd member (Plag 2003, s. 173).
It means that, for instanceye creams a kind of cream designed to be applied on eyes.
The exception to this rule is a phrasal compound has no head. It has the internal
structure of syntactic phrase instead (Plag 20031741). Regarding a complex
compound, one is able to understand its meaningalaowledge of individual parts.
This is called compositionality (Katamba 2005, &). 81oreover, Kavka states that such
computation of meaning can be either direct orm&aphor (2003, s. 22). Therefore,

he explains that compounds can be literal, nonaliter semi-literal, moreover, many
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of them can be interpreted both literally and fagiwely. He illustrates that ored
carpet Originally, its constituents were independentrespions that have gradually
become fixed. Thus it has become almost non-litera limited in its variability. So

that it occurs in combination with nouns likeatmentor welcomg2003, s. 26).

2.3 Phonological schemes

The following subchapters are devoted to the sedekinds of phonological schemes
since their role in advertising language is esaénfihey exploit quality of sound and to
a certain extent also contribute to visual imp@ssOne may object that dealing with
qualities of sound is not appropriate to the topfcwritten headlines. But it is
completely relevant in this context as Goddard fsodut that while reading, people use
their “inner voice* and copywriters count on th@herefore, word play like alliteration
of conventional spelling or phoneme substitutioouss. It is used intentionally because
according to Goddard, written elements sometimgsotg when “spoken” and this
way new configurations, but more importantly, newamings are produced (2003, s.
76).

2.3.1 Alliteration

The actual lexemes definitely play an importanerwi the language of headlines but
there is more to the way in which the messageasgnted. Apparently notable effects
are achieved by means of alliteration. Baldick miedi alliteration as the repetition of the
same sounds, usually the identical initial constmamr stressed syllables, in any
sequence of neighbouring words. According to hifiiteeation is also called “head
rhyme“or “initial rhyme.“ (2001, s. 6). It is a tldional poetic device that is widely
used by advertiser€ mejrkova emphasizes its ability to catch attenti@cause such

sequence of letters deautomatize reading of aguegttext (2000, s. 13).

2.3.2 Repetition

Leech deals with alliteration as a subservient gmate of repetition of linguistic

patterns. Apart from alliteration, he recognizegetéion of formal patterns which he
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refers to as parallelism (1966, s. 186). He arglassthose formal schemes heighten the
emotional tone of the message (1966, s. 190). Walblesrves that a rhetorical figure
based on repetition of the same structural patéetth emphasis (2001, s. 283). In
addition, Cmejrkova observes that by means of repetition,lé¢ial item acquires a
new quality. She emphasizes that repetition ofsés@e word is equally important as
choice and use of a new one. She further statds répetition in advertising is
frequently used merely in order to achieve grada{2000, s. 101). There is quite a

number of various kinds of figures of repetitidme fpaper introduces only few of them.

2.3.2.1 Figures of repetition

According toCmejrkovéa,anaphora is the oldest and most frequently used figure of
repetition (2000, s. 101). Baldick defines it agpetition of the same word or phrase at
the beginning of successive lines, clauses, orseas (2001, s. 11). The opposite of
anaphora is calledpistrophe it means parallel repetition of last words. Imirast,
ploce is a term used for intermittent repetition withanline or sentence. When the
repetition of a certain word is immediate with nihveér words intervening, it is called
epizeuxis(Wales 133, 300). Another figure of repetitiorplsonasmwhich is defined
by Baldick as the use of unnecessary additionaldsio¥Wheeler illustrates it on the
phrasetiny little town (online). In addition,Cmejrkovéa states that accumulation of
synonyms is also considered as pleonasm (200003. last figure of repetition
introduced in this paper iBpanalepsis According to Baldick, it is when initial word
form of a sentence or a verse line reappears a&rt€2001, s. 81).

2.3.3 Rhyme

As the above mentioned indicates, advertising lagguexploits language techniques
typical for poetry. Another such technique is rhymigich, as Leech points out, helps
the reader remember the advertised product (196865)s According to Wales, rhyme
can be basically defined as a phonemic matchingwof units containing identical
sequences of sounds. Rhyme can be further diviskednnany subcategories but it is
always sound that matters, not the spelling (280346).Cmejrkova lists the functions
of rhyme that influence the reader. First of dlle @mphasizes its rhythmical function. It
means that there is a sound pattern achieved hyremce of equivalent beats. This

makes the headline exceptional among other ordigaeges of communication.
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Secondly, rhyme has a euphonic function (20002k. Bhis means that the wording of
headline permits an easy flow of sound that isgiepto an ear when spoken (Wheeler
online). Sometimes the sound even reaches an oopowic quality. According to
Wales, onomatopoeia is often exploited as an exp@s$conic device (2001, s. 277). It
IS a device that invokes vivid associations basedhe sound. The last function that
Cmejrkova names is semantic. She argues that comserend sound parallelism of
rhyme evokes the notion of the meaning of head(@@00, s. 53). In addition,

Brinkman quotes Wimsatt: The greater the difference in meaning between rhyme

words the more marked and the more appropriatelvlthe binding effect(online).
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3  Semantic viewpoint

Although all the formal and phonological featurésh® advertising language are rather
unique, it is advisable to look at the deep stmgctas well. For it would not be so

sophisticated and intriguing without some undedysense.

3.1 Connotation

According to Saeed, “there must be more to meaning than simply denatéatide
further explains thatd noun is said to gain its ability to denote be@iiss associated
with something in the speaker/hearer's mi(D03, s. 32) Such associative meaning is
regarded as connotation. Lipka calls connotaticadditional properties of a lexerhe
and he states that they must be considered anemhproperty of lexemes. He deals
with these two aspects of meaning in respect torsymic relations. As Lipka explains,
different connotations of synonymous expressionanmsdhat they are marked and he
compares his theory with Lyons’s (1977, s. 307&ading to whom & semantically
marked lexeme is more specific than an unmarked gimeng an example otlog and
bitch. Lipka concludes by admitting a certain amount oértap. He further introduces
three main classes of connotation: stylistic, esgikee, and regional (2002, s. 80 - 82).
With respect to advertising, the most crucial asehie expressive class. As Taflinger
observes, connotative meaning is of huge importdremause of the possibility of a
strong emotional content from which comes the gsgatmpact of words on the
audience (online). Moreover, Lipka points out tthere are two counterparts as far as
expressive connotation is concerned. They are deyogand appreciative. What is
worth mentioning is that these opposing propeuiggxical items can be expressed by
specific word-formation processes. To quote LipkEhus, for example, appreciative
manly, womanly is opposed to derogatory mannisimavosh, effeminat§2002, s.
83).

3.2 Literal and non-literal meaning

Similarly to the distinction between denotation aadnotation, there is another way of
putting information with respect to the meaninge&a refers to a literal meaning as

speakingn a neutral, factually accurate wagn the other hand, non-literal when using
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a language intentionallyn untrue or impossible terms in order to achieyegal
effects The non-literal meaning is regarded to as figueatand is described by a
number of rhetorical terms such as metaphor, metgnjyperbole etc. Saeed further
notes, as he investigates fossilized expressibas atline between literal and figurative
meaning is not always firm and the point at whicé tigurative use is becoming literal
iIs hard to decide. He illustrates that on the eXangh a wordshuttle that is now
perceived as an ordinary lexeme without suggestmgspecial effect (2002, s. 15). In
fact, it is a metaphorical extension based on retmme with back-and forth movement
of the weaver’s instrument over the warp. Accordiagetymology dictionary online,
sense of "train that runs back and forth" was fiestorded in 1895 and extended to
aircraft in 1942 and to spacecraft in 1969. In cargon, Saeed gives an example of a
recent coinaggglass ceiling making the difference apparent. In the followatgpter is

metaphor investigated in detalil.

3.3 Metaphor

Metaphor is accordingly referred to as the mostartgnt form of figurative language
by all the consulted authors. Therefore, it desemyaite thorough investigation. The
basic definition is & figure of speech in which a word or phrase litgralenoting one
kind of object or idea is applied to another to gest a likeness or analogy between
thenf (The Penguin English Dictionary). This definitiantroduces the principle of
resemblance which is a crucial feature of metag®ICruse further explains citing
Richards (1965). According to him, there are thasgects of metaphor, nameighicle
tenor and ground The \ehicle is the actual term used metaphorically, its neerdi
meaning is called théenor and theground is the basis for metaphorical extension
(2004, s. 198). Later on Cruse quotes Lakoff, winilarly as Richards explores
metaphor, introducing the termsaurce domainatarget domainand aset of mapping
relations However, in comparison with Richards he emphas&e&ognitive aspect of
metaphor. According to Lakoff, the target domairussially an abstract concept while
the source domain is concrete and familiar (20042@Ll). This is reinforced by
Cameron and Deignan who state that the source domsaliterally embedded in
language and culture (2006, 671). In accordanch thits, Simpson observes that a

metaphor is a process of mapping between thesedwoeptual domains (2004, s. 41).
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However, Cruse argues that the mapping from thecsoto target domain is only
partial. He illustrates that on the metaphaGUMENT IS WAR where the corresponding
relations are, for example, winning and losing efedding one’s position against the
attack. On the other hand, there are no correspoedefor taking hostages, field
hospitals and other aspects of warangumentdomain (2004, s. 202). It is important
that the relationship between metaphor and lingufsirm is indirect, thus, Wwe can
express the same conceptual metaphor through yadétconstructiond (Simpson
2004, s. 42). This is well illustrated by Cameramd aDeignan using Lakoff and
Johnson’s example (1980, s. 48)\DERSTANDING IS SEEINGfrom which results phrases
like “I seewhat you're saying“ or “liooks different from mypoint of view (2006, s.
672). Saeed refers to this feature of metaphoryatematicity. He explains that:
"features of the source and target domain are joisedthat the metaphor may be
extended, or have its own internal |3gi2003, s. 348). He further describes other
characteristic features of metaphor. Besides syteity they are conventionality,
asymmetry, and abstraction. The conventionalitgbsut a degree of novelty, which
was already illustrates on the dead metahotttieabove. In relation to coining novel
metaphors, he points out the role of metaphor éateon of new expressions. The next
feature is asymmetry which means that metaphor doe®stablish any symmetrical
comparison between two concepts l#imile does. It provokes the reader to transfer the
concepts from the source to target on their ownfandhat he or she needs to employ
abstraction (2002, s. 348 - 351). Following Walgss makes the metaphor more
dynamic compared to simile which is, on the othand) explicit using the formulike

or constructioras( ... as)2001, s. 358). In addition, Wales adds citing lke&cShort
(1981) that there are also so called quasi-sintiles use phrases likaes if, resembling
suggestingetc. According to Cruse, the categorization ofilgns not unified. For
some writers metaphors are implicit similes; forrsn similes are implicit metaphdrs
(2004, s. 206). No matter how the simile is view€nuse argues that the crucial
difference lies in the fusion of domains (2004286). While metaphor is based on the
fusion, simile treats each domain separately. Asais mentioned above, the basis of
metaphoric expressions are embedded in languagmrding to Saeed, people form
conceptual structures thanks to acting in the warld experiencing the environment.
These conceptual structures are essential for tegnmapping and producing the
metaphors. The conceptual structures are callegensahemas (2003, s. 353). There

are several types of them, for examplpath schemavhich contains a starting point
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and an end point with sequence of contiguous logatconnecting them. This mental
pattern reflects experience of moving around thddvand experiencing movements of
other entities (2003, s. 355).

Leech observes thatMetaphors are valuable in advertising because tteay help to

suggest the right kind of emotive associationsterproduct (1966, s. 182).

3.4 Metonymy

Metonymy is the second major figurative device. drding to Saeed, metonymy as
well as metaphor is a conceptual process that eaoihventionalized and used to create
new linguistic expressions. In addition, it is atlEpendent on cognitive frames. But the
distinction between them is in these cognitive an2003, s. 352). Cruse explains that
metonymic relation results from association betwésn elements within a single
domain. In contrast, metaphor is based on resemdlbatween two distinct conceptual
domains (2004, s. 209). In addition, Simpson pomis that metaphor is convertible
into simile, while the same is impossible with ngtmy (2004, s. 43). As far as adverts
are concerned, metonymy is a useful device. MetanyeRpressions replace either
name of the productThis little brown bottle holds the future of youirg or the
manufacturer's nameCharles Worthington goes to your héatt is illustrated in the
former example how metonymy contributes to inténgstess of the headline. On the
other hand, the strategy used in the latter igiefit since the attention of the reader is

attracted to the name of the product.

3.5 Personification and Hyperbole

Moreover, metaphor and metonymy frequently co-oamith other kinds of tropes.
They are personification and hyperbole. Persoriticais in Wales defined as a figure
of speech in which an inanimate object, animate-lmeman, or abstract quality given
human attributes (2001, s. 294). It is associaggd@ally with poetic language that is,
in fact, very often applied in advertising stylene@ it, as Wales points out, adds
vividness. Hyperbole stands for intentional exagtien which is, according to Baldick,
used for the sake of emphasis in order to reacmatia effect (2001, s. 119). This is
also desirable in advertising language because sxjglessions catch attention and as
Packard states, people are attracted by bignetbewasented to equate biggest with the
best (1957, s. 109).
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4  Analysis findings

For the purposes of this bachelor paper one hundnedtwentyadvertising copies

promoting cosmetic products were gathered, sortédand analysed (For the List of
headlines see s. 43, Categorization of headliné®)s.They were taken from British
editions of Cosmopolitan and Glamour magazines kpigblish articles about modern
female lifestyle. They contain a high number of etiging copies which correspond to

many issues discussed and, in fact, complete tlodevimage of these magazines.

The analysis studies the advertising copies froenvilewpoint of form and meaning.
Concerning form, it concentrates primarily on wéodmation of adjectives and also of
nouns since they name the products and adjectifes about their qualities. Word-
formation of these word classes is expected todrg ereative and to employ various
novelties. Further, the analysis deals with thé&ea#ition in advertising headlines as
well as rhyme because it contributes to livelinesthis style and makes the headlines
easier to remember. Regarding meaning, the anadgsits with connotation because
words in adverts are deliberately selected maiatyaissociation they evoke. Last but
not least, the analysis examines the ways of enphgsa message, especially grading
of adjectives and figures of repetition. The ainthed analysis is to investigate how the
linguistic devices employed in advertising languageve the advertising purposes and
prove that “common” word-formation processes lilgi¢hation and compounding are
crucial in advertising. (The difference between die@s and slogans is not
distinguished in the analysis and the gatheredradivey texts are uniformly referred to
as headlines.)

Generally, it has been found out that advertisiogies are very rich in adjectives
(counting two hundred and eighteen words) becabsg tlescribe the qualities of
products as well as their effects and, what is mtrey have a great potential for
evoking desired associations. Since copywritersvarg well aware of this potential,

they take full advantage of it. Therefore, neumatl merely descriptivadjectives are

not so numerous. In comparison, there are two lshdnd seventy-three nouns out of
which thirty-five function as noun modifiers. Nougan be divided into three main

categories. Firstly, there are nouns denoting mtsd(shampoo, conditioner), secondly,

23



nouns naming parts of body for which the products @esigned (hair, skin), and,
thirdly, effects that can be reached by the apptoaof such products (volume,

shockwaves).

4.1 Formal features

The most exploited word-formation process among given samples is derivation.
Derivation is generally one of the most productive type ohfimg new words and it
holds true in the advertising genre as well. Onlm®le, there are one hundred and
seventeen samples containing derivatives. Theylvsvboth adjectives and nouns.
(Affixes forming verbs and adverbs are not takdn account as they are not subject of

the analysis.)

In general, there are two basic tendencies. Demnvadls denote usually either a quality
of a product or an effect reached by its applicatibhere are only few cases of
derivatives that stand for a kind of product. Téuises from the very aim of advertising,
to sell the article. From the analysis is appateat the selling strategy is based on
emphasizing qualities of the advertised articlesvai as pointing to the beneficial

effects on the potential customers. This is a atuaspect taken into account in the

analysis of word forms.

Concerning the use of affixes, there is a sigmifilyahigher amount of suffixes in
comparison with prefixes (For numeric interpretatgee s. 64). The total number of
suffixes is sixteen. On the other hand, there arly aine prefixes. The analysis
revealed that there is a considerable numbewoafinal suffixes-ion and ation, which
are Latin in origin. They form abstract nouns sw@ashprotection or perfection that
denote positive results, states, or conditianhieved by the application of cosmetic
products. In some cases, however, these suffixesappended to form lexemes
denoting the actual kinds of products. There aesuch words within the analysis that
occur repeatedly. They afeundation and collection There are also several nouns
ending in er. It is an agentive suffix used to show what adpict is capable of. For
instance, abronzer can make one’s skin tanned without spending timmebathing.

Further, the wordbronzeritself is not part of common lexicon. It has béemmed only
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recently and is used merely in the context of dstoee cosmetics. Therefore, it is a
neologism but a very popular one likely to becotamdardized. Its creation is based on
the invention of an entirely new product. It opegatvith the root of the wordronz,
which functions both as an adjective and a verhotieg either colour shade or the
process of getting such shade. Accordingly, thgvpear filler, straightener and
conditioner In contrast, these words are already establidBett is worth mentioning
that there is a difference in the usditér andstraightener While straighteneris used
exclusively in relation to hair cardiller can occur inother than merely cosmetic
contexts. In this case, it is a collagen filleridasd to fill the wrinkle lines. Lastly,
there are nominal suffixesessand #y in softness of silkt is added in order to form a
noun which appears in of construction and dendiesgjtiality that is, in fact, inherent to
the noun. There are eighteen nominal derivativelssame of them are used repeatedly
counting forty-eight examples in total. In contraitere are fifty-threeadjectival
derivatives that are represented in sixty-nine cases. Withis tategory the most
prominent are participles functioning as adjectivesesent participles are active in
meaning and that is why there is a tendency tothee in premodification of nouns
denoting products. Present participles in attniposition function as a condensation
device. They contribute to shortness of headlined thus to their memorability.
Actually, it is a very effective strategy sinceréveals the quality of a product and
intensifies the way in which the product would efféehe potential customer. For
example,moisturising body serurmforms the reader for what purpose is the product
designed and indicates the prospective resultsiléiy) the product is characterised in
Long-lasting perfecting foundatioMot only does it state the product qualities,Isba
predicates how the foundation functions. This isgillle due to exploitation of the
active character of the present participle. Furttuee, the present participle can specify
a result of application as well. In such a caseatlifies a noun denoting a state reached
by the application of the product, for instansparkling sensatioror natural-looking
tan. On the other hand, past participle has passivenmgaand, therefore, it
premodifies mainly body parts. This way it emphesibeneficial effects of the applied
products, for exampleydrated, protected, radiant skor refined lengthThe difference
between present and past participle is best ilitetr by comparison of the following
headlines,Energising creamand New energised moisture & protectiomhe former
promotes the cream which gives energy to one’s. $kinontrast, the latter informs the

reader about the result achieved by the advertissaim.
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The rest of adjectival suffixes is by far not samarous but also interesting. All of them
are used to derive qualifying adjectives that mpdiduns denoting results. The suffix —
al is used quite often forming six words and aléa +mportant. Although the latter is
appended only to three bases, it occurs for eighés The most frequently used
adjectival derivative ideautiful which literally means “full of beauty.” Actuallyit
perfectly suits the context of cosmetic advertiddegause, in fact, being beautiful is the
very aim of buying and applying the cosmetic pradutn contrast, there a few words
derived by suffix +ess This strategy is comparable to attaching negairedix to the
base since in both cases the modified root is negat meaning and therefore denotes
undesirable quality. For instancggamless finisistands for the final look without any

visible flaw.

Concerning prefixation, it is worth mentioning that there are also twesdial
tendencies. Meaning of prefixesulti-, mega; ultra-, super and over is related to
quantity, size, and greatness. Therefore, words/eteroy adding these prefixes are
prone to exaggeration. For exampigjlti- means “many, much,” thus the phraselti-
tonal colourstands for a colour full of the whole range ofdsrfnega andultra- are
dealt with in greater detail in section devotedhiperbole). On the other hand, the
second type of prefixes is used for negating thalifiea root. Anti-, which means
“against,” is used in order to negate undesqgedlity and show that a given product is
capable of reaching the exact opposite, for ingtaatti-dandruff shampooOther
negative prefixes identified among the samplesusreand non. Non+ occurs in the
headlineNon-permanent colour with staying powand is used in the sense that the
colour is designed not to be permanent. Howev@regents rather contradictory idea as
the colour is postmodified by the phrassgaying power.This makes the headline
interesting and the product specidln- appears in the phrassmexpected fragrance
which suggests that the fragrance is somehow dpétidomparison with other
fragrances on the market. This way it also imptieselty of the product. Otherwise, it
IS quite vague expression as it does not reveakpagific information about the scent.
Thus the explanation is left to the reader’'s imaggon. The reader’s imagination and
esprit is employed also iXtrovert. Xplosive(See Appendix 3, s. 67). Formally, these
expressions are unusual and visually interestingreMimportantly, it is based on
homophony as the replacement of sylladtdy a letterx is possible due to the identical

pronunciation. From the viewpoint of semantics, ohthe meanings of the prefex-is
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outside.Thus the headline suggests notion of standing bilteocrowd and hence being
special. However, there is more to the meaningleftarx since it functions also as an
abbreviation standing foextra (The Penguin English Dictionary)t means that by
change of spelling the meaning eXtrovertand explosiveis intensified by imaginary
extra Equally, I've “red” the script is based on the principle of homophony. The
pronunciation of coloured and a past form of veriead is the same. This headline
promotes a nail polish and makes the allusion tbyiwood. This way it suggests that

women wearing it are like Hollywood stars.

In addition to word-formation, lexemes containipigpof are quite significant. It is an
example of semi-suffix which is quite prolific amdeative in use. The most striking
coinages are definitellffe-proof and dance proof (See Appendix 3, s..6H)ey are
nonce words based on existing and commonly used waterproof.Similarly, there
are words likesmudgeproofand heatproof which are listed in dictionaries but also
combinationsdroop proofand summer proothat are comparably novel and vivid as
life-proof or dance proof. Therefore, one can see tipabof is quite universal in its use.
Only within the scope of the analysis it occurs $&ven times in combination with
various, sometimes unpredictable lexemes. Moreoetssification of the latter
examples is closer to compounding. It also corredpdo the fact that these expressions
are used inconsistently as the rules concernindhdnyp and spacing are unstable.
Another such expression fiee which is also quite unrestricted in forming newrds

It occurs in the headlin€lump-free, sexier, refined lengtim fact, by means of adding
free to a lexeme the exact opposite is expressed doitther a similar strategy to

appending a negative prefix.

As it was indicated above, another significantlgresented word-formation process is
compounding counting forty-seven lexical units (some of thera ased repeatedly) .
Most of the compounds are unusual and formed oedgii for example, phrasal
compounds Behind-the-scenes beautgnd True-to-you makeup.There are also
compounds consisting of nouns and verbs that arallysjuite plain but in advertising
they combine stems innovatively, for instanshockwavesor sun-kissed glow.
Furthermore, there is a coinagflash. It is a name of the advertised spray foundation.
The complete headline wording Asrflash. Airbrushed perfection in a flasBo the

compoundairflash involves the features of the product. In other dgorit links the
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spray character of the product to the lightnesainfThe second part of the compound,
flash, suggests that it takes just a little while to aglkiskin coverage with this makeup.
What is further interesting about this headlineeigetition of a certain part of lexical

item which creates visual effect.

As it was indicated in the theoretical part, polypteemic compounds are typical for
advertising language. In fact, it is listing of ¢jtias of promoted products by means of
nouns functioning as modifiers; therefore, the whabmpounds are classified as
adjectival. It is characteristic for such nounst ttey are commendatory and evocative
rather than simply informative. For exampigiracle touch liquid illusion foundation
informs the reader only about the fact that thenftation is liquid in character, the rest
of premodification is emotively motivated. Howevtrere are merely seven samples of
such long compounds. More common are shorter noutoun compounds such as
shockwavesor body serum What is further worth mentioning is that very ewft
compounding and derivation co-occur, for instansen-kissed-looking tamr anti-

fatigue foundation

In addition, notably frequent element containedcompounds is the wordun It
occurs together for seven times among the samplsnasome cases more than once.
There is only one headline in whishinis an independent word. These compounds are
nouns sunshimmer sunshine sunlight and adjectivesun-kissef sun-kissed-looking
Nearly all of them are used in the context of skane. Only in one case it appears in an
advert on bronzing makeup which is, in fact, relate skin care as well. The popularity
of the sun results from the fact that it is a vaurce of light and warmth traditionally
associated with holidays and relax, moreover, e is the centre of solar system
which gives it a special status. Similarly, ideddsgy look of hair is compared to
sunshine or shimmering light (this is commentedrufader on in section devoted to
metaphor). The connotation of sun plays its rad® @& Turn starlight into sunlighthat
contains two opposing lexemes but in this caseheeibf them have negative
connotations. This headline promotes skin care ymody comparing the condition of
customer’s skin to “sleeping beauty” simrlight is a cold dim night light. In contrast,
sunlightis a warm day light emitting energy and contribgtito vitality. In addition,

there are other words that belong to the samedkgiech ashine shimmey or glow.
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Regarding formal features, it must be further paintdut that frequently used device is
alliteration. Identical consonants at the beginning of attléa® words in a row
occurred in twenty-seven headlines. Very nice examparefamously fuller lashes
harmonised highlightsor softness of silkAlliteration is so popular with copywriters
since it is a convenient tool capable of creatiogvgrful advertising headlines. The
reason for such an impact is that the repetitiothef same sound units intrigues the
reader as it is unusual in ordinary discourse.Heaurtit also emphasizes the headlines
and makes them memorable. In addition to alliteratithere occur other kinds of
parallel structures that combine phonological aodanfl schemes. Firstly, there are
examples of lexemes in successive order contaiiagtically pronounced syllables
such asProtect & Perfector Long-lasting perfectinghat createhyme, for instance,
For a complexion that breathes perfectionLove the skin you're irRhyme is another
device popular with copywriters since it contrilgitéo effortless recollection of
headlines.

Secondly, there are headlines containmegetition of the whole words. Repeated
structures enable to focus on and stress a patiquility of an advertised product like
in NEW Stay Perfect Mascara. Smudge-proof, heat-pidefproof. where proof is
combined with three different roots. Yet in otheses it is aimed only to make the
headline more spicy and to create some kind ofy#hmhical pattern. The repeated
structures can be further classified accordingespective figures of repetition. The
most frequently applied device is anaphora, whigh loe illustrated b$o multi-tonal,
so individual, so expert no one know you did itrgeli or very irrésistible Givenchy.
Very élegante, very fun, very ydn addition, the headlin®o soft, so smoo#ou won't
believe it lasts for hours and houc®mbines anaphora with pleonasm. In contrast,
epistrophe does not occur so often. There are twdyinstances of epistrophe among
the samplesSmudge-proof, heat-proof, life-proahdTurn starlight into sunlightThen
there is one example of epanalep3isuch éclat — radiant touchnd one example of

epizeuxisA totally free haircut? Yes. Yes. Yes!

Important device concerning formal featuresgiadation of adjectives that also
contributes to emphasizing the message. Accordmghe analysis, comparative
structures appear more often than superlative.caygixample i he secret to younger

looking skin is Simple~vhich does not give the reader the actual sulgecomparison.
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The headline points out the beneficial effect (ygemlooking skin) but without any
reference to the previous condition. Therefore, fleadline is quite indefinite but
persuasive and thus effective. In the same WwisW 3D EXTREME MASCARA. 25x
fuller 70% curvier 80% visibly longer lashesmpareghe lashes to “the other” lashes.
In fact, lashes that are not made up usingdbe&EXTREME MASCARAN addition, the
latter example strengthens its statement by usimgenic, factual figures. Leech names
this facet of advertising languagmqualified comparativend he further argues that
advertising language haghé power to mislead by giving empty claims an appece
of exactitudé (1966, s. 161). For illustration, there is also iastance of superlative,
defend your BRIGHTEST BLOND highligh®e superlative is traditionally used to
express uniqueness so this way the headline #attex reader. Moreover, gradation
does not have to be only morphological but it canldxical too as in the following
exampleGood for your skin — great for your looRs goodis replaced byreat the
statement is reinforced. Another possible explamatis thatgood and great are

Synonymous expressions.

4.2 Semantic aspects

As far as meaning is concerned, it should be pdioté that apart from a few lexemes
which are negative in meaning the overwhelming migj@f nouns and adjectives is
highly positive. Every single word is carefullyesgted and deliberately used in order to
evoke desired associations. Therefa@nnotation of words is much more important
than simple denotation. Some positive words tenactur quite consistently in relation
to product groups. For instance, words ldddt; softness, naturar expressiomadiant
skin are typical for skin-care advertising. On the otlmrand, headlines promoting
decorative cosmetics imply seductive connotatioasniy in connection with lipsticks
and mascarad.usciously kissablés the best example from the given samples. dinis
advert on lipstick containing only two but highlkpeessive lexemes that invoke
associations of attractiveness and invitingnessualy tempting connotations are
evoked byJuicy lips sweet enough to kigSee Appendix 3, s. 70Juicy means
“sexually appealing” in this context, which is further reinforced by the
postmodificationNew look, new lush shing accordingly evocative. In this cdsishis

interpreted on an informal level. In fact, the udfeinformal expressions is a good
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strategy of approaching the reader as they arellysamotionally coloured and
resemble everyday speech.

Comparing the samples according to product groti@gpears that advertisements on
perfumes represent a distinctive category. Whiladhees promoting decorative and
personal care products are full of various evalgatidjectives and are quite prolific in
original word-formation, perfume advertising terad e limited. The most frequently
used adjective in this context rew But this holds true universally without any
distinction of product group. Although it is said be decreasing in use and being
replaced by not so hackneyed, more intriguing leeenit occurs with a high frequency
among the samples. On the whole, there are fory-examples ofnew which
demonstrates that it is still popular with copyers. It results from the fact that it is
rich in positive connotations. It contains a seokeithercompletelynewand therefore
interestingor improvedand thereforéetter product. In fact, in both cases it is worth
trying. In addition,betteris quite vague and also universal so it can bdiexppo any
product. Indisputably, it already proved successiotl is still effective. Regarding
perfumes, it is a convenient strategy. Cook stiitatit is impossible to describe newly
developed smell as it has no denotation so alhgte to depict its character serve
merely as indices that, in addition, may evoke digeassociations (2001, s. 107). He
further indicates that naming a perfume after itanofacturer gives the perfume
connotations of its country of origin or other puwet of that producer. Moreover,
according to BovéePerfume companies often use French words to prajedmage of
romancé (1992, s. 312). There are two such headlines anlemgathered samples,
very irrésistible Givenchy. Very élegante, very, fuary you and The new Eau de
Parfum absolueFor completeness’ sake, there are also severaiga of metonymy
like “The mystery of Blue Bottlethat are based on symbolism of colours. This is
effective strategy because unlike perfumes colbarge established connotations on a
long-term basis (Colour symbolism is further dedth in section about metonymy). In
addition to perfume advertising, there is a notamlenber of adjectives suggesting
superiority or primacy, for exampld@he first fragrance The debut fragrangeor The
premier fragrance It becomes apparent from these samples that recme of the
actual nourfragranceis also typical The Penguin English Dictionary defines it as “a
sweet or pleasant smell” and it further states thatan mean a perfume itself.

Moreover, the majority of the headlines employ naate female element by containing
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expressiondor men and for women eventuallyfor him and for her. Characteristic
example i€Experience the world of 212. For him. For h&bviously,him refers to men
andher to women but it is more suggestive than usingrolin phrases. The headline
sounds more personal when using those pronounsteHger who comes across it can
imagine or remember somebody close to him or Imea Way it may evoke familiarity
or even touch his or her feelings. Expressiom@nandwomenare more neutral in this
sense. Moreover, the phradee world of 212is expressive since it suggests that by
means of wearing this perfume one will become phenother sphere distinctive from
the ordinary world and thus he or she will be spleddowever, great majority of
advertisements on perfumes does not contain amyliheajust a brand name and the
producer’s name, sometimes a name of some celeBiitghat is in conformity with
what Cook points out,Perfume ads are ticklers with very short copy gy under
ten words, sometimes with no more than the bramdenigself (2001, s. 106)

The use of French words wery irrésistible Givenchy. Very élegante, very, fuery
you is very convenient technique as the meaningaissfsarent due to close similarity
between a number of English and French lexical stelm fact, such use of vocabulary
is the main source of evocativeness here singevakkies the spirit of French cosmetics
which contributes to its attractivity and fashioiié§o Moreover, “Touch éclat — radiant
touch” is parallel phrase using synonymous expressimtauseiclat meansradiant.
Moreover,very functions here as an emotive intensifiehe same strategy is involved
in A totally free haircut? Yes. Yes. Yediere repetition ofesis purely emotive as well
as ofsoin So multi-tonal, so individual, so expertorSo soft, so smooth According

to Leech,sois such a popular device as it imitates the waynei speak in order to

emphasize something (1966, s. 199).

A highly developed play with meaning and connotatis exploited inRock’'n Rose
(See Appendix 3, s. 71l is an advert on a perfume which is compared jewel.Rock

is a polysemous word and in this case it meagem,especiallydiamondand exactly
the same interpretation is possible fose In either case the expressions belong to
slang and the relation between them is synonyntics b kind of parallel structure
referred to as binominal. The point is that eachthafse synonyms evokes different
emotions that are, in fact, opposimpseis gentle, romantic, and symbolizes love. At

the same time, however, it has become the symbmalf music and lifestyle. On the

32



other handyock is primarily a cold raw hardstone. Thus therensapparent link to
popularRock’n’Roll. This link is not only semantic but also the heagllstructure and

name of thanusic style are analogous. Therefore, it soundditano the reader.

All the comments so far were related to positivaraations so that it should be
pointed out that there are also negative lexememgrthe given samples. However, it
turned out that negative adjectives are used irrord be immediately followed by
positive ones that evoke the desired benefits. Wag the good quality of a given
product is stressed even more by pointing out ifferdnce. For instanceGive dull
skin the scrub off. Reveainooth, radiant skin. The headlind.ook hot. Stay coqlSee
Appendix 3, s. 72)is also based on contrast. In this case the mgasishifted which
results in trendiness. It works with focal meanafdghe given adjectives on the level of
antonymic relation and thus attracts attention. éMionportantly, both adjectives are
polysemous which leads to more than one interpoetand, therefore, to ambiguity.
Taking this context into account, possible meaniofjfiot are “sexually aroused or
arousing;” or “being of intense and immediate iegty” On the other handpol can
either mean “dispassionately calm and self-corgdllor “fashionable and attractive”
(The Penguin English Dictionary).

In comparison with the above mentioned, many headlare even more elaborate due
to exploiting figurative language, especiathgetaphor. Nice example is an advertising
headline promoting a gloss spr&harles Worthington goes to your hedidwittingly
combines the fact that if this product is appliede’s self-conscious increases, which is
represented by the concept of head. This headlinber works with metonymy as
Charles Worthingtons a brand name representing hair-care productsth®&r example
of metaphor isCrowned the people’s favouritdhis headline promotes a shampoo
giving it primacy among other hair products sinige trown is a symbol of victory and
sovereignty which serves as a source domain metiaphyp extended to the position of
the promoted shampoo. Another remarkable poinhig ¢ontext is that there is a link
between placing a crown and applying the shampoth Bf them have in common the
element of head. Another sophisticated example ethphor isSBE DELICIOUS(See
Appendix 3, s. 73). This headline promotes a fragga The point is that a design of its
bottle has appearance of an apple @elicious as Leech points out, is used in order to

evoke pleasurable associations when recommendingd fwoducts (1966, s.153).
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Therefore, the headline compares the goodness apjale to the grace acquired thanks
to wearing the fragrance.

A finishing touch of shinas another example of figurative language. Ibased on the
image schema of path. Henfieishing stands for the last step of the imaginary journey
to the final look. EquallyThe secret to beautiful skin ... ... begins witle emtra step
presents the first step of the beautifying prodbas can be compared to the notion of
path. Moreover, théouch of shings personification becaushineis not human entity.
The headline continues with a sente@@ige your hair 360° shimmering lighthich
untraditionally expresses that after application MUTRI - GLOSS cream the
customer‘s hair will shine all around and thus laikactive and full of energy (See
Appendix 3, s. 74). Furthermore, the headline dxplmetonymy as well because by
shineis meant the actual hair cream (There is a separdtion devoted to metonymy
on page 30).

Common advertising strategy is using celebritiesfases of product brands or
campaigns. This is especially true for perfume adveSuch technique is used, for
instance, inintimately BECKHAM NIGHT. The new fragrance for mamd women
which is a very resourceful example silBECKHAM functions metaphorically. The
Beckhams are so well-known that their name togethir their relationship can serve
as a source domain. This way the qualities of ptechdragrances are indirectly
attributed and wearing of them is compared to iflestiyle of successful famous people.
In this case, it is also suggested in the headhae wearing of this fragrance leads to
interconnection of people (See Appendix 3, s. The similar strategy is employed in
For style that’s red carpet glanit promotes a hairspray collection by using aapbor.
This headline is not as concrete as the previoasanhit also works with the element of
fame. The interpretation is based on the notiothefred carpet leading to the Academy
Awards Ceremony. This means that by virtue of thesie products one would look so
glamorously as famous Hollywood stars at such gromant event. Moreoveglam is

an informal variant ofjlamorousso this is another example of colloquialism. Etyal
I've “red* the script makes the allusion to Hollywood and suggests thamen

wearing the advertised nail polish are like Hollypaastars.
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Non-literal meaning is employed also in the expossmirror shine or cashmere
touch. They are based on common concepts, ways how pempteive the world,
therefore, they are more than just an unusual ¢évecaombinations. In fact, when we
paraphrase them using simile, it becomes more.dféarcan say that it shining like a
mirror. When interpreting the latter example, we must aissmmplex sentenc&/hen

you touch it, it feels like cashmer€hat explains the basis of these expressions and
shows how attractively they can be used. Moreoasrjt results from the common

concepts, it is easily understood by the targetaea

Sometimes, metaphor amyperbole co-occur. The headlinklegawatts of messed up
styld combines metaphoric sense mkgawattswhich conventionally functions as a
physical unit of power equal to one million watttere it is used in the context of hair
volume which is huge supposing one get an elestrock. From morphological point of
view, the lexeme can be decomposed to thewadtand prefixmega-meaninggreat.
Taking this into account, the headline can be preged as a hair style with a great
power. In either case the meaning results from tgle potential ofmegawattwhich

is further intensified by plural and exclamation rknaOther headlines that use
hyperbole attained by exaggerative prefixes laemony is overheatedand Straight
hair, protected and ultra-glossyBoth over andultra- carry a sense afxcessiveness
which implies breaking the conventional limits, egding the standard and thus gaining
special quality. Further, there are samples that steong expressive adjectives like
extreme ultimate or sheersuggesting the superiority of the product. Exagen can
be also seen in the use of lexical items evokimeswatural quality such asagic pen
miracle or magnetismThe headlindNew lash maxxx extreme black mascara. Get the
London look contains the already commented upon expressigineme that is
premodified by a rule-breaking expressioaxxx It is a nonce word that resembles the
existing wordmax and what is more, it intensifies the meaningripld x. Furthermore,
such intensification alludes pertinently to convem&l size measurement which is
desirable here because it aims at the boldest dagbssible. In addition, there are
samples that use superlatives, for examptgle your way to our most BOLD, OPEN-
EYED LOOK! which can be regarded to as hyperbole as well.

There are only two overt comparisonsShine. Just like thatwhich is quite indefinite

when taken out of context of the whole advertisamiépromotes a shampoo that adds
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shine to one’s hair and this conditions is compdcethe model’s look in the picture.
The second example simile is The debut fragrance. An ethereal presence captigati
like a songlt means that the fragrance is so charming thatllitendure in one’s mind
like a captivating song. Thus it makes allusionMeriah Carey’s songs as the perfume
is under her sponsorship. Thaptivating etheral presenc# the fragrance is illustrated
by merging of water with the sky in which the fammainger is lying (See Appendix 3,
S. 76).

As well as metaphormetonymic expressionsare popular in the language of
advertising too. As it works with associationsertables copywriters to present the
message in an interesting way. For example, the London logkpromoting a cosmetic
brand Rimmel is based on the fact that it is ai€ribrand produced in London. And
London is not only the Britain’s capital but, moraportantly, busy cosmopolitan
centre where many famous people concentrate. Bhahy London has such special
status which contributes to the headline attranggs. Actually, the headline uses
metonymic relationPLACE FOR PERSONand says to the customer “be special like
Londoners are.” On contrarfpove presents the latest thing to wear with youn..to
uses a brand name explicitly. In this case prodtasids for producer which means that
it exploits personification as wellThe power of the Red BotéedThe mystery of Blue
Bottle exploits metonymic relation OCEONTAINER FOR CONTAINT Both headlines
promote two different perfumes of the same prodwaaploying identical strategy.
They do not reveal any particular information abitn products, just the colour of the
bottle to identify them and, more importantly, tseucolour symbolism. Red is a
dynamic colour with connotations like passion, desenergy, and vitality. Therefore,
the former combinesed with power which in this context corresponds to boosting
one’s energy. On the other hand, blue symbolizeeg@and calmness of night, it has
relaxing qualities. The word mystery hence suggeseslitation and balance (See
Appendix 3, s. 77). Accordinglytouch of pinkpromoting another perfume exploits
exactly the same strategy. Firstly, pink is theooolof the bottle and it is used instead
the actual perfume, therefore, there is a metongxtension of the meaning. Secondly,
the headline exploits colour symbolism too. Pinkhe colour traditionally associated
with girls and femininity. It combines both childishnocence and purity with flirting
and sexuality. In addition, personification is ihxexd here as well. By means of

personification copywriters create engaging and vivid phrases.il&ily the already
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commented upoA finishing touch of shinpresents thehineas some animated entity.
The same strategy is used Kor a complexion that breathes perfectioor A
sensational way to wake up your sKithe personified element is also present in the
headlineThis little brown bottle holds the future of yowirs Moreover, it is another
example of metonymic relation @ONTAINER FOR CONTAINTas well as injuicy lips,
sweet enough to kiss. Juicy tubksaddition,Colour that roars. Condition that purrs.
has besides personification also an onomatopoetiitg The headline is therefore
striking for its evocativeness. It promotes a shaongnd suggests resourcefully that the
colour is expressive and the hair in such a goagpalthat they are linken to satisfaction
of purring cat. Or it can be also understood inag that a woman would look like a cat
in her hair. In case of latter explanatioonditionstands for &ook of the whole person.
For completeness’s sake, it should be mentionedvdrlsroar and purr are antonyms
creating an interesting contrast. In addition, hkadlinesarah’s style spoke volumes on
how to capture a guyot only exploits personification but also the pa&mous
character of the wordolume.The headline is personified whepeak volumemeans

“be talkative” It can also mean “be proof of” which suits thentext perfectly too.
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5 Conclusion

The bachelor paper aims to examine how the linguidévices employed in the
advertising language function. For this purpose lbeeen carried out an analysis of one
hundred and twenty headlines on the level of fonmal aneaning with respect to
advertising goal of selling the product. In orderachieve this goal, various strategies
of intriguing and persuading the reader are exgtbiThere are many of them and they
mostly co-occur. This means that the headlinesvary complex elaborate units.
However, the scope of this paper is limited andetoge only the most prominent
devices are explored. The role of nouns and asiestand their word-formation has
been investigated on the formal level. It has beued and proved in the paper that
derivation and compounding have the potential etng original and lively lexical
units. Moreover, both of these processes are ussavatively and also functionally.
Concerning derivation, prefixes either modify thasé in order to emphasize its
meaning or they negate the meaning of words thabtdeundesired conditions and
qualities. In the former case, such expressionsuartelly hyperbolic in character.
However, suffixes are much more frequent. The nafrsnffixes derive nouns denoting
kinds of products or desired results of their aggilon. In comparison, the adjectival
suffixes are exploited even more and the deriveddsvalenote either the beneficial
effects or the product qualities. The most freglyensed adjectival derivative is
beautiful and the most productive suffixes are participidde use of the morpheme
proofis also notable. It is classified in theory midwastween suffix and adjective used
in compounding. It is considered adjective in tlapgr and it has been found out that it
is not only quite prolific but also original in fming new words. Similarly to derivation,
compounding is also very productive and adjecto@hpounds prevail over nominal
ones. Although the number of nouns is higher tHaadgectives, many of them are used
as noun modifiers with qualifying function. Thus$iey form long polymorphemic
compounds and also contribute to the condensed okapnveying the message. It
should be also pointed out that derivation and aumgding co-occur and together they
form interesting and vivid forms. Furthermore, thas another important formal
feature. It is alliteration which is mainly the axition attracting device. It is used to
create phrases that are pleasing both to eye andlbgeration is based on repetition of
letters and the repetition is examined furthertanlével of word. Its main function is to

make the product memorable by adding emphasis. tQutlities of the product are
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effectively emphasized by grading of adjectivess lotable that comparative forms are
not used standardly. They are referred to as urigu@htcomparatives as they are not
compared overtly to anything concrete. However,attective form of lexical items is
not enough for winning the customers. It serveselgethe purpose of arousing the
reader’s notice. The real persuader is the meatongained in these forms, especially
the connotations of them. The copywriters interdliynselect words that evoke emotive
associations capable of influencing the readerdsor. This means that the decision
about purchasing the product is based mainly oatiamal motive. Therefore, the
headlines promoting cosmetic products are full ofds likebeautiful natural, radiant,
sun-kissedthat suggest qualities of skin and hair such aaltiieess and vitality.
Further, there occur words promising sexual atftraness, for exampleensualsexier
kissable They are used mainly in context of decorativenzetscs. In contrast, perfumes
are difficult to describe so that adverts promotithgm rely on other than purely
linguistic devices. Copywriters usually count onlebeities that recommend the
fragrances. Other strategies are also based orrajjgnienown concepts like colour
symbolism or atmosphere typical for place where ghaduct is manufactured. Many
headlines promoting perfumes make sense only iatioel to the picture of the
advertisement. However, the majority of them do hatve any headline at all.
Concerning connotation, it should be pointed oat the wordhewis used without any
distinction of the product group. In fact, it isetimost frequently exploited adjective
within the analysed samples and it occurs that dompletely universal in its use. With
respect to quality and effect, it can premodify m®aenoting kinds of products as well
as achieved results. It is also notable that theremssions are usually informal and
resemble everyday speech. In addition, there ienalency to use words that are
exaggerative. Such words are either derived by rapipg respective prefixes or they
are adjectives likeextreme or maxi Moreover, hyperbolic expressions usually
accompany figures of speech like metaphor and metpn Metaphor is based on
concepts that are embedded in the language andealhd it exploits the resemblance
between the source and target domain. It is capefbteeating sophisticated and witty
headlines and this way to intrigue the reader. l@nather hand, metonymy works with
associations of elements belonging to the same ioribas a useful device for writing

vivid headlines that usually, together with per§oation, emphasize the product name.
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To conclude, the copywriters of advertising heagHirtry to intrigue the reader at any
rate, therefore, they seek for fresh and intergstuays of expressing a memorable
message. Hence, they employ inventiveness andiwtgdioth on the formal and

semantic level. This makes the advertising langtlagenost playful and original of the

functional styles.
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6 Resume

Tato bakaléska prace se zabyvéa jazykovymi piedky uzitymi v reklamnich titulcich,
neba vychazi z pedpokladu, Ze pr&vjazyk je tim nejdinnéSim nastrojem reklamy,
ktery dovede nejlépe ovlivnit cilového zakaznikagprdci jsou proto zkoumany nastroje

a zpisob, kterymi toho Ize dosahnout.

Cela préce je roztena na dv hlavni ¢asti. V teoretick&asti je nejprve specifikovan
okruh bakaléské prace. Reklama je obé&orelice Siroky pojem, ktery by nebylo mozné
v této praci obsahnout, proto je dané téma podstafizeno. Dany okruh je tedy
omezen z hlediska wvghu reklamniho média a jeho za&feni, ¢asti vlastniho
propagé&niho textu a také co secty vlastnich jazykovych prastdki. Za pedmet
zkoumani byly zvoleny reklamni titulky propagujicdsmetické vyrobky ¥asopisech
pro Zeny, nehd v ramci takto vymezené skupiny lze sledovat spr@eznaky, a to
piedevsim z hlediska vyznamu. Toto téma je zpracozandvou pohletl Nejprve je
pozornost ¥novana formalni strance jazyka, jejiZile¥itost speéiva v potencialu
zaujmoutéten&e na urovni vizualnich prik Zde se prace zabyva zejména procesy
tvoreni slov, a to odvozovanim a skladanim s ohledemaybeané slovni druhy, coz
jsou podstatna affgavna jména. Jejich vyuziti je vreklamnim jazyo#iz velice
vyznamné, protoze préwyto slovni druhy fedavaji hlavni informaci o propagovanych
produktech. S ohledem na prosazovany produkt anéstek na cil reklamy ziskat
zakaznika je pojato i téma tvorby slov. ¥pgad odvozovani slov jsou popsany
vyznamy a pouziti jednotlivychiedpon a fipon, jeZ jsou identifikované ve vzorcich
shromazdnych za delem jazykové analyzy. Skladani slov je uchopenecatji

v rozmezi které odpovida gebam reklamniho textu. Oba tyto procesy jsou viprac
piedstaveny s ohledem na cile sledované reklamoim $ouvisi i popis dalSich
formalnich znak. Jedna sefpdevsim o aliteraci a opakovani slov. Aliteracidaovan
prostor, nebt se jedna o jazykovy prdstek, ktery hraje v reklagndileZitou roli,
piestoze ho fundni styly BZné nevyuzivaji. Jednd se o priestek spadajici do jazyka
poetického. To samé plati i o rymu, ktery je v askl téZ uplatovan, ten je vSak
v praci spisSe zmim. Jeho popis neni tak hluboky, nétiterarni teorie tykajici se rymu
je kapitolou samou pro sebe. Vice prostoru je neepaovano funkci opakovani slov a
jednotlivym figuram, které lze tit. Zde, stej jako u odvozovani, jsou popsany jen ty

figury, které se vyskytuji ve danych vzorcich.
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V teoretickécasti je dale zpracovana oblast vyznamové rovinyarekich slogain,
ktera dava nasledné analyze hlubsi ré&iziNejprve je ¥novan prostor konotaci slov a
dale je rozliSen doslovny a obrazny vyznam. Zbykst teorie se pak zabyva
jednotlivymi typy tromi. NejvyznamgjSi z nich je metafora, kterd je popsana
zaloZen na wSi podobnosti dvouiznych domén. Pokud je vztah mezi nimi vy
vyslovre, je tento jev klasifikovan jakofpovnani. Oba tyto druhy trdpjsou hojri
vyuzivany v reklamnich titulcich, nebodokazi vyjadit dané sdleni zajimavym
zpisobem, které ma jakysi hlubSi smysl, a proto méomabst ¢tende zaujmout.
Metafora jecasto spojena s hyperboloupersonifikaci, které jsou sitné piredstaveny.
Podobr jako metafora je vyuzivana také metonymie, ta nmé@ho znak s metaforou
spolenych, liSi se vSak zasadnimigpbem v tom, Ze je zaloZzena na podobnostiminit

a asociacemi s tim spojenymi.

Po redstavenidhto pojni v teoretick&asti nasledujéast prakticka, jejimz zakladem
je sto dvacet reklamnich titilk shromazdnych z britskych vydanicasopis
Cosmopolitan a Glamour. Jak jiz byltedeslano, analyz&ahto vzorki je zpracovana
za Eelem zjistit, jakym zpisobem jsou dané jazykové piestky vyuZity s cilem
zaujmout cilovéh@tende a geswdcit ho o koupi produktu. Nejprve je rozebran vyskyt
odvozenych podstatnych &igavnych jmen a fungovanirgdpon a fipon z pohledu
odkazovani se na vyrobek a jeho vlastnosti a daleysledek dosazeny jeho aplikaci.
Bylo zjiSttno, Ze odvozeniny ffdavnych jmen se vyskytujfasgji v porovnani se
jmény podstatnymi. V ramci této skupinyrepladaji tvary participialni. itomna
participia jsou pouZita zejména k popsani vlasinogbbki a zarove, diky své aktivni
povaze, v sob vyjadiuji i vysledek dosazeny aplikaci produktu. Na dwlstranu,
piidavnd jména ve tvaru minulych participii premddifi podstatnd jména oz&gici
¢asti tla a sdluji ¢tendi jiz dosazeny pozitivni efekt. Toto vyjage i pridavné jméno
beautifulodvozné pipojenim gipony -ful. Toto slovo je v ramci odvozenirfidavnych
jmen ne¢astji vyuzivane, neboje v podstat ztélesrenim cile kosmetického snazeni a
navic je univerzakh vyuzitelné. Vyznamay opand jsou pak slova tw¥ena pipojenim
piipony Hess Tato se pouziva k tvokbslov, ktera v sab nesou nezadouci zapornou
kvalitu, jeZ je touto iponou negovana. Timto &pobem je upozowmo, proti jakému
nezadoucimu stavu je vyrobek z#en. Jsou tedy v porovnani s slovekrasny

konkrétrgjSi. Mezi nominalnimi fiponami jsou dlezité gFipony agentivni, které
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odvozuji nazvy typ produkfi. VétSinou jde o odvozeniny se slovesnym zékladem, a
proto nazné&uji jakym zpisobem dany produkt funguje. Dale je zde ¢myapaiet
abstraktnich odvozenych substantiv. T§tSinou oznauji vysledny stav. Skladanim
slov jsou tvéena také adjektiva. Jejich pomoci je mozné vyjmahdwned skolik
vlastnosti produktu nebo vysledného vzhledu najedidoanglickém jazyce jsou tyto
dlouhé sloZeniny ty@ny kompozici #kolika podstatnych jmen ¥ad, ktera spoléné
modifikuji jadro substantivni fraze. Tento druhZ&dain je kondenzaim nastrojem,
neba premodifik&ni vyjadeni nahrazuje &u, a navic dodava &@ni spad.
Vyjmenovani velkého pttu vlastnosti najednou¢ld na zakaznika dojem vyjirtieé
kvality produktu. Z tohotoitvodu je Zejmé, Ze tento typ vyjddni je specificky prav
pro jazyk reklamy, navic j€asto originalni a vytv@no jen pro fipad konkrétni
potreby, u takto dlouhych sloZenin se nejedna o ustgtdpady. Je nutno podotknout,
Ze slozené tvaryasto obsahuiji i tvary odvozené. Po formalni strjedaké dlezitym
jevem aliterace. Jedna se o opakovardamnich hlasek po s@&bnasledujicich slov,
které je v BZném jazyce vyjiméné. Zde je vSak pouZzito zcela z&n€ s cilem upoutat
¢ten&e na prvni pohled vizualnim dojmem. Pravda alggeyysloveni takové skupiny
slov pisobi velice poutay V pripads opakovani celych slov je cilemmdzreni urité
informace v reklamnim sloganu, coz vyznanmispiva k zapamatovatelnosti produktu
a pokud se slogan navic rymuje, je efekt spolehl&Zgrazréni s sebou nese také
stumovani adjektiv. Pozoruhodné je zejména pouZiti kamagivu, nebo zde nedochazi
ke konkrétnimu frovnani. Reklamni titulek prasttvrdi, Ze je produkt lepSiasy
vyrazrejSi a podobs, ale uzéten&i neprozrazuje 8im ke srovnani doslo. Tato strategie

ale funguje, protozé&tend si tento trikcasto Wibec neugdomuije.

Co se tge vyznamu reklamnich titulik je nejprve ¥novan znaény prostor konotaci
slov, protoZze vyér slovni zasoby je nesmifrdulezity a vyvolané asociace owuliuji
¢tend&e do velké miry. Obeenize fici, Ze naprostad&Sina pouzitych slov je v zasad
pozitivni a také sugestivni. Vyznanéchto slov je zamren na pocitovou stranku
vnimani textu. Dale stoji za povSimnuti vyuziti orefalnich vyraé. Tyto vyrazy jsou
bézre¢ vyuzivany v mluveném projevu, a protéinné piiblizuji vyrobek ¢tendi. Mezi
analyzovanymi vzorky se objevuje pouze sedm negiativ slov, ktera jsou
vSak okamzit negovana, a tim je dosazeno Zadouciho kontrastauthé poznamenat,
Ze velicecasto se objevuji slova pouzivajici pojem sluncdiensouvisejici sitlo, z&i

a lesk. Tyto vyrazy maji oztavat vitalitu a blahodarnéciinky, které vyrobek pnasi
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lidskému &lu, zejména pokoZzce a viam. Déle se zde vyskytuji slova, ktera naaijia
sviadnost. Ty najdeme fpdevSim v souvislosti s dekorativni kosmetikou. ch&§ji
vyuzivaneé je vSak fjidavné jménonew které je naprosto univerzalni jak ve spojeni
s typem vyrobku, tak s oz&enim vlastnostici vysledku. Jedna se o stal€innou
strategii, nebd novy vyrovek je povazovan za lepSi, zdokonalenyeho atraktivni,
protoZe je ,neokoukany.” Toto slovo se nejvice ®hje v reklamnich titulcich
propagujicich parfémy. Ty jsotasto velmi kratké a nekonkrétni. Yepazne wtsing
piipadi se jedna pouze o jméno obchodnickyadoplrtné jménem slavné osobnosti
ktera je tvéi znalky. Divodem je nepopsatelnosing, protoze je to velice individualni
zélezitost a navic néwyvinutou \ani vétSinou nelze firovnat k ntemu znamému. |
zde se vSak objevuje invence reklamnictirdr. Reklamni text je wthto gipadech
vétSinou plre odkazan na ilustraci nebo na jiz z&na dopordeni znameé osobnosti.
Pro reklamu na kosmetické vyrobky aébpejména na parfémy jgipnané, ze krom
anglickych slov jsou pouZivana i slova ciziiegevsim francouzska. tbodem je

navozeni atmosféry jiné zeéna tim jakési odliSnosti. Zaroieo také pinasi asociace

spojené s danou zemi, které niagin&i vstipeny v pod¥domi.

Nejvice vyuzivané jazykové figury jsou metafora atomymie. VyuZitim metafory je
informace v textu reklamy podana zajimavym a hiaghivtipnym zpisobem. Tim na
sebe upouta pozornost a pomaha tak k zapamatovagpiobku. Jak jiz byloreceno,
metafora vyuZziva podobnosti dvou odliSnych doménichZ jedna je obeé&nznama,
zakaenina v daném jazyce a kuitu V rekterych gfipadech se spale¢ s metaforou
objevuje i hyperbolagimz se vyznam reklamniho &eni umodiuje. Rehargnim je
docileno toho, Ze jgten& ohromen nebo dokonce Sokovan. Navic je nutno&amit,

Ze to co je mnozste¥nvétSi maji lidé tendenci poddome vnimat jako lepSi. Ve
spojeni s metaforou se také objevuje personifika@sgji k tomu vSak dochazi
v souvislosti s metonymii. Timto #pobem je docileno toho, Ze jsou danému produktu
piipsany ukité vlastnosti a je to prévprodukt, ktery se stava konatelem. V tomto
piipadt je pouzito bd’ piimo obchodniho nazvu vyrobké vyrobce, nebo se na
vyrobek odkazuje jeho charakteristickymi ¢eeg€ji vzhledovymi znaky. V souvislosti
se vzhledem vyrobku je&asto zdrazovana jeho barva. iIodem je vyuzivani
symboliky barev. Vyznam barevnych odstispa@iva v pisobeni natende, ktery ma

jejich vnimani zakddované. Tato tendence se olgewngfasgji v reklamach na
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parféemy. Charakteriné je popsén firovnanim k dané baéy ktera vyvolava Zadouci
asociaceCervena zn& vybudnost, vade modra naopak klid, vyrovnanost a podébn

Z vyzkumu tedy vyplyva, Ze jazykové priedky vyuzivané reklamnimi ivci jsou
neobvyklé a jejich vhodnou kombinaci seideytvaret texty, kterécten&e zaujmou
kreativnim podanim a mnohdy i hlubSim smyslem,yktesol& skryva divtip. Navic
jsou jazykové progedky voleny tak, aby vyvolavaly u potencionalnichkazniki
zamyslené asociace a tim je ovlivniljedevSim na citové rouwin coz hraje v oblasti
reklamy zésadni roli. Uvedené rysy reklamniho texéjsou zdaleka wgrpané, Ize

v s

nejvyznamsjsi.
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Appendix 1 - List of headlines

Skin care cosmetics

Cosmopolitan, July 2006

1. Powerful & potent
New energised moisture & protection
For hydrated, protected, radiant skin
2. Dare to bare?

3. Catch a bit of sun every day
4. Collagen Filler. Fill your wrinkle furrows daily

5. Give dull skin the scrub off. Reveal smooth jaatiskin.

6. Good for your skin — great for your look.

7. Sensitive is now sensual

8. The secret to younger looking skin is Simple

9. Gradually builds a natural, sun-kissed-lookisg. t
Cosmopolitan, December 2007

10. Energising cream. Multi-protection SPF 15

11. Moisture Eye Cream

12. Go natural with the UK’s number one scrubsibshealthy. Naturally Swiss.

13. Feel the natural softness of silk.

14. The only thing to wear... for a sun-kissed glow.
Cosmopolitan, March 2008

15. This little brown bottle holds the future ofuyaskin.

16. The secret to beautiful skin ... ... begindwihe extra step

17. It's a fact. With Clarins life’s more beautiful
Multi-Active Day and Night Cream.

Glamour, April 2007

18. Turn starlight into sunlight. New complete ggleing sunshine
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19. A sensational way to wake up your skin. Newaasgnsation from nivea visage

20.

Get the London look. Get even. New sunshimmexyson tan

Glamour, August 2006

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

For a sublime tan just airbrush on.

Dove presents the latest thing to wear withryop.... ... beautiful underarms.
Effective protection. Beautiful result.

A SPLASH of VITALITY. It's something WONDERFUIn the water.
Being beautiful on the outside never hurts

Love the skin you're in.

NEW N°7 Protect & Perfect Moisturising Body Ger

The UK’s No 1 for dry skin

For skin this soft, you need Cocoa Bultter ticis.

Now the mist that dries instantly for natuafing tan.

New level of radiance, revealed.

Hair care cosmetics

Cosmopolitan, July 2006

31.

32.

33.

34.

Clients worry straighteners will damage the&irh. ... not when there’s

TRESemmé
Professional...Affordable

Shine. Just like that.
defend your BRIGHTEST BLOND highlights

New head&shoulders conditioner maintains tlegation of your anti-dandruff

shampoo

35. There’s very surprising secret to gorgeous hair

36.

Rich colour and harmonised highlights. Thatgytmulti-tonal colour you can

call your own. Sanulti-tonal, soindividual, soexpert no one know you did it
yourself.
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37. 8HR moisture cover. 100% moisturising supetesmfig. New rich moisture
cream (lipstick)

38. A powerful new conditioner withOmega Ceramidefor dry, damaged hair.
Double repairing action: inside + out.

39. HOT styles...protected.

40. Hold that look! Straight hair, protected anttatglossy.
41. Invisible hold. No residue.

42. Invisible hold. No gung.

43. Non-permanent colour with staying power: Up9t colour intensity even
after 10 washes!

44. Megawatts of messed up style!
45. Xtrovert. Xplosive. Love the colour.
46. A finishing touch of shine: Give your hair 3&himmering light.

47. Look hot. Stay cool. shockwaves Power Hold fspreeat proof. Droop proof
Summer proof.

48. Now hydration isn't just for your skin. hydnmagi smooth & silky
Cosmopolitan, March 2008
49. Don't just shine, shimmer

50. Protect me from heat. Just don’t ever protexfnom being hot.
51. Dance proof. Heat proof
Shockwaves. STYLE. ATTRACT. PLAY

Glamour, August 2006

52. Colour that roars. Condition that purrs.
53. For instant shine just add H20 Oh Ohhh
54. Crowned the people’s favourite

55. You know what, Mark? You were right. | am toood for you. Charles
Worthington goes to your head

56. NEW LIGHT TECHNOLOGY Mirror shine, cashmere ¢bu.. weightless feel!
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57. The Pantene style hairspray collection

58. intense defence from red hot heat. For stgéshed carpet glam.

Glamour, April 2007

59. sarah’s style spoke volumes on how to captgreya
shockwaves. style. attract. play.

60. A totally free haircut? Yes. Yes. Yes!

Decorative cosmetics

Cosmopolitan, July 2006
61. New look, new lush shine.
62. Juicy lips, sweet enough to kiss. Juicy tubes.
63. Airflash. Airbrushed perfection in a flash

64. INSTANT SUMMER Sheer sun-kissed glow. showstffimmer
New sunshimmer instant face bronzer

65. For famously fuller lashes. fabulash mascara

66. New petal pink collection by moisture extreme

67. New MAXI FRANGE waterproof mascara, maxi volymexi resistance.
Cosmopolitan, December 2007

68. Lusciously kissable

69. For a complexion that breathes perfection
Infallible make-up. Long-lasting perfecting founidat SPF 15

70. Clump-free, sexier, refined length.
71. I've “red” the script
72. The ULTIMATE look. New miracle touch liquid uision foundation.

73. NEW 3D EXTREME MASCARA. 25x fuller 70% curvi&0% visibly longer
lashes

74. Behind-the-scenes beauty
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Glamour, August 2006
75. Transform your lips with mirror shine
76. Style your way to our most BOLD, OPEN-EYED LOOK
77. NEW Stay Perfect Mascara. Smudge-proof, hemifplife-proof
78. BIG SPLASH LASHES. 15x more body. 50% more tangcurve
79. sheer genius! coldurall
80. Touch éclat — radiant touch. The magic penlfiitmate radiance
81. NEW — PERFECT TOUCH Radiant brush foundation

82. New lash maxxx extreme black mascara. Get dmeldn look

Glamour, April 2007
83. Natural, nude, you! (lipstick)
84. New cool matte mousse foundation
85.Recover anti-fatigue foundation
86. New Improved ColorStay® Makeup. Stay Flawlek$ay (makeup)
87. Up to 5x thicker lashes instantly no clumpsagoara)

88. Rediscover yourself, be creative and re-invetdrins Make-Up. Always fun,
always new, always you.

89. ColorStayLoveable. So soft, so smooth you wbelteve it lasts for hours and
hours (lipstick)

90. True-to-you makeup perfection
precise match, seamless finish

Perfumes
Cosmopolitan, July 2006
91. Experience the world of 212. For him. For her.
92. Dior Addict. A New Fragrance. A New SparklingrSation.

93. very irrésistible Givenchy. Very élegante, vieny, very you.
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Glamour, August 2006
94. Pure white linen. Esteé Lauder.The new fragraadive in all year long.
95. The unexpected fragrance from Chanel
96. The power of the Red Bottle
97. The mystery of Blue Bottle.
98. touch of pink
99. All the charm of Dior in a fragrance.
100. The new feminine fragrance

Cosmopolitan, December 2007

101. Beautiful. Esteé Lauder.

102. Rock’n Rose.

103. A new Cinderella is born

104. The fragrance for women and men

105. The sparking new fragrance

106. Harmony is overheated.

107. 2 new fragrances one for him. one for her. Calvin Klein

108. Sheer magnetism

109. A new women'’s fragrance

110. The first fragrance

111. BE DELICIOUS the fragrances for men & women

112. “I had to have it the next scent

113. “Classic" The fragrance for women by jean Raaitier

114. The debut fragrance. Mariah Carey. An ethgresdence captivating like
a song.
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115.

116.

117.

118.

119.

120.

| Want You All Over Me. The premier fragrance

Daisy Marc Jacobs The new fragrance for women

intimately BECKHAM NIGHT. The new fragrance fmen and women
Sweet darling my new fragranceu& MINOUGUE

The new Eau de Parfum absolue

new magical fragrance
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Appendix 2 - Categorization of headlines

Word-formation

Derivation

Prefixes
anti -
1. New head&shoulders conditioner maintains thetgmton of your anti-
dandruff shampoo
2. Recoveanti-fatigue foundation
in-
3. For a complexion that breathes perfection

Infallible make-up. Long-lasting perfecting foundation. SBF 1
mega-

4. Megawattsof messed up style!

multi-

5. Rich colour and harmonised highlights. Thatigytmulti-tonal colour you can
call your own. Sanulti-tonal, soindividual, so experho one know you did it
yourself.

6. Energising creamMulti-protection SPF 15

7. It's a fact. With Clarins life’'s more beautiful.

Multi-Active Day and Night Cream.
non-

8. Non-permanent colour with staying power: Up to 90% colour intéypseven
after 10 washes!
over-
9. Harmony ioverheated.
ultra-
10. Hold that look! Straight hair, protected antta-glossy
un-

11. Theunexpectedfragrance from Chanel
Suffixes

nominal

-ance/-ence/-ce
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12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.

27.
28.
29.
30.
31.

-ation

-er

32.
33.
34.
35.
36.
37.
38.

39.
40.

New MAXI FRANGE waterproof mascara, maxi volymexiresistance
Touch éclat — radiant touch. The magic penliimateradiance.

New level ofadiance, revealed.

Pure white linen. Esteé Lauder.The riegrance to live in all year long.
The unexpectdtagrance from Chanel

All the charm of Dior in &agrance.

The new feminin&agrance

Thefragrance for women and men

The sparking nefvagrance

2 newfragrances one for him. one for her. Calvin Klein

A new women’$ragrance

The firstfragrance

BE DELICIOUS thdragrancesfor men & women

“Classic” Thdragrance for women by jean Paul Gartier

The debufragrance. Mariah Carey. An etherearesencecaptivating like a
song.

| Want You All Over Me. The premiéiagrance

Daisy Marc Jacobs The némagrance for women

intimately BECKHAM NIGHT. The nevragrance for men and women
Sweet darling my nefvagrance KyLIE MINOUGUE

new magicdlragrance

Infallible make-up. Long-lasting perfectifmundation. SPF 15
The ULTIMATE look. New miracle touch liquid iisionfoundation.
NEW — PERFECT TOUCH Radiant brusiundation.

New cool matte mous$eundation.

Recover anti-fatigu@undation.

Dior Addict. A New Fragrance Sparkliggnsation.

A sensational way to wake up your skin. Newaaggnsationfrom nivea visage
Collagertiller . Fill your wrinkle furrows daily.

INSTANT SUMMER Sheer sun-kissed glow. showsbfimmer

New sunshimmer instant fabeonzer
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41. Clients worrystraighteners will damage their hair... ... not when there’s
TRESemmé
Professional...Affordable

42. New head&shouldesonditioner maintains te protection of your anti-dandruff
shampoo.

43. A powerful newconditioner with Omega Ceramide for dry, damaged hair.

Double repairing action: inside + out.

-ion

-ity

44. Powerful & Potent
New energised moisture grotection
For hydrated, protected, radiant skin

45. Dove presents the latest thing to wear withryop.... beautiful underarms.
Effective protection. Beautiful result.

46. New head&shoulders conditioner maintainsptagection of your anti-dandruff
shampoo

47. A powerful new conditioner with Omega Ceramide dry, damaged hair.
Double repairingaction: inside + out.

48. Nowhydration isn't just for your skin. hydrating smooth & silky

49. The Pantene style hairspaflection

50. New petal pinkollection by moisture extreme

51. Airflash. Airbrushegberfection in a flash

52. True-to-yoperfection.

53. For a complexion that breathmsfection

54. A SPLASH oVITALITY . It's something WONDERFUL in the water

55. Non-permanent colour with staying power: Up9@ colourintensity even
after 10 washes!

-Ness

56. Feel the naturabftnessof silk.

adjectival

-al

57. Sensitive is nowensual

58. Feel thanatural softness of silk.
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59.Natural, nude, you!

60. Gonatural with the UK’s number one scrubs. Visibly healthaturally Swiss.
61. Gradually builds aatural, sun-kissed-looking tan.

62. Now the mist that dries instantly featural -looking tan.

63. Asensationalway to wake up your skin. New aqua sensation fnorea visage

64. Rich colour and harmonised highlights. That’gytmulti-tonal colour you can
call your own. Sanulti-tonal, soindividual, soexpertno one know you did it
yourself.

65. Clients worrystraighteners will damage their hair... ... not wheere’'s
TRESemmé
Professional..Affordable
-able
66. Lusciouslykissable
67. ColorStaloveable So soft, so smooth you won’t believe it lasts Hours and
hours

For a complexion that breathes perfection

68. Clients worrystraighteners will damage their hair... ... not wheere’'s
TRESemmé
Professional. Affordable
-ful
69. A SPLASH of VITALITY. It's somethingVONDERFUL in the water.
70. The secret tbeautiful skin ... ... begins with one extra step

71. It's a fact. With Clarins life’s moreeautiful .
Multi-Active Day and Night Cream.

72. Dove presents the latest thing to wear withryop.... ..beautiful underarms.
Effective protectionBeautiful result.

73. Beingbeautiful on the outside never hurts

74.Beautiful. Esteé Lauder.

75.Powerful & potent
New energised moisture & protection
For hydrated, protected, radiant skin

76.

77. A powerful new conditioner with Omega Ceramide for dry, daedadair.
Double repairing action: inside + out.
-ible

78.Invisible hold. No residue
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79. veryirrésistible Givenchy. Very élegante, very fun, very you.
-ive

80. Sensitiveis now sensual.

81. Rediscover yourself, beative and re-invent. Clarins Make-Up. Always fun,
always new, always you.
82. Dove presents the latest thing to wear withryop.... ... beautiful underarms.

Effective protection. Beautiful result.

-less

83. precise matclseamlesdinish

84. New Improved ColorStay® Makeup. StgwlessAll

85. NEW LIGHT TECHNOLOGY Mirror shine, cashmere ¢bu.. weigtlessfeel!
-ous

86. BEDELICIOUS the fragrances for men & women
-y

87. Go natural with the UK’s number one scrubsiblyshealthy. Naturally Swiss.

88. Juicy lips, sweet enough to kiss

89. Now hydration isn’t just for your skin. hydragi smooth &silky

Present and past participle functioning as adjectiv
-ing
90. NEW N°7 Protected & Perfebtoisturising Body Serum

91. 8HR moisture cover. 100%oisturising supersoftening New rich moisture

cream

92. Thesparking fragrance

93. Dior Addict. A New Fragrance. NeSparkling Sensation.

94. Now the mist that dries instantly foaitural-looking tan.

95. Gradually builds a naturayn-kissed-lookingtan.

96. A powerful new conditioner with Omega Ceramide dry, damaged hair.
Doublerepairing action: inside + out.

97. Non-permanent colour witstaying power: Up to 90% colour intensity even
after 10 washes!

98. Afinishing touch of shine: Give your hair 368himmering light.

99. Now hydration isn't just for your skihydrating smooth & silky

100. The debut fragrance. An ethereal preseapévating like a song.
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101. New VolumeShocking

102. Energising cream. Multi-protection SPF 15
103. There’s vergurprising secret to gorgeous hair.
104. The secret tpounger looking skin is Simple
105. For a complexion that breathes perfection

Infallible make-upLong-lasting perfecting foundation. SPF 15

-ed
106. Powerful & potent
New energisedmoisture & protection
Forhydrated, protected, radiant skin
107. The only thing to wear... forsaun-kissedglow.
108. INSTANT SUMMER Sheesun-kissedglow. show off shimmer
New sunshimmer instant face bronzer
109. Rich colour andharmonised highlights. That’s truly multi-tonal colour
you can call your own. So multi-tonal, so indivilugo expertno one
know you did it yourself.
110. Clump-free, sexierefined length.
111. A powerful new conditioner with Omega Ceramide dry, damaged
hair. Double repairing action: inside + out.
112. HOT styles. protected.
113. Hold that look! Straight haiprotected and ultra-glossy.
114. Airflesh.Airbrushed perfection in a flesh
115. Style your way to our most BOLDPEN-EYED LOOK!
116. Newlimproved ColorStay® Makeup. Stay Flawless All
117. Megawatts anessedup style!
118. Theunexpectedfragrance from Chanel
119. Harmony i®verheated
Compounding
nominal
N+N

1. sarah’s style spoke volumes on how to captgpeya
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shockwavesstyle. attract. play.
2. Dance proof. Heat proof

ShockwavesSTYLE. ATTRACT. PLAY
3. Collagen Filler. Fill yourwrinkle furrows daily.
Moisture Eye Cream
A sensational way to wake up your skin. Nagua sensationfrom nivea
visage
6. NEW N°7 Protect & Perfect Moisturisiidpdy Serum
7. New head&shoulders conditioner maintains the ptaecof your anti-
dandruff shampoo
8. 8HR moisture cover. 100% moisturising superesofty. New richmoisture
cream
9. NEW LIGHT TECHNOLOGY Mirror shine , cashmere touch.. weightless
feel!
10. Transform your lips witmirror shine
11. NEW - PERFECT TOUCH Radidmtush foundation
12.Recoveranti-fatigue foundation
13. Airflash . Airbrushed perfection in a flash
14. Turnstarlight into sunlight. New complete everything sunshine
15. Get thd.ondon look. Get even. New sunshimmer spray on tan
16. New head&shoulders conditioner maintains the protection of your anti-
dandruff shampoo
Adj + N
17.defend your BRIGHTEST BLONDighlights
N +V
18. A totally freehaircut? Yes. Yes. Yes!
19. Turn starlight into sunlight. New complete giieing sunshine
V + Particle

20. For a complexion that breathes perfection
Infallible make-up. Long-lasting perfecting foundation. SPF 15

21. New Improved ColorStay®lakeup. Stay Flawless All

22. Rediscover yourself, be creative and re-inverins Make-Up. Always fun,
always new, always you.
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Preposition/adverb + N
23. Dove presents the latest thing to wear withryop.... ... beautifulnderarms.
Effective protection. Beautiful result.
Adjectival
(N+N+.)+N
24. Newsunshimmerinstant face bronzer
25. Get the London look. Get even. Nsmnshimmerspray on tan
26. Look hot. Stay cookhockwavesPower Hold Spray. Heat proof. Droop proof
Summer proof.
27. ThePantene style hairspray collection
28. intense defence from red hot heat. For st@éshed carpet glam.
29. The ULTIMATE loo. Newmiracle touch liquid illusion foundation

30. New coolmatte mousse foundation
N + Adj

31.Clump-free, sexier, refined length.

32.NEW Stay Perfect Mascar@mudge-proof, heat-proof, life-proof

33.New MAXI FRANGE waterproof mascara, maxi volume, maxi resistance
34. Dance proof. Heat proof

Shockwaves. STYLE. ATTRACT. PLAY
35.Look hot. Stay cool. shockwaves Power Hold Spkssat proof. Droop proof
Summer proof.
N +V

36. The only thing to wear... forsan-kissedglow.

37. INSTANT SUMMER Sheesun-kissedglow. show off shimmer

38. Airflesh.Airbrushed perfection in a flesh

39. New ImprovedolorStay® Makeup. Stay Flawless All Day
Adj +V

40. Style your way to our most BOLDPEN-EYED LOOK!
N + V (Copulative)

41. NEW N°7Protect & Perfect Moisturising Body Serum
Phrasal Compounds

42.Behind-the-scenedbeauty

43. True-to-you makeup perfection

44. Gradually builds a naturayn-kissed-lookingtan.
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45.8HR moisture cover 100% moisturising super softening. New rich maist

© N o 0o B~ Db PRE

9.

10.

11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.

23.
24,
25.

cream

Phonological schemes

Alliteration

Powerful & potent

CollagerfFiller. Fill your wrinkle furrows daily.

Sensitive is nowsensual

Beingbeautiful on the outside never hurts

Feel the naturabftness ofilk.

NEW N°7Protect & Perfect Moisturising Body Serum

Forskin thissoft, you need Cocoa Butter this rich.

Rich colour andharmonisedhighlights. That's truly multi-tonatolour youcan
call your own.

So multi-tonal,so individual,so expert no one know you did it yourself.

A powerful new conditioner with Omega Ceramide dry, damaged hair.
Double repairing action: inside + out.

Megawatts ofnessed up style!

Xtrovert. Xplosive. Love the colour.

Now hydration isn’t just for your skin. hydmagismooth &silky

Colour that roarsCondition that purrs.

New look, newlush shine.

For famouslyfuller lashestabulash mascara

Newpetalpink collection by moisture extreme

The newragrancdor women

Dior Addict. A New Fragrance. A NeSparkling Sensation.

Turnstarlight intosunlight. New complete everythirsgnshine

New coomattemousse foundation

ColorStayLoveableso soft, so smooth you won't believe it lasts for hours and
hours

Don't justshine, shimmer

Rock’'n Rose.

intense defence from rldt heat. For style that's red carpet glam.
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26. This littlebrown bottle holds the future of your skin.
27. Thesecret tobeautifulskin ... ... begins with one extraep

Onomatopoeia
Colour thatoars. Condition thapurrs

BIG SPLASH LASHES. 15x more body. 50% more length + curve
A SPLASH of VITALITY. It's something WONDERFUL in the water

w NP

Rhyme

1. Dare tobare?

2. Love theskin you'rein.

3. Non-permanentolour with stayingpower. Up to 90% colour intensity even
after 10 washes!

4. Juicylips, sweet enough tkiss
For acomplexionthat breatheperfection
Infallible make-up. Long-lasting perfecting founidat SPF 15

6. Rediscover yourself, be creative and re-inventri@daMake-Up. Always fun,
alwaysnew, alwaysyou.

Homophony

1. Xtrovert.Xplosive. Love the colour.
2. I've “red” the script
3. For instant shine just adg® Oh Ohhh

Emphasis
Repetition
anaphora
1. Dove presents the latest thing to wear with yopr... ..beautiful underarms.

Effective protectionBeautiful result.

2. Somulti-tonal,soindividual, so expert no one know you did it yourself.

3. ColorStaylLoveableSo soft, so smooth you won’t believe it lasts for hours and
hours

4. Newlook, new lush shine.
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5. very irrésistible Givenchywery éleganteyery fun, very you.

Rediscover yourself, be creative and re-invétarins Make-Up.Always fun,
alwaysnew,alwaysyou.

7. Dior Addict.A New FragranceA New Sparkling Sensation.
8. NewMAXI| FRANGE waterproof mascanamaxi volume,maxi resistance.
9. Airflash Air brushed perfection inféash
epistrophe
10.NEW Stay Perfect Mascara. Smudygeof, heatproof, life-proof
11. Turn starght into suright. New complete everything sunshine
ploce
12. For skirthis soft, you need Cocoa Bulttiuis rich.

13. Richcolour and harmonised highlights. That’s truly multi-tbalour you can
call your own.

14. INSTANT SUMMER Sheesun-kissed glow. show ohimmer
New sunshimmerinstant face bronzer
15. BIG SPLASH LASHES. 15more body. 50%more length + curve
16. intense defence frorad hot heat. For style thatred carpet glam.
17. Air flash Air brushed perfection inféash
18. For famously fullefashes. fablash mascara
epizeuxis
19. A totally free haircut®es. Yes. Yes!
pleonasm
20.ColorStayLoveable. So soft, so smooth you won'teével it lasts fothours and
hours
Epanalepsis

21.Touch éclat — radiantouch. The magic pen for ultimate radiance

Gradation
comparative
The secret tyounger looking skin is Simple
For famouslyuller lashes. fabulash mascara
BIG SPLASH LASHES. 15more body. 50%more length + curve
It's a fact. With Clarins life’s more beautiful.

i
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Multi-Active Day and Night Cream.
Clump-freesexier, refined length.

NEW 3D EXTREME MASCARA. 25xuller 70%curvier 80% visiblylonger
lashes

7. Up to S5xthicker lashes instantly no clumps
superlative
8. defend youBRIGHTEST BLOND highlights

9.

Dove presentthe latestthing to wear with your top.... ... beautifuldararms.
Effective protection. Beautiful result.

10. Style your way to oumost BOLD, OPEN-EYED LOOK!
lexical gradation

11. Goodfor your skin —great for your look.

P w DN PR
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9.

Meaning

Metaphor

A sensational way twake up your skin.

A finishing touch of shine.

The secret to beautiful skin ...hegins with one extra step

You know what, Mark? You were right. | am too goddr you.
CharlesWorthington goes to your head.

A SPLASH of VITALITY . It's something WONDERFUL in the water.

A new Cinderella is born

intimatelyBECKHAM NIGHT. The new fragrance fanen and women

NEW LIGHT TECHNOLOGY Mirror shine, cashmere touch.. weightless
feel

Megawattsof messed up style!

10. This little brown bottle holds the future of your kin.

11.
12.
13.

Catch a bit of sun every day
BE DELICIOUS the fragrances for men & women

intense defence from red hot heat.
For style that's red carpet glam
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8.

9.

10.

Hyperbole

Megawattsof messed up style!

NewMAXI FRANGE waterproof mascanamaxi volume,maxi resistance.

Style your way to oumost BOLD, OPEN-EYED LOOK!

TheULTIMATE look. Newmiracle touch liquid illusion foundation.

NEW 3D EXTREME MASCARA. 25x fuller 70% curvier 80% visibly longer
lashes

sheergenius!colourforall

Sheer megnetism

Touch éclat — radiant touch. Thegic penfor ultimate radiance

New lasimaxxx extremeblack mascara. Get the London look

. Harmony ioverheated

Simile
The debut fragrance. Mariah Carey. An etheresdgncecaptivating like a
song
Shine Just like that.

Metonymy
You know what, Mark? You were right. | am too goddr you.

CharlesWorthington goes to your head.

Dove presentghe latest thing to wear with your top.... ealtiful underarms.
Effective protection. Beautiful result.

The UK’s No 1 for dry skin

New lash maxxx extreme black masc#et the London look

Catcha bit of sunevery day

The power of the Red Bottle

The mystery of Blue Bottle.
touch of pink

All the charm of Dior in a fragrance

This little brown bottle holds the future of yaur skin
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11.sensational way to wake up your skin. New aquaatemsfromnivea visage

12. It's a fact. WithClarins life’s more beautiful.
Multi-Active Day and Night Cream.

Personification

1. For a complexion that breathes perfection
Infallible make-up. Long-lasting perfecting founidat SPF 15
Colour that roars. Condition that purrs.

touch of pink
This little brown bottle holds the future of your kin.

Crowned the people’s favourite

o g A w N

sarah’s style spokevolumes on how to capture a guy
shockwaves. style. attract. play.

7. A sensational way twake up your skin.
8. A finishing touch of shine.
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Appendix 3 - Numeric interpretation

formal features
word class
adjectives 137/218
nouns 144/273
word-formation
derivation 83
compounding a7
phonological schemes
alliteration 27
onomatopoeia 2
rhyme 6
homophony 3
emphasis
repetition 21
gradation 10
meaning
connotation + 132
connotation - 7
metaphor 13
hyperbole 10
simile 2
metonymy 12
personification 8
compounding
actual
Compound number of
nominal occurence compounds
N+ N 20 18
Adj+N 1 1
N +V 2 2
V + particle 3 1
Prep/Adv + N 1 1
total 27 23
actual
number of
adjectival | comp.occurence | compounds
N+N+N... 7 7
N + Adj 10 8
N +V 4 3
Adj +V 1 1
V+V 1 1
phrasal
comp. 4 4
total 27 24
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derivation

prefixation

number of actual number of
prefix occurence derivatives
mega- 1 1
multi- 4 3
over 1 1
super 1 1
ultra 1 1
anti- 2 2
in- 1 1
non- 1 1
un- 1 1
total 13 12

suffixation

number of Actual number of
nominal suffix | occurence derivatives
ance/-ence/-ce 21 4
ation 7 2
er 7 4
ion 10 5
ity 2 2
ness 1 1
total 48 18
adjectival number of actual number of
suffix occurence derivatives
al 11 6
able 3 3
ful 9 3
ible 2 2
ive 3 3
less 3 3
ous 1 1
y 3 3
ing 18 16
ed 16 13
total 69 53

typical words

new 41
sun 7
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of. Heat pr

Shockwaves POWER HOLD SPRAY. However hot your moves, stay cool,
keep in shape. Heat proof. Dance proof. Look totally hot.

Shockwaves. STYLE. ATTRACT. PL. > ¥«

Q
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Created £ ’

72



e
Lo

<tra Intensity:
- - tra Shine. A
. \asti - Ra7
- onger-lasting. Jra Intenaity.
"~ With ultra-concentrated Colour Bigments

IF YOU'VE GOT THE ATTITUDE, WE'VE GOT THE COLOUR

Cosmopolitan 07/06
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Catch
a bit of sun
every day

Cosmopolitan 07/06
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soft skin is skin at its most natural and healthy.
ural, go Swiss. With St. Ives® Whipped Silk bady lotion.

de with silk proteins and natural emollients to intensely moisturise
in. The gentle cream goes on smoothly and absorbs quickly.
Leaving your skin soft as silk.

VISIBLY HEALTHY. NATURALLY SWISS.

Selves,

SWISS FORMULA

Cosmopolitan 12/07
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JUICY LIPS,
SWEET ENOUGH TO KISS

JUICY TUBES

ULTRA-SHINY, HYDRATING LIP GLOSS

www_lancome.co.uk

Cosmopolitan 07/06
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VALENTINO

VALENTINO

Cosmopolitan 12/07
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pok hot. Stay.cool
ckwaves POWEI‘ Hold Spray
: weveretand steam.yvit :Qet;, ;

coolzgetia grip.
+Heatipraof, Droop proof. Summer proof.

aves.co.uk
SIAAVA i

Style made for connection. |

Glamour 08/06
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Cosmopolitan 12/07
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ngh'l reﬂec‘img booster with Puqu Protein.
Mirror shine, cashmere touch.

ELVIVE, tailor-made technelogies 8
for every hair need.

BECAUSE YOU’'RE'WORTH IT

Laetitia Casta

Glamour 08/06
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intimately
BECKHAM

Cosmopolitan 12/07
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reybeauty.com

Cosmopolitan 12/07
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of the Blue Bottle. I

- e
CLARINS

\M:l—-/

It's a fact.
With Clarins, life’s
more beautiful.

www.clarins.couk

Glamour 08/06
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