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CTHWIIMCTHNYECKHUX CPEACTB B PEKJIAMHBIX TEKCTAX

T'anuxanosea @ap3anua Ynomacoena

Acnupanm kaghedpvl meopuu u npakmuky npenooasanusi UHOCMPAHHBIX A3bIKOG
Hucmumyma unonoeuu u medxckynrvmyprou kommynuxayuu, K@V, accucmenm
Maenemoaesa /Juana Hauneena
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AHHOTALIUA

B crathe B COMOCTaBUTENHLHOM acCHEKTE HCCIICAYIOTCA 0COOEHHOCTH PEKIIaMHOI'0 fA3bIKa Ha MaTc¢puajic
PYCCKO- M aHIJIOA3BIYHBIX PECKIAMHBIX TEKCTOB. COBpeMeHHBIﬁ ouzHec COCPEAOTOYUCH HA PIHOYHBIX OTHOILICHUAX
" peKilaMa, B JaHHOM CjIydac 3aHMMACT KIIFOYCBYHO MMO3UIIUIO. SI3BIK PCeKIaMbl MPEACTABIIACT CHCHUATBHYIO
001acThb HU3y4YCHUA JUIA COBpeMeHHOﬁ JIMHTBUCTHKH. JIMHTBHUCTHI MNpoBOAAT aHAJIN3 q)YHKI_[I/IOHaJ'ILHO-
CTHIINCTUYECKUX OCOOEHHOCTEHN s3BIKa PCKIaMBbl. H.[I/IpOKO HU3BECTCH (baKT, YTO HAaHHOro poJa TEKCThI
CTUJIMCTUYCCKHU OKpAlI€CHbl W HOCAT ﬂpKI/Iﬁ XapakTep. Z[aHHaiI CTaTbsl IIOCBALICHA H3YyYCHUIO HpO6J’I€MbI
JIMHTBOIIpArMaTu4€CKoro acrekra CHHTAKCHYCCKUX CTUIIMCTUYECKUX CPEACTB, NMPUMCHACMBIX B IIPOLECCE
CO3/1IaHHA aHIJIO- U PYCCKOA3BIYHBIX TEKCTOB, B YaCTHOCTH, OM3HEC-TEMATHKU. ]_[e.l'[b JAHHOI'O HCCJIICOAOBAHUS
OIMMCAaTh 0COOEHHOCTH Q)yHKHI/IOHI/IpOBaHI/IS[ JAaHHBIX CTHJIMCTUYCCKUX HpI/IéMOB, CpPaBHHUTDH UX C HpaFMaTquCKOﬁ
TOYKH 3PEHUS B aHTIMICKOM M PYCCKOM s3bIKax. B paboTe Tak e onpeneneHsl Hanbojaee pacpocTpaHEHHBIE
CHHTaKCHUYeCKHE MPUEMBI B TEKCTAX JEJIOBOW PEKIIAMBI.

ABSTRACT

The article examines features of advertising language in the comparative aspect on the material of Russian
and English advertising texts. Modern business sphere is focused on the system of market relationships and
advertising in this case takes a key position in our life. Language of advertising presents a special field of study in
modern linguistic studies. Linguists deal with the analysis of functional-stylistic features of advertising language.
It is widely known that such texts are stylistically colored and vivid. This article is devoted to the problem of
linguopragmatic aspect of syntactic stylistic devices used in the production of advertising texts in English and
Russian, especially of business terms. It describes the syntactic devices used in advertising texts. The purpose of
this study is to describe the way these devices function in the advertising texts, to compare their pragmatic features
from the linguistic point of view in English and Russian languages. The authors also provide the lists of the most
powerful syntactic stylistic devices used in Russian and English advertising texts in business sphere.

KuroueBbie cjioBa: S3BbIK PEKIIaMBbl, JMHIBOIIparMaTuka, CHHTAKCHYCCKUE CTHIMCTUYCCKHUEC CPEACTBA,
putopuieckne GUrypsl
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1 INTRODUCTION Scientists like D.E.Rozental, N.N.Kokhtev,
The language of advertising interested and has Bernadskaya J.S., Serdobintseva Y.N., D.Ogilvi,
been interesting many Russian and foreign linguists.  F.Jefkins, D.Dell, T.Linda, A.Goddard, Bove K.L,
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Arens U.F. etc. devoted their scientific researches to
this matter.

Some researchers understand advertising in
business as “a form of marketing communication
employed to encourage, persuade, manipulate, or
influence an audience (viewers, readers or listeners;
occasionally a particular group) to take or continue to
take some action” [1]. The others consider advertising
as “one of the most obvious “aids” in the study of the
language and modern society can be advertising in all
its diversity” [2].

In the article by Kuzmina Y.K. devoted to the
language modeling of advertising texts in Russian,
French and English languages the fact that American
advertising is characterized by pragmatic set on selling
is stressed [3].

There is an interesting point of view in Siilleyman
Eroglu’s article devoted to the study of advertising texts
from cultural and linguistic points of view saying that
advertisement “leads people voluntarily to a specific
opinion”, the information that it provides, draws
consumers’ attention to the good, service or an idea and
aims at making people adopt some idea or attitude [4].
The importance of the advertisement is also seen in the
minimizing the “growing distance between the
producer and the consumer of the product”. One of the
means of achieving advertisers’ aims is the use of
stylistically colored vocabulary in their texts.

Business advertising focuses on specialized
product and services, which include industry, trade,
specialists and agriculture.

According to F.Jefkins, there are 2 aims of
advertising:

1.“introduce potential clients your firm, product or
service”’;

2.“persuade people to test the product or service,
and after the test buy it once more” [5].

«In linguistics there are different applications that
contribute to the implementation of different research
that requires analysis of texts» [6].

The focus of this article is on the syntactic features
of Russian and English advertising texts and their
comparison in the stylistic way.

We also consider that knowledge of advertising
language is also one of essential parts of
communicative culture which is also formed during
foreign language learning.

2 METHODS

The materials were advertising texts of Russian
and English business journals like Forbes (Russian and
English versions), The Economist, Firm Secret. 400
advertising texts were analyzed, including 267 English
and 133 Russian ones.

The methods used include the following ones:

-continuous sampling method;

-comparative-typological method;

-descriptive method;

-contextual analysis;

-quantitative analysis;

-valence analysis method.

3 RESULTS AND DISCUSSION

From the syntactic point of view advertising texts
are characterized by the following features:

I)conciseness, information compression;
2)vividness, dynamism, quickness;
3)expressiveness;

4)persistence, imperativeness, motivation;

5)actualization, highlighting the most important
information in the text [7].

Laconism is one of the key requirements
concerning the advertising texts. It is due to the lack of
time of the consumer and an expensiveness of the
advertising ground. Extralinguistic economy is reached
through the compression of the information giving it in
short, 1 part, elliptic sentences. For example, New
prime London invest from £695000; Stroit bystro,
kachestvenno i navsegda (Pagano) (Builds fast,
qualitatively and forever); Uluchshaeym rabochiye
usloviya kajdogo sotrudnika (We improve the working
conditions for all employee) (Philips).

Elliptic sentences add dynamism to the advertising
texts (in Russian they use — instead of the missing
object and make a pause when pronouncing). For
example, V novyi god — besplatnyi raschetnyi schet
(Sberbank) (There’s a free payment account in a New
Year); Kazhdomu sotrudniku — «Svoy korporativnyi
bezlimit» (MegaFon) (For each employee — personal
unlimitied services). Due to the use of such
constructions the effect of “hurrying speech” is
achieved.

Incentive character of the advertising text is also
formed due to the use of devices like:

-appeals, playing an important role in establishing
contact with the addressee;

-imperative sentences like Otkryvaite noviye
gorizonty! (Discover new horizons!); For further
information please contact (Savills);

-question-and-answer forms Looking to succeed in
your next executive role? Find your next programme
via The Economist Executive Navigator, the online
directory of more than 2,000 courses offered by
business schools around the world,;

-segmented structures that are phrases divided in
parts. For example: Audi A8 L. Ideal’naya model’
biznesa (Ideal business model) (Audi A8 L).

During the study it was found out that in English
advertising texts of business sphere the mostly used
syntactical stylistic devices are anaphora, rhetorical
question, parcelling, detached constructions.

Anaphora presents a kind of lexical repetition and
its pragmatic aspect lies in the strengthening of
expressiveness. This syntactic device is widely used
both in English and Russian advertising texts. Example:
«lt’s time data worked for you and not the other way
around. It’s time to transform data from freight into
fuel» (Veritas) [8]; Tol ko vam. Tol ko etoi zimoi! (Only
for you. Only this winter!) (Jaguar Care) [9].

Parallelism is seen as using elements in sentences
or other parts of utterances that are grammatically
similar or identical in structure, sound, meaning. [10]
Example: What do investors see as the most pressing
areas for reform? What are the most vital
infrastructure needs? [11]; Eto sovershenno novyi mir,
gde innovatsii i mnogofunktsional’nost’ reshayut vsyo
(This is a completely new world, in which innovations
and multifunctionality decide everything). Mir, gde
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potrryasayuschaya  dinamika  sochetaytsya s
praktichnost ’yu i komfortom (Jaguar car) (The world in
which splendid dynamics is combined with practicality
and comfort).

Chiasmus is a kind of parallelism thus two
parallel members of a sentence are in a reversed order,
mirror reflection of utterance parts. We help our clients
use analytics to turn data into insight, insight into
action and action into tangible results (Accenture
Analytics).

Rhetorical question plays an important role in the
expressiveness intensifying, makes the text more vivid,
helps to make contact with the consumer. Question and
answer form attracts the reader’s attention to the
advertising text, motivates him to self-thinking. Such
construction creates an ease of the narration. Example:
How do we pass on our values? (UBS) [12]; Have you
been everywhere yet? (Turkish airlines) [12]; Zvuchit
kak mechta? Mazda delayet vashi mechty real nymi!
(Mazda) (Sounds like a dream? Mazda does everything
to make your dreams come true!) [12].

Exclamatory sentences make a statement that
conveys strong emotion or
excitement [https://examples.yourdictionary.com/excl
amatory-sentence-
examples.html]. Example: With 6 years income! (SHO
REDITCH). They perform signal function, stressing
the importance of the advertising information, make the
utterance more expressive.

The use of the exclamatory sentences helps to
create special emotional attitude, preparing the
addressee to act [14].

Gradation presents the construction in which each
word that follows presents growing emotional tension.
Example: A security breach could cost you your
customers, your earnings and even your brand
(CYLANCE); To shape it into something that’s no
longer a costly burden, but an always-on, always
available source of height (VERITAS); Moschnyi.
Dinamichnyi. Bezuprechno poslushnyi (snowmobile
Ski-Doo) (Powerful. Dynamic. Obedient);
Dinamichnyi oblik, sportivny obves i mnogoye drugoye
zastavlyayet govorit’ o nyom kak o novom vide sporta.
Bol’shogo sporta, i vy v nyom — pobeditel’.
(Volkswagen) (Dynamic image, sport shape and many
others make you speak of it as a new kind of sports. Big
sport — and you 're the winner).

Antithesis is a device that presents the use of
antonyms. Example: One club... many possibilities
(Ocean Reef Club); You can’t build the business of
tomorrow on the network of yesterday (Comcast
Business); One plan. Five sizes (Verizon Plan); Mo ne
npedckasvisaem Oyoywee, moi cozoaem eco (BMW 7
cepun); Moul pabomaem He ¢ OuazHoO3amu, a ¢ A00bMU
(MexnyHnapoanslil MmegunuHcKui neHtp «Iloxposckue
Bopota»). The function of this figure of speech is
stressing the contrast and strengthening the
expressiveness, the raising of the memorability of the
text.

Epiphora is a form of repetition in which the final
sounds, words or utterance parts are repeated. Exapmle:
Work hard. Play Hard. (Ameritrade)

Parcelling. In this case the sentence is divided in
such way that the main idea is given in two or more
phrases, following each other after a short pause. As we
have noticed, this syntactic means is used in advertising
of brand cars, watches both in English and Russian
advertising texts. Example: Will our money make our
children’s lives easier? Or too easy? [14]; Novyi
avtomobil’... Stil’nyi... Dinamichnyi... (Mazda) (New
car... Stylish... Dynamic...); Roskoshno. S umom.
(smart watch Samsung Gear S2) (Rich. Wise) [15].
With the help of this means the pragmatic orientation
to the colloquial speech is implemented. The
information presented in such way becomes more
concentrated and brief.

Polysyndeton presents the use of several
coordinating conjunctions in
succession in order to achieve an artistic effect  [16].
According to our research, it is widely used in English
advertising texts. And inherit your determination and
drive (UBS); And keep yourself and your finances in
good shape (UBS); Our full time MBA is ranked top in
the UK and in the global top 20 by The Economist, and
can transform you into an interpereneurial, creative
and effective leader (WBS Warwick Business School).

Repetition means the repetition of the notional
words. There can be lexical, synonymical,
morphological repetition. Example: Don’t miss this
opportunity to network with colleagues and interact
with government officials, civil society, academia and
businesspeople from around the globe. (Seminar, April
13-17, 2016) Our insights quickly lead to better
outcomes for hospitals, doctors, pharmacies, health
plans, governments, employers and the millions of lives
they touch. (OPTUM); Uncover your true potential.
Unlock ours; Discover the Salesforce you don’t already
know: App Cloud is the world’s #1 enterprise app
platform for building, optimizing, and conneting next
gen-apps, fast. Repetitions make the speech vivid,
emotional, dynamic. In advertising texts it helps to
point out the importance of the quality of the product or
its benefits.

Detached constructions are presented by the
phrases divided in parts. Such means is mostly used in
advertising slogans or headlines both in English and
Russian advertising texts. Example: 3anpaenens
opatieom. Texnonocuu BMW i ¢ nosom BMW X5
Performance (BMW X5) [15]; Zurich insurance. For
those who truly love their business (Zurich business)
[14].

In Russian advertisement exclamatory sentences
are also widely used, but what concerns English ones,
it resorts to this means less. They perform signal
function, pointing out the importance of the
information, making the text look more expressive.
Such sentences create special emotional attitude,
motivate the addressee to act [17].

Example: Prisoyedinyaites’ k samomu bystrorastu
schemu soobschestvu, kotoroye obyedinyaet krupnykh
predprinimatelei, znamenitostei i drugikh vliyatel 'nykh
liudei! (Jetsmarter) (Join the fastest growing
community, which unites businessmen, celebrities and
other powerful personalities); S programmoy
«Aerofloty oni mogut prevratit’sya v nastoyaschee
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udovol ’stviye! (With “Aeroflot” program they can turn
into a real pleasure!) (Aerflot Bonus) [15]; Lider legko
postavit tochku! (Leader can easily put a period)
(MTS) [18].

«Advertising  constructions are = somehow
unfamiliar and difficult to learn for students, and it is

necessary to define them on the basis of linguistic and
cultural features of Russia» [19].

4 SUMMARY

Thus, in English advertising texts of business
sphere the most popular syntactic stylistic devices are
anaphora, rhetorical questions, parcelling and detached
constructions.

O anaphora
B rhetorical questions
O parcelling

O detached constructions

Diagram 1. Syntactic devices of the English advertising texts

Anaphora is an effective means aimed at achieving
syntactic vividness of the advertising texts.

Rhetorical questions help to imitate a dialogue
with a potential consumer.

Parceled constructions are useful in reproducing
of colloquial speech and contribute in accentuation of
the most important piece of information.

Detachment is also essential in attracting the
potential consumer’s attention on key points of the
advertisement.

15

As for Russian advertising texts of business sphere
exclamatory sentences, parcelling and detached
constructions are the most widely used syntactic means.

Exclamatory sentences are focused on the drawing
the reader’s attention on the advertised product or
service. More than that, they convey the emotional tone
of the text and encourage the audience on purchase.

The use of speech figures make advertising texts
more vivid, unusual which helps to memorize them
easily.

O exclamatory sentences
27 M parcelling

O detached constructions

Diagram 2. Syntactic devices of the Russian advertising texts

5 CONCLUSIONS

Thus, pragmatic aspect of an advertising text is
marked by the need of motivating the addressee for
response actions, expressed via action or changing ones
view on the advertised object. The degree of the
influence of the advertising on the addressee depends
on the effectiveness of communication. The
effectiveness of communication, in its turn, consists in
the use of manipulative techniques, stylistic devices,
graphic techniques etc. The style of the advertising
texts under study is marked by business sphere. And
commercial advertising has its linguistic specifics,
including special terms, structural, graphic features,
stylistic color of the texts. In this article we focused on
the most popular syntactic stylistic devices used in

Russian and English advertising texts of business
sphere.

We came to the conclusion that the authors often
resort to the use of such syntactic devices as anaphora,
rhetorical questions, parcelling, detached
constructions, exclamatory sentences.
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B naHHO# cTaThe aBTOp M3y4aeT TEXHHUKY IOCTIKCHMS JIOTHYECKOTO 3HAa4eHUs TeKcTa. PaccmarpuBaroTes
JIOTHYECKHUE CBSA3M M TOCIENOBATEIHHOCTH B TekcTe. Ha ocHOBe mpruMepoB 00ydalOT CTYAEHTOB OINPENENATh
JIOTHYECKYIO PTpYKTYpy HEKCTa W MOHMMATh. Bblia BBIMOMHEHA MpaKTUYECKas paboTa co CTYAEHTaMH, KOTOpast
MOKAa3bIBAET, YTO yUaIIHECs BIIOIHE CIPABIIAIOTCS C 3aJaHUAMU, Pa3BUBAIOIINMU JIOTHYECKOE MBIIIICHHE.

KnaioueBbie c1oBa: uyTeHue, JOrHIeckas cBs3b, TEKCT, 00ydeHue, ad3all.

B mHacrosmee Bpems B OOYYCHHM YTCHHIO Ha
AHTJIMICKOM SI3BIKE CYIIECTBYET IBa TPAJAUIMOHHBIX
MOJIX0/1a: TIEPBBI MOIXOM K BOCIPHUITHIO OTACIBHOTO
crosa (word-centered approach);

IlepBBIii MOAXOA CBSI3aH TJIABHBIM 00pazoM ¢
BBIOOpOM CIIOBa, a TIOCIEAHWI HampaBlieH Ha
CTPYKTYpy npemnoxenus. Ceidac CTajo $CHO, 4YTO
HCIIOJIB30BAaHUE TOJBKO 3TUX MOJXO0I0B HEJOCTATOUHO
JJIsL O6y‘IeHI/I5[ YTCHUK C IIOJJHBIM ITOHHMMAHUEM
npounTanHoro. OIWH W3 HHUX IMOMOXET O0OTaTUTh
CJIOBapHBIN 3amac ydJamuxcs, IPyroil crnocoOCTByeT
Ny4IIeMy 3HAaHUIO TPaMMAaTHKH, HO BCE JIOTHYECKOE
3HaHHE W KYyJIbTYpHOC COJAEpIKaHHE TepseTcs B
My TaHUIIE CJIOB U CTPYKTYP.

CTyIeHTOB penko o0y4aloT HaBbIKAM WIH

TeXHHKe TMOCTICKEHUSI JIOTHYECKOro 3HadeHHUsi
tTekcra. CryneHTbl moHATh Honpmoe HommuecTBo
W30JIMPOBAaHHBIX M UX I'paMMaTH4ecKHe, HO OHH HE B
ompenenuth  BHaueHme ~ grux  cioB.  UyBCTBO
Bormueckoit BBsi3u HacTobKO craba y EOywaeMbIx, 9T0
OHH YacTO fepsIFOTCS, @OT/IAa WX MPOCIT WTBETUTH Ha
monpocsl tuma "Plouemy?”," Hak?", Ha KoTOpBIE
ReB03MOXKHO BYTBETHTE MPAMO#T BUTATON M3 EEKCTA.

B mocennue fompr Bozpoc mHTEpEC K BOMY, Kak
HornmacyrlTess mpemiokenus Bexay $o06oi, 4ToObI
Boznate HenmbHOE TMpeNCTaBICHHE O PDICPIKAHHH
mekcra. Cunraercs, 4to Hexct @BIsSeTCS HE HPOCTO
HepeHuleil ApeAsOKeHUH, COOpaHHBIX B EvJbBIIOE
HBpammaruyeckoe eanucTBo. "O Bexcre fydlie ckazaTh
Kak O EIMHCTBE Rpyroro poma - o BeMaHTHYECKOM
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