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ABSTRACT

This bachelor paper deals with the language of ridu®y slogans and headlines. In
particular, it is concerned with word-formation pesses as tools of linguistic creativity
and innovation in print advertisements. At the hamg of the theoretical part, slogans
and advertising in general are introduced to blviad by the overview of the most
important word-formation processes in the Englemguage. The second part consists

of detailed analysis of selected samples.
KEY WORDS

English language — advertising — slogan — headlngord-formation — creativity —

analysis — linguistics
NAZEV
Kreativita reklamnich slogdire hlediska slovotvorby

SOUHRN

Tato bakal#ska prace se zabyva jazykem reklamnich slbgaejim cilem je fedevSim
analyza vyuziti slovotvornych prodes hlediska jazykové kreativity a inovace vditd
reklame. V teoretickécasti prace jsou nejprve zkoumany pojmy slogan danek
v SirSim slova smyslu. Nasledujetepled nejdlezitéjSich slovotvornych procés
anglického jazyka. Druhdast je tvdena podrobnou analyzou vybranych reklamnich

slogari.
KLi COVA SLOVA

Anglicky jazyk — reklama — slogan — slovotvorbaredtivita — lingvistika — analyza
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1. Introduction

“Advertising practitioners are interpreters. But like foreign language
interpreters, ad people must constantly learn neamgliages. They must
understand the language of each new product, amalsphe language of each
new target audience.”

Jef I. Richards, advertising professor, The Uniwgise Texas at Austin

Advertising has become an enormously influential aamplex field of industry. It has

been studied by many and yet there still remaimtplguestions to be answered and
researches to be carried out in order to fully ceghend this area. However, this effort
might resemble a “losing battle” as advertisingnisa state of permanent evolution

making it very difficult to capture its true essenc

Being such a complex phenomenon, it is understdaedait it is usually studied in

segments and not as a whole. As many other fieldgertising has acquired its own
specific language which is the part explored by thachelor paper. In spite of the
instability mentioned in the last paragraph thenre gualities which have always been
true to the language of advertising. Possibly tlestrprominent of them is the pervasive
aspect of creativity and daring innovation at &iges of writing an advertising copy.
The rule-breaking and border-crossing in relatmwarious linguistic disciplines is an

all-present feature of the discourse of advertisiayticularly, this paper deals with the
linguistic creativity of advertising slogans basadthe most common word-formation
processes of the English language. Neverthelesswibrk does not provide a fully

comprehensive description of the area but a meszevaaw of the most important trends
and tendencies. Moreover, it is only concerned iihted advertisements leaving out

other media (television, radio, internet, etc.).

This paper consists of two main parts. It opens @it introduction to the subject matter
which is followed by general definitions of credttyvand a slogan. This introductory
section emphasizes the importance of these linguistols to copywriters and

advertising as a genre. Afterwards, it continuethvai survey of the most common
word-formation processes in the English languadees€é are classified in two basic
groups by the occurrence and productivity: majat aninor word-formation processes.

Additionally, further classification is required aword-formation represents a



complicated area of linguistics. Therefore, evergcpss is studied individually to
provide enough theoretical background for the seéquart of the paper which consists
of the detailed analysis of selected advertisemdditcussed advertising slogans and
headlines were chosen on grounds of overall lingugseativity and variety of word-
formation processes used. Nonetheless, the maipogar of the analysis is to
demonstrate the ideas and theories explored ifirthgart of the paper. All samples are
studied in detail in order to gather enough datéciviare then processed statistically
and presented in tabular form providing essentatsf for the final conclusions and
results to be deduced. It is the main aim of thaskato prove or refute the suitability of
word-formation for the innovative language of adsang.



2. Advertising — Attention, please!

Advertising is the non-personal communication dbimation, usually paid for
and usually persuasive in nature, about produetsjces, or ideas by identified
sponsors through various media. (Bovée and Aré9g&9:15)

Contemporary society is literally filled with adwsing. As Cook nicely puts it
advertisement “colonises our screens, interrupts emiertainments, punctuates our
news, plasters our walls, lines our roadsides, lamgvith public information and
decorates almost every object we buy.”(2008: 2)s Bituation makes advertising one

of the most forceful and, at the same time, effectvays of modern communication.

There are several functions of an advertisementoibly one of them is essential for the
rest to come into use — getting attention. Dyerpsuis this view claiming that “the
primary aim of advertising is to attract our attentand dispose us favourably towards
the product or service on offer.” (1982: 139) Afedl; the word “advertise” comes from
Latin verb advertere — turn towards — and indicates that only when caaoli
advertisement can serve its purposes. Goddardeselat this by saying that if
advertisement is to attract someone’s attentionour “richly literate culture”
copywritersare the ones responsible for finding a way (2ad3: Now, what is the best
way? How do they achieve this goal? It is the afrthis paper to explore and map their

success on the merciless field of modern advegtisin
2.1. Creativity — Breaking the law!

There are many norms and standards that, whemiiland conformed to, define and
restrain our ways with a language. However, Crystaphasizes that “there are several
situations where it is perfectly in order to beasge, and indeed where the breaking of
linguistic rules is seen as a positive featureashimunication.”(2003: 400). Moreover,
Simpson points out that linguistic creativity ist mxclusive only to literary genres as he
says that:
Many forms of discourseaflvertising journalism, popular music — even casual
conversation) often display a high degree of diglidexterity, such that it would
be wrong to view dexterity in language use as esteduto canonical literature.
(2004: 3)
Simply, there are little or no limits and boundarighen it comes to the discourse of

advertising. Creativity is a very important and lpably one of the most desired

3



characteristics of an advertising slogan. It is aotoincidence that the title for the
person ultimately responsible for an advertisementusually creative director
However, it is very complicated to defigeeativity which only confirms Boden stating
that:

Creativity is a puzzle, a paradox, some say a mystaventors, scientists, and
artists rarely know how their original ideas ari3dey mention intuition, but
cannot say how it works. Most psychologists cartathtus much about it either.
What's more, many people assume that there wilenée a scientific theory of
creativity — for how could science possibly explaindamental novelties? (1996:
75)
It would seem that finding one, at least remotebnwenient, definition is almost
impossible. Be that as it may, there are sevenaége descriptions that are sufficient
for this study. The most convenient working intetption is provided by Bauer who
says that language creativity is “the native speslability to extend the language in a

motivated, but unpredictable (non-rule-governedy.ivél983: 63)

There are many aspects of a language to be studigdrms of innovation and
creativity. Language is a very complex phenomenmhalows us to bend and twist it
in many ways and on many levels. According to Boage Arens the key elements in
print advertising ar¢he headline, the visual, subheads, body copy, captiooses and
panels, slogans, logotypes (logos), seals, andatiges (1989: 261). It is the job of
copywriters to think of a new, original anteativeway of making these elements stand
out from the ocean of words and letters we encowterywhere we go. This study is
going to focus predominantly on innovative appr@&actegardingvord-formationof an

advertising slogan
2.2. Slogans and Headlines

A word or phrase that is easy to remember, useéXample by a political party
or in advertising to attract people’s attention tor suggest an idea quickly.
(Oxford Advanced Learner’s Dictionary)

This definition of a slogan clearly characteriZes ¢ssence of headlining in advertising.
Crystal and Davy agree that “headlines have toaionra clear, succinct and if possible
intriguing message, to kindle a spark of interesthe potential reader.”(1969: 174).
Headline as described by Bovée and Arens, refers to thedsvthat are in the

prominent position of an advertisement. There @&engin functions of a headline:



getting attention; selecting the reader; directimgn/her toward the body copy;
presenting the selling idea; making a promise difeaefit; and informing about the

novelty of a product or service. (1989: 261-2)

As one can see, there is a thin line between aliheaahd a slogan. Bovée and Arens
describe this difference saying that slogans areessful headlines that became a battle
cry of a company in the course of time. After tike very wordslogancomes from 18
century Scottish Gaelic term for “battle cry”. Armg a battle cry, slogans are usually
short and simple, thus memorable and easy to registihguishing the product, service
or company from its competitors. However, this papekes no clear distinction
between these terms and they are often interchbleg€4a989: 274)

Bovée and Arens add that there are many aspeattaofjuage which allow copywriters
get creative and chase the full potential of a @odrhyming, alliteration or various
figures of speech are just a few copy aids thatlmawery effective when writing an
advertising slogan. (1989: 274)

One of the most productive and most “tolerant” psses in terms of linguistic
creativity isword-formation It is a very complex area of language that ndedke

studied separately and in more detail which isgibe of following chapters.



3. Word-formation Processes

As the last paragraph of the previous chapter sigdethe study of word-formation is
an intricate and wide field of linguistics. It isrcerned with the permanently evolving
state of the language and more specificikycal items This study concentrates on the
lexical side of word-formation and purposefully deeks the formation of inflected
words from their lexical base¥he analysis deals mainly with nouns and adjectives

and, to a certain extent, verbs and adverbs. Dgans that:

These (adjectives and adverbs) are the key parspedch for advertisers. They
are the trigger words because they can stimulaty, edireams and desires by
evoking looks, touch, taste, smell and sounds witla@tually misrepresenting a
product. (1982: 149)

The language of advertising is characteristic ferinnovative ways with lexical items
(words) and their creation. Copywriters keep inrenhew words every day — so called
coinages According to Yule, typical examples of this preseare trade names for
commercial products that became general terms; asebpirin, zipper, nylon, xerox,
kleenexor teflon (2006: 53) As Crystal observes, these lexicah&emight be just
temporary attempts to fill a lexical gap rence words— or, eventually, become
candidates for inclusion in all the major dictiaear — neologisms (2001: 132)
Huddleston uses the terpotential wordreferring to all lexical items which have not
beenestablishedrecognized as a part of the vocabulary of thguage) or to those that
have not been even used yet. (2002: 1623-4)

There are three main word-formation processes @ Ehglish languageaffixation,
conversionand compoundinglt is therefore highly probable that these thrgeesywill
represent the main part of the analysis. Howevéne “quantity does not equal
creativity” and there are many minor processes lwhiannot be ignored for their
indisputable creative potential. It is the aim tbist work to determine the most

innovative word-formation processes as used in riguey.



3.1. Major Word-formation Processes

3.1.1.Derivation

There are several definitions for the tedarivationthat vary in the level of complexity.
The basic principle was pointed out by Lyons whéstirtjuishing derivation from
inflection. He basically says thderivationis a process that results in the formation of
new lexemes, unlikenflection which produces all the word-forms of a given lexeim

a syntactically determined environment. (1977: 22However, this interpretation is
rather too general and Katamba adds that “manyiistg) restrict the term derivation to
the creation of new lexical items by adding affixeshich is the case of this study as
well. (2005: 41)

Affixation is arguably the most productive word-formation gass in the English
language and can be divided into three subcategopiefixation infixation and
suffixation according to the position of the affix within thew lexeme. Infixation (an
affix is inserted inside the stem), however, is gaihg to be explored in this paper. It is
fairly rare process for the English language amulelhs not a single lexical item formed

by infixation in the analysis.

Affixes are divisible into several groups accorditgthe linguistic aspects that are
affected during the process of affixation such asamng, word-class or
morphophonological features (stress, vowel or coasb alternations). (Huddleston,
2002: 1667-9) The main concern of this paper isinflaence of an affix on the word-

class and the general “creative genius” of thel fimacal item.

Following chapters deal with the affixes found inablysed advertising slogans and
headlines. Most of their definitions were takennirthe Oxford Advanced Learner’'s
Dictionary.

3.1.1.1.Prefixation

According to Bauer “the vast majority of prefixas English areclass-maintaining

(1983: 216) However, he provides an incomplete distlass-changingprefixes of
which onlya- appears in the analyzed samples converting aiaesban adjective. In
addition, there is the prefigut- (“exceed; surpass”) in combination with an adjeti
giving rise to a verb. This case is exceptionalifes typical forout-to appear in front



of nouns or verbs. (Huddleston, 2002: 1679) Theseatso only two prefixes added to a
noun: bi- (“two; twice; double”) andinter- (“between; from one to another”).
Surprisingly, there are not many augmentative (&asing a quality and/or quantity
expressed in the original word”) prefixes suchnaaga-, ultra-or hyper- In fact, the
only augmentative prefix i®ut- which has already been mentioned. Additionally,
super-andmaxi-are used iblends(see 3.2.4).

Most of the prefixes are appended to adjectivesvans (possibly nominalised verbs).
Huddleston defines five prefixes expressing negate, dis-, in-, nonandun-. (2002:
1687) Except foa- all of them are present in the analysis negatdjgcdives or, in case
of dis-, verbs. Huddleston also considersn- one of the most productive negative
prefixes, however he claims-to have the highest degree of productivity of thedm

He also points out the difference between the nmgandf these prefixes as he says that:

The forms withnon-are emotively neutral and non-gradable, while ¢hogh un-
have a wider range of meaning so that they maye&puwvticism and gradability
(allowing them to take such degree modifiersvasy, extremelygetc.) (2002:
1688-9)

For illustration there is the comparison of neutnain-Americanvs. un-American

denoting a negative attitude to American valueisi@rests(2002: 1689)

Another prefix appearing in the analysisrés (“again”) which combines usually with
verbs or deverbal nouns. Probably the most unyseéik of the whole analysis isher-
(see 4.2 a.) which is defined as “denoting an antiihg or supreme example of a
particular kind of person or thinfand it comes from the German language. It is used
predominantly in informal language and can be ht#ddo nouns and adjectives giving

them an aspect of idiosyncrasy and creativity.
3.1.1.2.Suffixation

Unlike prefixes, suffixes have only a minor semamtportance nevertheless they are

of much higher significance when it comes to thaification of grammatical forms.

! "uber- prefix" The Oxford Dictionary of Englishefised edition). Ed. Catherine Soanes and Angus
Stevenson. Oxford University Press, 2005. OxforteRace Online. Oxford University Press.
Universidad de Valencia. 10 March 2010

<http://www.oxfordreference.com/views/ENTRY .htmIBsiew=Main&entry=t140.e82884>



That is why some linguists regard suffixég , ing and er grammatical inflections.
However, Quirk stresses the fact that purely infte@l endings (for number, tense,
etc.) cannot precede the derivational suffixes witlich word-formation is concerned

thus mirroring their internal relations within ieo-semantic unit. (1985: 1546-8)

The most productive suffix of the whole analysising). However, this fact is based on
the total of all lexical items (nouns and adjecivermed by this suffix. When it comes
to the production within a single word-class, th#is -ing is outweighed by adverbial -
ly. On the other hand, adverbs (and verbs) reprabentninor part of lexical items

formed by affixation.

Copywriters feel a constant need for adjectivethayg are trying to describe products,
services, feelings and emotions on the daily basid thus giving space to various
adjectival suffixes which are described in thisgggaph. Adjectival suffixable (“that
can or must be; having the quality of”), as the gl@nshows (4.4), can be infrequently
found with dephrasal compound bases. The su#ilx(“connected with”) is usually
attached to Latin, Greek or French bases (freeoand) and is especially productive
with nouns ending intion, -mentand-oid. There is also a pair of suffixes of opposite
meaning. It is-ful (“full of, having the qualities of; tending to”) mch attaches
productively to nouns or sometimes to verbs meafymgne to” (forgetful), andless
(“without; not doing; not affected by”) which is wally appended to nouns. Other
suffixes that attach predominantly to nouns-aues (“having the nature or quality of”);
-ive and-ative (“tending to; having the nature of”); widely geaksed adjectivalising
suffix -ic (“connected with; that performs the action mergah which is frequently
appended to bases of Greek or Latin origin or suffi (“having the qualities of; at
intervals of”). Supposedly the most productive atiye-forming suffix in
contemporary English language-ys(“full of; having the quality of; tending to”). $fix
-ish (“from the country mentioned; having the naturefafrly; approximately”)often
connects with adjectives and is still productivduddleston, 2002: 1706-12)

Quirk also points out to several raneo-classicalsuffixes such asary (“connected
with”), -ate(“full of or having the quality of”)and-ory (“that does”) (1985: 1554)



The second largest group of words formed by suffixaare nouns. There are sixteen
nominal and fourteen adjectival suffixes in thelgsia. As the proportion suggests, the

variety of suffixes (regardless of the type) in saenples is fairly high.

The nominal suffixes are divided according to therdvclass of the base they were
derived from. Firstly, there are de-nominal endiriganing, as the term indicates,
nouns from nouns. Huddleston says that the stdfiy “is found in many nouns that are
paradigmatically related to words ending in /t/ /tor+ suffix”; this is also the case of
diplomacywhich appears in the analysis (see Appendix 1), $3002: 1704) He also
states that the suffixhood used to be an independent noun “head” (as in gmjhe
maidenhead) and, as well as the previous ending means “the state or quality of”.
(2002: 1701) Another example is commented on bylQwho defines the elemental
meanings ofismas “doctrine of” or “practice of” when pointing @alvinism, idealism
or racism. He also stresses the paradigmatic link with nourding in -ist generally
denoting people believing or practicing these “isn($985: 1549) The meaning of the
suffix -ship, as Plag remarks, is similar4age, -hoocand-domdenoting particular state
or condition and is usually derived from personmsas inapprenticeship, friendship,

membershipr vicarship.(2003: 116)

The only diminutive ending in the analysis-ie (see Appendix 1, 92.) which is often
used when trying to show some kind of affectiorfammiliarity (as in auntie, sweetie,
Katie, etc.). However, the classification of thisffsx is rather controversial for it
appears mostly in abbreviated forms and therefoghtnbe perceived as a clipping (see
3.2.3).

De-verbal suffixes represent the second most contypeof endings when it comes to
nominalisation. Quirk observes that the sufexis especially productive when forming
agential nouns (singer, driver). It might be alsaeéhed to phrasal verbs (washer-up),
object-verb compounds and some comparable compdqumadow-cleaner, high-flier).
(1985: 1550) The endingence(“the action or state of")ancebeing more common
variant) is generally used with Latin bases. Initold, Huddleston points out that this
suffix is not productive anymore. Similarly, origity French endingment, which
quickly became naturalised in the English languag® was widely used, seems to have
declined in its productivity. English suffpation (and its variants of foreign orighmon,

10



-ition, -sion, -tionand -ution) attaches usually to bound bases and of all itmnts is
the only remaining productive form in present Esigli(2002: 1700-4) The endingre,
unlike -ation, is, according to Bauer, no longer productive agdifers to Merchand’s
last exampléicensuredating back to 1846. (1983: 222)

There are only three de-adjectival suffixes in a@imalysis: Hy/-ety, -nessand-th. First
two endings have similar meaning described by Hegtdh as “quality/state of being”.
There are, however, several distinguishing featbeds/een these two most common
suffixes used in de-adjectival nouns. When it cotogshonological alternation, ending
-ity is accounted for shifting the stress to the sydlalveceding the suffix, unlikeness
which is not of any higher phonological significandoreover, it differs fromity in its
ability to combine with bases of various word-cksshan adjectives (oneness, user-
friendliness, matter-of-factness). The suffilx is mentioned as the last one since it is no
longer productive. Huddleston adds that “in mossesathe phonological relation
between base and derivative is irregular (long rgtle, die ~ death, bear ~ birth).”
(2002: 1702-4)

As this analysis deals with slogans and headlingshware typical for the high degree
of nominalisation, the number of verbal suffixeaulcobe expected to be low. This
proved to be true as there are actually only tvifeidint endings:ate and-ize. The first
one is most frequently attached to bases of Latigiro(neo-classical) and, as Quirk
remarks, is particularly productive in scientifiexts. (1985: 1557) However,
Huddleston adds that “there are some genuinelyigEnfrmations mainly from noun
bases, such dsydrogenate, hyphenate, orchestraie(with adjective basejctivate”
(2002: 1713) The suffixize-ise is claimed by Bauer to be the most productive aerb
suffix in the English language. (1983: 223) Thisaigreed on by Huddleston who
provides the most recent examplaslourise computerisg walkmanise He observes
that it is impossible to generalise the meaningz®-ise, especially when it is added to
noun bases. (2002: 1715)

Likewise, there are only two adverb suffixdy and ward. Still, they are very
productive which is typical for the language of adising. Especially-ly with its
broader meaning (“in the way mentioned; at intesvafi’) is so commonly added to
adjectives that it could be regarded inflectiorf@uirk, 1985: 1556) The suffixward
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(“in the direction of”) used to be attached predoamtly to particles (afterward(s),
onward(s)) but nowadays combines productively witduns (homeward(s)). (Bauer,
1983: 225)

Bauer also observes that “there is plenty of ewdetinat minor form classes can be
used as bases”. He illustrates this fact with exasiffy anduppity (see Appendix 1,
57.),inness therenessr downer (1983: 225)

Lastly, there are two suffixes which are, for therpgmse of this paper, studied
separately: participiaing and ed. They are the most productive derivational endivfgs
the whole analysis (excluding the “inflectionalyy) which is given by their ability to
reflect a permanent or characteristic feature gfaduct or service. This is the most
desired linguistic quality of advertising slogandoreover, Quirk points out the
gradability of-ing participles (emphasizing the intensification throwgry) which, in
case of advertising, acquires high importance astensify the distinctive features of
the product. Additionally, participles ending iad can be both active (rarely used in
premodification) and passive. The active form igewfmodified by an adverb (well-
read, recently departed). (1985: 1325-7)

As the analysis shows, adjectives make up a maor @f resulting lexical items.
Therefore it can be argued thatljectivalisationis the most frequent derivational
process in the language of advertising slogansoadih there are two more major word-
formation processes to considecempoundingandconversion- which is the concern

of following chapters.
3.1.2.Compounding

The easiest way how to define the next word-foramafirocess is through the definition
of its product: “A compound is a lexical unit costeng of more than one base and
functioning both grammatically and semanticallyaasngle word.” (Quirk, 1985: 1567)

Compoundinghas been an object of interest of many linguisticdies and Benczes
believes “it represents one of the most creativeegsses of the English language: the
ability to create and understand compound expresstbat have been formed by
utilising the endless possibilities of metaphor ametonymy.” (2006: 1) This statement

expresses the true essence of linguistic creatbatyght-after by every copywriter.
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Plag claims that compounding “is the most prodectipe of word formation process
in English,” however he argues that “it is alsohagrs the most controversial one in
terms of its linguistic analysis.” He develops tidea saying that “compounding is a
field of study where intricate problems abound, rumas issues remain unresolved and

convincing solutions are generally not so easyno.f(2003: 169)

Its controversy is often exploited in advertisinggans when trying to draw the
attention to a particular advertisement. Intrigucmgmpound nouns, often modifying
other lexical items, have the ability of shortenitige slogan and making the
advertisement much more efficient and economicdlis Tis particularly invaluable

quality to the client who has to be concerned abmeibudgetary limitations.

When it comes to the form of compounds, Quirk poiout that typical English

compounds usually consist of two, however integnatbmplex, bases of any of the
word classes. (1985: 1567) Nonetheless, this urtddiybtrue assumption is, to certain
extent, generalization as there are many examglesmpounds with more than two
bases. Plag notes that there is usually a posgibilianalyzing these polymorphemic
words by means of their hierarchical structure wiimgy of binary sub-elements (see
4.5, 4.13). (2003: 170) In addition, similarly tbet previous chapters, all analysed
compounds are dealt with on the basis of their vatads. And that is both on the level

of resulting lexical items and their original bases

According to Bauer, the substantially greater pdrtEnglish compounds are nouns
which is even truer when it comes to lexical iterogsisting of more than two bases.
(1983: 202) On the other hand, these nominal comg®wften modify other nouns in
which case they might be referred toajectival compoundsThey are particularly
frequent in advertising. Leech agrees saying thmdrHaps the most conspicuous
characteristic of advertising language to a casesdler or listener is an abundance and

variety of adjectival compounds.” (1966: 135)

He also stresses the fact that this register lsincad hoc compounds. However, these
are not to be considered as products of individoglywriting styles but as a general
feature of the language of advertising typical fiar relaxed lexical restrictions on
compounding. (1966: 137) There is also another mapbd quality that makes
compounding so popular with copywritergransparencyAs Booij explains “when a
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new compound is formed, we already know the meapoings constituents, and the
only task we face is to find out about the semargiation between the two parts.”
(2005: 75) Moreover, there is a possibility of ftagan established phrase (see 4.15)
into a compound (usually by hyphenation) thus awgicll potential misinterpretations
of the message intended. This contributes to theradlvcomprehensibility of the

advertisement.

Bauer also mentions a special type of compoundsenthe first base is a proper noun.
(1983: 204) It often occurs in advertising sinceréhis a constant need for repeating
product or company. Thus reminding it to a costuiwed triggering the process of

association.

Plag reminds another important rule which is indisgable for the analysis of
compounds — thaght-hand head ruleAccording to this principle, the vast majority of
compounds adopt most of the semantic and syntedtomation from its head which
almost always occurs on the right-hand side. Th&dhs usually modified by the left-
hand member resulting inmaodifier-head structureThere is, however, an exception to
this rule regardingphrasal compoundss these multi-word sequences appear to be
headless. (2003: 173-4)

According to Bauer, there are several types of ggiraompounds of which the most
common and productive type is a phrase compountd thé head element in the final
position. The first element is, on the other hamdde by a phrase or even a sentence.
He also mentions another interesting group of camgde in terms of creativity —
rhyming compounds/ithin this group, the rhyme is the key aspecsiich an extent
that some bases are not even independently exikiings in the English language.
Some examples arbiggledy-piggledy flower-power gang-bangor hoity-toity (see
Appendix 1, 57.). (1983: 206-7, 212-3)

This brief overview of compounding indicated thepontance of this word-formation
process for the language of advertising. It is gambe demonstrated in the analysis of
selected samples. Next chapter is concerned wiathanword-formation process which

is by many regarded controversial or at least ualusu
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3.1.3.Conversion

Conversion(sometimes referred to asro-derivatiof is shortly defined by Plag as “the
derivation of a new word without any overt markin@003: 134) This lack of formal
alternations makes it very difficult to distinguibbtween the base and the final derived
form. However, Quirk claims that conversion shoolit be seen from the historical
point of view but as a contemporary source of éxécbn where this knowledge is more
or less irrelevant. Although, he admits, sometinitess possible to deduce such
precedence as he states that “oftenstraanticdependence of one item upon another is
sufficient ground for arguing itderivationaldependence.” (1985: 1558)

Similarly, Huddleston observes that conversion dines changing a word’s syntactic
category without any con-comitant change of for@ti’ top of that, he reminds that this
change must involve the primary category of thedvas any alternation in secondary
class is not considered conversion. (2002: 1640)

In regard to advertising, this word-formation pregeoffers significant creative
potential. For example, when copywriters find thelwmss in need for a new eye-
catching word for their slogan, there is nothingieathan adding an article in front of
already established verb or adjective and thugiagea new noun or, conversely, using
a noun or an adjective in the position of a preicihese are the most common types
of conversion however Huddleston’s examples ofstli#x ism converting into a noun
or the prefixanti into a preposition indicate that conversion is mestricted by a word-
class. (2002: 1640)

This characteristic gives copywriters a unique oppuoty to incorporate the name of
the product (or even the company) into the slogamdline or body copy of an

advertisement in a very creative way. (See 4.7)
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3.2. Minor word-formation processes

Last chapter concluded the part of this study dgalvith major word-formation

processes. There are, however, several minor @eses terms of occurrence and
productivity, which have an indisputable importatea¢he language of advertising. The
processes (or their products) studied in this wayek abbreviation, acronyms, clipping,

blending and back-formation.
3.2.1.Abbreviation

According to Huddleston, this word formation pracds strongly connected to the
written language as it is “formed by combining thiial letters of a sequence of words
(or of the parts of a complex word).” Unlikeeronyms(see 3.2.2)abbreviationsare
pronounced as a mere sequence of letters. Thdlmgpdowever, might be similar to
ordinary words as is the case of the abbrevidiidiidisc jockey) which is, on occasion,
spelled agleejay (2002: 1632) A copywriter who works on a new slo@r a headline
is usually limited by space requirements and thusneéed for short and concise
expressions containing as much information as ptessihich makes abbreviations an
important part of the advertising vocabulary. Ablim&on is closely connected to

another specific word form studied in the next ¢bap
3.2.2.Acronyms

Similarly to abbreviations, acronyms are formedcbynecting the initial letters of the
words in a phrase into a new word. However, in i@sttto abbreviations, they are also
pronounced as an ordinary word: VAT /veet/, NATOrtme. Bauer remarks that “in
some cases it seems that the name of a partichjactas specially chosen to give a
suitable acronym.” Hence creating easily memorabid widely applicable lexical
items which are all a copywriter asks for; for exden BASIC (Beginner's All-purpose
Symbolic Instruction Code), FIST (the Federationraér-State Truckers). (1983: 237)
Huddleston also observes that it is a matter ofzeotion which abbreviation will be
pronounced as a word, thus becoming an acronymaaortaining the pure sequence-of-
letters pronunciation. He adds that there is aipegoup of acronyms which are not
perceived as such and their status of acronymd imave etymological importance
(laser, radar, scuba). In addition, Huddleston mestanother types of acronyms with a
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tendency to turn away from the above definitionuilizing other than initial letters of
the words in a phrase or smaller morphological. dfot exampleTB from tuberculosis
or NIREXfrom nuclear industry radioactive waste executiVeere are also cases when
an acronym takes up an affix giving rise to newpaigl words such aguppiefrom yup

(young urban professional) and the suffiex (2002:1633-4)

The theoretical part continues with yet anotherptéraconcerned with abbreviated

forms of words, this time it is the word-formatiproces<lipping.
3.2.3.Clipping

There are several definitions ofipping. Bauer provides probably the most suitable

interpretation when saying that:

Clipping refers to the process whereby a lexemenl@x or complex) is
shortened, while still retaining the same meaning still being a member of the
same form class. (1983: 233)

In contrast to Bauer, Huddleston establishes somsec hlerminology: theriginal (the
source word of the clipping), tleairplus(the cutaway part) and thmesidue(the retained
part). Conveniently, he illustrates the processlipiping on the originahdvertisement
which is broken into the surplugrtisementand the residuad which becomes a new
base. He also stresses the fact that clippingtenatestricted to an informal style or
slang; that is styles with less stringent lingaistiles. Therefore it might be assumed
that clipping is likely to appear in the languadeadvertising on regular basis. In many
cases the new bases may completely replace thmarigr acquire slightly modified
meaning. For examplaovie(from moving picturg, lunch (from luncheor); andfan (“a
person who admires sb/sth or enjoys watching ¢erling to sb/sth very much”) vs.
fanatic ("a person who is extremely enthusiastic about atberson who holds extreme

or dangerous opinions”) for the second type. (20®34-5)

Plag mentions a special type of clippings whicmdbconsist of plain residues but take
up the suffix-y (or its orthographic variantse-and €€ (see 4.6). (2003: 146) Quirk
refers to this type of words &@miliarity markerssince they often appear in an informal
style (slang, dialects, etc.) and their tone sutggedese community. He treats this group
as an independent minor word-formation proces$i¢osees it as a certain synthesis of
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abbreviation and clipping. (1985: 1584) On the otiend, Huddleston classifies these
forms asembellished clippingén contrast tglain clippings) (2002: 1635)

Next chapter is dealing with another minor wordafation process which surely

belongs among the most creative ones.
3.2.4.Blending

According to Huddlestonblending is a word-formation process that produces new
formations blendd by combination of two bases of which at least ameeduced.
(2002: 1636) Great example (and explanation) afdiley is provided by Lewis Carrol
in his bookThrough the Looking Glasss quoted by Bauer:

Well, “slithy” means “lithe and slimy”. “Lithe” ighe same as “active”. You see

it's like a portmanteau — there are two meaningkea up into one word. (1983:
234)

This combination of bases might, in some casegmbk compounding, clipping or
even affixation. Especially, when there is no appadivision between the two bases.
Therefore it is sometimes very difficult to detenmiif the word in question is actually a
blend. Be that as it may, Huddleston observestaioewle that a blend always consists
of the front part of the first base and the endihghe second base. There are however
several types of blends according to what extemisthurce bases are reduced or if they
overlap. (2002: 1637)

Quirk comments on the productivity and the oveeapect of creativity of blending
when he says that:
Blending is a very productive process, especiallgommercial coinages, which
suggests that its rather daring playfulness is lawpiWWhere many types of
neologism are criticized adversely, blends seeimeraio be enjoyed. Perhaps in

consequence, many of them are short-lived or nasleieve currency beyond the
advertising copy in which they may originate. (198583)

This ad hoc quality of blends is, however, veryuahle for copywriters as their aim is
to spark up an interest when catching eye, poss$drlya mere second, of a potential
customer. This is often realized by incorporatingraper noun (usually a brand or
product name) into a blend (see Appendix 1, 1} tbstablishing strong connections
and associations with it. Blends might also atteatious affixes, in order to widen the

area of applicability.
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Last word-formation process to be covered by tettical part of this work is back-

formation.
3.2.5.Back-formation

Huddleston defineback-formationas the “coining of a new word by taking an exigtin
word and forming from it a morphologically more mlentary word.”(2002: 1637)

Bauer reminds that there is also another term denthis process used for example by
Marchand -back-derivation Nonetheless, there are other examples of “resiérgerd-
formation processes than just derivation; for inséathe recent formation afm from
alms(plural form)or peafrom peasegearlier singular form). He also remarks that back-
formation is a process which is not synchronicgtlgrceptible and therefore is
predominantly of diachronic significance. Since aiseally cannot determine a word as
being created by back-formation without lookingitafrom the historical perspective.
(1983: 230-1) However, the process is still prookect This is only confirmed by
Huddleston who claims thaing and -er/-or are most frequently removed suffixes in
order to “back-form” new words (mostly nominal veybFor exampleheadhuntfrom
headhunterlip-read from lip-reading or fairly unusual back-formations of prefixes as
in couthfrom uncouthandabledfrom disabled (2002: 1637)

19



4. Analysis of Selected Slogans and Headlines

4.1. Introduction

Previous chapter concluded the theoretical parthef paper to be followed by the
analysis of selected samples. In total, one hundretltwenty two advertising slogans
and headlines have been collected and analysethéopurpose of this work. The
primary sources of the data for the analysis were:

AdsoftheWorld.com

Advertisingarchives.co.uk

TIME magazine
- VOGUE magazine

The scale of chosen advertisements (as well asce®urin terms of the type of
promoted products, services and organizationsptentionally very wide in order to
produce as representative sample as possible. Hneradvertisements from various
branches and professions such as cosmetics, fastuod and drinks, electronics,
automobile industry, media, non-profit organizaipevents or even opinions, general
beliefs and ideas. Nevertheless, the general hgpths that all the samples should
reflect one common feature — creativity and innimvain regard to the use of word-

formation processes.

Following section presents sixteen samples whieh sdndied separately in order to
provide an overview of the most frequent lexicablsoof a copywriter. This part is
intended as an illustration of the most common wordchation processes used in the

language of advertising.
4.2.LG Dare Touch Phone
a. “Save the trees. In an tber-stylish, cutting-eduopel lof way.” (see
Appendix 4, 1.)

LG Electronics Inc. is one of the major producersansumer electronics and mobile
communications worldwide. In this slogan, they poved their new model of mobile
phone with big touch display which is, supposedlgal for writing notes, sketching

and drawing. The primary idea of saving trees blyusing paper is complemented by
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stressing the design of the phone which is destrséber-stylish.The prefixtuiber is

of German origin and usually appears in informaglish as an augmentative marker,
very similar tosuper. In this case it modifies the adjectiggylish highlighting the
“trendiness” and modern style of the phone. Anothtresting lexical item in terms of
word-formation is the quite recent adjectival commpad cutting-edge (Adj. + N)
denoting the newest and most advanced technolagjiabie.

b. “Now you won’t have to wait until you get home tmgle your

date.”

Sometimes an advertising agency creates a setvefted&ments (copies) for the same
product in order to maximize the effectivity of tbempaign. Every copy often stresses
different characteristic of the product which isaetty the case of this slogan as it, in
addition to the previous slogan, highlights the silmity of fast mobile internet
connection. In terms of word-formation there are tvotable words googleanddate—
both produced bgonversion Google is the most popular internet search engmkethe
name recently came to use when denoting the praxfes=squesting a search via this
application. Thus giving rise to the vetb google.A daterefers to “a boyfriend or
girlfriend with whom one has arranged a meetingg)daand it is used especially in
American English. It was converted from the origimarb to datewhich means “to

have a romantic relationship with somebody.”

4.3. Dentsu

“REUSE, REDUCE, RECYCLE or REGRE{Eee Appendix 4, 2.)

Dentsu Incorporated is one of the largest advagiaigencies in the world. As such they
recognise their influence and social responsibgitiThat is why they decided to create a
campaign for improvement of society’s ecologicalngmousness towards waste
treatment. Although short, it consists of only feerbs and one conjunction, the slogan
manages to catch one’s eye by smart utilizatiorwofd-formation. All four verbs,
being in imperative mood, address a reader diredllgreover, they all contain the

prefix re- meaning “again” (except foreduce,where it signifies “with return to a
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previous state®). This common prefix provides the line with areirgsting rhythm and
the repetition of the consonanimight be observed adliteration. In addition, the word
recycleis a product of back-formation (one of the two epéan of the whole analysis)

as it was “back-derived” fromecyclingby detaching the suffixnrg.
4.4.Penguin Books
“Unputdownable” (see Appendix 4, 3.)

Penguin Books revolutionized the publishing indystrthe United Kingdom in 1930s
and became a prominent publisher of a worldwideoirtgmce. It publishes variety of
books for every day readers. A widely popular branccompany usually allows the
copywriter to use simple and short slogans as n@arsfomers need to be merely
reminded of its existence to buy the product. Thisxactly the case of Penguin Books
and theirunputdownablaevhere the sole adjective represents the wholedtetkte copy.

However it is rather complex and therefore it ialgged graphically:

N\

un put down able

As the schema shows, the lexical unit consist®wf €lements. The negative prein-,
phrasal verbput down (V + particle) and adjectival suffixable. The verb is a
compound base further modified by affixation in treler indicated. The meaning of
the adjective refers to a book that is “so engrmps$hat one cannot stop reading’.it”

This sample is a great example of simple shortyatgowerful advertising slogan.

2 "re- prefix" The Oxford Dictionary of English (rised edition). Ed. Catherine Soanes and Angus
Stevenson. Oxford University Press, 2005. OxforteRace Online. Oxford University Press.
<http://www.oxfordreference.com/views/ENTRY.htmIBsiew=Main&entry=t140.e64148>

% "unputdownable adj." The Concise Oxford Englishtibnary, Twelfth edition . Ed. Catherine Soanes
and Angus Stevenson. Oxford University Press, 2Q0@ord Reference Online. Oxford University
Press. Universidad de Valencia. 22 March 2010

<http://www.oxfordreference.com/views/ENTRY .htmIBsiew=Main&entry=t23.e62012>
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4.5. Exxon Mobil

“Algae-powered cars: Science fiction or science?”

The oil giant, Exxon Mobil, decided to invest a stamtial amount of money in the
research of alternative fuels; particularly in ttesearch of photosynthetic algae as a
source of a next-generation biofuels. The slogaampting this effort gives a great
example of the productivity o€ompounding There are three compounds that are
analyzable as follows:

N + Adj. N N+ N
[algae-powered] cars] [science fiction]

First compound (left to right) is a very recenteadival compound consisting of a noun
and adjective representing arguably the most typigee of compounds appearing in
the language of advertising. It also illustrates simplicity with which compounds are
created when there is a sudden need for a newdeento a technological development.
Additionally, this item operates as a modifier b&tnouncars creating an Adj. + N
structure. The second part of the slogan smarthgrasts the difference in meanings of
the compoundcience fictionand its constituengécience In this case it is actually the
punch line of the whole advertiseme8tience fictioris usually associated with mere
ideas and speculations representing wishes or leopes whereascienceis based on
facts and knowledge and represents the realitytarmbssibilities.

4.6 Chevrolet

“Shop green. Looking for a fuel-friendly car? Ch&yffers the most
choices. For technologies that go from gas-frientdlygas-free, check
out the Chevy™ ads in the Fashion Rocks supplenaad, visit
chevy.com.”
This is yet another advertisement dealing with amirenmental issue. Chevrolet is a
brand of automobiles produced by General Motors @Gomg. As more and more
customers seek economical means of transportatiewrGlet is greatly concerned with

eco-friendly engines solutions. This rather lengtleadline promotes their effort. There

are several words contributing to the linguistieativity of the copy. Firstly, it is the
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verbshop(“to buy things in shops”) which was formed bgnversionfrom the noun. It
is cleverly combined with the less common senséhefadjectivegreen (“concerned
with the protection of the environment”) suggestingustomer to buy ecological cars as
eco-friendliness is typically associated with gremtour (Greenpeace, Green Planet,

etc.). Additionally, there are four compounds:

N + Adj. N + Ad|. N + Adj. (N +V) N

[fuel-friendly] [gas-friendly] [gas-free] [Fashion Rocks] supplement]

First three are adjectival compounds describing ¢hes and engines offered by
Chevrolet. Fourth compound consists of the propamen of an annual fashion
supplement to Vogue magazirfeashion Rocksand the noursupplemeniwhich was
formed by suffixation from the verto supplyby adding the nominal suffixment
Moreover, there is a clipping of the brand nam@hevy It was formed by deletion of
the surplugolet and attaching the familiarity indicating suffix thus making the name
shorter, catchy and easily memorable. “Chevy” disgcame the trade mark of the
company which is marked by the upper index abbtiewid"“. Another clipping in this
copy isad which is a common abbreviated form of the very dvadvertisementLast
characteristic feature of this copy is incorporgtoi the web addreshevy.coninto the
headline.

4.7.Converse

“Get Chucked!” (see Appendix 4, 4.)

Short but powerful slogan of the shoe and fashiommgany Converse is based on
customer’s knowledge of the brand. Chuck Taylor wasAmerican basketball player
and shoe salesman associated with the Chuck Tay8tars sneaker produced by
Converse. What is more important is that his naamelbe traditionally found in the logo

placed on the product. Suitably for the brand, shigjanconvertshis surname into the

past participle by adding suffied and in combination with the imperative form of the
verbto getit strongly suggests that customers should takaction and purchase the
product. This sample is a perfect example of tlygngd'the simpler, the better”.
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4.8. Rimmel
“3x MORE LASHES. NEW LASH MAXXX MASCARA.”

Rimmel is a cosmetics brand producing wide varietyproducts. They decided to
market their new mascara and its primary qualityaisimple but effective way. The
desired effect of enlargement typical for this typk product is demonstrated by
associating it with the abbreviation referring #ge sizes used in clothing. XXXL
usually stands for extra extra extra large which @mmon knowledge and this slogan
grasped this fact in two ways. Firstly, it expligisays that when using this mascara,
your eye lashes’ size increases by three, thus. ‘Bkeb the proper name of the mascara
itself includes “xxx” stressing the effect once imganhich is inserted in the compound
lash mascara.As one can see repetition is another essentiguistic tool of

copywriters.
4.9. Foster’s
“SAY G'DAY TO THE NEW IN-CAN SCUBASee Appendix 4, 5.)

Foster’s is an internationally distributed Austaalibrand of beer. The Foster's Group
often includes an aspect of national pride in thdwvertisements and commercials. This
slogan is not an exception with the typically cglieal and dialectal greetirgjday. It is

a contracted form ofood dayused in Australia as an equivalent to “hi” or “leéll
Additionally, the unconventional use of the langeiag prominent in the nominal
compound in-can scubg referring to a small round object added into lieer cans in
order to achieve better smoothness of the lalyjecan is an adjectival compound
consisting of a particle and a noun; aswlba (self containedunderwaterbreathing
apparatus) is one of the two acronyms of the whaolayais. Although it is not truly

perceived as one as many people are not aware ofiginal unabbreviated form.
4.10. Mercedes-Benz

“Fabuttractive. The E-Class Coupé. It deserves aleHanguage.”

(see Appendix 4, 6.)

The Mercedes-Benz E-Class is a range of automobilesufactured by Mercedes-

Benz. E-Class Coupé is a high-quality luxury cathwmodern design and these
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gualities are also stressed by the advertisingaslotn particular, it is the odd-looking
word fabuttractivewhich is has the prominent position. It was crédtg the word-

formation procesblending This blend combines two adjectival bases:
fabdous + attractive

The underlined parts make up the new word with aostbmeaning of both bases. It is
a very innovative way of creating new lexical itealihough it is not expected for all of
them to become lexicalized. Since they are ofteméal for a single occasion they are
very suitable for the ad hoc use in the languagadeertising. For slogans so important
aspect of shortening is also represented in thel WeClass.It contains an abbreviation

E which the capital letter of the German woEinspritzmotor (German for fuel

injection).
4.11. Tropical Sno

“Peach razzamatazz may cause frequent and invalymaz hands.”
(see Appendix 4, 7.)

Tropical Sno is a company selling high-quality shase (snow cones). They are very
proud of the variety of “real-to-life” flavours thieoffer and this slogan as well as the
whole campaign is a clear proof of their confidemcéheir products. There are several
lexical items helping to draw the attention to #overtisement. Firstly, it is the noun
razzamatazz(“a lot of noisy exciting activity that is intendetb attract people’s
attention”) This is probably a form derived from the earlieyming compound razzle-
dazzle. In this case it denotes the commotion whaxturs when people rush to get their
peach flavoured snow cone. In addition, there ésuthusual compoundzz handslt is

an expression coming from the dance and cabar&ghbamd. Urban dictionary defines
it as “a cabaret-style dance move, popularized H®y musical "Fosse"; now used,
usually ironically, to express excitement, gleezte-dazzle, etc®In this slogan it most
likely refers to the way customers reach out thainds when queuing for the product.

Lastly, there is the adjectiviavoluntary which is another example of affixation. The

* “Jazz hands.UrbanDictionary.comUrban Dictionary, LLC. 23 March 2010
<http://www.urbandictionary.com/define.php?term=z#20hands>
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negative prefixn- was added to the adjectiveluntarywhich was created by attaching
the suffix ary to the base&olunt.

4.12. Valentino

“Rock’'n Rose”(see Appendix 4, 8.)

By creating a perfume with a very strong and imague name, clothing company
Valentino SpA made it very easy to promote. In tbase, the advertising slogan
consists solely from the name itself. It is verpital of fashion brands to base their
advertisements on the visual side of the copy rathan an extensive headline.
However, when such an advertisement is “backedbypd fitting slogan it becomes an
effective weapon of marketing. This particular caséased on the replacement of the
word “Roll” with the word “Rose” and thus changitige original phrase “Rock’n’Roll”
into a blendRock’n RoseThis nonce formation suggests that this fragraseeade for

a modern woman of rock 'n’ roll attitude with elege and style.
4.13. Maybelline

“Experience the newest dream sensation. 100% baimeth
perfection. From our 1st cream-whipped foundatio(sée Appendix
4,9.)

The creative aspect of this advertisement start thie name of the company itself.
Maybellineis a makeup brand established by T.L. Williams wheated the name by
blending his sister's namdaybel and the wordraseline There are, however, several
more lexical items typical for the language of atigeng to take into account. Firstly,
there are three compounds:

N+ N N + Adj. N N + participle N
[dream sensation] [baby-smooth] perfection] [aneahipped] foundation]

In this advertisement promoting a foundation (“anstoloured cream that is put on the
face underneath other make-up”yed@m sensationefers to the feeling a customer
experiences when using the produBaby-smoothand cream-whippedare both

adjectival compounds modifying nouns and suggeshat)the light consistency of the
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product should make customer’s skin look perfed amooth. Moreover, the verb

experienceas a form created by conversion from the noun.
4.14. Centennial College

“The future will be written by her. Or, at leastyveeted. Be great.

Start here.”(see Appendix 4, 10.)

Centennial College in Toronto, Canada, tried toaatt young people by a smart
advertising campaign using many references to tineof life of the target group it was
aimed at. This slogan is especially interestingalise of the wortlveeted Not only has

it been created by conversion of the nawitter to a verb but it is also aeologism

Twitter is a very recent social networking and midogging service that has gained
huge popularity and influence especially among geunpeople. Thus it is a very
suitable word form for a higher education adventisat for it is aimed at the young

generation who can understand and relate to it.
4.15. Boston Public Library

“I'm taking an acting class to practice my “I dorknow” face.”

This advertising slogan contains, as well as nahgr analyzed samples, lexical items
formed by compounding. Nevertheless, this one pama@tes the first example of a
phrasal compoundi don't know” face. | don’t knowis a clause that is used as a
modifier of the nounface. This compounddenotes a face one usually makes in
situations when he/she doesn’t know an answer qaestion. Boston Public Library
emphasizes the fact that their visitors might hevattend aracting classin order to
practice these faces for they will rarely find thsmives in such situations. The above
mentionedacting classis another nominal compound appearing in this astodt
consists of the deverbal noating (derived from the verlio act by the participial

suffix -ing) and the noumlass.
4.16. Fitness Together
“Because lipo leaves markgsee Appendix 4, 11.)

This slogan promoting the world’s largest persotraining franchise contains an

example of clipping. The wortlpo comes from the origindiposuction denoting a
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cosmetic surgery operation that removes fat fromlyldmy using suction. It is therefore
necessary for the customer to be aware of this edure to understand the
advertisement. The main selling idea of this slogatme fear of having scars after the
surgery which is something one does not have tbvdéawhen losing weight by going

to the gym. Fitness Together stresses the effewtss of the private training in the

whole campaign.
4.17. Toyota
“Longergevity. Legendary build quality. It's part every Toyota.”

Toyota Motor Corporation is the world’s largest@ubbile maker according to sales.
This copy stresses their long history and tradi{itle company was founded in 1937 in
Japan). The prominent position in the advertisenoestipies the unusual lexical unit
longergevity It is a blend of the comparative form of the atljeclong and the end part
of the noun longevity: longef longevity. It cleverly communicates the message that
the durability of the car is “longer than long”. @ublends are very common in the
language of advertising because of their novelty atractiveness. They have a strong
power of drawing one’s attention as many peopleédryecipher the original parts of the

new word.
4.18. Summary

The second part of this paper attempts to demdastire creative use of word-

formation processes as introduced in the precettiegretical part. All sixteen samples
selected for this detailed analysis showed the @egddannovative approach in regard to
the use of word-formation thus confirming the hyyasts.

This close look also indicates that there are sgwa@her linguistic disciplines affected

by the aspect of creativity in the language of atilsiag besides word-formation. For

example the unconventional use of figurative lamgyahe issue of sense relations
between words or phonological schemes designedate dustomer’s attention might

all be considered topics suitable for future stadie
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5. Conclusion

The introduction to this bachelor paper indicatb@ ttomplexity of the field of
advertising. It, however, did not utter any expgotes towards the complexity of an
advertising copy in itself as this was one of thgots of this study. There are several
sides to an advertisement and they all need takentinto an account in order to fully
comprehend the message intended by the adverfgenow it can be stated that an
advertising slogan is, in many ways, a very elateopaenomenon. Moreover, the visual
side of an advertisement is, in many cases, inabf@afrom the message or even the
actual copy. Nevertheless, this paper tried to fethis fact and deal solely with the

language of advertising.

The study shows that linguistic restrictions do cmtinmand any respect in copywriters
whatsoever. They bend the rules and laws of thguiage in order to create something
odd and peculiar, different and special, unusua extraordinary; simply, they are
beingcreative This stream of adjectives only illustrates howessive one can be when
emphasizing a point or an idea. Similarly, the leage of advertising is very rich in
powerful adjectives, adverbs and other modifyingittires as it is the purpose of

advertising to influence one’s needs, emotionsassciations.

It is difficult to study the signs of creativity en advertising slogan from one particular
point of view because of the interconnectednessamious disciplines. This paper,
however, investigated only word-formation processeentionally leaving out other
linguistic aspects such as semantics, figures ebdp phonological alternations, et

cetera.

First chapters of the work introduced advertisicrgativity and slogans in general. This
part was intended to provide basic terms and defivd regarding the subject matter
which were then used throughout the paper. Aftedlgjat turned to the word-formation
types in the English language and discussed thesmbgrone. This section dealt with
the most frequent word-formation processes as enemd in the analysis. They were
divided in two subgroups — major and minor wordifation processes — according to
the productivity and overall occurrence. There wagscribed various forms of lexical

items (and their parts) with emphasis on the ongsearing in the samples. The
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practical part consisted of detailed analysis tdcted advertising slogans and headlines

illustrating the copywriters’ pursuit of linguistareativity.

For the purpose of this paper, one hundred andtywevo advertising slogans and
headlines were analyzed. The main importance wasted to the utilization of word-
formation processes in order to create eye-catcimpattractive advertisements. After
matching a lexical item with corresponding procéss processes), it was classified
according to the resulting word class. Furthermoreéhe case of derivation, individual
affixes were divided in subgroups according togame key. Compounds, on the other

hand, were subdivided in regard to the world ctdgbeir bases.

In terms of parts of the speech, the most frequaotcess was nominalisation.
Especially compounding proved to be very produciivecreating nouns. However,
many of these operated as premodifiers of othenstherefore they could be perceived
as adjectives. Moreover, the modifying quality ofie a fundamental feature of many
nominal compounds as they frequently contain arecide or participle. Thus
becoming suitable lexical items for copywriters walways look for new ways of
describing a product or service. Furthermore, csiwe was the most productive

verbal process giving rise to almost a half ofithdds encountered by this analysis.

When it comes to lexical items produced by the mimord-formation processes, they
represented only a fraction of analyzed items. Nueless, their creativity is
indisputable and surely balances their scarcitpeEiglly blending and clipping proved
very effective in producing truly original and imagtive formations. Additionally,
probably the most evident quality of the minor wdodnation processes is their ability
to shorten the text which is surely an importaipieas of the language of advertising.

To sum up this paper, it can be said that word-&iom processes are convenient
linguistic means for integrating an aspect of cwigt Every copywriter must be aware
of this fact and exploit this, for him/her so premg, area of language to its fullest. By
doing so, one maximizes the chances of drawingtatte of customers and directing

them towards the product which is the essencesgbbiand advertising in itself.
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6. Resumé

Tato prace se zabyva vyuzitim slovotvornych pracesstnych reklamnich sloganech.
Hlavni diraz gitom klade na jazykovou kreativitu a inovaci, kterdyto procesy
reklame piinaSeji. Nebo jen nevSedni a poutavy slogan je schopen docilit

pozadovanych vysledkv dnesni, reklamou jizipsycené, sposaosti.

Cela prace se sklada ze dvoaitSich na sob zavislych celk. Na z&étku teoretické
casti je kratce fedstavena reklama z obecného hlediskarasmn okruh prace. Jelikoz
je reklama vysoce komplexni a slozity obor, nenZn#ojej obsahnout v celé jejirisi
Proto se tato studie zabyva pouze jejim jazykemlkhkrétg, jak jiz bylo nazné&eno,
slovotvornymi procesy. Dale je také omezena z bBladizkoumaného média, né&bo

studuje pouze reklamni slogany esjecné v tisku.

DalSi pojmy, které jsou ipdstaveny v Uvodu prace, jsou kreativita a slogarno
terminy setasto opakuji i v dalSich kapitolach, a tak je néaéyuveést jejich definice.

V piipact kreativity i z toho dvodu, Ze je to pojem problematicky a je zde vice
moznych interpretaci. Obegnze fici, Ze kreativita jazykafedstavuje useédni téma
této prace nehbje jednou z nejilezit¢jSich vlastnosti reklamnich slogarReklamni
textai hledaji vSechny mozné égpoby jak ziskat co mozna nejvice pozornosti. A co
muze byt vice atraktivni a vzruSujici nez poruSoyaavidel, nebo fekratovani limiti.
Mnoho stylistickych prosedki umoziuje odklon od zavedenych pravidel. ¥pad
slovotvorby je tento efekt obzvi&hapadny, protozeétSina vyraa je soudasti slovni
zasoby velmi dlouhou dobu a kazda sebemensi odzhglka prvni pohled patrna, a

tudiz zapamatovatelna.

Teoretickacast dale pojednava o jednotlivych slovotvornychcpeech v anglickém
jazyce. Tyto procesy jsou nejprve rolhy na hlavni a vedlejSi. Mezi hlavni
slovotvorné procesy p@todvozovani pomocitfpon a pedpon, tvorba sloZenych slov a
konverze. Tyto druhy fedstavuji nejproduktivjSi a nefetrgjSi typy slovotvorby
anglického jazyka a proto je jim takénovana podstatn&ast této prace. Vifpac
odvozovani je vysstlen vyznam a pouziti jednotlivychigdpon a fipon, které se
objevuji v analyze. Kazda odchylka od jejich teadino vyskytu ¢i smyslu je

vyznaena. Jednim z hlavnich hledisek, které bere tattiest/ Gvahu, jsou slovni druhy
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zkoumanych slov. Podle tohoto kritéria je zachazesojednotlivymi procesy. Tim
padem jsou zde popisovany jmenné, adjektiirélovesné fipony a pedpony. Také
sloZzené tvary jsou roztbny do jednotlivych kategorii podle typu slovnitiauhu jeho
slovnich zaklafl. Dale jsou zmiény netradini formy jako frazovéci rymové
sloZeniny, které jsou typické pro Zanr reklamy, ovebe vyznauji na prvni pohled
patrnou originalitou a nevSednosti. Na druhou stréwvary vzniklé konverzi jsou
charakteristické svou slowdruhovou neutralitou a zminy prvek kreativity je v jejich
piipadt patrny pouze v kontextu. Tato vlastnost vSak ygazreklamy, ktery je bohaty
na slovni kicky, neni wibec na Skodu. Naopak tyto samostatejednoznéna slova

¢asto stoji v ugedni pozici celého sloganu.

VedlejSi slovotvorné procesy a jejich produkty,rétgsou zkoumany v této praci, jsou
zkratky, zkratkova slova, spojené tvaryg@ tvdeni slov a zkracené formy. Co se
ty¢e patu a produktivity, tyto procesy jsou v porovnartilavnimi slovotvornymi typy
podadné, avSak z hlediska kreativity a inovace jspurfpvnocennymi ,sougé i je

v mnohych pipadech i peci. Proto je pochopitelné, Ze se tyto tvary objewypzyce
reklamycasgji nez v jinych stylech. NejneobvyklejSimi tvaryojs zde pravépodobré
slova vznikla pekryvanim a sléovanim dvouidiznych zaklad. Tyto lexikalni jednotky
tak obsahuji vice vyznaima informaci, které popisuji produkt. Jak je patrméoho
vedlejSich procdsje zaloZeno na zkracovani podstatielSich lexikalnich tvér a tudiz
se stavaji velmi vhodnymi pro vyuziti v reklamnickloganech, které jsou
typické vynechavanintasto nepdebnych struktur. Tento jev je, mimo jiné, spojen
s finartni strankou reklamy, neBoceny za pronajem média sét8inou odvijeji od

velikosti reklamy.

Druhacast prace je twe@na podrobnou analyzou Sestnacti vybranych slogda €chto
sloganech by iy byt demonstrovany vSechny zkoumané slovotvomo&gsy a jejich
schopnost ozvlastnit a vyzdvihnodigiusnou reklamu.Pposuzovanidchto vzorki je
kladen diraz pra¢ na ty jazykové prosedky, které umaiuji tvarcam odklonit se od
norem a pravidel. V mnoha&ipadech vSak neni kreativita vyj@ta pouze neobvyklym
vyuzitim slovotvornych procés Casto jsou to i jiné zjsoby jako nagiklad uplatni
figurativniho jazyka, uZziti slovnichtitek zaloZenych na nezvyklych sémiotickych

vztazich slowi zvlaStnich zvukovych priuk
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V této préci je zanalyzovano celkem sto dvacet kéamnich slogah Reklamy byly

cerpany zetyi zdroja:

- AdsoftheWorld.com

— Advertisingarchives.co.uk
- TIME magazine

- VOGUE magazine

Rozsah zastoupenych adivi je velmi velky, aby byla zatigna rozmanitost a co mozna
nejwtsi objektivnost analyzy. Je tedy mozné naraziteidamni slogany propagujici
kosmetiku, modu, potravinyi napoje, elektroniku, automobilovy jmysl, deniky a
magaziny, neziskové organizace, reklamni agentlamjturni udalosti¢i dokonce

obecné nazory arpswdéeni.

Jednotlivad slova jsou roZna do skupin dle ifslusnych slovotvornych proades
DalSim krokem je weni slovniho druhu a poté, pokud to konkrétni slanwo#iuje,
podrobna klasifikace. U odvozovani byly jednotliiikalni jednotky rotazeny do
skupin dle pipon a pedpon. V pipack kompozit se analyza vztahuje také na slovni
druhy a formy jejich zaklad VSechny Gdaje jsou zpracovany statisticky a zzmgslo

tabulek, které se nachazeji tilpze.

Analyza dale ukazuje, Ze z hlediskasti feci je jazyk reklamy velmi bohaty na
piidavna jména a jiné modifikatory. tBod pro tento fakt je neustala pelva
reklamnich textd popisovat produkty a sluzby, které nabizefedevSim odvozovani
je velmi produktivnim procesem, co s&ayprag piidavnych jmen. Na druhou stranu
v pfipacd sloZzenych tvar prevladaji jména podstatna. AvSak tyto slova v mnoha
piipadech modifikuji jiné lexikalni jednotk¢jmZ v podstat prebiraji funkci adjektiv.
Mnoho z nich také obsahuje adjektivni zaklad, amzdodava onen deskriptivni aspekt.
Tato vlastnost je velmitdezita ke zvySeni efektivnosti reklamy, nébmanoho slogain
funguje na principu vzbuzeni emoci a asociaci azaikovi, kéemuz je teba Siroka

Skala vhodnych popisnych vyiaz

Tento vyzkum tedy jednoztia® dokazuje, Ze slovotvorba jealdZitym nastrojem

tvarca reklamy. Casto vyuZivaji jejich kreativnich moZnosti, aby itlhcjazykové
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rozmanitosti a poutavosti sloganV dnesni dob se ¢lovek s reklamou potkava na
kazdém kroku. A pokudipcest autobusem, sledovani televize, listovani novin&dmi
surfovani na internetu narazi na nezvyklé, ba aiivpé slovo nebo nové uziti starého
vyrazu, jist se, & jiZ jen na okamzik, zastavi a zamysli se nad jglamamem. Jestlize
je tento pedpoklad pravdivy, bude kreativnifigtup ke slovotvornym proces
piedstavovat dlezity nastroj pro tirce reklam je&t dlouhou dobu. Je to totiz onen
okamzik, kdy se zakaznik nad reklamou pozastaeryktozhoduje o jeji efektivnosti,
neba’ pokud zakaznika jen trochu zaujméi galSi navatvé obchodu mozna sahne
v negeberné Skale vyrolikpraw po propagovaném produktu uz jen z tolieatiu, ze

mu ijde powdomy.
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8. Appendices

Appendix 1 — List of analysed slogans and headlines

Pump up the volume. Incredifull Lipcolor. (Covetyir
Rock 'n Rose. (Valentino)
Get Chucked! (Converse)

Shop green. Looking for a fuel-friendly car? Chevyffers the most choices. For

A

technologies that go from gas-friendly to gas-fdeeck out the Chevy™ ads in the
Fashion Rocks supplement, and visit chevy.com. yfoiet)

Glamorous. Meet falls’s must-have face. (Glamorous)

Fun. Headquartered and manufactured in Toledo,.®awe fun out there. (Jeep)

Unleash your roooar. (The Body Shop)

© N o g

Color me naughty. Color me nice. Introducing the Xé#icious gloss collection.

(MAX factor)

9. Allergy-tested, fragrance-free makeup. It's a bialuthing.(Clinique)

10.Be Cointreauversial. (Cointreau)

11. TOUS be loving be tous. (TOUS)

12. After a hard morning schmoozing you need a heartgh. (The Star Café)

13. Spoil this poster with a typo and you're a dad nfamgood typographer makes a
good print. (CTS Grafica)

14.Soldier on, partner. Get through the season. (Halls

15.1f you or anyone you know is being affected by teltllying visit
vodafone.co.nz/bully for help and support. (vodafon

16.We're the difference between life ending sadly. Afel sadly ending. ( Hospice
Association of Ontario)

17.Yes, you will study the great masters. No, you wnaéd to bring a paintbrush. Be
great. Start here. (Centennial College)

18. Einstein didn't own a hairbrush either. Be gretdrtere. (Centennial College)

19.The future will be written by her. Or, at least,edted. Be great. Start here.
(Centennial College)

20.Most fast foods eventually slow you down. Chooss faod that won't slow you

down (New KCC Delite Yoghurt)
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21.Enjoy a more harmonious flight. Pop tunes to Thairsls, blockbusters to art
movies, be blissfully entertained. Let your serfge{THAI, smooth a)

22.A blindsided uppercut to your tastebuds. (Mike’sdHRunch)

23.Rolex. A crown for every achievement. (ROLEX )

24.Because the only thing more vulnerable than a newhs a newborn born early.
(PHILIPS)

25. Algae-powered cars: Science fiction or scienceX¢Bxnobil)

26.Rock-solid backing for ground-breaking projectsliagkiz. Financial solutions from
A-Z. (Allianz)

27.Enjoy the flight, even before it's cleared for tad. (QATAR airways)

28.Providing strategic insights and bipartisan polsxlutions to decision makers.
(CSIS)

29.Withstands a depth of 3900 metres. And any attehpvmparison. (ROLEX)

30.It's end-to-end stuffed. (Ginsters of Cornwall: f&td)

31.Today flawless feels weightless. For up to 16 merfeours. Colorstay makeup.
(Revlon)

32.A LancOme First: 100° lash curve with divine lengthday. (Lancéme)

33.There’s a reason some women look flawless. (Lauzecidr)

34.Mess things up on purpose. (Pantene)

35.Gaslean. The 2010 Prius. Canada's most fuel-afticiar.(Toyota)

36.Longergevity. Legendary build quality. It's partesfery Toyota.(Toyota)

37.Hugh Hefner + Cary Grant = Hugh Grant. Make a caitkBchweppes)

38.Love Pistols. Rock 'N' Roll wouldn't be the samethaut whisky. (Beam
Global/BYC)

39.Peace ‘N’ Roses. Rock 'N' Roll wouldn't be the samiout whisky. (Beam
Global/BYC)

40.A 21-gun salute is a sign of honor. 21 shootings ineighborhood is a cry for
help.(Chicago Tribune)

41.Saving the planet from ATM fees. (First Indiana Ban

42.Best to keep some windows closed. Norton Interreetuty. With pop-up filter
and parental control. Symantec. Internet SecumyiEhtec)

43. Superfect. The E-Class Coupé. It deserves a whalpihge. (Mercedes-Benz)
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44.Fabuttractive. The E-Class Coupé. It deserves denanguage. (Mercedes-Benz)

45.No Cholesterror! (Nando's)

46.1 am proud of my people. | am proud of my heritageill voice my pride. (US
Census Bureau)

47.Reuse, reduce, recycle or regret. A message frotsa@hilippines.(dentsu)

48. Suddenly your 3-bedroom has 3 bedrooms. We delwau.pack. We store. (pak n
stor)

49.Vacuum your Persian.(ETA)

50. Dependability.(Toyota)

51.Now that 97.3 EZ Rock is more youthful, should fghase some “bling”?(Astral
Media Radio EZ Rock)

52.Murder for a jar of red rum. Going forward or backd, it's all the same. Fiat
Linea with parking sensor.(Fiat)

53.New Citroen C3 Picasso Spacebox. A compact carrrielteso spacious.(Citroen)

54.Bottled water: 98% melted icecap. 2% polar beastggappening.com)

55. Objects in the rear view mirror may appear jealguexus)

56.Unputdownable. (Penguin books)

57.Pinky RESTRAINT™. I'm a hoity toity fancy pants arydu are all unworthy of
my company. Yes, one little finger can say all tfgait now there’s help. For those
afflicted with an uppity digit there’s the new PyniRestraint from High Life
Innovations. (Miller)

58. Every man has a D-spot. (Davidoff cigars)

59. THE ‘PULL ANYTHING’ DIESEL. (Ssang Yong)

60. Careful bringing it home. The thinnest flat scraeits class. (Philips)

61.Trying to pull with the Ashton Kutcher "sensitivetymean" look. For two hours.
Everything seems so easy. {2@entury Fox )

62.Trying to reach the airport using the highly po#dhJohn McClane driving
technique. For two hours. Everything seems so €a8{.century Fox )

63.Sure it has a GPS. It's your wife sitting in thesgenger seat.

64. Waterproof your music(H20 audio)

65.1 can elicit an awww at 20ft. A new life awaits.@&hua County Humane Society)
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66.Looks like you've got belly rubbing hands and lamkiere | have a belly. (Alachua
County Humane Society)

67.Under the radar before radars were invented. 98sye& underappreciation.
(Carlton & United Breweries Mercury Beer)

68. Meticulously indexed images.( photolibrary.com)

69.Children. They don’'t come with a zip-open mouth.t lahildren be children.
(Mother’s pride)

70.As long as the world is full of durable people, lw&eep making durable
fabrics.(Cordura Fabric)

71.Cramping, soreness and fatigue: concepts all s@orbet covered solely in
textbooks. (Kinesio)

72.You can rebuild her, make her stronger, faster. Alhdor about 19 cents an inch.
(Kinesio)

73.Trainiacs unite at national train day. Discover taiéway. (Amtrak National Train
Day)

74.Acts when you are distracted. Pre-safe. The igeili brake system. (Mercedes
Benz)

75.Travelling fruits cause pollution. Think global. tHacal. (BUND / Friends of the
Earth)

76.You won't believe your non-watering eyes. Zero tsxilnfinite beauty. (Mythic)

77.Sometimes a piece of common ground is small endaidih on a cocktail napkin.
Socialize liberally. Drink conservatively. (Jackidals)

78.Introducing an indulgent every day dessert with thlk goodness of Activia.
(Danone)

79.How do you build a long-lasting relationship withpatient? You build a device
that keeps them alive. (Massachusetts General tdd)spi

80.A college football captain died. Then he played fitlllowing season. How's that
for a comeback? (Massachusetts General Hospital)

81.In this world, giant butterflies race flying tursleAcross open meadows. Talking
octopuses are best friends with orange elephamis tide only bad guy for miles, is
mom who turns off the lights. (Vividha)

82.1t's in Mikael Forssell. Is it in you? RehydrateegRenish, Refuel.(Gatorade)
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83.Peach razzamatazz may cause frequent and involyarar hands.(Tropical Sno)

84.Break out the two-piece again. Private training gesults. (Fitness Together)

85.Because lipo leaves marks. (Fithess Together)

86. Skodaihatsu. Old enough to drive them is too olgpley with them. (Drive up
Safety)

87.Volvolkswagen. Old enough to drive them is too tdolay with them. (Drive up
Safety)

88.Hummercedes. Old enough to drive them is too olglay with them. (Drive up
Safety)

89.You've never been seasick. Bet you've been landsickew times though.
(Wellcraft Marine)

90.SPF 50. Ha. You use leather conditioner. (Welldvédtine)

91. Nothing tastes better than a freshly outsmartdd {\M/ellcraft Marine)

92.Yay my new flatmate! We're going to be besties ¥er® Move when you need to.
(Unwired)

93.There's always rum for diplomacy.(Diplomatico)

94. Save the trees. In an uUber-stylish, cutting-edgd kif way. (LG Dare touch phone)

95.Now you won’t have to wait until you get home toogle your date. (LG Dare
touch phone)

96.face a book. Disconnect for a while. Read a bodkfiet Sfarim Bookstore)

97.For painstakingly arranging your class schedulddwe fridays off for 3 years,
here’s $500. Every grad gets $500 off any purcbasease of a brand new Mazda.
(Mazda Canada)

98. Between socialism and capitalism is beerism. (B@®sner at Sahara Casino)

99. Chances of being able to find the IT guy. (Maxwébuse Trio)

100. Say goodbye to acronyms, abbreviations, et cet¢itera. (Mont Blanc)

101.Think Glocal. (The Gazzete)

102.You can speak on your cell aaaaaall you want. (Baleevideo club)

103.You can go #2 without missing a bit of the movi€ake one video club)

104.Say g‘day to the new in-can scuba. (Foster’s)

105. A brilliant idea deserves a darkroom. (Filmmasterdactions)
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106.For more information on lung cancer, keep smoki(iche Lung Association,
British Columbia)

107.Rock’'n’Fries. McFries. Grab yours. (McDonald’s)

108. Amazingly exaggerated. (Ataliba Steakhouse)

109.I'm taking an acting class to practice my “I dokhow” face. (Boston Public
Library)

110.Because rehabs are more fun than reruns. (TMZ)

111.Bugs wash off. SUVs don't. Ride aware. (Utah Depant of Public Safety)

112.Knockia. Distracting people. (Hertz)

113.Stories can come from Thailand, Greenland and 3avaki But never cloud-
cuckoo-land. (The Economist)

114.How giving up his newspaper turned Norman Pippe¢o ia large-wilted-eared
eaves-dropper. Don't underestimate the pleasurepamer of press! (National
Newspapers of Ireland)

115. See the pray-by-pray. (WatchThePope.com)

116.Think of us as the poperazzi. (WatchThePope.com)

117.Taste the new “Baniwi” Jam. (Gobber)
118.Taste the new “Grapple” Jam. (Gdbber)
119.Taste the new “Pinorange” Jam. (Gdbber)

120. Experience the newest dream sensation. 100% babgtenperfection. From our

1st cream-whipped foundation. (Maybelline)
121. Levonelle emergency contraception. Because it takgs one. (Levonelle)

122.3x more lashes. New lash Maxxx Mascara (Rimmel)

43



Appendix 2 — Classification of samples

1) Derivation

a) Prefixation

i) Adjectives i) Verbs
a- a-
79. alive 65. awaits
bi- dis-
28. bipartisan 73. discover
dis- 96. disconnect
74. distracted re-
112. distracting 47. reuse
in- 47. recycle
1. incredifull 47. reduce
76. infinite 72. rebuild
83. involuntary 82. rehydrate
non- 82. replenish
76. non-watering 82. refuel
out- 110. rerun
91. outsmarted un-
’ 7. unleash
Uber-
. . i) Nouns

94. Uber-stylish

inter-
un- .

42. internet
56. unputdownable _

42. internet

57. unworthy
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b) Suffixation

i) Adjectival suffixes
-able

24. vulnerable
56. unputdownable
70. durable
70. durable

-al

18. centennial
19. centennial
26. financial
42. parental
73. national
75. global

75. local

-ary

36. legendary
83. involuntary
-ed

3. Chucked
21. entertained
25. powered
42. closed

54. bottled

54. melted

62. polished
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68. indexed

74. distracted
91. outsmarted
108. exaggarated
114. wilted

114. eared

-ful

9. beautiful

21. blissfully

51. youthful

60. careful

-ic

28. strategic
-ing

11. loving

75. travelling

76. non-watering
80. following

81. flying

81. talking

97. painstakingly
108. amazingly
-ish

94. Uber-stylish

-itive



61. sensitive
77. conservative
-ity

57. uppity
-less

31. flawless

31. weightless
33. flawless

ly

4. fuel-friendly
4. gas-friendly
-ous

5. glamorous
8. MAXalicious
21. harmonious
53. spacious
55. jelaous

68. meticulously
-y

8. naughty

12. hearty

57. unworthy
61. easy

62. easy
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i) Nominal suffixes

-acy

93. diplomacy
-cy

121. emergency
-ence

16. difference
-er

13. poster

13. typographer
90. conditioner
114. dropper
-hood

40. neighborhood
-ie

92. besties

-ing

12. schmoozing
15. text bullying
26. backing

40. shootings
62. driving

71. cramping
78. thanksgiving
78. meaning

84. training



109. acting

-ism

98. capitalism
98. beerism

98. socialism
-ity

36. longergevity
42. security

42. security

50. dependability
-ment

4. supplement
23. achievement
-ness

71. soreness
78. goodness
-ship

79. relationship
-th

29. depth

-tion

8. collection

26. solutions
28. solutions
57. innovations

75. pollution
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100.
106.
120.
120.

121.

abbreviations
information
sensation
perfection

contraception

-ure

114

. pleasure

iii) Adverbial suffixes

-ly
16.
16.
20.
21.
24,
48.
62.
68.
71.
77.
77.
91.
97.
108
-wa
52.

52.

sadly

sadly
eventually
blissfully
early
suddenly
highly
meticulously
solely
liberally
conservatively
freshly
painstakingly
. amazingly
rd

forward

backward



2) Compounding
a) Nominal compounds
Noun + Noun
1. lipcolor
15. text bullying
17. paintbrush
18. hairbrush
21. blockbusters
25. Science fiction
28. decision makers
37. cocktail
38. love pistols
40. 21-gun salute
48. 3-bedroom
48. bedrooms
53. spacebox
54. icecap
54. polar bear tears
55. rearview mirror
57. Pinky Restraint
62. airport
63. passenger seat
67. jazz hands

71. textbooks
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73. rail way

74. brake system

77. cocktall

80. football captain
80. football

81. butterflies

90. leather conditioner
92. flatmate

97. class schedule

99. IT guy

105. darkroom

106. lung cancer

114. newspaper

114. eaves-dropper
117. ATM fees

120. dream sensation
121. emergency contraception
Adjective + Noun

20. fast foods

20. fast food

42. pop-up filter



42. parental control 80. comeback

53. compact car Participle + Noun

54. polar bear tears 52. parking sensor
54. polar bear 54. bottled water

57. fancy pants 109. acting class

60. flat screen Adjective + Participle
66. belly rubbing hands 24. newborn

69. zip-open mouth 24. newborn

77. common ground Abbreviation + Noun
120. baby-smooth perfection 99. IT guy

120. cream-whipped foundation 117. ATM fees
Phrasal compounds Rhyming compounds
38. Rock 'N' Roll 83. razzamatazz

39. Rock 'N' Roll Number + Noun

59. PULL ANYTHING DIESEL 84.two-piece

61. Ashton Kutcher "sensitive yet

mean" look

62. John McClane driving technique
109. “I don’t know” face

113. cloud-cuckoo-land

Verb + Particle

9. makeup

31. makeup

27. take-off
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b) Adjectival Compounds
Noun + Adjective

4. fuel-friendly

4. gas-friendly

4. gas-free

9. fragrance-free
26. rock-solid

35. fuel-efficient

89. seasick

89. landsick

120. baby-smooth
Noun + Participle

9. allergy-tested

25. Algae-powered
26. ground-breaking
66. belly rubbing
120. cream-whipped
Noun + Verb

31. colorstay

69. zip-open
Adjective + Participle
79. long-lasting

114. large-wilted-eared
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Verb + Verb

5. must-have
Participle + Noun

94. cutting-edge
Verb + Particle

42. pop-up

Phrasal Compounds
30. end-to-end
Rhyming Compounds

57. hoity toity

c) Verbal Compounds
Adverb + Verb

114. underestimate



3) Conversion

a) Verbs

1. pump

4. Shop

8. color

8. color

14. soldier
17. study
19. tweeted
27. cleared
34. mess up
46. voice
48. store
49. Vacuum
52. Murder
75. cause
81. race
83. cause
95. google
120. Experience
b) Nouns
7. roooar
13. print

15. help

a7

15. support
27. take-off
40. salute

40. help

49. Persian
57. help

64. Waterproof
95. date

97. purchase
97. lease

c) Adjectives
3. Chucked
81. giant

81. orange

d) Adverbs
75. global

75. local

4) Abbreviation

4. ™

4™

41. ATM
43. E-Class

44. E-Class



58. D-spot 103. movie

63. GPS 110. rehabs
65. ft. 7) Blending
90. SPF 1. Incredifull
99. 1T 2. Rock'n'Rose
104. G'DAY 10. Cointreauversial
111. SUVs 36. Longergevity
5) Acronyms 43. Superfect
67. radar 44. Fabuttractive
67. radars 45. Cholesterror
104. SCUBA 73. Trainiacs
6) Clipping 86. Skodaihatsu
4. Chevy 87. Volvolkswagen
4. Chevy 88. Hummercedes
4. ads 101. Glocal
12. lunch 107. Rock'n'Fries
13. typo 116. poperazzi
21. pop 117. Baniwi
51. bling 118. Grapple
81. mom 119. Pinorange
85. lipo 8) Back-formation
97. grad 6. Headquartered
102. cell 47. recycle
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Appendix 3 — Statistics

WORD FORMATION TOTAL PERCENTUAL
PROCESS OCCURENCE | OCCURENCE (%)
Abbreviation 12 3,7

Acronyms 3 0,9
Derivation 147 45,1
Back-formation 2 0,6
Blending 17 52
Clipping 13 4,0
Compounding 96 29,4
Conversion 36 11,0
TOTAL 326 100,0
C\I/_VA(\)SRSDES Adjectives | Nouns| Verbs  Adverbs
Prefixation 11 3 12 0
Suffixation 59 43 3 16
Compounds 23 72 1 0
Conversion 3 12 19 2
Clipping 0 13 0 0
Blends 5 12 0 0
fo?n?z:tl?(-)n 0 0 2 0
TOTAL 101 155 37 18

49



TOTAL
SUFFIXES OCCURENCE
able 4
acy 1
al 7
ary 2
ate 2
cy 1
ed 13
ence 1
er 4
ful 4
hood 1
ic 1
ie 1
ing 18
ish 1
ism 3
itive/ative 2
ity 5
ize 1
less 3
ly 16
ment 2
ness 2
ous 6
ship 1
th 1
tion 10
ure 1
ward
y 5
TOTAL 121
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COMPOUNDING

TOTAL
OCCURENCE

N+ N

38

Adj. + N

[N
w

N +Ad.

Participle + N

Adj. + Participle

N + Participle

V + Particle

N+V

V+V

Abbreviation + N

Adverb + Verb

Number + Noun

Phrasal

Rhyming

N ([© [k [P N [N (oo b ||

TOTAL

96

PREFIXES

TOTAL
OCCURENCE

bi

dis

inter

non

out

re

uber

un

W [k |00 |F PN W~ (DN

TOTAL

N
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Appendix 4 — Selected advertisements

B ER-STYLISH
KIND G OF

1. LG Dare Touch Phone
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3. Penguin Books
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CLOTHES AND SHOES FOR GUYS AND GIRLS

4. Converse
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5. Foster's
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6. Mercedes-Benz E-class Coupé
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7. Tropical Sno
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VALENTINO

8. Valentino

58



E-H:F"EH‘JEH'EE THE REWEST DREAM "'EHEA.‘I"I'IHI

100% BABY-SMOOTH. PERFEC TIOMIS
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9. Maybelline
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10.Centennial College

60



BECAUSE




L ongergevity

LEGENDARY BUILD QUALITY. IT'S PART OF EVERY TOYOTA. @@ TOYOTA

make things better

12 Toyota
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