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Abstract: 

This study tried to analyze language of advertising from linguistic point of view and specifies linguistic means used in adve rtising 

texts. To this end one hundred and fifty English advertising slogans taken from various magazines were depicted and analyzed 

based on linguistic means used.   The work brings knowledge about the use of linguistic devices in print advertising. By analytical 

method, author found out the type and frequency of linguistic devices used in advertising slogans, even in relation to product 

specialization. 
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I. Introduction 

1.1 Preliminaries 

Advertising has become the part and parcel of present-day 

life. From everywhere around us, advertisements of diverse 

types attack our privacy. In spite of it, there is an attractive 

power, which is able to manipulate the consumer; an invisible 

voice of advertisement advocates, encourages, asks, 

announces and deeply embeds  into peoples’ minds. In last 

decades, the market glut of advertising caused the increased 

intention and interest in linguistic aspect of advertising. 

Advertising has become a science. People began to describe, 

analyze the linguistic means and evaluate the language trying 

to find out the principles, create new kinds of relationship 

between elements of language and improve the techniques, 

with the aim to be unique and maximize the effect at fu ll blast. 

Who might be interested in advertising language? Advertis ing 

texts are of great value for the analyses from linguistic, 

sociologist, sociolinguistic, psychological, and ethnologic and 

last but not least marketing point of view. Linguists are 

interested in language of advertising because they want to 

know how particular language works in this type of discourse, 

which linguistic means are used here and how advertising 

language is changing in the course time. Socio logists may be 

interested in the fact, how advertising influences the values, 

attitudes and behavior of the society. On the other hand, 

sociolinguists may study the effects of any aspect of society 

on the way language is used in advertising in the course of 

time. Psychologists may try to examine the effect of the 

advertising on human mind and motivation to fulfill material 

and social needs. Ethnology may find in this field a good 

evidence of how the culture of the nation has been developing. 

And market ing experts and advertising agencies are interested 

in the language of advertising to find the tricks how to make 

advertising more effective. English advertising explo its from 

the high adaptability of the English language. English enables 

the creators of advertisements to use word puns, figurative 

language, and to mix indiv idual styles and types of texts. 

Advertising unifies language, pictures, music; it contains 

informat ion, invokes emotions and imaginations, it can 

capture all five senses and, besides, it has social and practical 

aim. As a genre, it seems much diversified. There is often an 

interference of styles and registers; therefore, it is often very 

difficult to classify advertising stylistically. In this study, we 

show various aspects and forms of advertising discourse. 

II. Statement of the problem 

Advertisements are very important as many commodity 

providers depend on them to improve their sales. For example, 

Krista (2004) examines the effects of a good advertisement. 

She states that a good avertisement does more than explain 

and inform. It also persuades. It translates your facts and 

features into customer benefits.  Krista's words imply that 

copywriters of advertising have to be careful to produce 

effective adverts to best incite and encourage the consumer.   

Through observation of advertising, it becomes clear that 

exploring the linguistic means in advertisements slogans.  is of 

crucial significance without which there  can be a problemat ic 

issue due to the complexity of advertisement slogans and the 

difficulty of the discourse.  The aforementioned problemat ic 

issues may lead advertisements slogans inaccuracies that may 

cause message distortion. To deal with such problems, 

analyzing linguistic mean to a great extent can help solve the 

problem. There are very few works on this topic and 

unfortunately there is no research conducted directly targeted 

this topic in English advertisements slogans. Hence this study 

focuses on the analysis of discourse means in English 

advertisements slogans. 

 

III. Purpose of the study 

The aim of this research analysis is to determine the use rate 

of linguistic means used in advertising s logans, even in 

relation to product specializat ion. This study examines a 

sample of 270 advertisements slogans. Concerning on analysis 

of linguistic means in English advertisements  slogans.. The 

study identifies and categorizes the linguistic means in 

advertisements. Specifically, this study focuses on analyzing 

the advertising slogans. by special concentration on linguistic 

means.  

 

IV. Significance of the study 

The significance of this study arises from the scarcity of 

research on this topic. This study is considered a pioneering 

step in this field because through research, to the best of the 

researcher's knowledge, it is noted that just few papers tackle 

the topic of advertising slogan analysis by concentration on 

linguistic means. However, there is very few academic 

published works available that has directly dealt with the 

linguistic problems of English advertisements slogans. 
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Therefore this study has focused on analyzing advertisements 

slogans. by concentration on linguistic means .  

 

V.  Questions and hypotheses of the study 

1. What is the percentage of slogans containing ellipsis? 

2. What is the percentage of slogans containing phrasal verb? 

3. What is the percentage of slogans containing parallelism?  

4. Which of three tropes (metaphor, personification, 

polysemy/homonymy) is most widely used in advertising 

slogans and in which product specializat ion? 

5. On the basis of Leech’s ideas we suppose, that the most 

widely used auxiliary verbs are ‘can’ and ‘will’.  

6. On the basis of observation of the research sample, we 

suppose, that the majority of verbs is fin ite.  

7. On the basis of Leech’s ideas we suppose, that the majority 

of finite verbs is in present simple fo rm (due of timelessness 

of present tense) and the second are future forms of verbs (due 

to promise something). 

8. On the basis of observation of the research sample, we 

suppose, that the majority of slogans are of third person 

omniscient narrator. 

9. Because of the fact, that advertisements usually describe 

qualities that can be measured in degrees, we suppose that the 

majority of adject ives are gradable.  

10. On the basis of observation of the research sample, we 

suppose, that after basic form of adjectives (majority) the 

second most widely used form is comparative form.  

11. Slogans of which product specializat ion mostly use 

comparative ad jectives? 

12. Slogans of which product specializat ion mostly use 

superlative adjectives? 

13. On the basis of the fact that jewelry slogans put their 

attention to long-lasted tradition of their products (expressed 

in number of years), we suppose that the majority of numerals 

are used specially in jewelry slogans. 

14. On the basis of observation of the research sample, we 

suppose, that the most widely used sentence type is the 

imperative sentence type and the second most widely used is 

the declarative sentence type. 

 

VI. Defining the Concept of Advertising 

In this part of the work we would like to give the reader an 

idea what advertising is, how it was developed and which 

types of advertising exist. This part brings basic definitions 

necessary for the reader to understand the whole issue. 

Advertising is an inevitable part of our modern capitalist 

consumer society whose outstanding feature is its competitive 

fight. Cook (1996) maintains that advertising is not some 

external curiosity which we examine, from which we are 

separate and superior, but something of which we are part, and 

which is part of us. It is everywhere around us: in newspapers, 

in magazines, on billboards along the streets, on television, in 

radio, in means of public transport and any place the sponsor 

pays to distribute their message. The effects of the advertising 

influence us whether we like it o r not. 

 

VII. Advertising as Kind of Communication 

According to Widdowson (2000) human language serves as a 

means of cognition and communication: it enables us to think 

for ourselves and to cooperate with other people in our 

community. It fo llows that advertising is a kind of 

communicat ion between the creator of advertisement (in fact, 

the copywriter who substitutes the producer/seller and 

transfers his ideas into advertisements), and the consumer. 

 

 

VIII.   The Process of Communication 

As Vestergaard and Schroder (1985) postulated, in general, 

communicat ion is the process between at least two sides – the 

addresser (transmitter – speaker or writer) and the addressee 

(receiver – listener or reader). Between these two participants, 

the coded meaning (information) is transmitted through the 

communicat ion channel. Each communication is proceeding 

in given context o r situation. The communication process is 

represented in the following picture: Picture 1: the 

representation of communicat ion process ,  From this, we can 

clearly see that, in case of advertising, the addresser is the 

copywriter, and the addressee is the reader, the meaning 

transmitted is about the product (more specifically, an attempt 

to make the reader buy the product), the code (in the case of 

press advertising) is language and some sort of visual code, 

the channel consists of printed publications, and the context 

will include such features as the reader’s total situation (does 

he have the product already? can he afford it? etc.), the 

publication in which the advertisement appears, and last but 

not least the knowledge that the text is and advert. Therefore, 

we conclude that advertising is a kind of communication with 

its own principles. The addresser is a producer – a company 

that tries to persuade the addressee – a consumer - to buy a 

product. The code of the language has to be known by all 

participants of the communicat ion. The information 

communicated by the advertisement is not discussing 

everything about the product. It is incomplete because there is 

no space enough to describe the product into details. The 

informat ion only contains what the producer thinks the 

consumer needs to know. It always contains the name of the 

product and usually the information how it can benefit the 

customer. Goddard (1998) emphasizes the idea of narrator and 

narratees. She says that the writer is the person who constructs 

the text in reality (in advertising texts, the real writers are the 

copywriters and artists who work in an advertising agency’s 

creative department), while the narrator is the storyteller 

within the text. Copywriters  can construct all sorts of different 

narrators to convey to us the message, for example, a female 

writer can construct a male narrator, or an adult writer can 

construct a child narrator: 

 “She’s got more than me, mum.”  Narratees are, on the other 

hand, people who appear to being addressed. In fact, in 

advertising communicat ion a narratee is not a certain person, 

but at least a target group, or a whole public. The widest 

address forms to be given to a narratee in  an advertisement 

are: a) no address form at all (0) or b) ‘you’ (or the possessive 

form, ‘your’). In both these cases, any person reading the 

advert can feel addressed by it and not excluded from the 

communicat ion. The widely used pronoun ‘your’ symbolizes 

the closeness of the product to the consumer. A narrator might 

be:  

 

 The first person singular narrator ‘I’ – a character 

in the story itself; this kind of text sounds more personally; the 

narrator talks to us: “I’m a big looser.” “I am unique. 

Moissanite is me.” ”  

 

 The first person plural narrator ‘We’ – This may 

evoke the effect the whole company or association talks to the 

narratee. It makes a corporate impression: 

         

“We bring Olympic energy to your home.”  

 

 The third person omniscient narrator ‘He’, ‘She’, 

‘It’, ‘They’ or ‘0’– it is ‘an observer’ of events, telling us 

about actions or product: “In their eyes, they can tug forever.” 
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“Stop seeing broken hair everywhere.” “One just right for 

you.” 

 

IX.  Informational structure within the text – theme and 

rheme 

The textual structure can be studied not only from the point of 

view of the connection of the sentences to make up a text, but 

we can also consider it from the informational point of v iew. 

It means how we can structure units of information with in the 

sentences. Units of informat ion can be placed in various ways, 

according to the degree of their prominence. In case of 

sentence where unmarked end-focus principle is applied, the 

rheme (also called new, focal element; comment) is the 

informat ionally most prominent element of a tone group 

containing the new informat ion, while the theme (also called 

given, non-focal element; topic) is the least prominent element 

containing given informat ion, which is assumed to be known 

from the former text o r from the context. The most important 

informat ion goes at the end of the statement and the least 

important one, by contrast, at the beginning, functioning only 

for “announcing that the starting point of the message is 

established (Quirk et al. 1972). In following example, (and in 

most cases), the theme is the subject of the sentence, while the 

rest of the sentence is rheme. The hearer or reader usually 

expects this unmarked fo rm: “I wrote Ann a letter.” We put 

the characteristic accent (intonational nucleus) on the last 

stressed syllable of the tone group. “It is natural to place the 

new information after providing a context of given 

informat ion, so we can regard focus (identified prosodically) 

as most naturally and normally occurring at the end of 

informat ional unit. (Quirk et. al. 1972). In this case, the 

subject ‘I’ is the theme; the rheme is the rest of the sentence 

increasing the communicative dynamis m from‘ wrote Ann a’ 

towards the last word ‘letter’. This occurs very frequently also 

in advertising language, where copywriters  are in the habit of 

making short but condensed sentences. This evokes the 

impression of much new and important information within a 

short text. This technique saw its  ‘boom’ in the 1960s. 

Copywriters try to remove verbs at all, or to remove fin ite 

verbs and replace them by their non-finite forms, eliminate 

pronouns and create as short sentences as possible in order to 

“cut up the sentences into more informat ion units”, so that the 

same sequence of words will contain more focal elements 

rather than one. (Vestergaard and Schroder, 1985). Following 

advertisements offer examples:  “Jeans that fit. Beautifully.”  

Now we will consider the example as a single utterance: 

“Jeans that fit beautifully.” This does not mean the same as 

the original text. “The orig inal asserts that these are  jeans that 

fit (imply ing they fit well), presenting the verb "fit" as new 

informat ion, then following up with the further new 

informat ion that the jeans fit beautifully. In the revised 

version, only "beautifully" is new informat ion. Additionally, 

by segmenting the first utterance in the original as "Jeans that 

fit", the advertisement authors create the implication that there 

may be jeans that do not fit (well).” These advertisements 

reflect the quest to make the text more dynamic; the utterances 

are organized into smaller units to underline the content of 

each. In each group, there is new information, a new rheme, 

each containing its own nuclear accent. Nowadays, 

copywriters still remain creating text with short sentences full 

of important in formation about the product. However, many 

advertising texts are more compact; the text is an integrated 

unit, ordinary connected whole rather than some unnatural 

sequence of phrases. In the supplement A, we offer the reader 

an example  of an advertisement showing, how copywriters 

today compose the texts even into short narrations. 

 

Table 1  Linguistic Means Used in Advertising Language 

2.12.1. Phonological as pect 

2.12.1.1. Rhyme 

2.12.1.2. Rhythm 

2.12.1.3. Alliteration 

2.12.1.4. Assonance  

2.12.1.5. Graphic as pect of the text 

2.12.1.6. Transliteration 

2.12.1.7. Homophones 

2.12.2. Lexical and morphological as pect 

2.12.2.1. Verb phrase 

2.12.2.2. Noun phrase 

2.12.2.3. Adjectives 

2.12.2.4. Numerals 

2.12.2.5. Foreign words  

2.12.2.6. Intersexuality 

2.12.2.7. Formation of new words and phrases  

2.12.2.8. Idiomatic constructions  

2.12.2.9. Collocations 

2.13. Syntactic aspect 

2.13. 1 Sentence types 

2.13. 2.  Sentence structure  

2.13. 2.1. Schematic pattering  

2.13. 2.2. Ellipsis 

2.13. 2.3.  Incomplete sentences  

2.14. Semantic aspect 

2.14.1. Personification 

2.14.2. Simile 

2.1.4.3. Hyperbole 

2.14.4. Metaphor  

2.14.5.  Metonymy 

2.14.6.  Antithesis 

2.14.7.  Polysemy and homonymy 

 

Methodology 

 

X.  Research sample  

We observed the slogans from one hundred and fifty random 

advertisements from the sample of 48 different copies (25 

titles) of English-writ ing magazines from UK, USA and Iran. 

The sample d id not contain newspapers. The magazines were 

of various types: polit ical, technical, business-oriented, nature-

oriented, cooking-oriented, women magazines, tabloids and 

scientific. 

 

XI.  Research methods and process of research 

First we wrote out the advertising slogans and collected the 

research material. Once completed the list of slogans, we 

made a linguistic analysis of them (according to table 1) and 

determined the linguistic means used in each of them (as 

given in table 2). We made an overall observation and stated 

questions and hypotheses. Then we produced a table of 

attributes for exact enumeration of linguistic means (table 2). 

This table was the basis for the measurable evidence. From the 

table we could make the   general statistics and consequently  

interpret data. 
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Table 2 Descriptive Statistics of the Data 

Advertisement Analysis 

1 Mall seeds generate big ideas. CNN Dec.; antithesis; 2x grad Adj in basic form; metaphor: ‘s eeds’ = 

attempts, ideas CNN Dec.; antithesis; 2x grad Adj in basic form; metaphor: 

‘seeds’ = attempts, ideas 

2 Slow down. Pleasure up. Camel 2x Imp.;  2x Phr 

3 SCOTT SPIKER SHOOTS THE 

WORLD WITH A S IGMA LENS  

SIGMA  

Dec.; finV; present; active; name of the famous professional photographer 

represents the quality of the brand 

4 Refresh your Soul in Seoul Hiseoul 

Imp.; figurative: ‘make new thoughts, 

feelings and improve your 

state of mind’;  

a word pun 

5 I am my music. Nokia N series. See 

new. Hear new. Feel new. Nokia 

 

Dec.; 1st Sg narr.;  finV; present; active; metaphor: ‘I am music’; Nph; 3x 

Imp.; parallelis m; epiphora; assonance of /i:/ 201. image is everything 

Toshiba TV Dec.; finV;  present; active; metaphor 

6 Everybody, really everybody is 

welcome to Sunday Brunch! Radisson  

SAS Dec.; exclamat ion; finV; present; active; hyperbole; blending ‘brunch 

= breakfast + lunch); non-grad Adj; this advertisement was written also in 

Slovak and German language to emphasize that everybody is welcome 

7 NOT MANY THINGS KNOCK YOU 

OUT LIKE MIGRAINE 

BUT YOU CAN KNOCK OUT A 

MIGRAINE WITH RELPAX. Relpax 

Dec.; PhrV ‘knock sb out’ = 1. (informal) to surprise sb 2. to make sb  

very tired 3. to defeat sb; figurative: ‘migraine knock you out’; AuxV;  

antimetab  

8 DON’T JUS T APPLY! STYLE 

YOUR LAS HES! UP TO A 65% 

LIFT. A BOLDLY THICKENED 

LOOK. 

Maybelline mascara 2x Imp. negat.; ellipsis ‘…apply , but style…’; Nph; 

Num; ellipsis ‘It is up to… for a boldly thickened/ and have a boldly…’; 

parataxis; compound Adj ‘boldly thickened’ 

 

9 GET IT FIRST. GET IT FAST . shopvogue.com graphics: I in form of lipstick; 2x Imp.; parallelis m; 

anaphora; hyperbole 

10 Lift your spirits. BE 

COINTREAUVERS IAL Cointreau 

alcoholic drink  

 

2x Imp.; ‘lift’ = synonym of ‘raise’; homonymy: ‘spirits’ – a) a person’s 

feeling or state of mind b) ‘spirit’ as a strong alcoholic drink; id iom: 

figurative meaning: ‘raise sb’s spirits’ = to make sb feel more cheerful or 

brave + literal meaning : ‘raise the glasses with alcohol drink’; transliteration; 

grad Adj in basic form 

11 The new rush. Land Rover  Nph; metaphor; epithet; grad Adj in basic form;  polysemy: ‘rush’ =  

a) fast movement b) sudden demand for goods 

12 IN CAS E OF FIRE STOP, DROP & 

ROLL AROUND. 

fire spicy cinnamon chewing gum Dentyne 3x Imp.; PhrV ‘roll around’ = to 

be laughing so much that you can hardly control yourself.; Nph; 2x grad Adj 

in basic form; non-grad Adj; Picture shows two people rolling on the floor.  

13 This year, old man winter will be 

conquered by a little squirt. Olay 

body lotion 

Dec.; grad Adj in basic form; metaphor: ‘winter’ = o ld man; AuxV;  

metaphor: ‘a little squirt’ = body lotion  

14 Superior from every angle 

greenhouses  ellipsis  

 ‘It is/ They are superior…’; polysemy – ‘angle’ a) a position from which you 

look at sth b) a particular way of 15presenting or thinking about situation; 

non-grad Adj; hy16perbole 

15 The Iron Rose Bayer Garden 

 

Conn17otation ‘iron’ = ‘very strong and resistant’ like if it were fro18m 

iron; Nph  

16 Gladiators of the garden, advance and 

choose your weapons. 

Efco brushcutter addressing; metaphor – ‘gladiators’ are ‘brushcutters’; 2x 

Imp.; metaphor – ‘weapons’ = good knives, for example  

 The route to better photography 

Sekonic 

Nph; metaphor; grad Adj. in comparative form; ‘photography’ = metonymy 

for all photographs 

17 THE TOUGHER THE BETTER  Lowepro bags idiom ‘the…the…’; 2x grad Adj in comparative form  

18 Cameras at the ready, the 2004 Photo 

Award is here! Panasonic  

ellipsis ‘Have the cameras at the ready’; idiom ‘at the ready’ = ready for 

immediate use; exclamation; clipping 

19 Winning results, time after time  Pentax camera idiom ‘time after t ime’ = on many or all occasions; Nph; 

comma is 

used unnecessarily; non-grad Adj 

20 CATCH EVERY MOMENT. Olympus camera Imp.  
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Results of the research 

1. 20 % of all slogans (54/270) contain ellipsis; it means that 

on average a fifth of slogans uses ellipsis. 

 

2. 7 % of all slogans (18/270) contains phrasal verb, it 

means that on average a fifteenth of slogans uses phrasal 

verb.  

 

3. 11 % of all slogans (29/270) contain parallelis m; it means 

that on average a ninth of slogans uses parallelism. 

 

4. Our assumption was not correct. The most widely used 

sentence type is not the imperative one, as we supposed, but 

the declarative one (120/227). The second are imperat ives 

(85/227), then interrogatives (22/227). There were 130 noun 

phrases in research sample. Explanative sentences did not 

occur in the sample, although exclamat ions occurred. 

 

XII. CONCLUS ION 

In the theoretical part, we approached advertising as a type 

of communication between producer and consumer of the 

product. We analyzed and described basic principles of 

advertising printed texts. The theoretical part of the  study 

provided an analysis of language of advertising and served 

as a basis for the research part. To be able to make analysis 

of slogans in such extent, we had to include all the aspects 

of language – from phonological to semantic aspect. 

The results of the research confirmed the correctness of 6 in 

8 hypotheses and disproved the correctness of 2 in 8. We 

shall briefly o ffer the results of the research: 

 On average, every fifth slogan contains ellipsis. 

 On average, every fifteenth slogan contains phrasal 

verb. 

 On average, every ninth slogan contains parallelis m.  

 The most widely sentence type is declarative (53 %).  

 The most widely used auxiliary verbs are ‘can’ and 

‘will’. 

 The majority of verbs are finite (70 %).  

 The majority of fin ite verbs are in p resent simple form 

(86 %). 

 The majority of slogans are of third person narrator (92 

%). 

 The majority of adject ives are gradable (76 %). 

 The second most widely used form of adject ives is 

comparative form (19 %). 

 Comparative adjectives are mostly used in slogans for 

technique product specialization. 

 Superlative adjectives are mostly used in slogans for 

food product specialization. 

 The majority of numerals are used in slogans for 

automobile product specialization. 

 From the 3 tropes (metaphor; personification; 

polysemy/homonymy), metaphor is most popular 

among slogans and it is most widely used in slogans for 

jewelry product specialization. 

 Personification is mostly used by automobile slogans; 

polysemy/homonymy is mostly used by jewelry 

slogans. Idioms are mostly used by automobile and 

technique slogans. 

By the research we also discovered that the writers of 

advertising texts often use words like ‘new’ (+ words 

containing ‘new’: anew, renew) (16 t imes/sample), ‘just’ 

(12), ‘perfect’ (+ perfection, perfectly) (8), ‘real’ (+ really) 

(8), ‘better’ (7), ‘best’ (7), ‘first’ (7), ‘right’ (6), ‘only’ (5), 

‘complete’ (+ completely) (5). The values, which express 

the use of pronoun ‘you’ (27 times) and possessive form 

‘your’ (57 times) in research sample confirm the intention of 

the copywriters to come closer to the consumer and evoke 

the feeling of intimacy. The correctness of the theory of 

Vestergaard and Schroder (1985) has been in our research 

certified. We have found 11 cases of using the verb ‘get’, 

but any case of a verb ‘buy’. We observed that the informal 

style of advertising language predominates over the formal 

style. We found the formal style of writing only in scientific 

and business types of magazines. In scientific magazines, 

there occurred advertisements for a specific group of people 

– scientists, doctors, physicists; the vocabulary was 

technical and incomprehensible for common people. The 

linguistic means were the same in all types of magazines. 

We hope that the diploma thesis will contribute to the 

present knowledge about advertising language and will 

introduce new facts, findings and observations on such 

creative and extremely interesting discourse. We believe 

that it will be useful and contributing for all who are 

interested in English language and its multip licity 
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