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Various language strategies of advertising impact on its recipient have been outlined briefly in the article.
Metaphors have been analysed as one of the most effective means of presenting advertisements. The most
actual definitions of metaphors have been considered. Their various classifications and structural components
have been pointed out. Seven groups of metaphors in advertising have been singled out, depending on their
source and target domain, examples of such metaphors have been given.
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dvertising has always contributed to the de-

velopment of the society; it is an important
connecting link between a producer and a con-
sumer, one of the most common types of infor-
mation and communication. It promotes certain
values and influences our attitude towards our-
selves and the environment. Therefore, the study
of the mechanisms of the influence of advertising
texts remains relevant, namely analysis of the met-
aphor, which is based on the logical and emotion-
al argumentation in advertising in order to per-
suade and encourage the audience to act, ensuring
the ability of the advertising text to be memorized
by the recipient.

This article aims at a deeper analysis of meta-
phors in advertising and their persuasive effect on
the recipients.

Recent researchers and publications. Various as-
pects of the metaphor and its use in advertising have
been the subject of many scholars’ researches, in
particular A. Abuczki’s, M. Johnson’s, Z. Kovecses’s,
G. Lakoff’s, and M. Turners [1; 3; 5; 6]

Results. Advertising is a form of marketing
communication used to persuade an audience to
take or continue some action, usually with respect
to a commercial offering, or political, or ideological
support [9].

Modern genres of newspaper and magazine ad-
vertising are diverse; they use almost all journalis-
tic genres, which can be divided into three groups:
informational (interview, report, line advertising);
analytical (correspondence, article, review, com-
mentary); journalistic (sketch, essay) [8].

An advertisement composition most commonly
consists of the following components:

— slogan — short advertising slogan, title,
aphorism,;

— links — the text preceding the main idea
of an advertisement;

— informational block — the main text, which
gives the main arguments in favour of the goods;

— the final part;

— reference (contact information).

Creators and editors of advertising texts need
the ability to understand the various techniques
of language manipulation, namely the use of lan-
guage peculiarities and principles of their appli-
cation in order to direct unconscious influence on
the addressee in the desirable way. In other words,
when covert language peculiarities are used by
the speaker in order to impose a certain idea about
reality, create a definite attitude to it, emotional
reaction or intention that does not coincide with
what the recipient could form independently, we
speak about linguistic manipulation.

The question of linguistic manipulation is not
simple, since objective criteria for assessing wheth-
er a particular advertisement can mislead the con-
sumer or not is difficult to offer. It often turns out
that not the information in the advertisement is
misleading, but the obscurity, ambiguity and other
ways of sending it are. Thus, one has to evaluate
not what exactly is in advertising, but the infer-
ences that a potential consumer can derive from
an advertisement. In addition, the language is ar-
ranged in such a way, that it gives the opportunity
to describe reality in different ways, introducing
various nuances and shades of meaning. Advertis-
ers and editors of advertising literature need to be
able to analyse linguistic techniques, because they
are the tool of manipulative influence.

In advertising punctuation marks may have
a different meaning to some degree — those of them,
that are normatively to be used, sometimes are
missing, which is motivated and compensated by
the font allocation of parts of the advertisement
text. In addition, punctuation in advertising can
perform a signal function to attract readers’ atten-
tion to the content. The dash is particularly often
used, which is often associated with the intonation
and visual emphasis of the acclaimed advertised
phrase. The colon is used in constructions that fall
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into two parts: the first one calls the object of ad-
vertising, and the second one specifies it. The ex-
clamation mark is often used in links and final
parts of the advertisement text. Ellipsis is used to
denote unfinished speech or unexpected turning
of thought [3; 8].

The following requirements are considered
to be common for all advertising texts: simplic-
ity of speech, devoid of excessive magnificence
and vulgarity, tone that resembles a confidential
conversation with a reasonable interlocutor; origi-
nality and uniqueness; they should be informative
and probative.

The language of the advertisement should be
vivid. The authors of the advertising texts use
the richness of the vocabulary of the native lan-
guage and foreign language borrowings, which are
common in the specific area, expressive possibili-
ties of word formation, parts of speech, and syn-
tactic structures.

Morphological peculiarities of the language
of the advertisement are also quite particular.
From all parts of the language in advertising texts
the noun is used most often, since advertising re-
quires the naming of many objects and phenom-
ena. Nouns perform the most important inform-
ative function. In order to make the language
of the advertisement expressive, the authors
turn to qualitative adjectives, as well as adverbs
formed from them. It is worthwhile noting, that
in the language of advertising pronouns are often
used, since the authors of the advertisement pre-
fer the spoken language. At the same time, the use
of various stylistic figures (anaphora, antitheses
etc.) is expository as well as phrases that contain
strong expression. Considering lexical figurative
means, epithet, comparison, metaphor, hyperbo-
le, and personification are widely used in the lan-
guage of advertising [8].

The syntax of advertising texts is designed
for quick perception: it is simple; nominative
and incomplete sentences are used. Appeals, mo-
tive constructions, a large number of homogene-
ous members are common in advertising. The use
of questions and exclamation sentences, which
emphasize the «appealing» style of advertising, is
characteristic of it.

As it has been mentioned above, advertising
uses a wide range of means of expressiveness
of the language — allegory, metaphor, compari-
son, parallelism, various repetitions, alliteration
and other means. The metaphor is one of the most
powerful among these indicated with respect to its
suggestive effect on the recipient.

Considering the metaphor in advertising, first
of all it is worthwhile suggesting the definition used
in the article. Thus, Z. Kévecses says that a meta-
phor is a figure of speech which makes an implicit,
implied or hidden comparison between two things
or objects that are poles apart from each other but
have some characteristics common between them.
In other words, a resemblance of two contradicto-
ry or different objects is made based on a single or
some common characteristics [5].

From the point of view of cognitive linguistics,
the metaphor is an instrument of gaining knowl-
edge about the world, since it is based on the crea-
tion of associative ties, similarities and differences

between the phenomena of the world. Metaphor
composes new personal meanings on this basis that
reflect the subjective attitude of the individual to
the world, his/her vision, the treatment of a cer-
tain fragment of reality.

Semantics of advertising allows the scientists
to explore the political, economic, social history
of the country. The metaphor shows how the pic-
ture of the world is reflected in the public con-
sciousness. It is not only a means of expression, but
also one of the main means of cognition, because
a person thinks via metaphors, expresses his/her
ideas with their help, forms in his / her conscious-
ness a picture of the world in which he/she lives.

According to Z. Kovecses a metaphor is a trans-
fer of the meaning on the basis of comparison. It
can be based on different types of similarity:

a) similarity of shape: head (of a cabbage), bot-
tleneck, teeth (of a saw, a comb);

b) similarity of position: foot (of a page,
of a mountain), head (of procession);

¢) similarity of function, behaviour: a whip
(an official in the British Parliament whose duty is
to see that members were present at the voting),
a bookworm (a person who is fond of books);

d) similarity of colour: orange, hazel, chestnut.
A special type of metaphor is when proper names
become common nouns, e. g. philistine — a merce-
nary person, vandals — destructive people [5].

A metaphor develops a comparison, which is
different from a simile, i.e. we do not use «like»
or «as» to develop a comparison in a metaphor. It
actually makes an implicit or hidden comparison
and not an explicit one.

The cognitive concept of the metaphor pro-
pounded by G. Lakoff, M. Johnson, Z. Kdvecses,
M. Turner and by other cognitive linguists implies,
that a metaphor is the cognitive mechanism where-
by one experiential domain is partially «mapped»,
i. e. projected, onto a different experiential do-
main, so that the second domain is partially un-
derstood in terms of the first one. The domain that
is mapped is called the source or donor domain,
and the domain onto which the source is mapped is
called the target or recipient domain [4; 5; 6].

The target domains are usually fairly abstract, in-
volving phenomena that are difficult to grasp such as
love, emotions or life in general. The source domains
help us to comprehend the target domain; therefore
they are more concrete and physical. For example,
a journey can be a source domain for life [5].

Generally we can point out two varieties of met-
aphors in advertising: pure and fused. A pure met-
aphor represents a completely different thing from
the product; it is used to stand in for the product
or feeling you get from it, when the product is in-
tangible, complicated or simply «boring» to look at.
With a fused metaphor you don’t simply replace
the product with something that can symbolize its
characteristics, but «fuse» it with something [2].

They are also classified by Z. Kovecses as:

1) conceptual (consisting of two conceptual do-
mains when one is used to understand the second);

2) structural (rich structure knowledge is pro-
vided by the source domain for the target concept);

3) ontological or entity and substance metaphors
(they are based on our experience with the physi-
cal world around us);
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4) personification metaphors (human thoughts
and characteristics may be the most familiar phys-
ical entity to us among all the physical objects
and as a result, a wide range of abstract concepts
are conceptualized as human beings);

5) orientation metaphors (they are related to
basic spatial orientations of human beings, such as
up-down, centre-periphery, and so on) [5].

Lakoff and Johnson suggest four types of me-
taphors:

(1) orientation (such metaphors use one notion
structured in terms of another in spatial orienta-
tion, such as: «up is happy, down is sad», and are
based on culture, not on random choice);

(2) ontological (they refer to concepts in terms
of objects, substances, or discrete entities, as in
«I’'m a little rusty» or «He broke down»);

(3) structural (such metaphors introduce simi-
larities between concepts and objects: «Ideas are
food», as both can be eaten and digested, and «ar-
gument is war», as both can be fought);

(4) conduit (in the conduit metaphor the ide-
as are objects, linguistic expressions are containers,
and communication — the articulation; a container
metaphor is the most frequently used type of con-
duit metaphor, comprising 70% of expressions, for
example: «I put a lot of work into it» conveys work
as an idea that can be bundled up and contained) [6].

A dead metaphor is a metaphor in which
the sense of a transferred image has become absent.
The phrases «to grasp a concept» and «to gather
what you’ve understood» use physical action as
a metaphor for understanding. The audience does
not need to visualize the action; dead metaphors
normally go unnoticed. Some distinguish between
a dead metaphor and a cliché. Others use «dead
metaphor» to denote both [7].

A mixed metaphor is a metaphor that leaps
from one identification to a second inconsistent
with the first [7].

An extended metaphor, or conceit, sets up
a principal subject with several subsidiary subjects
or comparisons [7].

The term metaphor may be used to describe
more basic or general aspects of experience
and cognition:

1. A cognitive metaphor is the association of ob-
ject to an experience outside the object’s environ-
ment,;

2. A conceptual metaphor is an underlying
association that is systematic in both language
and thought;

3. A root metaphor is the underlying worldview
that shapes an individual’s understanding of a si-
tuation;
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4. A non-linguistic metaphor is an association
between two nonlinguistic realms of experience;

5. A visual metaphor uses an image to link dif-
ferent ideas [6].

To create novel and unconventional metaphors
such linguistic devices as extending, elaboration,
questioning and combining are used [7].

Due to A. Abuczki, the advertisement meta-
phors generally can be divided into seven groups
depending on their source domain. The first
group uses spatial metaphors, whose source do-
main is physical closeness and physical touch (for
example, Tide (a detergent) advertises itself with
the lines: «soft touch of super Moms», therefore,
this ad identifies intimacy and love with close-
ness and touch). The second group represents
the product to be sold as the friend of the shop-
ping audience (for example, Cosmopolitan adver-
tises itself as «the best friend to travel with in
the summer»). The third group applies journey as
the source domain of the metaphor (for example,
the slogan of Nissan — «change to new ways» —
suggests, that if you choose to drive a Nissan
car, your whole life will change for the better).
The fourth group is based on the universal body
and sensomotoric experiences of human beings
(for instance, the advertisement of Nissan Shift
contains the slogan «the way you move»; this met-
aphor is based on the fact that all humans share
the same sensomotoric movements, so, everyone
can make sense of this phrase). The source domain
of the fifth group is heat, with passion and at-
tractiveness as the target domains (for example,
the slogan of Lancome’s lip gloss is «colour fever
gloss», which identifies fever and heat with being
sexy and attractive). In the sixth group, sexu-
al desire as the target domain is identified with
hunger as its source domain (for example, con-
sider the slogans of Macy’s perfumes: «feast your
senses», «ripe for romance», or «shining choco-
late» in a hair colour advertisement). The seventh
group is built on a typical metaphorical corre-
spondence which identifies good and happy with
up and upward movement [1; 5; 6].

As a conclusion, we may point it out, that now-
adays we are all exposed to heavy masses of ad-
vertisements, therefore, we have to filter the in-
formation presented in them, and be careful to
accept portrayals of people and the world found
in them, as they often tend to employ stereotypes.
This article is only a primary glance at the role
of metaphors in advertising — as they are among
the most influential stylistic means used in this
sphere of human life, they deserve an insightful
study in much broader fields.
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Racarkina-Kyounmkina O.B., Kypsara FO.B.
PiBHeHCBEMII HepykaBHNUI IyMaHITapHMII yHiBepcUTEeT

POJIb META®OPU B MOBI PERJIAMMI

Amnorarisa

Y cTaTTi KOPOTKO OKpecJieHi pi3HOMaHITHI MOBHI cTpaTerii BIIMBY peKJiaMM Ha pPeLUIIi€HTa. SOiVICHEHO
aHaJi3 MeTadopy AK ONHOTO 3 Hambinbml epeKTUBHMUX 3aco0iB peksgaMnu. Po3ryanyTi HaiOlIbII aKTyaJIbHI
BM3HAYEeHHA MeTacopu. Bupineni pisHomaniTHi ii kiacudikanii Ta cTpyKTypHI KOMIIOHEHTN. BUOKpeMJIeHO
ciMm rpyn Meradopu B pekJsiaMi, B 3aJiesKHOCTI Bix ii BuXimHOro Ta HUiJIbOBOTO IOMEHY, HaBeJeHI HMPUKJIAIN
TakUx MeTadop.

Koaiouesi cijoBa: meradopa, peksgama, IepeHECeHHA 3HA4YeHHdA, KOTHITUMBHUII MeXaHi3M, BUXITHUII JTIOMEH,
IiJIbOBUI JOMEH.

Racarknna-RKyonimknna E.B., Kypsara 10.B.
PoBeHckmii rocymapcTBeHHbI I'yMaHUTAPHbBI YHUBEPCUTET

POJIb META®OPLI B A3bIKE PERJIAMBI

AnHOTaANA

B craTbe KOpPOTKO yKa3aHbI pas3JyiMdHble PeueBble CTPATEIVMM BIMAHMUA PeKJaMbl Ha penynyeHnTta. OcyiecT-
BJIEH aHaJM3 MeTadophl KaK OJHOro 13 Hanubosee 3(p(PEeKTUBHBIX CPEICTB peKJaMbl. PaccmoTpensl Hanbosee
aKTyaJbHbIEe ompenesieHna MeTadopsl. I[IpuBeseHbl pa3anyHble ee KJIACCU(PUKAIMY U CTPYKTYPHBIE KOMIIO-
HEHTBI. BblIZiesieHBl ceMb I'PYIII MeTadopbl B PeKJaMe, B 3aBMUCUMOCTM OT €€ VICXOJIHOTO U 1IeJIeBOTO JOMEHa,
NpUBEeJEHBI IPUMEPB! TaKUX MeTadop.

KuioueBsie cioBa: Metadopa, pekama, IepeHoC 3HaUeHMsa, KOTHUTYBHBI MeXaHMU3M, BbIXOJHOM TOMEH, Ije-
JIEBOJ JIOMEH.



