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CraTTs npucBsiueHa TOCITIHKEHHIO 0COOIMBOCTEN BKMBAHHS (POHOCTHIIICTUYHUX 3aC00iB
y aHIJIOMOBHOMY DPEKJIaMHOMY IHUCKypCl. YBara HpUIUISIETbCS BUBYEHHIO CYTHOCTI MOHATTS
«peKJIaMHUI JUCKYpC» Yy CYYaCHHUX JIHTBICTUYHUX JOCHIIKEHHSX. byno mociimxeHo
TUIOJIOTIYHI OCOOJMBOCTI AHTJIOMOBHOTO PEKJIAMHOTO IHCKypcy. B ymoBax rmoGanbHOi
KOMYHIKaIlil peKkJaMHUN JTUCKYpC CTa€ MAacCOBHUM 1 HaOyBae CBOIX mparmacrnenuiyHux puc, sKi
BIJIPI3HAIOTH WOTO BiJ BCIX IHIIMX THUMIB JUCKYPCIB, MEPII 32 BCE 32 CBOEK BCEOCSKHICTIO 1
OaratopiBHeBicTIO iH(oOpMalii, Mo nepenaeTscsa. PexkiiaMHUN AUCKypc TpencTaBisie co0O0r0
CKJIQJIHAH COIIOKYIBTYPHUH ()EHOMEH 3 KOHKPETHUMH IUISMH, JO SKHX BiIIHOCHMO BILTUBOBY,
comianbHy, iHGopManiiiHy Ta eKOHOMIUHY I(iIi. [ pyHTOBHUIA aHaIi3 aHTJIIOMOBHOTO PEKJIAMHOTO
JTUCKYpCY JO03BOJIMB BUAUIMTU HACTyNMHI (OHETHUYHI 3acoOu, MpEACTaBleHl y TaHOMY THII
JTUCKYpCy, a came: aiiTepallisi, acOHaHC, 3BYKOHACTiAyBaHHs, €B(OHIs, KOTpa SBJISE COOOIO
POIIOBE TOHATTS, IIO BKIIOYA€E y ceOe pi3HOMaHITHI CIIOCOOM Oprasizaiii 3ByKOBOTO IOTOKY —
put™, pumy, emidopy, anadopy, amiTepariro, acOHaHC, TUCOHAHC Ta IHII BUAM 3BYKOBHUX
MOBTOPIB. YBary npuIijiecHO BUBYECHHIO OCOOIUBOCTEN BKUBAHHS 3ac00iB eB(OHil, PoHETHUHOT
Kommpecii, opdorpacdiyHOro MOPyIIeHHS Ta 3BYKOHACIITyBaHHS.

Kntouoei cnoea. aHrioMoBHUN pekJIaMHHUI JUCKypC, (poHema, 3BYKOHACHiTyBaHHS,
(dhoHETHYHA KOMITPECis, pUMa, PUTM, alliTepallis, aCOHAHC, €B(OHIS.

CraTesl TOCBsIIIIEHA HCCIEAOBAaHUI0O OCOOCHHOCTEH ymoTpebineHus: (OHOCTHIMCTUYHHUX
CPEICTB B AHTJIOSI3BIYHOM PEKIaMHOM TUCKypce. BHUMaHue ynensercs U3y4eHHIO CYIIHOCTH
MOHSTHS «PEKJIAMHBIH JIUCKYpPC» B COBPEMCHHBIX JIMHIBUCTHYECKHX WCCIICJOBaHHUIX. B
YCIIOBUSAX TJIO0QJIBHOH KOMMYHUKAIIMA PEKJIAMHBIA JUCKYpPC CTAHOBUTCS MAacCOBBIM U
npuoOperaeT mparMacnenupuyeckue dYepThl, KOTOPbIE OTJIWYAIOT €ro OT JPYIHX THIIOB
JTUCKYpPCOB, TIpEXaAe Bcero Omaromaps BCEOXBATHOCTH M MHOTOYPOBHEBOCTH HH(OpPMAIIHH,
KOTOpasi mepenaeTcsi. PekiiaMHbBINH TUCKYpC TIPEACTABISIET COOOM CIIOKHBIA COIMOKYIbTYPHBIN
(EHOMEH ¢ KOHKPETHBIMH IICJIIMH, K KOTOPHIM OTHOCHM BIIMSATEIBHYIO, COIHAIBHYIO,
WHOOPMATUBHYI0O W OKOHOMHYECKYI0 1enu. OOCTOSTEeNbHBIM aHadN3  aHTJIOS3BIYHOTO
pPEKIaMHOTO  AWCKypca TO3BOJMJI  BBUICTUTH  CIeAyIolue (OHETHYECKHE CPE/ICTBa,
Npe/CTaBJICHHbIE B JIaHHOM THIE JHCKypca, a WMEHHO: aJuluTepalys, acoHaHC,
3BYKOIIO/IpaskaHue, IBGOOHHS, KOTOpasi MPECTaBIsIeT OO0 POAOBOE MOHATHE, BKIIIOUYAIOIIEE B

ce0si pa3sHOOOpa3HbIE CIIOCOOBI OpraHU3allMKd 3BYKOBOI'O MOTOKa — PHUTM, pupmy, snudopy,



anadopy, alTuTepaIuo, aCCOHaHC, JUCCOHAHC U IPYTryue BUbI 3ByKOBBIX TTOBTOPOB. BHUMaHMe
VIENEHO W3YYCHHIO OCOOCHHOCTEHW ymoTpebneHus cpeiactB  eBdoOHIl, (QOHETHIECKOU
KoMIIpeccud, opQorpapuueckoMy HapyIICHUIO U 3BYKOIIOIPasKaHUIO.

Knroueevle cnoea. aHTNOS3BIYHBIA PEKIAMHBIN THUCKYpC, (OHEMA, 3BYKOIOApaKaHUE,
dboHeTHYEeCKass KoMrpeccus, pudma, puT™, aJTTUTEPAIIUS, aCCOHAHC, SBPOHHMS.

The article is devoted to the study of the peculiarities of the use of phonostylistic means in
English advertising discourse. A peculiar attention is paid to the study of the essence of the
concept "advertising discourse™ in modern linguistic research. The typological features of
English advertising discourse were investigated. In the context of global communication, the
advertising discourse becomes massive and acquires its pragma-specific features, which
distinguish it from all other types of discourses, especially in its overall and multi-level
information transferring. English advertising discourse is a complex socio-cultural phenomenon
with specific goals, which include influential, social, informational and economic goals. A well-
grounded analysis of English advertising discourse has allowed to distinguish the following
phonetic means presented in this type of discourse: alliteration, assonance, echoism, euphony,
which is a general concept that includes a variety of ways to organize the sound flow — rhythm,
rhyme, epiphora, anaphora, alliteration, assonance, dissonance, and other types of sound
repetitions. A special attention is paid to studying such phonetic means as euphony, phonetic
compression, breach of spelling norms, onomatopoeia. It was also defined, that the use of
phonetic compression converts the advertising text into spoken English, making it clear and easy
to perceive by all segments of the population. In addition, this kind of simplification of the
grammar of the advertising text contributes to its rhythmization, and sometimes also helps in the
creation of rhymes. Phonostylistic means of English advertising discourse were analyzed from
the point of view of the role they play in the impact on the recipient, and how they cause certain
associations with the advertised products or services.

Key words: English advertising discourse, phoneme, onomatopoeia, phonetic
compression, rhyme, rhythm, alliteration, assonance, stylistics.

Advertising is a dynamic, fast sphere of human activity that is constantly
changing. The rapid development of the advertising industry has become one of the
brightest phenomena of socio-cultural reality of the last decade. As a result of the
increasing influence of the language of advertising on society, a particular attention
of the researchers to communicative, linguistic, stylistic and other features of

advertising texts, as well as interest in the specifics of the perception of advertising



by representatives of various social, age and gender groups, was reflected in a
number of linguistic publications.

Advertising is the text, the dialogue between the manufacture of goods and
the potential buyer [2, p. 13]. In modern linguistics, the notion "text" and
"discourse™ is sometimes used as synonyms, but these are two totally different
concepts. Van Dyke differentiates the notion of discourse and text as follows:
discourse is the actual pronounced text, and the text itself is the abstract
grammatical structure that is being pronounced. Discourse is a concept that deals
with language, actual speech activity, whereas text is a concept related to the
system of language or formal linguistic knowledge, linguistic competence [7].

Advertising discourse can be classified depending on the sphere of its usage
(commercial, social, political), means of distribution (press, radio, television, the
Internet), the way of influence (figurative, associative, subject, emotional,
rational), and others. Each type of advertising discourse has its own specific
features, but the key to all types of discourse is the concision, reliability, dynamism
and clarity of information provided.

Like any text, the advertising text is built according to certain rules and has a
common structure that includes four main parts: a slogan, a title, a main text, an
echo phrase. In order to influence the potential buyer and achieve the desired
effect, advertisements employ a wide variety of linguo-stylistic means.

Phonetic stylistics, or phonstylistic, includes all the phenomena of the sound
organization of poetry and prose: rhythm, alliteration, onomatopoeia, rhyme,
assonance, etc., considering them in the aspect of the presence of a stylistic
function [1, p. 11-12]. At the phonetic level, there are stylistic techniques, which in
the majority are a combination and alternation of sounds. The phonetic tools of
English stylistics include: (1) phonemes frequency use in texts of different
linguistic styles; (2) sound repetitions, their correlation and functions; (3) rhyme;
(4) sound reproduction and onomatopoeia [4, p. 48-49].

Phonetic repetitions can appear in the text on the verge of phonetic and

lexical, phonetic and morphological levels. Anaphora, epiphora, alliteration,



assonance can be viewed as phonetic repetitions. Alliteration is often used in
poetry, where it "creates a certain melodic and emotional effect, but it is used not
only in poetry, but also in prose, and is a means of sound organization of an
utterance, that increases its expressiveness™ [3]. Rhyme is the repetition of more or
less similar combinations of sounds, linking the end of two or more symmetrically
placed lines or parts of verse lines [5, p. 348].

Euphony is an essential part of English advertising discourse, without it any
advertisement would lack harmony and expressiveness. According with
A.N. Morokhovskiy euphony is considered to be “the optimal coordination of the
sound and semantic aspects of the utterance” [4, p. 49].

An example of an advertising slogan that uses rhyming as a means of
euphony may be the promotion of coffee "Folgers coffee".

The best part of wakin ‘up ... is Folgers in your cup. (Youtube, retrieved
10.05.2017).

This well-known advertisement is characterized by rhyming of the last
words of the slogan line — wakin ‘'up — cup, which creates a sort of manifest of
vivacity and encourages the consumer to buy and drink in the morning exactly this
coffee.

Rhyming is used to enhance the pragmatic effect of this advertising text on
the recipient; the sound of a simple rhymed text is easy to remember, it is etched in
memory, causing tolerant associations with the brand being advertised.

Rhyming is often used in videos, where the popular means of attracting the
addressee’s attention, influencing him/her is the use of poetic texts and songs.
They ensure the imposing of a certain advertising motive, melodies become
consistently associated in the consumer’s mind with this or that product brand. One
of the bright examples of such an advertising trick is the use of a catchy song in
“Venus” razor advertisement.

She's got it

Yeah baby, she's got it



Well, I'm your Venus

I'm your fire (Youtube, retrieved 27.10.2017).

The rhythmization and rhyming are also observed in the slogan for the
“Toshiba” product advertisement.

Take Toshiba, take the World (Youtube, retrieved 12.11.2017).

Rhythmization belongs to one of the traditional means of organizing
advertising text, which fully corresponds with its pragmatic focus.

Another means of organizing a sound flow in English advertising discourse
is alliteration — a special stylistic devise, the purpose of which is to create an
additional musical melody effect by repeating the same consonants in an utterance
[6, c. 87].

In English advertising discourse alliteration is often used as a device of a
certain emotional tone creation, corresponding to the content of the utterance; it is
also an effective expressive means. An example of an emotional impact on the
recipient with the help of alliteration is observed in Jaguar’s advertisement. — Do
not dream, drive it, where alliteration enhances the effect of the call, which is
contained in the text of the advertisement. In addition, combination of consonants
dr creates an effect of an engine sound reproduction. Alliterations are widely used
in advertising texts aimed at female audience. For example, the “Estee Lauder”
cosmetic line uses alliteration in their advertising slogan Fresh Fast Fabulous,
where each word starts with the letter f.

Phonetic compression and onomatopoeia are both potent phonostylistic
means of English advertising discourse. Phonetic compression foresees the
reduction of auxiliary verbs, that is, the reduction of the initial letters of auxiliary
verbs. For example, not will, but rather 'll, or not are, but "re. For example, in an
advertising slogan of the movie "Superman™ — You'll believe a man can fly — the
phonetic compression °// of the auxiliary verb will serves two purposes: to
economize time and energy and influence the addressee through alliteration —

palatable repetition of the letter I.



Phonetic compression is used not only in advertising posters, it is often
employed in videos that usually show a certain lifestyle, and therefore characters’
speech should be as close to everyday native speakers’ communication as possible.

For example: If you've never tried to juicy cheese iconic feedback, it's just
right if u wanna start! (Youtube, retrieved 25.09.2017).

The use of phonetic compression brings the advertising text closer to spoken
English, making it clear and easy for perception by all segments of the population.
Moreover, this kind of grammar simplification of the advertising text contributes to
its rhythmization, and quite often it helps to make rhymes. Phonetic compression is
a characteristic feature of English advertising discourse, it is widely and efficiently
used.

Another phonostylistic means of English advertising discourse is
onomatopoeia. Echoism, as a stylistic device employed in advertising discourse,
foresees that sounds are selected in such a way that their combination would be
immediately associated by consumers with the manufacturer (or the source) of this
sound. This technique is quite often used to advertise food, simulating the sounds
of pleasure that are usually produced by absolutely satisfied people tasting a
delicious food or a drink. For example, for advertising the energy drink AMP they
use slogan “AMP. Mmmm. Energy ”; for tinned soup Campbell's they created the
slogan “M'm! M'm! Good!”. Such slogans are meant for involuntary memorizing
and they serve their purpose to be recognized immediately by a certain target
group.

The conducted research proves that English advertising discourse is rich in
different phonostylistic devices that include such phonetic means as alliteration,
assonance, onomatopoeia. Euphony that includes a variety of ways to organize the
sound flow, among which rhythm and rhyme are essential for advertising
discourse, together with the effective employment of other phonostylistic devices
guarantee deep and lasting impact on the addressee and that, in it’s turn, ensures

the programmed by manufactures activity — purchase of an advertised product. The



prospects of the research we see in thorough comparative analysis of phonostylistic

devices used in Ukrainian, German and English advertising discourse.
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