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ABSTRACT

The aim of this thesis is to investigate the extenwhich rules or conventions of
the English language are “broken” in print advéntis To start with, the most of
the linguistic notions will be explained as the kground of language. The next
aim is to show the practical use of these notiond how they function in

advertisements of the English language. Then, lit stidy language structures
which are used both commonly and rarely as welltresr frequency and

interpretation of advertising slogans. | will aldeal with the lexical and semantic
aspects of language but especially focused ondgyof speech. A reader of this
paper will become familiar with the effects and tisage of adjectives. Finally,
the work is based on many concrete examples tltide the feedback to the

theoretical parts of this paper.

SOUHRN

Cilem této diplomové prace je zkoumat rozsah pedvad zvyklosti anglického
jazyka v tistné rekland. Na z&atku je @inén pokus o vysitleni &tSiny
lingvistickych pojmi. DalSim cilem je ukazat praktické pouzitchto pojmi a
jejich funkce v reklard anglického jazyka. Prace se zabyva formami jazyka,
Z nichz rekteré jsou Bzn¢ a rekteré Zidka uzivané, stefntak jako cetnosti a
porozungnim reklamnich slogdn Prace se zattuje na lexikalni a sémantickou
strukturou jazyka, a zvlaSpak figurativni jazykCten& této diplomové prace se
blize seznami s¢inky a pouzitim pidavnych jmen. Prace je podloZzena mnoha
konkrétnimi giklady tiS€nych reklam, coz poskytuje &mou vazbu teoretické

¢asti.
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1. INTRODUCTION

A language is a cultural tradition of every nati@oth components (spoken and
written) of the language are very important. Theken part of the language does
not have as strict rules as the written one. Thenthof this paper is analysing the
language of advertisement. This theme is ratheewal | will be interested only
in the written part because it changes very offdrere will be shown that rules
for this part of the language can be broken forcgigereasons. It will show the
most frequently used linguistic structures and rseaf communication in
advertising. In the work there are distinguisheddal and semantic levels within
advertising with their detailed descriptions. Thgdest attention is devoted to the
figures of speech adjectives, especially scrutimizdeviations from their normal
use in the English language.

This work consists of 6 chapters. Chapter 1 isrroduction. In chapter 2 -
Advertising as a communicative activityhere shall be a closer look at defining
the term advertisement. There will be stated thmae functions in the process of
communication — communicative, informative and passve. The explanation of
the advertisement as a type of pragmatic discouiiéée displayed. In chapter 3
— The Language of advertisingthe main attention will be paid, firstly, to the
explanation of the terms from the linguistic fields semantics, semiotics and
grammar. The terms, such as sign, symbol, indern,icdenotative and
connotative meanings will be based on the examgdesell as various linguistic
approaches. Secondly, stylistic features will bewsh Then there will be
presented the role of the brand names in ad slodanslly, there will be
displayed the most common sentence structures emedree types. Chapter 4 -
Lexical and semantic levels of advertising languagmtain the usage of
adjectives in advertising slogans as they playngportant role in the advertising
process. There will be shown the occurrence of aadjectives. There will be
studied descriptive adjectives as well as themfatron. | will be also interested in
the usage of comparatives and superlatives in theceps of creating

advertisements.



An interesting part of this chapter is alliteratiosmere adjectives are used in a
process of creating ad slogans. The ChapteFigures of speechwill show how
figures of speech help the copywriters of advergjsslogans in exploiting the
language. It is divided into three parts, metaphmtonymy and simile. The
frequency of figures of speech will be also a péthis chapter. The terms will be
explained and then several slogans will be analySkd last-mentioned chapters
will be based on many examples therefore it wilide reliable evidence about
the most common stylistic structures which appeaprint advertising. Finally,

Chapter 6 “Conclusion” summarises the major findingthe thesis.

Before | started writing the paper | had to choadeertising material which will

be used for the study and the list of relevantrdiire. The magazines and
newspapers which were chosen are recent dated.ligthef magazines and

newspapers is placed in appendix no.8.

At the beginning of the analysis advertisementsqdainto those magazines and
newspapers together with their readership shoulspkeified. The sources can be
divided into three groups according to their read&he first group of magazines
as Company, Essentials, Shape, Family Circle, Lodk#io!, More! and She are
magazines targeted at women readers, coveringpgossvie and book reviews,
events from the show business, fashion, healtedg, etc. The second, the Daily
Mail, the Daily Mirror, the Sun, TV Quick and Tydeare newspapers and
magazine targeted at the general audiences, cgvitrenevents from the world of
celebrities, daily life stories, political obsenaasits and also gossip. Finally, the
last group, National Geographic and Prague Clubaziag, there are magazines
designed for a specific group of readers tied togieby some common interest.
This confirms that the language in any periodicaktrtorrespond to the linguistic
competence of its readers. This is especially itambrfor the newspapers
intended for the general public. They must usemgk language to ensure their
readability and understanding. Therefore the chastelanguage plays an

important role.



| also used the Internet sources of advertising ptesnof slogans — on the
websites www.adslogans.com and www.wikipedia.oryi. tdgether | collected
over five hundred examples of English advertisesiemthich represent
sufficiently large samples for reliable study amat@usion. The list of advertising

slogans is placed in appendix no. 9
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2. ADVERTISING AS A COMMUNICATIVE ACTIVITY

2.1 Between information and persuasion

“An advertisement is both a marketing tool and &ucal artefact” (Kramsch,
1998, p. 158). It is an element of popular cultthen people talk about their
favourite (or most hated) ads, they expect othepjeeto recognise them, to have
opinions on them. “Advertising is one of the masiguent types of messages”
(Vestergaard, Schroeder, 1985, p. @Bt people meet with, sometimes in places
people may not even recognise as being advertigidgertisements normally
offer some product or service that is representedatisfying some consumer’s
need or desire — for example, a tablet which isesgnted as relieving pain or
lightening the symptoms of a cold, a frozen foodttis represented as easy to
prepare, nutritious and tasty or a brand of besrithsaid to taste great.

Advertising is a “form of communication” (Dyer, 188p.86, Adler, 1985) which
has one main function: to make the audience buyathertised products. The
main strategies for achieving this goal vary betwpersuasive and manipulative
strategies; hence advertisers exploit the advastagé mass media
communication. Therefore, persuasion is an imporissue in advertising. It
raises the question when the information aboutpttoeluct becomes persuasion.
On one hand, the primary function of the advertisets is to inform about the
product or service, but on the other hand, thetfanc- to persuade - is important
either. It can be said that every advertisemeniteggersuasive components (such
as simile, metaphor, repetition, alliteration, wotdy, etc.) Some of them will be
discussed in detail in the following chapters. @a tontrary, it is a subjective
effect and it may be difficult to answer the questiconcerning the borders
between those two above mentioned functions. dtse difficult to decide which
function is more prominent, since an extensive okererbal and non-verbal

strategies helps copywriters to hide a persuasessage as an informative one.
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Originally, the first advertisements were usednimim people about products or
services. However, “nowadays this social activiag loleveloped into a successful
marketing tool of manipulation as well as an adstmative and communication

process” (Cohen, 1972, p. 115).

It is also a pragmaticallydetermined type of discourse, which functions in
accordance with its main goal: to inform and tospade (Dyer, 1982) The similar
description is presented by Longman: “Advertisemeguat picture, set of words, or
a short film, which is intended to persuade pedplduy a product or use a
service.” Cohen, Dyer and Crystal identically sayatv had been already
mentioned, talking about informative and persuasurection of advertisements
but Dyer adds something different. He talks aboptagmatic type of discourse.
And Hughes declares that “pragmatics is a studthefrelationship between the
writer, the text, and the reader” (Hughes, 19863%). According to Crystal
(2003), it is the study of the factors influenciagperson’s choice of language.
Both assert that pragmatics study how the contgkiences the interpretation,
purpose and use of language. The other importanttin, that must be

discussed, is communicative.

2.2. The communicative situation of advertising

“Advertising iIs a communicative situation in whiclanguage operates in
accordance with the purpose and actual possikilitef this type of

communication” (Adler, 1985, p. 25) see also Dyefkins.

According to Leech (1966), in order to describe aladine any situation of
linguistic communication the following issues sua$ its participants, objects,
medium, effects in advertising, will be discussed.

The communicative situation of advertising is aetyld communication called —
mass communication. There are several aspects Birstly, the participants of
advertising communication are a copywriter and emnici who do not refer only
to a single person, but also to a collective.

12



The first category is usually represented by aredthing agency where a group
of people works on the production of a certain rageson behalf of the
advertiser. The second category stands for a gobyeople or audience who are
usually by chance exposed to advertising from cifie sources. The audience
differs in terms of sex, age, occupation, incomeé aducation. Copywriters have
to consider who different advertisement is made Tdren, the objects of the
communication are products or services which arerided. Finally, the most
important distinction of medium is between speecid avriting. Under this
heading such types of media as television, radid,@int can be specified. And
print advertising can be presented in the formesspaper messages, billboards,

special advertising brochures etc.

Each type of media has its own advantages, availagilities and impediments.
“Magazine advertisements are often a good stapgmgt for studying aspects of
visual communication, because they are obtainetlyemsd tend to use a wide
range of semiotic resources” (Leeuwen, 2005, M8)ere semiotic resources are
“a group of various activities we need for commaitive purposes as speaking or
writing, materials like pen, paper or computer aodal apparatus and muscles”
(Leeuwen, 2005, p. 250).

The previous discussion had in common the pragniewiel of advertisements
meaning the impact of advertisement on its readdes;relationship between
language means towards the readers, the way andditers of using the

language, the relationship speaker has towardsatignt.

However, there is always the language in the caftevery advertisement which

should be understood by everybody no matter thysr sex or education.
Language in advertising is typified by a sloganiclhhis present in every

advertisement. It is a representative phrase ohthssage or a sort of a motto.
Angela Goddard in her bodKhe Language of Advertisingtitles these slogans

13



the hooks which she calls “the initial piece deation-seeking verbal language
used to draw the reader in” (Goddard, 1998, p.186yertising slogans do not
have only linguistic attributes but also many vasiceconomic features. They
must catch our attention, they must be easy to amadeasy to remember, they
must have what is called “the selling power” (Coh#®72, p.85, Packard, 1957,
p. 39). Our attention is caught by pictures, ilagons, type of typography, wrong
spelling and the use of deviations from normal disgic structures. Readers can
see and remember the message of advertising dhsihks to short simple
sentences or slogans, personal and colloquial ,stideniliar vocabulary,
repetitions, alliteration and rhyme. For instarise]ling power” is best expressed
through using imperative mood. And in compliancénwimejrkovéa (2000, p.10):

"It gives a lot of information about the languageveell as the society.
Advertisement can make, change and consolidateomigt economic
but also ethic and social relations, our persoealirigs and group
identifications.” (translated by: Petra Zenklova)
All advertisements can be divided into differenbups based on various criteria,
such as target group, specialization, interestsa dor which the message is
intended. The advertisements in this paper are llotypes of commercial
advertising. There is a wide distinction of othdfedent kinds of advertisements
but they will not be discussed in this paper, fotHer information about them it
is possible to consult with the bo6khe Language of AdvertisingWritten by

Vestergaard and Schroder.

To sum up, there were explanations of the term rdideenent from different
points of view. The distinguished communicativefoimative and persuasive
functions of language were discussed. We can sayatpiece of writing which

has its economic and linguistic values and it $® atudied that way.

Different kinds of advertising according to theppgarance were shown there, as
well as their structure and theme. All the offe®bcriptions pointed out the
communicative and social functions of ads. In textnchapter there will be
shown in detail the function of the language whitcplays in ad slogans from

both semantic and lexical views.
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3. THE LANGUAGE OF ADVERTISING

Language has a powerful influence over people dmir tbbehaviour. This is
especially true in the fields of marketing and atlsmg. The choice of language
to convey specific messages with the intention rdfuencing people is very
important.

When we want to analyse the content of advertisiagnust clarify its visual and
verbal sites to see all aspects of it. Visual coinéad design in advertising have a
very great impact on the consumer, but it is at@language that helps people to
identify a product and remember it.

We all know when an advertisement has caught aentain, and whether it
works for us or not, but what exactly is resporesitor these effects? It should be
decided what techniques are being used to comnteniéth the audience. Not all
advertisements make perfect sense. It is often thaidadvertising is irrational.
The truth is that it always depends on readers th@y want to see the concrete
slogan; how they understand the process of comratioic between them and ad
makers who send the message covered in adverskiggns. But there is always
the crossover between information and persuasiaat Wacomes important. This
matter was explained in the previous chapter. Asl yaious structures how to
attract attention but this study will be interestedy in slogans.

In this article, there will be explained one of tessential goals of advertising
which is getting the potential consumer to identte advertising message and
the product presented. Then there are also disgtubgeresults of stylistic and
syntactic analyses of the samples of print comrakx.ctAn efficient technique to
stimulate this identification process is the useappropriate linguistic register”
(Goddard, 1998, p. 26). This concurs with functiohtanguage; they are first of

all communicative and informative.
The language of advertising has been analysed fwon perspectives. Some

researches concentrate on the persuasive effeadveftising; unlike Bolinger
(1980), for example, who pays attention to the pratic concept of advertising.
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On the other hand, Vestergaard and Schroeder (1888yse ads in magazines,
discussing “a number of (rhetoric) devices whicpleit cultural assumptions and
images in order to attract the public into purchgsthe presented products”
(p-32).

Similarly, Goddard (1998) and Cook (2001) study tlecourse of advertising,
focusing on the interaction between textual (empnotations) and contextual
elements (e.g. the music and/or the pictures on#ngtive voice of the speaker).
Leech (1966) provides a thorough overview fromghat of view of a practising
linguist of how language is used in advertising &oev semantics is exploited.
Some semantic and semiotic terms must be explaified for better
understanding of the future analysis. Thus semaamalysis can consider the

meanings of print ads and the ways in which thegkwo

3.1 Sign

The essential element of every language is a Jiga. basic assumption is that
meanings in print advertising media are communécdig signs, linguistic or
graphic, including pictures, photos and slogansofding to the Swiss linguist de
Saussure, “signs build our perception and undeisignof reality” (Benjamins,
1993, p. 159). He sees the sign as having two amabfe components: “the
signifier and the signified. The signifier is a setit vehicle expressing the sign,
such as a slogan, a logo, and a picture. The ggnis the concept that the
signifier evokes in our mind” (Benjamins, 1993, 162). Culler (1975) simply
says that it is “a form and meaning” (p. 16). Jaan agrees with de Saussure
and develops the idea further:

We have known for a long time that a word, |&ey verbal

sign, is a unity of two components. The sign tvas sides: the
sound, or the material side on the one hand naeshing, or the
intelligible side on the other. Every word, amdbre generally
every verbal sign, is a combination of sound ax&hning, or to
put it another way, a combination of signifiandasignified.

(Jakobson, 1978, p.20)

The terms signifier and signified had been expliearlier. So simply to say the

signifier is a form or collection of phonemes

16



and the signified is an idea that comes to our minbden we hear the sign. And
the sign is the smallest meaningful unit that carekpressed by various types of

communication (speaking, making gestures, drawiraking sounds, etc.)

3.1.1 Symbol, icon and index
Another concept from the field of semiotics was eleped by Pierce. He
classified signs into three major categories, ngragbols, icons, and indexes.

These are three types of sign that differ in they wee link
between their signifiers and signified is motivatedthe symbol
the relation between them is arbitrary, in the idbere is a
relation of partial resemblance and in the index rlationship
is causal (Leeuwen, 2005, p.49)

For example, the word car is a symbolic sign ohatomobile, an iconic sign of
the car could be its photograph and an indexicad 8arms a collocation with the

word car (a strong car / a powerful car).

3.2 Denotation and connotation

These indexical components of advertisements hamreatations, which typically

connect the advertisement to a larger culturaleednOn the other hand, (Morris,
1971) speaks about the fact that icon, index antbsy have denotative meaning.
“Denotation is stated meaning and connotation iggested meaning”

(Widdowson, 1997, p.56). It will be seen how comtion and denotation

function in advertisement slogans through theilysis

A little taste of heaven. [Kraft Philadelphia]

In this slogan denotative meaning is an unusuaheotion of words such as
little taste and taste of heavenConnotative meaning offers better variety of
explaining the meaning. When we hear the word heave may imagine only
nice, pleasant and peaceful place. Therefore th@endiogan promises something
agreable. When we discover it is the advertiserf@nthocolate it evokes images

of a really delicious piece of sweets.
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Thus connotation is the feelings or ideas thatsaggested by a word, rather than
the actual meaning of words. On the other handotddion is the real meaning of

words. Connotative and denotative meanings willflm¢her discussed in the

following chapters.

3.3 Stylistic features

Stylistic features are restrictions of the use afguage; “and identification of
personal preferences in usage or the varietiesciassd with occupational

groups” (Crystal, 2003, p.290). To understand ttheegtisement in the language
of a certain country people must have cultural awess and feeling for the
language. The target audience, of course, alsoifsutsvn meaning into certain
words. Different people sometimes interpret languay different ways. The

language of advertising is, of course, normallyyveositive and emphasizes why
one product stands out in comparison with another.

As it has been said before advertising is a forncahmunication, and we find

ourselves participating in many acts of commundasatevery day. The analytic
perspective that is presented here comes to thelusion that advertising is

treated as the ordinary forms of communication @vad advertising language is
treated as an ordinary language.

We will note that an advertising language is natywdifferent from an ordinary

language. We can see that the ad language is iafoxmary often personal and
colloquial. The other term used is a loaded languag

Colloquial language can be used to indicate evaryida.
Different typographical and calligraphically techues can also
be used as signifiers so that language can sighédyproduct
directly by uniting language and product. (Dyer829p.86)

Informal, personal and colloquial are similar terdmsthe type of language that is
not rude but very rare in formal speech or writiipe examples of colloquial
style could be the slogan:

Knock’em dead on the beach. [Weetabix]

18



The example contains the short version Koock themThis may be typical for
the spoken language but using it in the writteneatising slogan may bring
readers attention promptly. The ad language is Ipngshple therefore readable
for everybody. The language of advertising is &isown as the loaded language.
It is the language which contains words or phragleish have strong emotional
overtones or connotations which evoke strongly tp@si(or negative) reactions
far from the specific meaning of the word whicHissed in the dictionary. “Some
loaded language is used in ways that are delidgratmbiguous or even
contradictory” (Bolinger, 1980, p.124). An extremelseful and relevant survey
of concepts from linguistics that can be used edhalysis of advertising can be

found in Vestergaard and Schroeder (1985) too.

The English language is also known for its extemsrecabulary; where many
other languages have only one or two words whiahyca particular meaning,
English may have five or six. Moreover, the measinfithese five or six words
may differ very slightly. It is important to undémsed the connotation of a

particular word.

3.4 Brand names

For instance, using brand names in slogans is genymon. These names are
used denotatively and connotatively. The associdtiat comes to readers” minds
is very important so the copywriters must think ditinctive names for the
products. The brand names do more than just igamgjithe product. They must

create some positive attitude towards the prodoatastomers” minds.

Here are some examples:

Nothing moves like LYCRA. [LYCRA]

It's not magic, it's Whirlpool. [Whirlpool]

Don’t just book it. Thomas Cook it. [Thomas CookK]

LYCRA as material makes associations of quality pledsant - to - wear clothes
particularly in women’s minds. Men may not be awafat. Their imagination

would work, for instance, in the next slogan abitiripool.
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They would imagine all kinds of electrical appliascused in households. The
slogan creates an association about a high quafity/hirlpool products when
sayingit is not magiclt creates an image of something miraculous whidhgis
positive connotation in readers’minds. And in th& klogan there is used a rhyme
between two words book — Cook. This play of wosleasily memorized; it also
leads to the frequent repetition of it. Most of pkeoknow that Thomas Cook is
well-known travelling company organizing holidayls @aver the world. You can
go there and book the holiday but the slogan dagsit should not be the only
activity. In an imperative tone it could urge read® go there to talk to Cook’s
employees having thought about the destinationtarchoose the holidays after
some time. The verb - cook - makes an associatitin twe kitchen where you
and the Cook’s employees can prepare the unfoldettalidays; the customer

will be satisfied and will come back next year tmk another travel.

It is very easy to find special lexis in any adisannent. But in explaining how it
works, we will need to think about how copywriten® using a particular lexical
register, or features or style which is relatedht® product, brand or image. It is
also essential to know the attitudes or valueb®fréaders.

3.5 Sentence structures

Another examined part of advertising slogans shéeldheir sentence structure.
This analysis deals with lexical and semantic $tmaés. On the other hand,
syntactic structures are quite an important aspéthe advertising language. |
consider them important part of slogans therefbey tare discussed here. They
are not analysed in detail but | mention the fredlyeused structures. The ads can
be formulated in various forms of a phrase, a snggintence, a complex sentence

and a compound sentence.

3.5.1 Phrases

An independent phrase is quite a common type irsamyples. They do not need
subjects or predicates. Phrases may be as goahteneses if not better. All kinds
of phrases were used: noun phrases, verb phradesbal phrases, adjectival
phrases, etc. They are so concise and to-the-fh@hthey are beyond our power
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to do any addition or subtraction. According to saynples, they are quite popular
among ad makers because they create a simple,bteagi@ce of information
about the products which would suit most of theleza as they are short and easy
to repeat and remember. In the examples we cathaeeontent of these slogans

is more important than their style.

Fast Fresh Friendly. [Esso]
Grace...Space...Pace. [Jaguar]

Pollution Solution. [Energy Star]

3.5.2 Minor sentences

These sentences are not complete sentences thewlsarenot phrases but

subordinate sentences.

Because life is fragile. [Volvo]
As relaxing as being there. [Brittany Ferries]
Where nature meets science. [Vitabotics]

3.5.3 Simple sentences

Next common feature is creating simple sentencesraviierbs play important
roles. The slogan must be short and simple; itccowk afford to be complicated
and clumsy. Short simple sentences are easy tombere because one of the
main aims of an ad slogan is to be memorable acitede So short and simple
sentences serve advertising slogans right. This ¢fsentence structures was the

most prevailing in my samples.

Beauty starts here. [Bioré]
Skin is in. [Jergens — cream]

Everything is Easier on a Mac. [Apple Computer]
Compound and complex sentengaa two or more simple sentences together by

a conjunction (a joining word); they were not vexymmon in my samples so |

will not discuss them.
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It makes an opposite intention of its creators.c&itong sentence structures
would not be read for their extent it is also pblkesithat readers may lose the

interest in the slogan and in the advertised prooiuihe end.

3.6 Sentence types
3.6.1 Commands

While talking about sentence structures the usehefimperative cannot be
omitted. The imperative forms of verbs are used \adten, we are told to do
something. It is not surprising that creators usperative sentences to make
slogans while this kind of sentence is the mostafiway to achieve the ideal
effect. The whole slogan sounds more personal; readersaféamiliar tone so

they are easily allure. The personal tone is alsated by using the pronoun you.

Wash your hair in sunshin&.jmotei
Find a more fulfilling love. ller]

Let Hertz put you in the driver's seat. [The H&tarporation]
3.6.2 Questions

Finally, the usage of questions is very common.yTieve interrogative sentence
structures. In ad headlines questions are ofterd useattract attention by

mentioning the matter that concerns the customest.nthey help to arouse the
curiosity of the customers”™ minds and entice themetid on to find the solution

to the problem. The advertising slogan could usestjons for the same purpose,
too.

Do your vehicles have driving intelligence? [Comtital electronic stability
program]

Is your skin thirsty? [Clinique]

Dirty mouth? Nothing cleans it up like Orbit. [Otbi
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We can see that these questions really arouseuiasity. They make us think
about them and try to answer the questions. Tlsé $logan raises the question
whether our car or other kind of transport havevidg intelligence. We might
assume that if we buy a car it would be able twedrintelligence is also a
characteristic feature usual for people and nos.c&nother question also
connects two usually incomparable items as skinthimsgt. How can our skin be
thirsty? The last slogan does not sound so sumgrisPeople mostly use a
toothbrush to clean their mouth but nowadays @uie popular to use a chewing

gum to do it instead.

3.6.3 Statements

These sentences are said to have a declarativtusgwhich means they declare
or inform about something. Most of the slogans fimy list are statements; they
are expressed by simple, minor, compound and comrg#atences which have
been already mentioned.

3.6.4 Exclamations

They are sentences which show that a person hasilgeessed by something.
These sentences have an exclamative structureriSogly, there are not many
exclamation sentences in my list of samples.

What a luxury car should be. [Lincoln]

Advertising texts are usually expressed by simpletences; complex sentences
were very rare in my samples of print advertisememhe usage of phrases as
expressing a complete thought is also very comnibare are, particularly, noun
phrases with heavy modification in those texts. 8E® Leech. Independent
phrases and simple sentences appear frequentipghsk magazine ads. These
findings support the point of view that simple sstes are used more often than
independent phrases although the expectations wmaildtherwise according to

the knowledge of the length of ad slogans.

23



In this article, the brief analysis of a corpusasitten commercials was discussed.
The advertisements provide an interesting viewhencurrent language situation.
In order to find out what functional motivations behind the language variation
used in the print advertisements we must studyathéanguage further. In that
process a number of cultural and social factorgspéarole, an important one; of
which linguistic register is used. The efficiensywhen the consumer identifies
with the advertising message and creates a postiitede towards the product
advertised. This will be seen in the following cteapwhich studies lexical and
semantic levels of the language, especially, adgstand their variations in the

language of advertising.
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4. LEXICAL AND SEMANTIC LEVEL OF ADVERTISING
LANGUAGE

This chapter will be targeted at the English vodatyuwhich is commonly used

in ad slogans, especially at adjectives. It wilbwhthe use of different types of
adjectives together with their connotative meanfdfcourse, there will be other
lexical structures as playing with words, manipuigttheir everyday meanings,
breaking the rules of language for effect, usingdsoout of the context and

making up new words, unusual or stylish. All thall we shown on adjectives.

The aim of this part of the paper is to highligit bccurrence of the adjectives in
the group of 169 advertisement slogans containdjgcéives selected from the
total amount of 400, to provide some comments engtbal of advertisements as
well as to show the role adjectives play in thenme Tadvertising language
comprises the experimental use of vocabulary whgheasy to repeat and

remember.

The main copy of advertising language probably Useglish common words,
often with some emotional as well as literal vallibe amount of adjectives is
large but there will be analysed only some expoessbecause of the extension of
the whole problem. | will explore how authors ovadisements make use of the
lexical and semantic levels of language. | based figlings on concrete
examples. | will also examine whether the above trored techniques are
effective and if advertising is a part of normafrgaunication patterns.

Adjectives play a very important role in the pedpleommunication. Adjectives
in the advertisements usually act as “the wrapjpilegl goal of what is intended
to be sold or provided” (Goddard, 1998, p. 205).other opinion is “if
advertising experts were asked to use only one wbey will probably use an
adjective” (Jefkins, 1994, p. 202). They are imanttin advertising for they are
used to “add prestige and desirability and apprdealthe consumer” (Dyer,
1982, p. 149).

25



On the contrary, Jefkins (1994) writes “they giwedetails about the product yet

these words help to create mental image of theymtaat service” (p.204).

4.1 Research

An interesting research was made among copywritgrgjuists together with

copywriters created a list of the most common dujjes in advertisements (Dyer,
1982, p. 149, other source was recent dated byt wleee exactly the same as
Dyer’s). | have done my own research concerningdbeurrence of concrete
adjectives in my samples. There were 169 slogansarong adjectives, which

mean 44% of all my samples (169 out of 400 ads).

The usage of adjectives
in the advertising slogans
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The most used adjective g®od (better, the be}t It is present in 50 slogans then
new (9), much/many(more, the mo}t— 8, happy(7), easy(6), etc. The similar
findings had also Dyer (1982). There are many didjes, such asfresh,
wonderful, clean, healthy, nice, s@fhich are present only in 1 or 2 slogans. |
would assume to be more frequent in the amoun6éfslogans. The adjectives
which are mentioned by Dyer, suchfeee, full, sure, rich, extrare not present at
all in my samples. On the other hand, there arectiggs, for instancenperfect,

old, small, short, sleepywould not expect there.
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It can be also seen that most of adjectives usextl islogans have one syllable.
Longer adjectives were very rare. That leads tddbeslogans that must be short

and remembered easily.

The use of adjectives also depends on connotateaenimgs which they have in
slogans. Adjectives good, new, happy create positive connotations in readers’
minds. In contrast, adjectives imperfect, old, short, smal create negative
connotations. The connotative meaning of adjectivesostly positive because it
leads to a high degree of persuasiveness. Thistralgh sign that people do not
want to read slogans containing adjectives and rotherds with negative
connotation. It is always better chose slightlyfetiént meaning than to use a
straight forward word which will not persuade cusérs after reading the slogan
to go and buy the product. If there were writtazgahs -Old in Boots Not recent
dated shower fizz nobody would buy the advertised products. Soabatary
must be carefully chosen to promote positive arehgdnt associations in the
minds of the target audience. It is also intergstmmsee that slogans do not have
to contain the whole information, for example, stimes the noun is omitted and

readers do not have problem to match the advertiseto the products.

100% Happy. [Target Australia]
A different kind of fill-up. [Mobil]
Boundless. [AT&T]

These slogans seem to be incomplete but it theeredmhow what they advertised
they do not need long slogans. The connectionstdégan and a brand name make
it entire and the aim of advertising is fulfilled.

Some adjectives in slogans are relatively easymagine in connection with a

product, such as happy, old, small, and easy.
Small, sark and handsome. [Hershey’s chocolate]

Say no to an older looking skin. [C.Dior]

There is an easier way to keep your teeth whitebifD
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However, there are words, such as “elegant, sugerthanting, discreet cannot
easily be checked upon and are often a matter wiiosp rather than of fact”

(Dyer, 1982, p. 149). | talked about the carefubich of adjectives into ad
slogans but copywriters also have a tendency ofusugg adjectives in slogans

Jefkins calls it “liberal sprinkling” ( Jefkins, 28, p. 58)

Simply red sting wet wet wet. Take that. [Opticromye drops]

Ultra nutritious ultra delicious. [Lean pockets]

It is obligatory to say that some of these slogamsot sound strange. It can be
said that the overusing the adjectives can somstioneate positive attitudes
rather than using only one or two adjectives whighe used in a slogan.

We could see adjectives staying alone in the seatbnt most of adjectives are
used as a modification. This means that adjectivesgqualities or limits to

nouns; they occur immediately before them. It &rthttributive function.

For a wonderful life. [Harvey Nichols]
Great taste ... less filling. [Miller — beer]

The best hotels, deeper discounts. [CentralR.com]

It is obvious that the choice of a modifier whiclilwhange the quality of the
following noun is very important. If it was changtee meaning would be slightly
or completely different. If there wereFor a nice life, Good taste ... less filling,
Efficacious hotels, smaller discountsnot many readers would be interested in
such places or products. Therefore the qualitieshef nouns which follow
adjectives must be highlighted; it happens onlgradt good choice of premodifier

— adjective.
4.2 Descriptive adjectives

In grammar, an adjective is a word expressing ske@eire or quality of a noun or

a pronoun.
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There are many types of adjectives but in this papere will be studied only
descriptive and qualitative adjectives. For stugyimeir impact in the advertising
language these adjectives will offer acceptablegtas. Descriptive adjectives
give information about the qualities of productfiey are also called qualifying

adjectives.

Great coat. [Jeep]

A beautiful tan is important. But so is your sKilarins]

We can see that they specify the products andtgem unique quality. The first
slogan, targeted at men readers, is about the whisdfety is not the main
characteristics. It is the visual aspect which pl#ye main role here. The noun
coat which signifies the body of the car is modifi®y the adjective great. Readers
would probably have a picture so they would makeithage easier. The second
slogan is probably for the women who like to suhbdiut as it is not very healthy
the company Clarins offers a cream which allowseauliful tan even without

exposing their skin to the dangerous sun.

4.3 Comparativesand superlatives of adjectives

The language of advertising is, of course, normadlgy positive and emphasises
why one product stands out in comparison with asotiihis language may not
always be the "correct" language in the normal se@smparisons and the use of
superlatives are very common in slogans. Custortiegsthe information that
something is, for example cheaper, better, the, égger or the most beautiful.
There is also an important fact that the slogarukhbave two parts where there
are products being compared if we talk about compar On the other hand,
comparatives are often used when no real comparssarade. Comparison will

be discussed in more detail in the next chapter.
More food more fun more warmth. [Slimming world]

The most important item in your purse is no longmir wallet. [Cesar]
World's Largest Hotel Chain. [Best Western]
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The first slogan makes a positive connotation aslees might imagine a bigger
portion of food, fun and also pleasant weather which stdadsvarmth. We do

not have the comparison so we do not have a chancempare it ourselves it
was done for us by copywriters. The superlativadjéctives also offers gradation
in slogans; so the second slogan does not sayttisaan important item but the

most important item which gives it special qua#itifhe last slogan shows the
exaggeration in the statement that Best Westersdasany hotels in the world it

can put it in the advertising slogan so everyonanshit.

4.4 Formation of adjectives
4.4.1 Primary adjectives

We use the term “primary adjectives” for words theg not derived from a word
of some other category. They are, for examyleite, small, long, big, old, new,
good, nice, sweet, cheap, differellVe can see they are mostly one syllable

adjectives which were frequently used in the sample

4.4.2 Compounds

One way in which advertisers adapt language tor tbain use is to take
compound words and use them as adjectives. Compsumtexeme that consists
of more than one lexeme. They can be solid or hyateel. These compounds

often later become widely used in normal situations

Waterproof leakproof fadeproof. [Roller ball pens]
Hands-free brushing. [Daygum]

Pocket-sized in Whole bowl of oatmeal. Pocket-sifgulkers oatmeal]

The first case shows the compounds where the woeder, leakand fade are
connected with the word proof. These connectioester three adjectives which
are assigned to the noymen The word hands-free is borrowed from the
terminology of mobile phones and connected to chgvgum. This product can

brush your teeth but you do not need a toothbrusthe last slogan there are also
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connected two nouns to create an adjective. Theamtion was made witbocket

andsizeand the result is a small portion of oatmeal.

4.4.3 Affixation

Affixation is a very large device of creating nedjextives so | will discuss only
one patrticular slogan. | will describe a procesmfiéction.

The word Cointreauis a product name. This word was inflected by adding a
suffix -versial The resulting word exploits very well the factathit closely
resemblesontroversial However, the suffix used to producentroversialis not
the sameControversialwas formed from the addition of the suffigial to the
nouncontroversy This is done quite effectively in the field ofvadltising as it can
exploit its similarity to the woraontroversialand can encourage the readers of
the advertisement and the consumers of the prottudbe controversial by
drinking Cointreau. In addition, this worcbintreauversialstill maintains the
product name&ointreauas easily identifiable. This piece of advertisemeititbe
shown here for better understanding which is suppoby the picture.Shape
August 2002)

0 many tabeos, sa linle time,

BE COINTREAUVERSIAL

4.4.4 Conversion

Conversion is the creation of a word from an emgstivord without any change in
form. Conversion is a productive process in Engl@3fien a word of one lexical

category (part of speech) is converted from a wadrdnother lexical category. |

will be interested only in conversion where adpgesi come from nouns. They can
be considered as cases of conversion only whenddewppear in predicative as

well as in attributive form.

A nice, ruthless, money-hungry family game. [Moiygpo
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Probably the best baby catalogue in the countryurféry Shop By Post]
The personal health service. [BUPA]

In the first slogan there is a conversion of themfamily to the adjective; so the
result is that Monopoly is a game suitable for fgesi The next noun which was
converted to the adjective sby, the new connection baby catalogue was
made. The last slogan contains the nbaalthwhich was changed into adjective
in this case. The adjective specifies the typehefdervice and says it ishaalth

service.

4.4.5 Neologisms

Another strategy how to attract readers” attentgowrreating of newly coined
words. Generally speaking, we can say that adgestare used very often. Some
of them usually become a part of everyday languBgé.they become a part of
non — standard language.

Kwik save. [Food store]

Waterproof leakproof fadeproof. [Rollerball Pens]

Shoemanic Humanic. [Humanic shoes]

In these examples we can also see another stratagl is widely used and it is a
word play. Most of the slogans are somehow a phara evord play because
changing the meanings, creating new words or bmgakither linguistic rules

leads to creating interesting and eye-catchingasieg

4.5 Alliteration

As it was already mentioned, one of the patterischvare used in ad slogans and
containing adjectives, is alliteration.

Alliteration is a type of repetition that occurs evhthe initial sounds of a word,
beginning either with a consonant or a vowel, apeated. Alliteration is a part of
phonological pattern of the language but this timeill be exploited from the
lexical point of view as most of the alliterativéogans contain adjectives.
LAlliteration lends itself very well to slogans, kiag them memorable, but it can
be used discreetly and pleasantly“(Jefkins, 1928%).
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Jefkins talks about one of the characteristicslidkation which is memorizing
slogans easily. This advertising strategy cannaiugused as it might sound as a
piece of poetry which people take as something y@easant to their ears.
Alliteration can appear in so-called coupling patterhich shows two adjectives

connected in a slogan:

Shave and safe with Erasmic

Sense and simplicityhillips,

Beautiful and BeneficiaNeutrogena

and triples which connect three adjectives:
Fast Fresh FriendlyEsso,

Sweet, Smart & Sassgunkist,

Lookin” Foxy Feeling Fantastidds Magazine.

It can be seen that when initial letters repeaslogans it also creates positive
connotations while reading them. We can see howortapt is the choice of
adjectives, how it fulfils the ideas about the prog. In the examples we can see
that there are special names for the number of unsgal letters, so there are two
letters repeated — safe and shave, sense and@tgnphd three letter repetitions
in fast, fresh, friendly or sweet, smart and sagdljteration is a very catchy type
of strategy but on the other hand, its usage insamples was very poor. There
were only 12 samples of alliteration which meanarlye5% of 400ads. All the

samples of alliteration are in appendix no. 5

We learned that adjectives play an important roladvertising process. We saw
from the graph of most used adjectives that vergroon adjectives are short and
simple and they are taken from vocabulary of Stech&aglish. They add specific
gualities to the nouns which they usually modifheTusage of comparatives and
superlatives add a gradation to slogans. All inialtan be said that adjectives
used in advertising create mostly positive conmmtat with appealing

characteristics in order to create good approattvesrds the products.

33



“Good humour” in advertising can have a positivéluence on readers and
consecutively their positive attitude to produdikis could be seen, for example
in the case of alliteration. All of this has onlgengoal to attract attention and to
persuade potential buyers.
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5. FIGURES OF SPEECH

This part of my paper investigates the frequennyerpretation and effects of
specific types of figures of speech in English padvertisement. It is interesting
to study their application by the copywriters wheeuthem when creating the
advertising slogans. In general, tropes are figufespeech that “deviate from
consumers' expectations through the nonliteralafisgords” (Kramsch, 1998, p.
39). According to Goddard (1998), it is “an artfldviation” (p.102). They deviate
because they involve “an unexpected juxtapositiowards”. Juxtaposition is “a
placing two or more words next to each other withexpressing the relationship
between them” {ermak, 2004, p. 251, translated by: Petra Zenkloitd)s a
metaphor A Mars a day helps you work, rest and play. [Maas]bA toothpaste
so advanced, it works between brushings. [Colgatgauty meets quality.
[Malabar gold] In this way, tropes submit information in an unexped way. It
means that human qualities are given to non hurbgtis. A Mars bar will help
us work, play and rest. Toothpaste which cleans eve are not using it with a
toothbrush as normal. The last slogan shows usseiple thing that beauty can
meet quality. And Vestergaard (1985) adds thatp&moinvolve the transfer of a
meaning in order to get a message across” (p. Ad)it was remarked earlier
advertising is a form of communication consistifg“@ process of coding and
decoding messages” (Crystal, 2003, p.28®rméak, 2004). It means that ad
slogans are kind of communication process betwakmakers together with
companies which want to display their products. e other side there are
customers and readers of advertisements foundwspapers and magazines.
“The simplest type of advertising communicationaislogan consisting of two
parts where there is a parallel between the offgnedluct and the compared
phenomenon. And this is the case of tropéghéjrkova, 2000, p. 96, translated
by: Petra Zenklova).

In this research there were examined three figaofegpeech — simile, metaphor
and metonymy - in magazine advertising, takingraas#ic approach to identify

and analyse these three tropes.
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At the beginning of each part of this chapter ty@d - vehicle relationship should
be stated. Each of these three tropes functions agn consisting of two

components, the signifier and the signified.

(These terms were explained in chapter 3.) Theifggrof each trope is its

vehicle where the signifier is a form of a trop&dithe signified is its meaning.

Because tropes usually carry a semantic deviattom fthe norm as it was
mentioned earlier they have come to be used abycalkevices that turn people
who skip advertisements in magazines into theideesa Not surprisingly, tropes
were found in 60% of ads of my studied samplegs #upposed that advertising
language offers a significant body for examiningsh tropes. Of course, there are
many kinds of tropes but these three were repredeghe most. The others were
present only by a small amount or they were natetla¢ all. All the used samples
were divided into three groups (simile, metaphod ametonymy) and studied
separately. Some slogans cover more than one fragp as there is not always a

strict line between each trope.

Proportion between metaphor, metonymy and
simile in English advertising in all my samples
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Figures of speech
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As it was said before there were 60% of ads comgifigures of speech. The
metaphor is represented by the highest numbertamasi 31% of all my samples
(124 out of 400ads). It means that “accepting adwor one context and
transferring it to another context” (Dyer, 1982152) is very popular for creating

slogans among ad makers.

The next analysed trope is metonymy which was faariell% of my samples of
four hundred print ads (85 out of 400 ads). And Itis trope is simile which is
present in 7% of the samples; which means 29 0d004&ds.

The results suggest that using tropes can significenhance the effectiveness of
a print ad, making the ad more persuasive and meraorable. Although figures
of speech are used widely in print ads, | was epg@ higher number as using
them make ad slogans more interesting, sometimesksty, emphasizing
cultural background of a certain country.

Another chapter will study the actual cases of ¢hibgee tropes presenting them

with several concrete examples and analysis.
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5.1 Metaphor

“A metaphor is a figurative expression in which oraion is described in terms
usually associated with another. The linkage betmteem is implicit” (Crystal,
2003, p.465). A metaphor implied comparison actdetfgough a figurative use
of words; the word is used not in its literal sersé in one analogous to it.
Another explanation, a metaphor is defined as facticomparison between two
or more seemingly unrelated subjects” (Leeuwen52@349) that typically uses
"is @" to join the first subjects. This might cos@ureaders with similes. However
Bolinger says that “metaphors differ from similestihat the two objects are not
compared, but treated as identical” (p. 140). Swroeld also argue that a simile
is actually a specific type of a metaphor. A simijaoperates between the theme
and the vehicle, the vehicle highlights some festunf the theme. Metaphors
usually contain assimilation of two unlike things & was mentioned at the
beginning. A metaphor involves non-literal use bé tlanguage and semantic
extension which a simile does not. Non-literal afethe language could be a
deviation from a common usage which makes metaptoaws the readers’
attention to the ad. Words in similes are usednoranal sense; on the other hand,
words in metaphors have their meaning shifted. Rteesemiotic point of view a
metaphor is a type of sign. “A trope such as metaphn be regarded as new sign
formed from the signifier of one sign and the diigwi of another. The signifier
thus stands for a different signified; the new #gigd replaces the usual one”
(Morris, 1971, p.63). As | will show, the tropedfdr in these substitutions. It can
be seen later. Another completely different opiniemffered by Culler. He says
that “metaphor is a combination of two synecdocliemoves from a whole to
one of its parts to another which contains that, marfrom a member to a general

class and then back again to another member otldsg” (1975, p. 84).

Metaphors have also several parts which were destiin an article written by
Robert N.St. Clair:

Every metaphor includes a theme, a vehicle andoangk, the
theme represents a subject of a metaphor, the lgednicimage
that expresses the theme it is the thing commeampet and is
the target of the metaphor. Finally, the groundhis semantic
basis for comparison.
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Robert N. St. Clair. 1997. Cultural wisdom, comnoation
theory and the metaphor of resonance
http://epistemic-forms.com/Metaphor-Resonance.f1816.2007)

As it was stated earlier between the theme andi¢hécle there is an analogous
relationship. An analogy means a similarity betwega unlike things which are

connected together in the case of a metaphor. Adrad represents the subject of
a metaphor and the vehicle is an image which teenéhhas. The image means

highlighting the characteristics of the theme.

(2) Is your skin thirsty? [Clinique]

(2) Happy meal. [McDonald’s]

(3) It won’t mess you up, let you down or run otiew you least expect it. (Sadly
it's only a pen.) [Uni]

(4) Your hair has been building up to it all wep¥eutrogena]
(5) Lose the shadow and let your eyes shine. [Nivea

(6) Make hair 5x smoother. [Fructis]

(7) Eat a bowl of sunshine. [Kellogg's]

(8) Beauty starts here. [Bioré]

(9) Happy starts inside. [Minute Maid]

(10) Children's shoes have far to go. [Start-FSteoes]

(11) Fly the friendly skies. [United Airlines]

(12) Feed your skin with vitamins. [Lancome]

(13) Red Bull gives you wings. [Red Bull]

In the question (1)s your skin thirsty7Clinique] the readers can be interested in
an answer whether the theme skin is thirsty and iha@euld be solved and this
retracts them into the slogan. Skin is also pefmahthere as feeling thirst is not a
typical characteristic of skin. (3Jappy meal. [McDonald’s]it is the type of meal

a customer can order in the restaurant. The thepw im modified by adjective
happy which create an unusual connection. And ghiniaise questions how can a
meal be happy, or will people be happy after eatihg
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In (3) It won't mess you up, let you down or run out wiyen least expect it.
(Sadly it's only a pen.) [Uni]the themeit represents the pen. It is used in an
anaphoric function and it is also the intentiorthe# slogan for the readers to find
the answer at the end of the slogan. It might fdlhesn to read it to the end. The
metaphorical expression is giving a pen the charetics which it, normally,
would not have, such as mess up, let down, runTdwgse verbs will better express
people” properties. These characteristics raisativegconnotations as they are not
requested to have. Mess up connotes to dirt orfirlef down means deceive and
run out is leave. (4Your hair has been building up to it all we¢Meutrogena]
The theme is hair but the vehicle is hidden andr#ssers can only use their
imagination to think what it could be. The themé ®being built by somé all
week, but we do not know what and we do not haehamnce to find it. In this
case, we would need a picture to the slogan otkerthie vehicle will stay hidden.
The command (5Lose the shadow and let your eyes shine. [Niveakes the
readers act as well as create the personal cononestth them, “bringing forth a
sense of one person addressing personally to tiygrs, 1994, p.118). There is
also used a double meaning in the word shadow wimehns the dark circles
under the eyes so while using the advertised ctbanshadow will disappear. (6)
Make hair 5x smoothefFructis]. The theme in this slogan is missing but from the
brand name we may realize that the theme woulddt@mpoo named Fructis, the
vehicle is expressed by adjective telling us thawill do something incredible
with our hair; it will give them better quality. X7Eat a bowl of sunshine.
[Kellogg’s] is a slogan which contains the term with doubleamirey. Sunshine
here represents cornflakes, a product made by ¢@#o The theme in this case
has been named differently because the readers wiat they should really eat
as the brand name uncovers the real connotatioh ¢8) Beauty starts here
[Bioré], the readers might raise the question where gxaethuty starts but it is
not important. The word beauty connotes to somgthite and fragile so the
intention is to lure female customers to buy Bipréducts thus become beautiful.
The slogar(9) Happy starts inside. [Minute Maidiides the meaning; on the other
hand, it offers to the readers quite wide rangatefpretations.
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The word happy connotes to something good, niceasant. It raises positive
connotations. Denotation of this slogan is mislegdive do not know what happy
is meant in this slogan because it continues thstarts inside. This may cause
confusion. However we want to find what is inside aur confusion will be
solved; as we will see what happy is inside aftayimg the product.(10)
Children's shoes have far to go. [Start-Rite Shp#s} theme is shoes and the
vehicle is the distance which they must cope witbnotation is clear there is not
any hidden meaning and connotation shows that hioess have high quality
because they are prepared for a long walk.

The readers of the slogan (1Rly the friendly skieqdUnited Airlines] are invited
to use the service of the United Airlines as theyargntee the friendly sky
whatever it might be. It could be their charactassof skies which the company
assures for their flights or the crew on planesldde friendly and pleasant to fly
with. (12) Feed your skin with vitaminfl_Lancome] It is another command where
the theme is hidden behind the name of the compahg. readers, especially
women, may realize that the aim of the ad is to baryous creams produced by
the company Lancéme. While using those creams ylugive the skin the
needed vitamins. The theme Red Bull in the slqd@@) Red Bull gives you wings.
[Red Bull] represents a kind of drink. The positive connotai® raised by the
word wings because wings may be another word &mdom and flying. If people

drink Red Bull it will give them freedom and releefrom worries.

Another kind of figures of speech is personificatiwhich is considered to be a
special kind of a metaphor thus it is discussedthis part of my paper.
Personification is a trope where human qualities given to nonhuman things.
Many trade names and advertising slogans are casexompounds of
personification, such asSleeping beauty [Elizabeth Arden], Unbeatable
moisturisation [Dove], Connecting people [Nokiaja$sion for the road [Mazda],
The talk of Silicon Valley [Click Weekly], The sauaf weekend pleasure [HP
Foods]. Taken together, these examples showed that matinly the unusual
connection of words attracting the attention ofrtheaders.
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For example, the connectiddnbeatable moisturisatiowould be more interesting
for the readers tharGood moisturisationwhich sounds very ordinary and

unattractive.

It is evident that metaphors in print advertisirayé a hidden meaning and offers
to their readers a possibility to make the concdlugir to create their own message
of the slogan. “The pleasure of solving the puzdla trope can increase attention
to the ad and make it more memorable” (BolingeBl . 145). A metaphor can
be seen as a device where the process of decodindpave a greater impact on its
readers. Many metaphors become so habitually eragltlyat they are no longer
perceived as being metaphors at all. Metaphorixptessions are mostly clearly
stated and every slogan contains the theme andethiele. The key is that words
are not used in their primary meaning but the lessgal meaning is considered to
be more interesting and catchy.

Slogans with metaphorical signs may be used as @uwsrd plays. “Puns are the
most sharply focused kind of verbal humour: two elsied meanings are
suddenly and unexpectedly brought together in glesiword” (Crystal, 2003,
p.405)

Put a tiger in your tank. [EssO]

Massage in a bottle. [Dove]

No verbal diarrhoea. [Radio Oslo]

The first pun contains the word tiger which is,matly, an animal. This time it is
a logo of the petrol station Esso. If you put thggtrol into your tank your car will
be as fast and strong as a tiger. The word mass&gas pressing or rubbing
somebody’s body with the hands, to help them redlaxeduce pain in their
muscles. If we buy a product Dove, maybe a showerlmth gel, you may feel as
having massage while using their products. The gghedso jokingly refers to a
well-known songMessage in a bottlby the Police. The last slogan connects two
unrelated words, such as verbal alakrhoea. Verbal is another word for spoken
and diarrhoea is a medical condition that makesempty your body very often

and in a very liquid form.
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The slogan advertises Radio Oslo; the word conmeatieans that this radio is
pleasant to listen to, it does not bother you wigieless talks. Every example is
based on an ambiguous meaning. A pun is anotherd/figures of speech which

deliberately confuses readers by the similar mepafrwords for effect.

The whole list of the advertisements containing tiope metaphor is placed in
appendix no.1.
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5.2 Metonymy

In the previous chapter one of the opinions was @ahmetonymy is a type of a
metaphor. So there is evidence which agrees batdisagrees with that opinion.
There is also an explanation of this trope for dyettecognizing it in the
advertising slogans. Jakobson argues that “wheeeasetaphorical term is
connected with that for which it is substituted tre basis of similarity, a
metonymy is based on contiguity or closeness” (19/81). A metonymy does
not require “transposition (an imaginative leapnfr one domain to another as
metaphor does” (Leeuwen, 2005, p.34). This diffeeenan lead to the fact that
metonymy seems more 'natural’ than metaphors. Anygety is a function which
involves “using one signified to stand for anotlsggnified which is directly
related to it or closely associated with it in sowey” (Bolinger, 1979, p. 105).
Metonyms are based on various indexical relatigsshbetween signifieds,
especially the substitution of effect for causendturs when an associated detail
is used to invoke an idea or represent an objectrisists of using the name of a
thing or a relationship of an attribute; a sugggsense, or something closely
related. A metonymy is often described as a tropsetd on contiguity and
causality one which means that “in a metonymy dmeagt comes to signify
another on the account of contiguous or casuaioela(Hughes, 1986, p.203).
This figure of speech was the most difficult tontigy according to the previous
opinion of a similarity with a metaphor. Sometiméxere were two tropes, a

metaphor and a metonymy, integrated together asddieate a complex trope.

(1) Never miss a moment. [Sony camcorders]

(2) Wash the big city right out of your hair — shaoo. [Fa]

(3) Go to work on an egg.

(4) Give us 20 minutes and we’ll give you the wgWdINS Radio, New York]
(5) Benson'’s bring Bond St. to your home. [Benson]

(6) Bring a touch of Paris into your life. [Paris]

(7) Clarks bid to get Britain back on its feet. f#ths shoes]
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(8) Winston — America you want. [Winston cigardttes

(9) A city that eats Japanese, Spanish, French,l&hdn. [Kuala Lumpur]
(10) Madrid: open 24 hours a day. [Spain]

(11) Put some white in your bite. [Pearl drops]

(12) Maximize your potential. Minimize your wardeolpArchdiocese Chicago]

The wordmomentn (1) signifies a short period of time that canrecorded by a
videotape recorder. And it says that the activitpreected with recording should
not be missed as it is always a brief time peridte expressiothe big city(2)
would not make sense but in this case it meansaduit dust which the people
living in a city usually have in their hair and thdvertisement for the shampoo
says that this is exactly the right product thdt aelp them to clean it off. (3o

to work on an eggloes not mean any kind of a special transporthmifact that
people should not go to work without breakfast whi signified byan eggand it
also does not mean one egg but the whole break$astis claimed that breakfast
is the most important meal of the day. In (4) thedwvorld stands for the news
that will be brought to the listeners by the radidve news will take twenty
minutes but it will be enough to hear all the imhation bringing the whole world
into the listeners” homes. (Benson’s bring Bond St. to your home BondsSa
metonymical signifier for the products that canboeight there. It is a street in the
centre of London where expensive fashionable citjesvellery and other luxury
goods can be bought. It is similar in (6) wheParis stands for fashion,
sophistication, good taste and history (Dyer, 198@)) Clarks bid to get Britain
back on its feet, [Clarksjs the British company producing shoes and Britain
represents British people. (8)inston — America you wantVinston] is the name
of the brand of cigarettes and this brand is cotmtewith the American name of
the cigarettes produced in the USA. Winston makesassociation with the
American country.

The last three slogans were examples of synecdodtieh is another trope;

however, it will not be analysed closely.
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“Synecdoche is a figure of speech in which a pamised for the whole or the
whole is used for the part. Synecdoche is oftersidened to be a subclass of
metonymy” (Crystal, 2003, p. 469). Jakobson saystiba metonymy and a
synecdoche are based on contiguity” (1978, p.25)s the substitution of one

word for another word with which it is associated.

(9) A city that eats Japanese, Spanish, French, an@htgKuala Lumpur]. The
name of the city is Kuala Lumpur and it refers iiizens or tourists there who
visit Malaysia but it is possible to eat Japan&mnish, French, and Italian food
there. (10)Madrid: open 24 hours a dayt is the advertisement for visiting the
capital of Spain because any time of the day yaziddeto go there it will be
opened. This means shops, bars, pubs, restaunggtis clubs and hotels offering
you a good entertainment. (1Rut some white in your bitgPearl drops] there
are two metonymical expressions: white could sfandhe shine, for cleaning off
the plaque and bite signifies the teeth. (M@ximize your potential. Minimize
your wardrobe [Archdiocese Chicago] In this ad slogan there is the word
wardrobe that does not mean really a piece of tumaiwhich is going to be lessen

but clothes which a member of the religious comnyunill not need.

There are many slogans which contain the brand nemeh means the name of
the company manufacturing concrete products. Tamenof the company may
cover all the products the readers can imagineth@mther hand, this cannot be

so as some readers do not know the names of theatoes from the slogans.

It's a Sony [Sony]

Hey Toyota, you're terrific! [Toyota]

It's not just a deal, it's a Dell! [Dell]

In the first example the company Sony representsows goods, such as
televisions, cameras, telephones, etc. All thoselysts are hidden under the
name Sony in the slogan. It is similar with the tnebogan where the name
Toyota presents different types of cars producedeunthe name Toyota, for

instance Yaris, Corolla, and Avensis.
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The last slogan contains the word Dell which istaene of the company selling
various computer facilities. It can be seen frora €xamples that metonyms in
magazines function as several discourses. Firali,at economises the language.
As one word can replace the longer expressionyehéele of a metonymy can be
expressed more briefly than the theme. Secondfy,uge of a metonymy may
highlight a property of the advertised product ervge. For instance, in slogan
Madrid: open 24 hourgVadrid signifies other places mentioned above. Ikina
metonymical expression brings some characterigtias have not been stated in
the advertising texClarks bid to get Britain back on its feet. [Clar&lsoes]|This
slogan also speaks about the quality of Clarks sheeause almost every British
person wears these shoes as he is persuaded labioligh quality.

The whole list of the advertisements containingttiope metonymy is placed in

appendix no.3.
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5.3 Simile

Before the start of analysing similes in advertisievery term that will be worked
with should be explained. Crystal says that “sincibmtains an explicit linkage”
(2003, p. 421) which means that there are no ashgeim meanings and everything
is clearly stated as will be seen in examples telBimiles are used to describe
something in terms of something else. Another exgilan gives different
perspective and says ‘it is a trope based on &aeldetween topic (or theme)
which is a new information and vehicle” (Jakobs@87/8, p.30). A simile in
advertisements is usually used to express infoomatir announcement about
some product or service. The advertised produatrnes a theme of a simile.
Similes should also be clearly distinguished froomparative sentences. As it
was said before, similes contain the theme andehele which are connected on
the base of analogy. On the other hand, comparatagses do not have any
connection between them. And as an example care seslauseCatherine is
taller than Janewhere there is no similarity between Catherine darte. And the
similarity in Nivea sun children’s cares like you do. [Nivaa]that Nivea sun
cream takes care of your children like you whiletpcting them against the sun.

(1) Presentations as easy as child’s play. [3M]

(2) Brush like a dentist. [Colgate]

3) A battery that works harder than you. [Intel @&mo]

(4) In the battle against germs Carex is twice #gative as ordinary soap.
[Carex]

(5) Nothing runs like a Deere. [John Deere]

(6) The cable weighs less that the mouse. [Dell]

(7) Nothing else feels like satin. [ Gillette]

(8) Like milk, your tools need to be fresh. [Miatip

Simile is marked by wordkke andas as in (1)Presentations as easy as child’s

play [3M] where the them@resentationds represented by the vehiobhild’s
play.
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Presentationhere stands for a multimedia projector made bycibrapany 3M.
Between the theme and the vehicle are some comeemrés which connect
them. Common features are there to qualify the théhresentations as easy as
child’s playthe common feature is simple work with the advediprojector. It is
said that work with it would not be a problem evien a child who does not
understand all the technical equipment yet. Fomgte, in the simile (2Brush
like a dentisfColgate] the common features may be proper and right. utdco
also be implied into the similBrush properly like a dentist

The amount or degree of common features can alswiogpared bynore...than
or less...thanncluding the inflectior-er. It is, for example, in an advertisemeit
battery that works harder than yonstead of (3A battery that works as hard as
you [Intel Centrino].

As it was stated before simile is marked by wolile, as, more...tharand
less...thanln my examples, of a total amount twenty nine, ¢hewere twenty
seven containing either expressiltke or as; and only two with the other two
expressions. Thulke andas are typical words for connecting the theme and the
vehicle in similes.

In another example, (4h the battle against germs Carex is twice as éffeas
ordinary soap [Carex]there is pointed out the higher effectiveness special
soap called Carex, both soaps were apparently aeehgnd the conclusion is
that Carex soap cleans better. There is not queestithe quality of the ordinary
soap but due to the comparison the quality is fagked.

In another slogan, (9\othing runs like a Deere [John Deerdhe themes are
various products of the company Deere which praduanachines: tractors, lawn
mowers, motor saws, loaders, to name just a few.allvertisement is saying that
there is not other company whose products wouldsbgood as Deere’s products.
It is also a catchy phrase using a play of the wantiere instead of an animal
deer were used the name of the company thus theimgeavas shifted to the
machinery products. These two words are homophahesin be also called a
phonological pun. Deere and dear are two words ditferent meaning which
sound the same. A pun has been already explained.
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The last sample, (6The cable weighs less that the moi{Bell] is a simile
between a cable and a mouse. The theme cablalisose lighter on weight than
a mouse. There is not clearly stated what mousenveasnt if it is an animal or a
part of the computer nevertheless the meaning igoab even without the
knowledge about the mouse. It is always importhat the readers would get the
message send by the advertisements without angudiiés.

We could see that the theme and the vehicle ageciominected by some common
features which are highlighted in the simile beeatine fundamental problem is to
point out the specific features of the advertisestipcts or service. For example,
the wordsatin in an advertising (7)Nothing else feels like satiny [Gillette]
refers to a kind of fabric which is smooth whendioing it. It is also the name of
the product, a shaving blade, made by the compaitett& and probably by using
their product your legs will feel as smooth as thentioned kind of the fabric.
And the simile used there tells us that you shaidd this specific product by
Gillette and you would be satisfied, on the othemdy you would be disappointed
while using something else which is expressed @wtbrdnothing This usage of
simile is very effective also because it conneets tisually incomparable things
like fabric and a shaving razor.

In the slogan (8)Like milk, your tools need to be fresh. [Microspfthe
comparison is made by milk and tools which referdifierent parts of the
computer. Those parts should be regularly innovaiethetter work on computer
and milk must be fresh for its quality. Thus congrigoftware has been signified

by milk.

Comparing two unlike things as in the examples abl@ads to the fact that
created similes should be interesting, unexpectet catchy. A simile is often
used in print advertisements as the hooks as iewpkined earlier.

They are usually advertising headlines connectéld pictures; verbs are omitted
therefore readers can easily get the message dfesinto they are either

expressed by a text or by a picture which woul@roffirther explanation.
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We could see they are usually expressed by singieesces and phrases. The
basic element of similes is an adjective which carap two parts of the slogan.
The whole list of the advertisements containing ttape simile is placed in
appendix no. 2.
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5.4 Summary

In this text there were analysed three major tyifesopes in English magazine
advertisements. These three figures of speech eh@sen as they are frequently a
part of print ads. Other types of tropes were mrevere not present at all so the
attention was not paid to them. The analysis shdweadistic structures of similes,
metaphors and metonyms. Metonyms and metaphorbadinefigures of speech
where one word may be used instead of another. #gawadakobson stated that a
metaphor and a simile function differently than atomymy. Metonyms work by
the contiguity or association between two referemtbereas metaphors and
similes work by the similarity between them. Jalmbslso says that metaphors
and metonyms, or selection and combination, are titho basic axes of language
and communication” (Jakobson, 1978, p. 39). Metamydo not require a

transposition from one word to another as metaptiors

From the semiotic point of view each of these threpes represents a different
relationship between the signifier and the sigdifia simile or a metaphor is an
iconic sign built on its analogical theme and ve&hicAnd a metonymy is an

indexical sign involving contiguous or casual riglatbetween the vehicle and the

referent.

To sum up, a metaphor uses the association bettmeesubjects connected by
the verb “to be”. It is usually done by giving cheteristics of living subjects to
the non-human subjects. A simile is a comparisgoressed mostly by words
“like” and “as”. It is very common to compare tweoogucts in order to persuade
its readers about the relevance of buying a cepiaduct. And a metonymy is the
substitution of one subject for another one but theist be associated. When
people use metonyms, they do not typically wistirtmsfer qualities from one
referent to another as they do with metaphors.iiAlill, figurative language is
essential in certain types of writing to help coneemeaning and an expression;

this was especially seen in numerous cases of matap
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It could be seen that applying a rhetorical figgra popular technique of message
communication. Every slogan can be analysed byffareint reader differently

according to their experience, cultural awarenessfeelings.
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6. CONCLUSION

This thesis presented a study of lexical and semal@vices used in English
advertising slogans. The aim of this work was simgwihe usage of different
language structures. There were studied their &ecy interpretation and their

effective use in the field of advertising.

The chapteAdvertising as a communicative activiias divided into two parts
according to the function advertising play in tlueisty. First of all, there were
explained and compared persuasive and informativections. The primary
function was informative but to reach the targetnaking the audience buy
products — it was used through manipulative stiategSome of them were
discussed in this paper. Then there is a commuwec&tnction of advertising.
There was highlighted the form of ads, which isgalo or hook, and shown
participants, objects and media of this type of mamication. This leads to the
fact that it is also a pragmatic type of discourskeere context influences
interpretation, purpose and the use of the langwadgeh is the main device in

communication.

The chapterThe Language of Advertisingegan with explaining theoretical
notions which were used in the following chaptéfsstly, there had to be said
that every slogan consists of sign, which is cekdtem the signified and the
signifier according to de Saussure. That meansri fand meaning. Pierce
classified the sign in symbol, icon and index. Sidrave also connotative —
suggested — and denotative — literal — meaningan@ative meaning of words
develops different associations in our minds, eifhasitive or negative. This is
what copywriters use when creating ad slogans. adheertising language has
typical stylistic features. This language is saidbe informal or personal which
draw readers in. Another common feature is usiragdmames in slogans. They
are used connotatively and denotatively and udiegitcreates easier association
with the advertised products. Another analysed araa syntactic structures of

slogans. | only studied the most frequent strusture
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Slogans in my samples, which contain 400 slogamse vexpressed by phrases,
minor and simple sentences, compound and compleg wery rare. The most

common sentence structure was a simple sentencecdhfirms the theory that

slogans should be short so easy to remember. Tiene also found commands,
guestions, of course, statements and exclamatjpestpf sentences. Commands
with its imperative structure are direct way toiagk the best impact on readers.
In this brief analysis of written commercials wascdssed syntactic structure

besides the notions from the theory about the laggu

Another chapter was targeted at vocabulary usedlagans, especially, on
adjectives. They were the most common device irEtinglish slogans. They were
found in 169 slogans out of 400. There were andlys@ly some expressions
because of the extension of the whole domain. Aldgeare the most favourite
part of speech for copywriters as they add to prtslapecial qualities. They are
often used in their comparatives and superlativesabrise it emphasises the
features of products. | have done the researchhwh@ompared to Dyer” who
reach the similar conclusion. Adjective - good -swl@e most common in slogans
and also one-syllable adjectives were used moes aftan two syllables or longer
ones. | studied the formation process of adjectigsl in advertisement. Primary
adjectives were the most frequently used as they usually short so they
perfectly match into slogans. Compounds and comwensere found only in a
few examples; creating long adjectives functioreothray round on readers. | did
not analyse conversion and affixation in detagdhbse only an interesting slogan
which is the case of inflection. Neologisms werd wery common. They are
interesting as they create new words using devidtimm the language structures.
The last part of this chapter was alliteration viahveas discussed because it uses
adjectives to create pleasantly sounded repetitide also learned that t
adjectives make positive connotations in order rneate a positive attitude of
readers towards products.

The chapterFigures of speecistudied their frequency and interpretation in the

advertising language.
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Each linguist calls them differently but an arttldviation by A. Goddard suits
them the most. Figures of speech covered 60% aidsll They were divided into
3 groups — metaphor, metonymy and simile; and mahHgi also synecdoche and
personification, and analysed separately. MetafBitho) uses similarity between
two referents in slogans. It was the easiest deiaddentify from all figures of

speech. Generally speaking, non-human objects garen human qualities.

Metonymy (21%) uses contiguity or association tpress its intention. There is
one word substituted for another on the base dfecless. The problem which
rose during the analysis was the use of brand nahhey express a wide range of
products so | assume they should be a part of metpnSimile (7%) is based on
comparison between two unlikely compared thingsn&omes | had a problem
matching a concrete slogan to some figure of spbechuse some of them had
very close meaning or they contained at least fyed of figures of speech. All

the slogans were used only once.

| wanted to study the use, the frequency of usagktlae effectiveness of using
certain parts of the language. | wanted to answerduestion what exactly is
advertisement. It had been done thanks to diffeseatces of literature. | pointed
out the main functions of ad language. The choitdanguage conveys the
meaning of the slogans. The different types of nmgamwere shown as well as
their use in the slogans and their effectivenesdsd investigated the frequency,
interpretation and effects of adjectives and figucé speech in English print
advertisement. Most advertising are combinatiora glogan and a picture. It is
presented together and without each other it weatdetimes loose its meaning. |
realized the analysis showed that there are oteasaf the language which could
be studied.

The modern world depends on advertising therefbegr tmakers all the time

come with different techniques and styles of creptt in order to sell a product,

to persuade its readers about qualities a prodigct h
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Copywriters of advertisement have enormous numbgossibilities how to make
their ads to catch readers” attention those pdssibidevelop as fast as the

language of advertisement let them.

Major elements of advertising are the words usedttract the reader's attention,
describe the product, and persuade the reader yo However, the way
advertising can use words is rather unusual. didigertising doing its job, selling
products, under extreme restrictions in time, spaoel lack of immediacy.
However, knowing how advertising uses language makepossible for the

average consumer to make better, more informea@hpse decisions.
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7. RESUME

Hlavnim cilem této diplomové prace je analyzovatikélini a vyznamové
prostedky pouzivané v reklaimv anglickém jazyce. DalSim cilem bylo zjistit

jejich ¢etnost, srozumitelnost a jejicktalné vyuziti v oblasti reklamniho sloganu.

V kapitole nazvan®eklama jako komunikativdinnostjsem zkoumalaiit hlavni
funkce reklamy — informativni,ipswdcéujici a komunikativni. VSechnyitfunkce
jsou nejprve vysitleny na zaklad nashromazghych literarnich zdrdj a poté
porovnany. Zakladni funkci reklamy je informovatdbuci i stavajici zakazniky o
novém vyrobkwi zavedeni nové sluzby na sasny trh. Vzhledem k tomu, Ze se
jedna o dlezity marketingovy nastroj, hraji zde svoji roli preswdcovaci
strategie. Nkteré z &chto strategii jsou zkoumany v préacialBzitym prvkem
reklamy je jeji komunikéni hodnota, a proto jsou v téteasti prace také
objasrény komunik&ni situace, které mohou v reklanazniknout. Prace se dale
vénuje &astnikim reklamy, zabyva se jejimigdnetem, &elem reklamy a
dosazenymi vysledky. Hlavnim zdrojem pro ma tvrZsyla adekvétni literatura
z oboru lingvistiky, ale také ekonomie. Je zde géakazano na hlavni problém
tvarci reklam - vymyslet originalni slogan a navrhnouthlezl, ktery upouta
pozornost Siroké vejnosti a tim zvysSi poptavku a nasléditaké prodejnost
vyrobkii ¢i nabizenych sluzeb. Reklama je dnes nedilnod&stunaseho Zivota a
stala se tak vlasthmasovou kulturou, kterd nas’ @hcemeci ne, réjakym

zpasobem ovliviuje.

Jako podklad pro vytweni této prace jsem pouzila 400 vabrkeklamnich
slogarii, které jsem nashromazdila z anglicky&dsopisi a novin. Jejich vzorky
jsem rozdlila do rekolika skupin tak, jak jsem zamysSlela jazyk reklamy
analyzovat. Na zakl&dohoto rozdleni vzniklo rekolik hlavnich skupin reklam,
které jsem pak studovala z hlediska lingvistiky. K@klad tohoto rozdleni
pokraiovala ma prace na jejich analyze.
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V kapitolaJazyk reklamysou prezentovana kKbva slova nezbytna pro nasledny
vyzkum. Jazyk reklamy je zde vydlen z obecného hlediska, coZz znamena, Ze
témata nejsou analyzovana do takové hloubky, Kigraoskytovala takigsné a
relevantni Udaje jako nasledujici kapitoly. Termimyly z oblasti sémantiky,
sémiotiky a gramatiky. Dale byly porovnanykieré lingvistické pistupy

k problematice jazyka v reklam Cilem bylo také ukazat nackteré jazykové
prostedky, které byly vyuzity pro reklamni slogan. Zadan kazdého jazyka je
znak, de Saussureigelil znaku dw ¢asti — formu a vyznam. V mé analyze je
zkouman vyznam slova. Vyznam slova v jazyag&ebyt denotativni, coz je jeho
skut&ny psany vyznam a konotativni, coz je vyznam, ktedg napada, kdyz se
fekne rjaké slovo, slovni spojeni, slogan. Asociace, kted& napadaji jsme
ziskali zkuSenostmi a znalosti daného jazyka. ¥ksstkého hlediska pouziva
jazyk reklamy hlavé hovorovou formu jazyka. Wezitym prvkem reklamniho
sloganu je také uziti firemniho loga, které je Ropouzivano ve sloganech,
protoze asociace s konkrétnim produktem vznikneesné této kapitole byly také
analyzovany #né stavby. Tato problematika je velmi Siroka, at@rjsem
zkoumala pouzed&né konstrukce, které byly pouzivany nejvice. Rusfudovani
400 vzork reklamy jsem zjistila, Ze nejvice se pouzivajiyvjednoduché, které
spliuji podminku, Ze by slogany &y byt co nejkratSi, srozumitelné a snadno
zapamatovatelné s moznosti vyuziti slov, kterayseuji. DalSi velmi uzivanou
vétnou konstrukci byly fraze. Tyé&Sinou neobsahovalyiigudek a mnohdy i
podnet. Souwti se témdi nevyskytovala. Z &nych typi se nejvice objevovaly
véty oznamovaci, dale pak rozkazovaci, které se pajiziaby slogan zi

osobrji. Otazky a ¥ty praci byly zastoupeny pouze v maléntfo

Treti kapitola je ¥novanalexikalni a vyznamové strance jazykaanalyzovana
jsou zde pouzeiflavna jména. Slovni zasoba je velmi Sirokdanoroda, ale také
neustale se rozvijejici, r@mz maji podil zejménaixci reklamy, ki@ zangrne
porusuji jazykova pravidla, a proto je tatthAst z hlediska jazyka také
nejzajimayjSi. Jak uz byla‘e¢eno, hlavnim tématem jsou adjektiva, kterd jsou

analyzovana z hlediska vyuZzitianych lexikalnich strategii.
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Cela kapitola je vzhledem k jejimu obsahu fdeda na menSi podkapitoly, aby
byly zretelrg vidét jednotlivé zkoumané jazykové prietky. V kapitole je
uveden vyzkum, ktery byl proveden na zakladshromazghych vzorki slogari.
Jeho zasry byly porovnany s dalSimi podobnymi vyzkumy il zjistit jakych
vystupi bylo dosazeno prévz hlediska pouzivanirfglavnych jmen obsazenych
v reklamnich sloganech. Zzj&ty piehled pidavnych jmen byl pro &Si
srozumitelnost umish do grafu. Ten ukazal, Ze nejpouzigdimi piidavnymi
jmény jsou slovadobry, dale paknovy,mnoho Sastny, snadnyNa druhou stranu
je velka skupina adjektiv, jako ndklad cerstvy, GUzasny, hezkitera se objevila
pouze v jednom az dvou sloganectedpokladala jsem, Ze jejich zastoupeni bude
SirSi. Adjektiva, ktera uvadi Dyer jako jedny zpmjzivarjSich, nebyla v mém
vzorku obsazenaubec. Také m prekvapilo uziti adjektiv jakonedokonaly,
stary, maly, ospalykteré mohou vyt@t negativni konotace a v reklamnim
sloganu bych je dbec néekala. Dale je zde poukdzano na skobst, Ze f
vybéru pridavnych jmen vramci vyt¥ani reklamniho sloganu hraje velmi
dulezitou roli konotace, ktera vyt¥iapozitivni ¢i negativni asociace s danym
piidavnym jménem a nasle&ls produktem reklamy. Jak uz byiaeno, slogany,
obsahujici adjektiva, vytwédjici pozitivni konotace jsotasgjSi a oblibegjSi u
tvarca reklam i u &ch, jimZ jsou uteny. DalSim tématem je vyuziti stigvani
piidavnych jmen, coz dodava slogam na gitazlivosti a také ztraziuje dany
produkt. Z hlediska formovanitijplavnych jmen se nejvice objevovala adjektiva
v zékladni fornd. Slova slozena, t¥eni slov pomoci i@dpon a fipon a
konverze jsou velmi obsahla témata. Byla zkoumardiivadu zajimavosti
slogari, které byly objeveny ve vzorkuiiRlada vSak nebylo nalezeno mnoho.
Zajimavou podkapitolou je aliterace, kter4 je vymnau strategii { tvorbé
slogarii. Aliterace je sice basnicka figura, ale je zde urhéna, protoze byla
pouzita adjektiva {d vytvareni slogaf s aliteraci. Hlavnim za&#nem tvirca je
zapamatovatelnost sloggna to se P pouziti aliterace da splnit. Z divodi
zantieni této prace na rgstji se vyskytujici jazykové prostdky, nebyly
nekteré jazykové prostedky prostudovany do hloubky, i kdy#ildady byly

nalezeny vSechny.
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DalSi vyznamnou kapitolou jsoBasnické figury neboli tropy. Na tomto Useku
jsem se ¥novala tem typim tropi - metafde, metonymii a firovnani. Okrajo¥
jsou také zmiegny synekdocha a personifikace. DalSi basnické Yiger objevily
ve velmi malé nie nebo vbec, a proto jsem se jimi nezabyvala. VSech 400
slogari jsem rozdlila do rekolika skupin na z&klad znalosti o basnickych
figurach a vysledek jsem zaznamenala v grafu. Brobin bylo, Ze &které tropy
byly zastoupeny ve vice nez jednom sloganu, aleipolbyly pouze jednou.
Metafora byla ne&jastjSim tropem dohromady s personifikaci. Znamen&eoe
nejobliberjSi basnickou figurou pro reklamnitince. Metafora byla nalezena
v 31% vzorku. V této basnické figel se nezivym ffednmeétam davaji vlastnosti
Zivych tvofi. Druha v peadi uzivanosti, byla metonymie s 21%. Tato figukab

v nekterych gipadech velmi obtizn identifikovatelna. Metonymie funguje na
zaklad asociaci. Mnohé sporndipady jsem ani nepouzila, ale na druhou stranu
jsem do této skupiny uvedla pouZzivani firemnich fmgtoZe si myslim, Ze ta jsou
piikladem metonymie. Firemni loga jséasto pouzivana ve sloganech, &g

si pod nimi nfize gedstavit celodadu vyrobki, které firma vyrabi aniz by byly
vyjmenovany do sloganu.id@tim tropem je firovnani, které bylo pouze v 7%
piipadi. Tato basnicka figura funguje na zakigebdobnosti, kdy jeden vyrobek
je prirovnavan na zakladurcitych vrgjSich znak k jinému objektu. V kapitole je
hlavre ukazano, jak se jednotlivé tropy chovaji v konkiéth sloganech, jak
efektivni je jejich vyuZziti pro reklamnicély a rekteré slogany byly také
interpretovany. Celkay mohu shrnout, Ze&Sina reklamnich slogénnepatila
striktné¢ pouze do jedné skupiny, ale Ze se objevila ve pifigadech. Zvlastpak

se jedna o ippady metafory a personifikace. Na druhou strarfiklgody
metonymie a synekdochy bylo obtizné od sebe roaipanto vzhledem k tomu,
Ze tyto tropy jsou si velice podobné. Nejvice teklamni tairci pracuji

s vyznamem slov, zvlaStpak s penesenim tohoto vyznamu. Objevilo se malo

prikladd, kdy byl pouzit zakladni vyznam slova.
Reklamni taérci si hraji s jazykem, s jeho prostlky, sjeho odchylkami za

Gcelem byt originalni, upoutatten&ovu pozornost, feswdcit ho o kvalig

vyrobku¢i sluzby a naslednzvysit jejich poptavku a prode;j.
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Z tohoto divodu vytvédeji neobvykla, a mnohdy Sokujici slovni spojeni.diddy
se jejich no¥ vytvoiené vyrazy stavaji soasti &zné slovni zasoby. Dalo by se
fict, Ze jazyk reklamy ovliwje kEzn¢ uzivany hovorovy jazyk v naSi spoiesti

stale vice.

Zawrem bych chila zdiraznit, Ze jsem se snazila prozkoumat v maximalni
mozné mie rozsah pravidel a zvyklosti psané reklamy. Poslaojsem formy
jazyka, uzivanédzne i vzacré. Hlavnim zkoumanym tématem byly sémantické a
lexikalni stranky jazyka, které ukazaly, Ze jazgkgzsahly zdrojuznych forem a
pokud nest&, vytvaeji se nové. V pibehu realizace této prace jsem doSla
k zawru, Ze na poli reklamnich slogafsou Siroké moznosti dalSiho zkoumani

jazykovych prosedki, a to z tiznych hledisek.
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Appendix no. 1

METAPHOR

A little taste of heaven. Kraft Philadelphia

A man’s home is his castle. Even if it moves. Melphrk

A Mars a day helps you work, rest and play. Mars ba

A toothpaste so advanced, it works between brushifiglgate
Beauty meets quality. Malabar gold

Beauty starts here. Bioré

Between love and madness lies Obsession. Calvin Kle

Bringing weather to life. The Weather Channel
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Business Is Beautiful. Sprint

10. Calgon, take me away. Calgon

11.Can't beat the feeling. Coca-Cola

12.Can't beat the real thing. Coca-Cola

13.Cleans and shines without harsh scratching. Cif
14.Coke Adds Life. Coca-Cola

15. Connecting people. Nokia

16.Datsun saves. Datsun

17.Dirty mouth? Nothing cleans it up like Orbit.

18. Dramatically cuts cholesterol. Flora

19. Electrolux brings luxury for you. Electrolux
20.Every kiss begins with Kay. Kay Jewelers
21.Feed your skin with vitamins. Lancome

22.Feel how it cleans. See how it whitens. Aquafresh
23.Fine tuned. Philips

24.Fly the friendly skies. United Airlines
25.Folgers wakes up the best in you. Folgers
26.Gulf Makes Your Car Run Better. Gulf
27.Hallmark has the ways to say you care. Hallmark
28.Happiness is playing Bingo. Super Bingo
29.Happy meal. McDonald’s
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30.Happy starts inside. Minute Maid

31.Heaven can't wait. Nestle Heaven

32.Help knock tooth decay into orbit. Orbit

33.Chevrolet, building a better way (to see the USZ)evrolet
34.Children's shoes have far to go. Start-Rite Shoes
35.Ideas that change the world. Chicago MercantilehBrge
36.If anyone can, Canon can. Canon

37.Imagine a touchable world. Purell hand sanitizer
38.Imagine if water was designed for exercise. Lucezad
39. Inspiration Comes Standard. Chrysler

40.Is your skin thirsty? Clinique

41.1t Beats, as it Sweeps, as it Cleans. The Hoovengany

42.1t won’t mess you up, let you down or run out wiye least expect it.

43.1t won't let you down. Sure

44.1t Works Every Time. Colt 45

45.It's not magic, it's Whirlpool. Whirlpool

46.1t’s the air in your aero that makes you go o. Aerchocolate

47.1t's Miller time! Miller beer

48.Kawasaki lets the good times roll. Kawasaki

49.Keeping you ahead of the storm. The Weather Channel

50.Knock’em dead on the beach. Try this little twacpieWeetabix

51.Leaves your whole body glowing with pleasure. Mille

52.Let your fingers do the walking. Yellow pages

53.Life is your most valuable possession. Pass idomerican Heart
Association

54.Life's Waiting. Let's Go. Stride Rite

55. Like a tattoo on your lips... L'Oreal

56.Lookin” Foxy Feeling Fantastic. Ms Magazine

57.Lose the shadow and let your eyes shine. Nivea

58.Love light to the full. Mller

59.Love the skin you're in. Olay
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60. Make hair 5x smoother. Fructis

61.Make your break, a Delight. Mars Delight

62. Making the sky the best place on Earth. Air France

63. Making travel less primitive. American Tourister

64. Making water work. Southern Water

65. Managing perceptions that drive performance. Buidansteller
66.Massage in a bottle. Dove

67.Messes seem smaller with LIBMAN. — mop

68. My hair just looses it after lunch. Vidal Sassoon

69. Nationwide. Proud to be different. Nationwide Binigl Society UK.
70.Nature peaks volumes. Aveda - shampoo

71.Networks that go the distance. 3Com

72.Nivea sun children’s cares like you do. Nivea

73.No verbal diarrhoea. Radio Olso

74.0nly Revlon makes it. Only you make it unforgetealiRevion
75.0ur lives dance with nature, listen to the rhytl8algar vitamins
76.0ur new steamer keeps all the goodness lockedonpihy Richards
77.Passion for the road. Mazda

78.Pepsi Cola hits the spot. Pepsi

79.Pepsodent. Pepsodent

80. Practise safe sun. PizBuin

81.Put a tiger in your tank. Esso

82.Red Bull gives you wings. Red Bull

83. Silk reflects every ray of light. Dove

84.Skin is in. Jergens — cream

85. Sleeping beauty. Elizabeth Arden

86. Solgar formulas are based on science. Not sciectenf
87.Solutions that mean business. Saatchi & Saatchi

88. Sometimes your hair deserves something yummy toweD
89. Taking you forward. Ericsson

90. Tastes so good cats ask for it by name Meow MixoWM#lix
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91.The bank that likes to say Yes. Trustee SavingkBan
92.The Beer that Made Milwaukee Famous. Schlitz
93.The future takes VISA. VISA

94.The future's bright. The future's Orange. Orange

95. The gift that keeps on giving. Victrola

96.The legend rolls on. Harley Davidson
97.The Listening Bank. Midland Bank

98.The pleasure of breathing. Otrivine

99. The power of the pyramid is working for you. Tramsgica

100.
101.
102.
103.
104.
105.
106.
107.
108.
109.
110.
111.
112.
113.
114.
115.
116.
117.
118.
119.
120.
121.

The quality goes in before the name goes on. Zenith
The sauce of weekend pleasure. HP Foods

The talk of Silicon Valley. Click Weekly

The united kingdom of golf. Regal

The voice with the smile wins. AT&T

The world doesn't turn on a dime. FT.com

There’s A Party In Every Bottle. Brut

This summer helps bruises disappear. Bruiseze
Time flies. Bulova — watch

Tough on pain, easy on you. Panadol

Travel should take you places. Hilton

Twice the lashes. Max Factor

Unbeatable moisturisation. Dove

Unleash the power of the sun. Sunny Delight

Wash your hair in sunshine, Timotei

Welcome to the human network. Cisco

What Business Demands. Satyam Computer Services
When diamonds are no longer enough. Haribo
When snow says no, Goodyear says GO! Go, go, Gaod@®odyear
Where nature meets science. Vitabotics

Where the magic never ends. Alton Towers

Where the past comes alive. The History Channel
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122. Where there's a helpful smile in every aisle. HeVe
123. Your hair has been building up to it all week. Negena

124. Your throat feels smoother when you suck a soottalls —Soothers
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Appendix no. 2
SIMILE

A battery that works as hard as you. Intel Centrino

As long as you're up get me a Grant's. Grant's

As relaxing as being there. Brittany Ferries

Because your hair is as individual as your sigreatkiérastase
Brush like a dentist. Oral -B

Feel like a woman. Revlon

Ignis. Looks... like nothing else. Suzuki

In the battle against germs Carex is twice as gffea@as ordinary soap. Carex
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Like a tattoo on your lips. L'Oreal

10.Like Always. Like Never Before. Saturn Corporation
11.Like milk, your tools need to be fresh. Microsoft
12.Like nothing else on Earth. Hummer

13.No ordinary fish oil product is quite like this.dshol
14.Nobody does it like you. The Hoover Company
15.Nothing delights you like Sunny Delight. Sunny [Déli
16.Nothing else feels like satin. Gillette

17.Nothing runs like a Deere. John Deere

18.Nothing sucks like an Electrolux. Electrolux

19. Presentations as easy as child’s play. 3M

20.Roams like a cell phone, without the additional s Compaq Notebooks
21.The cable weighs less that the mouse. Uni Techresog
22.The colour you want for as long as you want. VOR&e
23.There's No Place Like HBO. HBO

24.There's No Place Like Hilton. Hilton

25.There's no place like MJDesigns. MJDesigns
26.There's no taste like Stones. Stones Bitter

27.Tough as atiger. The Tudor watches

28.Washes cleaner than any other machines. Electrolux

29.We make fashion as painless as possible. Elasteasersdorf
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Appendix no. 3
METONYMY

1,000 songs in your pocket. Apple Computer
. A city that eats Japanese, Spanish, French, almhlt&uala Lumpur
. Aland of sensations. The Dominican Republic

. All your senses wonder if they just won the lottedyssan

1
2
3
4
5. America's favorite way to fly. Eastern Air Lines
6. Benson’s bring Bond St. to your home. Benson’s

7. Bring a touch of Paris into your life

8. Built to Last: Duralast. Duralast

9. Business brains take Virgin Trains. Virgin Trains

10.Business made simple. Nortel

11.Clarks bid to get Britain back on its feet. Claskees

12.Do your vehicles have driving intelligence? Contita electronic stability
program

13.Eat a bowl of sunshine

14.Everything is Easier on a Mac. Apple Computer

15.Finlandia on ice. Vodka

16.Give us 20 minutes and we’ll give you the world.N%l Radio, New York
17.Go to work on an egg.

18. Guinness is good for you. Guinness beer

19.Happiness is having chocolate back in your liferddey’s Chocolate
20.Have you driven a Ford...lately? Ford

21.Head over heal’s. Heal's furniture

22.Hello Tosh, gotta Toshiba? Toshiba

23.Hey Toyota, you're terrific! Toyota

24.Hilton, America's Business Address. Hilton

25.How can you make two months” salary last foreven@ Diamond Trading
Company

26.How many bars do you have? AT&T Wireless
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27.Choose your Venus. Gillette

28.1 love New York. New York City

29.1 love what you do for me, Toyota! Toyota

30.1deas move faster in colour. Ricoh

31.If you haven't looked at Ford lately, look agaiordr

32.1s it live, or is it Memorex? Memorex video cassst
33.1t’s pure class and elegance. Oris watches

34.1t's a Skoda. Honest. Skoda Auto

35.It's a Sony. Sony

36.It's gotta be a Dodge. Dodge

37.1t's not just a deal, it's a Dell! Dell

38.Join the Dodge Rebellion. Dodge

39. Let Hertz put you in the driver's seat. The Herteg@ration
40. Madrid: open 24 hours a day. Spain

41.Malaysia, truly Asia. Malaysia Tourism

42.Maximize your potential. Minimize your wardrobe.ohdiocese Chicago
43. Maybe she's born with it; maybe it's Maybelline ayelline
44.Move Up To Chrysler. Chrysler

45.Mr. Clean, Mr. Clean , the magic picker upper. Miean
46. Nationwide is on your side. Nationwide

47.Never miss a moment. Sony cameras

48.Nobody beats Midas. Nobody. Midas

49.Nobody demands more from a Datsun, than Datsurai/driven! Datsun
50.0h what a feeling, Toyota. Toyota

51.0h, Oh, Better Get Maaco. Maaco

52.Please don't squeeze the Charmin. Charmin
53.Pontiac: Designed for Action. Pontiac

54.Power is Macintosh. Apple Computer

55.Pupa. Non conventional Christmas. Pupa

56.Put some white in your bite. Pearl drops

57.Quality is now an acronym: PT. Chrysler PT Cruiser
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58.Relax it's Domino's. Domino’s pizza

59. Sleep Better on Air! The Select Comfort mattress

60. That's Asda Price. Asda

61.The Axe effect. Axe deodorant

62.The Citi never sleeps. Citibank

63. The Company for Women. Avon Products Inc.

64. The gentle touch of Cottonelle. Cottonelle

65. The pain reliever hospitals use most. Tylenol

66. The wheels that go everywhere. American Truckingo&gtions
67.The wings of Italy. Alitalia

68. There's always space for one who uses Rexona! Rexon
69.This is a job for FedEx. FedEx

70. Today, tomorrow, Toyota. Toyota

71.Together at Disney. Walt Disney World

72.Trust the Midas touch. Midas

73.Two heads aren’t always better than one. The Dufdktpouch
74.VISA, It's everywhere you want to be. VISA

75.Wake up and smell the cash. Maxwell coffee

76.Wash the big city right out of your hair. shampoo

77.We care about the shape you're in. Wonderful, wdanbdéVonderbra.
Wonderbra

78.We do it right. Brake Check

79.We put America on the road. Pepboys

80.Where America shops for value. Sears

81.Winston — America you want. Winston cigarettes

82.With Samsung, it's not that hard to imagine. Samgsun
83.Working for a safer London. UK Metropolitan Policendon
84.You Either Have Goodyear Eagles, Or You Need Theoundyear
85.You'll wonder where the yellow went when you brugbur teeth with

Pepsodent. Pepsodent
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Appendix no. 4
ADJECTIVES

100% Happy. Target Australia

3 Reasons to be happy. Suzuki Grand Vitara

A beautiful tan is important. But so is your sk@larins

A Better Idea. Ford

A better way forward. Michelin

A better way to watch TV. TiVo

A better world is our business. Samsung

A bigger choice a better price. You can do it wigen B&Q it. B&Q — DIY

© © N o g s~ wDdhP

A century of good choices for Vermont. Green MounRower
10.A diamond is forever. De Beers Consolidated Mines
11. A different kind of fill-up. Mobil

12.A Good Deal on a Great Tire. Kelly Tires

13. A lighter kind of shine. Pantene

14.A new era in the world of cruising. Marco Polo

15. A nice, ruthless, money-hungry family game. Mongpol
16. A perfect fit in an imperfect world. Falmer

17.Always better value. Dunnes Stores

18. Always low prices. Wal-Mart

19.Be delicious. Perfume — DKNY

20.Be firmer with your skin every day. Garnier
21.Beautiful and Beneficial. Neutrogena

22.Because life is fragile. Volvo

23.Best of all, it's a Cadillac. Cadillac

24.Best Western: Best Everywhere. Best Western

25. Better do the good stuff now. Josta

26.Better in the Deep South, Better in a Dodge. Dodge
27.Better Ingrediants Better Pizza. Papa John's Pizza

28. Better than ever. Wickes



29.Bigger in Texas, Better in a Dodge. Dodge
30.Boundless. AT&T early

31.Bournvita Better by far. Bournvita

32.Brilliant! Guinness

33.Clean & Clear and under control. Clean & Clear
34.Comfortable Place, Comfortable Price. Shoney's8ir8uites
35. Different Stores. Different Stories. Half Price Bso
36. Dramatically different moisturizing lotion. Clinigu
37.Easiest travel on earth. Continental Trailways
38.Easy as Dell. Dell Computer

39.Easy to imagine. Samsung

40.Easy, breezy, beautiful. CoverGirl

41.Energy for a strong America. Exxon

42.Even kinder to your skin. Persil

43.Fast Fresh Friendly. Esso

44.Find a more fulfilling love. Muller

45. For a wonderful life. Harvey Nichols

46.For every problem, a perfect solution. Sally Hansen
47.For the next generation of big businesses. Compaq
48. For virtually spotless dishes. Cascade

49.Ford is the Best in Texas. Ford

50.Fresh 'n” clean air hygiene. Neutradol

51. Gatwick’s Great. British Airways

52.Go go go for Eskimo, The frozen food with the fufleavour. Eskimo
53.Good bacteria with a taste to match. Muller
54.Good things come to those who wait. Guinness
55.Good to the last drop. Maxwell House

56.Good. Better. Behr. Behr Paint

57.Great coat. Jeep

58.Great taste ... less filling. Miller — beer
59.Hands-free brushing. Daygum
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60.Heavy on taste, light on points. Weight Watchers
61.High and low in fibre. Colgate

62.Higher standards, lower prices. Meijer Tesco

63. Higher Standards. Bank of America

64.Hottest Brand Going. Conoco

65.In every McDonald’s Happy meal there’s one bit yean't eat. We know.
We've tried. McDonald’s

66. Inexpensive. And Built to Stay That Way. Subaru
67.1s This A Great Time Or What?. MClI Communications
68.1t's the world’s smallest 1,000-song player. iPoithim
69.1t's a new toy every day. Lego

70.1t's easy on the syrup, easy on the gas. RC Cola
71.1t's frothy man. Cresta

72.1t's not too heavy, not too sweet, it's right fouyRC Cola
73.1t's Smart to be Square. British Satellite Broatings
74.Lean & nimble. Peugeot motorcycles

75.Let's go Krogering, the best of everything. Kroger

76. Life is better Twisted. Tropicana Twister

77.Life is short. Play hard. Reebok

78.Life is short...fly fast! LoPresti Speed Merchants
79.Light so bright, nothing gets lost. Philips

80.Low Prices Always. ASDA

81.Lucky stores now knowns as Albertson’s in Northeatifornia.
82.Made from the best stuff on earth. Snapple

83.Magic shoes for happy feet. Starchild
84.Manufacturer of happy drivers. Skoda, Fabia

85. More food more fun more warmth. Slimming world
86.More Good Years In Your Car. Goodyear

87.Natural protection for beautiful hair. Timotei

88.New at Boots. Boots

89.New shower fizz. Adidas
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90.New Things. Turn Us On. TechTV
91.New World. New Thinking. Lenovo

92.No battery is stronger longer. Duracell Batteries

93. Nothing beats a great pair of L'eggs. L'eggs

94. Noticeably smoother skin. Nivea

95.0ne pound. One pan. One happy family. Betty Rocker

96. Probably the best baby catalogue in the countrysé&iy Shop By Post

97.Real clothes... Real people...Jeffrey Rogers

98. Say no to an older looking skin. C.Dior

99. Sharp pictures even if you're not. Olympus

100.
101.
102.
103.
104.
105.
106.
107.
108.
109.
110.
111.
112.
113.
114.
115.
116.
117.
118.
119.
120.

Show your true colors. Kodak Gold Film

Significant Moments. Omega

Silk underwear, silk everywhere. Dove

Simply red sting wet wet wet. Take that. Opticromye drops
Sleepy Bear is Everywhere. Travelodge.

Small, sark and handsome. Hershey’s chocolate

So comfortable, you might forget you have themAwuasoft
So good you can't tell it's a recording. BASF EQ

So precious in the eyes of a woman. Van Cleef

So safe. So pure. Nivea

Stronger than dirt! Ajax Cleanser

Sweet, Smart & Sassy. Sunkist

Switched on to a brighter future. Yorkshire Eleatyi
Take action! With new triple action flex. Revlon

The best a man can get. Gillette razors

The Best Bank is the Bank that serves you Best. Eldiy
The Best Built Cars In The World. Toyota

The Best Care in the Air. Midwest Airlines

The best hotels, deeper discounts. CentralR.com

The Best never rest. Ford Trucks

The best part of waking up is Folgers in your daglgers
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121.
122.
123.
124.
125.
126.
127.
128.
129.
130.
131.
132.
133.
134.
135.
136.
137.
138.
139.
140.
141.
142.
143.
144.
145.
146.
147.
148.
149.
150.
151.

The Best Radio On Radio. SIRIUS Satellite Radio

The best seat in the house. Jockey underwear

The Best Tires in the World have Goodyear writtkioer them. Goodyear
The Best Value Under The Sun. Days Inn

The best way to get there. Exxon

The fast way to a better job. JobSite

The Great American Road belongs to Buick. Buick

The Happiest Place on Earth. Disneyland

The Hottest, Coolest Time in Texas. Schlitterbahn

The Choice of a New Generation. Pepsi

The less said about Pantyliners, the better. Ldares

The low price leader.

The Low ; Fares Airline. Ryanair

The More You Look, The More You Like. Mazda

The most important item in your purse is no longmir wallet. Cesar
The most trusted name in news. CNN

The origins of pure pleasure. Magnum

The perfect business climate. Puerto Rico

The personal health service. BUPA

The quicker picker — upper. Bounty

The real thing. Coca-Cola

The right choice. AT&T

The right relationship is everything. Chase Assanikbement
The Smartest Shop in Town. Avon Products Inc.

The toughest job you'll ever love. Peace Corps

The very best juice for the very best kids. Juigsigd

The world's biggest toy store. Toys 'R' Us

The World's Most Experienced Airline. Pan Ameri&&orld Airways
There is an easier way to keep your teeth whitbitOr
There’s nothing sticky about it. Natrel

Too good to be forgotten. Spam
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152.
153.
154.
155.
156.
157.
158.
159.
160.
161.
162.
163.
164.
165.
166.
167.
168.
169.

Total satisfaction and a clear conscience. Mller
Tough on grease. Soft on hands. Palmolive

Ultra nutritious ultra delicious. Lean pockets
Unbeatable shine. VO5

Utterly extravagant ...until you read the label. Saig
Waterproof leakproof fadeproof. Rollerball Pens

We are professional grade. GMC

We go a long way to make you happy. Airtours

What a luxury car should be. Lincoln

What's the worst that can happen? Dr Pepper

When Better Automobiles Are Built; Buick Will Buil@ihem. Buick
When you want the best. Bernard Matthews

White marks? No thanks Sure

World's Largest Hotel Chain. Best Western

You’'re not healthy without good oral health. 3M

Your best bet for a fuller flavour. Carling Blacklhel lager
Your biggest nights happen here. Harrah's

Your flexible friend. Access

80



Appendix no. 5
ALLITERATION

Gatwick’s Great. British Airways

Beautiful and Beneficial. Neutrogena

Fast Fresh Friendly. Esso

Lookin” Foxy Feeling Fantastic. Ms Magazine
Morris Mini-Minor. cigarettes

Piccadilly pack a promise. tea

Pinky and Porky. pork pie

Sense and simplicity. Phillips

© © N o g s~ wDdhPE

Shave and safe with Erasmic
10.So safe. So pure. Nivea
11.Sweet, Smart & Sassy. Sunkist

12.You can’t Xerox a Xerox on a Xerox. Xerox
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Appendix no. 6
NEW WORDS

All cuppa, no uppa. Tetley
Beanz Meanz Heinz. Heinz
Dramateyes. Covergirl
Drinka pinta milka day. Milk
Kwik save. food store

Milk’s gotta lotta bottle. milk

Shoemanic Humanic. Humanic shoes

© N o g s~ w D PRE

Waterproof leakproof fadeproof. Rollerball Pens
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Appendix no. 7

MAGAZINES AND NEWSPAPERS

Company, September 1995

Company, November 1995

Daily Mirror - It is a British tabloid daily newspaper for geneaatlience.
Daily Mail - It is a British newspaper between the tabloid amddsheet divide
with targeted group of middle class people.

Daily Mail, 10 February 1996

Daily Mirror, 23 February 1996

Essentials, June 1996

Essentials, October 1996

Family Circle, September 1996

Family Circle, January 1997

Hello!, January 1996

Hello! April 1996

Hello! September 1996

Looks, April 1996

Looks, June 1996

More! June 1995

More! November/December 1995

National geographic -It is a magazine bringing news and information fribva
world covering the areas of people, animals andreat

National Geographic, No 4/ April 1978

National Geographic, No 2/ February 1986

National Geographic, No 11/ November 1986

Prague Club magazine 1t shows the pictures and news from the life ofgem
Club’s members participating on different events.

Prague Club Magazine, No1/ 2005

Prague Club Magazine, No2/ 2005

Prague Club Magazine, No3/ 2005

Shape -This magazine is for women who are interestedtire§is, diet and

fashion.
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Shape, July/August 2002

Shape, September 2002

Shape, October 2002

Shape, December 2002

Shape, January/February 2003
Shape, May 2003

Shape, July 2003

Shape, August 2003

Shape, September 2003

Shape, October 2003

Shape, March 2004

Shape, April 2004

Shape, July 2004

Shape, October 2004

Shape, November 2004

Shape, December 2004

Shape, January 2005

Shape, February 2005

Shape, April 2005

She, August 1995

She, January 1996

The Sun

It is a tabloid bringing news and gossips fromdiwé famous celebrities.
The Sun, 20 February 1996

The Sun, 4 September 1994

The Sun, 28 November 1996
The Sun, 7 December 1996

TV Quick - It offers TV programs.
TV Quick, December 1995
Tyden - It is weekly coming out magazine bringing news ongg, analysis
interviews and comments to the social and politesednts not only in the Czech

Republic but also from the world.
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Tyden, 1/ 2004
Tyden, 2/ 2004
Tyden, 3/ 2004
Tyden, 4/ 2004
Tyden, 5/ 2004
Tyden, 6/ 2004
Tyden, 7/ 2004
Tyden, 8/ 2004
Tyden, 9/ 2004
Tyden, 10/ 2004
Tyden, 11/ 2004
Tyden, 12/2004
Tyden, 13/2004
Tyden, 14/ 2004
Tyden, 16/ 2004
Tyden, 17/ 2004
Tyden, 19/ 2004
Tyden, 20/ 2004
Tyden, 21/ 2004
Tyden, 23/ 2004
Tyden, 2/ 2005
Tyden, 4/ 2005
Tyden, 5/ 2005
Tyden, 7/ 2005
Tyden, 8/ 2005

Company, Essentials, Family Circle, More! She, Loak Hello!— they are
magazines created for women’s audience which areerned in fashion, design,
beauty tips, celebrity gossips, real-life storfesd, recipe, diet, home, health,

fithess, crafts.
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Appendix no. 8

ASSIGNING SLOGANS TO THEIR RESOURCES

Company, September 1995

Employ a daily cleaner. Domestos
Gatwick’s Great. British Airways
Nothing else feels like satin. Gillette
Nothing moves like LYCRA. LYCRA

Company, November 1995

Feel like a woman. Revlon

It feels even better when you drink it. Vittel

The colour you want for as long as you want. VOR&e
The pleasure of breathing. Otrivine

Your hair has been building up to it all week. Negena

Daily Mail, 10 February 1996
Put a tiger in your tank. Esso

Daily Mirror, 23 February 1996
As long as you're up get me a Grant's. Grant's

Essentials, June 1996

All the taste of ground coffee in an instant. Kenco
High and low in fibre. Colgate

kRisps. cereals

Kwik save. food store

Milk’s gotta lotta bottle. Milk

Essentials, October 1996
A little taste of heaven. Kraft Philadelphia

As relaxing as being there. Brittany Ferries
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The sauce of weekend pleasure. HP Foods

Family Circle, September 1996

Nivea sun children’s cares like you do. Nivea
No ordinary fish oil product is quite like this.dthol
The pain reliever hospitals use most. Tylenol

When you want the best. Bernard Matthews

Family Circle, January 1997

A better way to watch TV. TiVo

Easiest travel on earth. Continental Trailways
Happy starts inside. Minute Maid

It"s not magic, it’s Whirlpool. Whirlpool

Stronger than dirt! Ajax Cleanser

Hello!, January 1996

Dramatically different moisturizing lotion. Clinigu
Heaven can't wait. Nestle Heaven

Is your skin thirsty? Clinique

So precious in the eyes of a woman. Van Cleef
The future's bright. The future's Orange. Orange

Hello!, April 1996
For virtually spotless dishes. Cascade
It's a new toy every day. Lego

The wings of Italy. Alitalia

Hello!, September 1996

A new era in the world of cruising. Marco Polo

Probably the best baby catalogue in the countryséy Shop By Post
Sleeping beauty. Elizabeth Arden
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Looks, April 1996

Don’t you feel naked without it! Fioreli

Happy meal. McDonald’s

Real clothes... Real people...Jeffrey Rogers
Take action! With new triple action flex. Revlion
Waterproof leakproof fadeproof. Rollerball Pens

Looks, June 1996

First to arrive. Learjet

If anyone can, Canon can. Canon

Say it any way you like. Motorola

The talk of Silicon Valley. Click Weekly
Where nature meets science. Vitabotics

More!, June 1995
A perfect fit in an imperfect world. Falmer

The toast is to lower cholesterol. Flora

More!, November/December 1995

Blam!Blam!Blam! 17

In the battle against germs Carex is twice as gffea@s ordinary soap. Carex

It won"t mess you up, let you down or run out wigen least expect it. (Sadly it’s

only a pen.) Uni

National Geographic, No 4/ April 1978
A century of good choices for Vermont. Green MounRower

A diamond is forever. De Beers

National Geographic, No 2/ February 1986
Another step ahead. Audi
Finlandia on ice. Vodka

The wheels that go everywhere. American Truckingo&gations
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National Geographic, No 11/ November 1986
Improve your times. Timex

Madrid: open 24 hours a day. Spain

Prague Club Magazine, No1/ 2005
Taking you forward. Ericsson

Prague Club Magazine, No2/ 2005
Explore your life. Volvo

Prague Club Magazine, No3/ 2005

Because life is fragile. Volvo

Shape, July/August 2002
Heavy on taste, light on points. Weight Watchers

Choose your Venus. Gillette

Life is your most valuable possession. Pass idmmerican Heart Association

More food more fun more warmth. Slimming world

The world doesn't turn on a dime. FT.com

Shape, September 2002

Be firmer with your skin every day. Garnier
Lose the shadow and let your eyes shine. Nivea
Say no to an older looking skin. C.Dior

Unbeatable moisturisation. Dove

Shape, October 2002

All cuppa, no uppa. Tetley

Ignis. Looks... like nothing else. Suzuki

Our new steamer keeps all the goodness lockedompy Richards

There is an easier way to keep your teeth whitbitOr
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Unbeatable shine. VO5

Shape, December 2002

A ligher kind of shine. Pantene
Even kinder to your skin. Persil
Massage in a bottle. Dove
Twice the lashes. Max Factor

Your throat feels smoother when you suck a soothalls —Soothers

Shape, January/February 2003

Dramatically cuts cholesterol. Flora

Shave and safe with Erasmic

Sweet, Smart & Sassy. Sunkist

Triumph has a bra for the way you are. Triumph

Shape, May 2003

For every problem, a perfect solution. Sally Hansen
Leaves your whole body glowing with pleasure. Mille
Shoemanic Humanic. Humanic shoes

Wash your hair in sunshine, Timotei

Shape, July 2003

Lean & nimble. Peugeot motorcycles

Loose weight with less wait. Adios. pills

New shower fizz. Adidas

Total satisfaction and a clear conscience. Muller

We make fashion as painless as possible. Elastegasersdorf

Shape, August 2003
A purer kind of clean. Pantene
A toothpaste so advanced, it works between brushi@glgate



Because you deserve it. Spa resort
Sometimes your hair deserves something yummy toweD

This summer helps bruises disappear. Bruiseze

Shape, September 2003
Great coat. Jeep

The scents. The season. Kelvin Klein.

Shape, October 2003

Magic shoes for happy feet. Starchild
Manufacturer of happy drivers. Skoda, Fabia
Put a smile on your cheeks. Andrex

The origins of pure pleasure. Magnum

Shape, March 2004
Imagine if water was designed for exercise. Lucezad

White marks? No thanks Sure

Shape, April 2004

Brush like a dentist. Oral —B

Losing weight never tasted so good. Weight Watchers

The health drink. Let your skin drink it in. Olay

The most important item in your purse is no longmir wallet. Cesar

Ultra nutritious ultra delicious. Lean pockets

Shape, July 2004
Because your hair is as individual as your sigreatkiérastase

Say it any way you like. Motorola

Shape, October 2004
Eatin” right never tasted so good. Weight Watchers

Our lives dance with nature, listen to the rhytl8ulgar vitamins
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Shape, November 2004

Be delicious. Perfume — DKNY

Dirty mouth? Nothing cleans it up like Orbit.
Dramateyes. Covergirl

It's the world’s smallest 1,000-song player. iPoihim
Like a tattoo on your lips... L'Oreal

Shape, December 2004

A different kind of fill-up. Mobil

Beautiful and Beneficial. Neutrogena

Beauty starts here. Bioré

Fine tuned. Philips

Life is short...fly fast! LoPresti Speed Merchants
Natural protection for beautiful hair. Timotei

Time flies. Bulova — watch

Shape, January 2005

Electrolux brings luxury for you. Electrolux

Go go go for Eskimo, The frozen food with the fulflavour. Eskimo
Lookin” Foxy Feeling Fantastic. Ms Magazine

Put some white in your bite. Pearldrops

Sense and simplicity. Phillips

Shape, February 2005

A purer kind of clean. Pantene

All your senses wonder if they just won the lottédyssan
Make hair 5x smoother. Fructis

Tough on pain, easy on you. Panadol

Shape, April 2005
Feel how it cleans. See how it whitens. Aquafresh
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For a wonderful life. Harvey Nichols
Nature peaks volumes. Aveda - shampoo

When forever is now. Verragio — jewellery

She, August 1995

A beautiful tan is important. But so is your sk@larins
Knock’em dead on the beach. Try this little twacpieWeetabix
Make it happen. Airtours

So safe. So pure. Nivea

She, January 1996

3 Reasons to be happy. Suzuki Grand Vitara
Great taste ... less filling. Miller — beer

Love the skin you're in. Olay

Practise safe sun. PizBuin

The Sun, 20 February 1996
Business brains take Virgin Trains. Virgin Trains

You can’t Xerox a Xerox on a Xerox. Xerox

The Sun, 4 September 1994
Piaget. True values never change. Piaget

The Sun, 28 November 1996
There’s A Party In Every Bottle. Brut

The Sun, 7 December 1996
A bigger choice a better price. You can do it wigen B&Q it. B&Q — DIY

New at Boots. Boots

TV Quick, December 1995

Fresh "'n” clean air hygiene. Neutradol
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Tyden, 1/ 2004
| want a pension that changes when | do. Prudential

Tyden, 2/ 2004
Listen to your nose. Advance

Tyden, 3/ 2004

No verbal diarrhea. Radio Olso

Tyden, 4/ 2004
The fast way to a better job. JobSite

To London faster than ever. Eurostar

Tyden, 5/ 2004

Use it or loose it. Sony

Tyden, 6/ 2004
Hands-free brushing. Daygum

Tyden, 7/ 2004
When diamonds are no longer enough. Haribo

Tyden, 8/ 2004

Pollution Solution. Energy Star

Tyden, 9/ 2004

A nice, ruthless, money-hungry family game. Mongpol

Tyden, 10/ 2004
Head over heal’s. Heal’s furniture
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Tyden, 11/ 2004
You’'d better do it yourself. Baumax

Tyden, 12/2004
For the next generation of big businesses. Compaq
So comfortable, you might forget you have themAmuasoft

Tyden, 13/2004
Life jacket was not under the seat. Breitling

Tyden, 14/ 2004

A man’s home is his castle. Even if it moves. Melpiark

Tyden, 16/ 2004
Don’t tak your body for granted. Drink milk.

Tyden, 17/ 2004
Rustle. music record studio

Tyden, 19/ 2004
Light so bright, nothing gets lost. Philips

Tyden, 20/ 2004
Switched on to a brighter future. Yorkshire Elegityi

Who are you? Nintendo

Tyden, 21/ 2004
So good you can't tell it's a recording. BASF EQ

Tyden, 23/ 2004

Maximize your potential. Minimize your wardrobe.chdiocese Chicago
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Tyden, 2/ 2005
Boom. coffee producer

Pinky and Porky. pork pie

Tyden, 4/ 2005
Cream & Rum. Yum! Myers’s Rum Cream

The right relationship is everything. Chase Assanibement

Tyden, 5/ 2005
It's got to be Gordon. Gin

Too good to be forgotten. Spam

Tyden, 7/ 2005
Fast Fresh Friendly. Esso

Tyden, 8/ 2005

Give me Gordon’s — everytime. Gin
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www.adslogans.com:

Beanz Meanz Heinz. Heinz

Don’t be vague. Ask for Haig. Haig Scotch Whisky
Don't just book it. Thomas Cook it. Thomas Cook
Drinka pinta milka day. Milk

Fly the friendly skies. United Airlines
Grace...Space...Pace. Jaguar

Guinness is good for you. Guinness beer

Just do it. Nike

Let your fingers do the walking. Yellow pages
Nothing runs like a Deere. John Deere

Piccadilly pack a promise. tea

The Citi never sleeps. Citibank

The quicker picker — upper. Bounty

You'll wonder where the yellow went when you bruaiur teeth with Pepsodent.
Pepsodent

Your flexible friend. Access
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www.wikipedia.org:

1,000 songs in your pocket. Apple Computer
100% Happy. Target Australia

A Better Idea. Ford

A better way forward. Michelin

A better world is our business. Samsung

A Good Deal on a Great Tire. Kelly Tires

Always better value. Dunnes Stores

Always low prices. Wal-Mart

America's favorite way to fly. Eastern Air Lines
Beauty meets quality. Malabar gold

Best of all, it's a Cadillac. Cadillac

Best Western: Best Everywhere. Best Western
Better do the good stuff now. Josta

Better in the Deep South, Better in a Dodge. Dodge
Better Ingredients Better Pizza. Papa John's Pizza
Better than ever. Wickes

Between love and madness lies Obsession. Calvin Kle
Bigger in Texas, Better in a Dodge. Dodge
Boundless. AT&T early

Bournvita Better by far. Bournvita

Brilliant! Guinness

Bringing weather to life. The Weather Channel
Built to Last: Duralast. Duralast

Business Is Beautiful. Sprint

Business made simple. Nortel

Calgon, take me away. Calgon

Can't beat the feeling. Coca-Cola

Can't beat the real thing. Coca-Cola

Clean & Clear and under control. Clean & Clear

Cleans and shines without harsh scratching. Cif

98



Coke Adds Life. Coca-Cola

Come see the softer side of Sears. Sears
Comfortable Place, Comfortable Price. Shoney'sfir8uites
Connecting people. Nokia

Datsun saves. Datsun

Diamonds; Leave her speechless. De Beers
Different Stores. Different Stories. Half Price Bso
Easy as Dell. Dell Computer

Easy to imagine. Samsung

Easy, breezy, beautiful. CoverGirl

Energy for a strong America. Exxon

Every kiss begins with Kay. Kay Jewellers
Everything is Easier on a Mac. Apple Computer
Finesse your hair to beautiful. Finesse

Folgers wakes up the best in you. Folgers

Ford is the Best in Texas. Ford

Good things come to those who wait. Guinness
Good to the last drop. Maxwell House

Good. Better. Behr. Behr Paint

Gulf Makes Your Car Run Better. Gulf

Have you driven a Ford...lately? Ford

Higher standards, lower prices. Meijer Tesco
Higher Standards. Bank of America

Hottest Brand Going. Conoco

How many bars do you have? AT&T Wireless
Chevrolet, building a better way (to see the US&)evrolet
Children's shoes have far to go. Start-Rite Shoes
| love New York. New York City

Ideas that change the world. Chicago MercantilehBrge
If you haven't looked at Ford lately, look agaiordr
Imagine a touchable world. Purell hand sanitizer
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Inexpensive. And Built to Stay That Way. Subaru
Inspiration Comes Standard. Chrysler

It Beats, as it Sweeps, as it Cleans. The Hoovengany
It won't let you down. Sure

It Works Every Time. Colt 45

It's a Skoda. Honest. Skoda Auto

It's a Sony. Sony

It's easy on the syrup, easy on the gas. RC Cola

It's Miller time! Miller beer

It's not just a deal, it's a Dell! Dell

It's not too heavy, not too sweet, it's right fouyRC Cola
It's Smart to be Square. British Satellite Broatings

Let Hertz put you in the driver's seat. The Hertep@ration
Let's go Krogering, the best of everything. Kroger

Life is better Twisted. Tropicana Twister

Life is short. Play hard. Reebok

Like Always. Like Never Before. Saturn Corporation
Low Prices Always. ASDA

Made from the best stuff on earth. Snapple

Making the sky the best place on Earth. Air France
Maybe she's born with it; maybe it's Maybellineayelline
More Good Years In Your Car. Goodyear

Nationwide is on your side. Nationwide

Nationwide. Proud to be different. Nationwide Binigl Society UK.

Networks that go the distance. 3Com

New Things. Turn Us On. TechTV

New World. New Thinking. Lenovo

No battery is stronger longer. Duracell Batteries
Nobody beats Midas. Nobody. Midas

Nobody demands more from a Datsun, than DatsunaM/driven! Datsun

Nobody does it like you. The Hoover Company
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Nothing delights you like Sunny Delight. Sunny Déli
Nothing sucks like an Electrolux. Electrolux

Oh what a feeling, Toyota. Toyota

Oh, Oh, Better Get Maaco. Maaco

Only Revlon makes it. Only you make it unforgetealiRevion
Parts, Service, and So Much More. Pepboys

Passion for the road. Mazda

Pepsi Cola hits the spot. Pepsi

Power is Macintosh. Apple Computer

Red Bull gives you wings. Red Bull

Relax it's Domino's. Domino’s pizza

Sooner or later, you'll own Generals. General Tire
Tastes so good cats ask for it by name Meow MixoWM#lix
The bank that likes to say Yes. Trustee SavingkBan
The Best Bank is the Bank that serves you Best. Alddy
The Best Built Cars In The World. Toyota

The Best Care in the Air. Midwest Airlines

The Best never rest. Ford Trucks

The best part of waking up is Folgers in your daplgers
The best seat in the house. Jockey underwear

The Best Tires in the World have Goodyear writtkioweer them. Goodyear
The Best Value Under The Sun. Days Inn

The best way to get there. Exxon

The future takes VISA. VISA

The gentle touch of Cottonelle. Cottonelle

The Great American Road belongs to Buick. Buick
The Happiest Place on Earth. Disneyland

The Hottest, Coolest Time in Texas. Schlitterbahn
The Listening Bank. Midland Bank

The low price leader.

The Low; Fares Airline. Ryanair
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The More You Look, The More You Like. Mazda

The most trusted name in news. CNN

The real thing. Coca-Cola

The right choice. AT&T

The Smartest Shop in Town. Avon Products Inc.

The very best juice for the very best kids. Juigigd

The world's biggest toy store. Toys 'R' Us

The World's Most Experienced Airline. Pan Amerid&orld Airways
This is a job for FedEx. FedEx

Today, tomorrow, Toyota. Toyota

Trust the Midas touch. Midas

VISA ; It's everywhere you want to be. VISA

We are professional grade. GMC

We care about the shape you're in. Wonderful, wdabdé/onderbra. Wonderbra
We put America on the road. Pepboys

What's the worst that can happen? Dr Pepper

When Better Automobiles Are Built; Buick Will Buildthem. Buick
When snow says no, Goodyear says GO! Go, go, Gaod@eodyear
Where America shops for value. Sears

Where the magic never ends. Alton Towers

World's Largest Hotel Chain. Best Western

Your best bet for a fuller flavour. Carling Blacklhel lager
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UDAJE PRO KNIHOVNICKOU DATABAZI

Néazev prace

Stylistic Features of the English Languag:
Advertising

Autor prace

Petra Zenklova

Obor

Ugitelstvi anglického jazyka

Rok obhajoby

2007

Vedouci prace

Mgr. Petra Huschova

Anotace

V této praci se autor zabyva jazykem
anglicke reklamy. To znamena, Ze na zak
teoretickych znalosti analyzuje pouzity jaz
reklamy zvla&t pak odchylky od &nych
norem.

yk

Kli ¢ova slova

Reklama, lingvistika, sémantika, lexikolog
jazykové nazvoslovi

e,
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