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onucyrThcs Tak: —I had asked him whether anything was stirring, and for answer he had shot
his long, thin, nervous arm out of the sheets which enveloped him and had drawn an envelope
from the inside pocket of the coat which hung beside himl [5, c. 3]. B mepexmani ypoBok
BIITBOPEHUH, TAaKOXX BUKOPUCTOBYIOYHM MOMIOHMN mpuitom: —f cnumas Xoimca, wu mae 6iH
3apasz wocsv yikase, 3amicmov 8i0N0GI0I MOl GUCYHY8 C80I0 0062y, MOHKY, HEP8O8Y PYKY 3-Nni0
npocmupaona, 8 sike 06y8 3aKymanuil, i 0icmae 3 KUeHi naivma, wo eucilo nopyd, kousepml
[1]. Kpim nporo, aBTop nonae onucy ocoducrocti llepnoka Xonmca 3a gonomororo ciiB he had
shot his long, thin, nervous arm, BKa3yro4uu Ha T€, 10 T€POil € HECITOKIHHIM.

Ille onmiero xapakrepHoro pucoro crtumo Aptypa Konan J[lolina € BHKOpHCTaHHS
BEJIMKUX Ta JETaJbHUX OIMMUCIB, JI1 TOTO 00 CTBOPUTHU aTMOoc(epy Ta TOH HABKOJIO MOAIi, fKa
HaOmmxaeTbes. Ha moyarky onosinanns —~The Lion‘s Manell aBrop omucye noxkairo: —My villa
is situated upon the southern slope of the downs, commanding a great view of the Channel. At
this point the coast-line is entirely of chalk cliffs, which can only be descended by a single, long,
tortuous path, which is steep and slippery.l [5, c. 164]. ABTop nepekiany TakoX BUKOPHCTaB
MIPUIOM JICTAILHOTO OIKCY JUIS TIOSICHEHHS YMTAadeBl OTOYCHHS Ta arMocdepu: —Mos ginia
cmoimov Ha NiGOeHHOMY cXuli sucouuru Jlayuc, i3 aKoi 6i0Kpusaemvcs 2apHutl kpaesuo Ha Jla-
Manw. bBepee y ybomy micyi — cyyinbHa KpeuosaHa Cmina, i Cnycmumucs 00 600U MONCHA TUULe
0082010, 36UBUCNIOI0 CIMENCKOIO, KA Oydice Kpyma U kog3zvka.l [1].

Omxe, mepekianadyaM HEOOXIAHO pPO3YyMITH BAXKIWBICTh BIATBOPEHHS CTHIIIO aBTOpA.
OpHak TakoX BapTO MaM‘STaTH, IO HEMOXJIMBO TMEPEKJIACTH TBIp, HE 3aJIMINUBINU BIACHHX
CHiJIIB, TOMY IO MEpeKIagady — e TaKOXX 1HJWBIIyalbHICTh 13 BIACHUMH MapKepaMu CBOTO
CTHIIIO.
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STYLISTIC FEATURES OF ENGLISH ADVERTISING SLOGANS

An advertising slogan is a short catchy phrase that is used to sell a product or service
making it memorable. Primarily, it is aimed at the creation of brand awareness and its promotion
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on a particular market. It can be presented in plenty of different ways both in written and spoken
mode, frequently being combined with the company logo or some other branding visual and/or
audio elements, creating a consistent multichannel marketing message. As a result, linguistic and
stylistic features of an English advertising slogan still attract a lot of attention in contemporary
studies.

Overall, persuasive pragmatic function to motivate customers to take an action, namely to
purchase a product or service, to visit a website, or to engage with a brand appears to be
dominant for an advertising slogan. In order to perform this function advertisement developers
employ varied linguistic strategies to transmit their messages to the target audience. One of them
is the application of versatile stylistic devices, which are mainly examined in modern linguistics
in terms of fiction literature. Therefore, the purpose of this research is to analyze the stylistic
features of English advertising slogans that are commonly used to promote products and services
on television, print and social media.

Taking into account different possible channels of advertisement delivery, stylistic
devices in advertising slogans function at all the language levels: 1) graphic; 2) phonetic; 3)
lexical and semantic; 4) grammatical and syntactic; 5) syntactic and lexical.

At the graphic level, they are represented in written / printed slogans and mainly involve
graphons. They are stylistic devices involving intentional violation of a graphical form of a word
or word combination used to reflect its original pronunciation. For example, I‘'m here just for
DONUTS. Beanz Meanz Heinz. At this level different fonts and capitalization options are also
widely used (Discover the Magic of Our Product! — Baby Magic).

Phonetic stylistic devices include alliteration, assonance, onomatopoeia, rhythm and
rhymes, which are actively applied in slogans delivered in oral mode, converting them into
catchy and memorable lines sticking to the consumers® minds. Alliteration is a phonetic stylistic
device based on the repetition of similar consonant sounds in close succession, especially at the
beginning of the words following each other. Due to alliteration application, slogans appear to be
special even without visual cues and easily recognizable with the first sounds. A good example
of this would be: Melts in your mouth, not in your handsl — M&Ms. The repetition of the
consonant -ml in -melts in your mouthl creates a sense of smoothness and creaminess that is
ideal for a candy brand. Another example is Maybelline‘s slogan -Maybe she‘s born with it.
Maybe it s Maybellinel which uses alliteration combined with repetition and even pun to create
a sense of confidence and beauty.

Rhyme is another phonetic device widely used for advertising slogan development that
features the repetition of identical or similar concluding syllables in different words. It creates
even higher memorable effect, however, requires more efforts from the developer. Here are a
few examples of rhyming words employment in advertising slogans: -The quicker picker-upperll
— Bounty, -For a body that's tight, try Spritell — Sprite. The given examples represent different
rhyming strategies from the viewpoint of brand name involvement into the rhyme or not.

At the lexical semantic level, the most widely spread stylistic devices are metaphors,
epithets, puns, and humor. Metaphor is a lexical semantic device in which one thing is
represented in terms of the other based on their similarity: COKE. Taste the feeling (Coca-Cola).
Unwrap a Smile (Debbie Cakes). Refresh your Roots (Tusker). Passion you can Taste (Starbucks
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Coffee). Brew a better day (Green Mountain Coffee), etc. Personification as one more variation
of metaphor appears to be rather productive in advertising slogan development. It consists in
giving human characteristic features to nonhuman things or inanimate objects: Red Bull Gives
You Wings. Twix & Tea. happy Together. Epithet is a lexical semantic stylistic based on the
interplay of emotive and logical meaning in an attributive word or word combination used to
characterize an object from the subjective point of view: Perfectly Aged (Sunrice Pishori Rice).
Puns are witty plays on words that rely on the multiple meanings of a single word or the
similarity between two words (paronymy). They add humor and wittiness to an advertising
slogan: You donut want to miss this deal!l invented by a bakery to present their special offer on
donuts; Burger up your life! offered by fast food outlet. We're here to dish out smiles used by a
catering outlet to emphasize their willingness to create a positive dining experience. It's tea-
riffic! invented by a tea shop to promote their range of teas where pun is incorporated into
epithet.

Humor is a complex stylistic device based on the simultaneous application of different
means aimed at creating funny and entertaining effect: You're not you when you're hungry
(Snickers); Our pizza is so cheesy, it'll make you smile like the Mona Lisa! (pizzeria).

At the grammatical syntactic level, we find plenty of repetitions (This is a value. This is
McDonald‘s. Love a Burger, Love a McDonalds) and parallelisms. While similes dominate at
the syntactic and lexical one: Breakfast without orange juice is like a day without sunshine.

In conclusion, stylistic devices play a crucial role in creating company, brand, and
product slogans, making them unique, memorable, easily identifiable and recognizable as well as
persuasive.
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AKTYAJIBHI TPOBJIEMU MI)KKYJIbTYPHOI KOMYHIKAIIII B KOHTEKCTI
AJIATITAIIT THO3EMIIIB B KPATHAX €C

3Bakaroud Ha pI3Ke 3pPOCTaHHS TEMIIIB Ta 3MiIHY XapakTepy MIrpamiiHuX MpOIECiB
HaceleHHsd YKpaiHu 1o kpain €Bponeiicbkoro Coro3y BHACHIIJOK BiliHH, ICHYIOYI IpoOiemMu
MDKKYJIBTYPHUX KOMYHIKaTUBHUX MpPOIECiB HAOyBaroTh 0COOJIMBOI 3HauymocTi. barato Hammx
CHIBBITYM3HUKIB  CTHKAIOThCA 13  PI3HOMAHITHUMH  HEMOPO3YMIHHSMH Ta  TOJACKYIH
pO3uapyBaHHSIMH, OYYBAIOYH ce0e «IYKHHIIMU» Y HE3HAHOMOMY CYCHIIBCTBI Cepel JOICH,
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