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Introduction.In the context of ever-deepening trends in the language of the global advertising, the
philological aspects of advertising come to the fore. Recently, advertising has become a constant companion
of our lives. On average, a person has the opportunity to see from 200 to 2000 different commercial appeals
per day. This figure may seem huge until we think about how many advertising posters we pass by, how
many buses with advertisements pass by us and how advertising is constantly pouring from the air of radio
stations, televisions, shop windows and from the pages of newspapers and magazines.

Methods. The language of advertising.Only conditionally the language of advertising can be
attributed to the journalistic style — there is so much fresh, unusual in the speech organization of advertising
texts. There are many ways to convey advertising messages: from classic advertisements and posters to
labels and stickers. Let's name the most common ways of advertising:

1) direct advertising — by mail (direct mail); personally delivered advertising materials; informational
letters, leaflets, etc.;

2) advertising in the press - in newspapers, magazines (mass and special), in company bulletins;

3) print advertising — brochures, catalogs, booklets, posters, leaflets, postcards, calendars and other
types of printed products;

4) on-screen advertising - cinema, television, slide projection;

5) outdoor advertising — large-sized posters drawn by an artist; electrified (or gas-lit) panels; free-
standing display cases with goods;

6) advertising at the point of sale — shop windows; signs, signs, tablets in the sales area; packaging
(boxes, cases, paper, adhesive tape with the names and trademarks of the advertiser applied).

A large number of specialists in industry and trade, in specialized advertising agencies and
advertising departments of companies and mass media are engaged in the preparation of advertising texts.
The art of advertising depends on their qualifications, culture, and demands.

The content of advertising texts is very diverse. These are materials about various industrial and
commercial enterprises that seek to sell their products, want to find partners for joint activities; about
structures in the field of banking, investment and other financial activities seeking to attract funds from
enterprises and the public, to provide lending services; about companies offering brokerage places, selling
shares etc . In a special group, you can combine materials posted by educational institutions in order to
attract students, as well as medical, cosmetic, household institutions, agencies for the organization of
recreation and tourism, etc. [1]

A separate group is formed by materials that relate to advertising of printed products (books,
magazines, newspapers): their peculiarity is that advertising of printed products is able to have a social and
moral impact on a possible consumer.

It is difficult to overestimate the role of advertising in the development of foreign economic, primarily export
activities. In particular, the role of non-commercial, prestigious advertising is great here. Such advertising
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(meaning, of course, the sale of goods as a result of advertising work), says almost nothing directly about the
product. Its goal is the formation of positive emotions towards the company, and one of the most effective
means is a corporate prospectus. Usually, the corporate prospectus includes sections devoted to the history of
the company (often in connection with the economic development of the country), its most prestigious
customers and products, the geography of trade, the dynamics of commercial development, the service
network, the results of international tests (certification) of goods.[2] The prospectus may contain other
information that serves as proof of the effective operation of the company. The need to influence the
consumer, to increase demand, to form a favorable public opinion about the company, about the goods it
produces, forces commercial structures to conduct active advertising activities.

When preparing advertising texts, it is important to take into account the basic requirements for
advertising activities. Any advertising message must comply with the International Code of Advertising
Practice adopted by the International Chamber of Commerce in Paris in 1987, as well as current national
legislative restrictions. Neglect of these requirements can cause great complications. That is why it is so
important to know the basic principles and norms of the advertising code well. It appears in the Table 1.

Types of advertising
Out-of- Internal Bus Print Television | Radio Online Souvenir
home advertising | advertising | advertising | advertising | advertising | advertising | advertising
advertising

Types of advertising are unlikely to be systematized in any way, since there can be many advertising
goals, as well as advertising methods and a place for advertising are limited only by law, but are not limited
in any way by the advertiser’s fantasies and the customer’s goals for advertising. Nevertheless, advertising is
distinguished by:

" types of advertising depending on the purpose of advertising;
. types of advertising by location and method of placement;

" types of advertising by coverage;

" by scale and cost;

. by types of goods and consumers;

" by addressee (depending on its addressability);

. types of advertising from the standpoint of ethics;

Types of advertising by its targeting:

direct advertising

indirect advertising[3]

Direct advertising — personal personal advertising; advertising information that is transmitted directly
in direct contact, addressed personally.

Advertising by mail (direct mail); advertising materials delivered in person, informational letters;
advertising by phone; advertising “at every door” (by salesmen, advertising agents); advertising newspapers,
leaflets, souvenirs distributed free of charge; direct event advertising; “word of mouth”; sampling and
testing, as direct advertising at points of sale;

Indirect advertising — mass or group impersonal advertising; dissemination of advertising information among
the target audience, without direct contact with any of its representatives;

Types of advertising to reach the target audience:
personal advertising; group advertising; mass advertising.

Mass advertising — advertising is aimed at the masses, not defined in any way into groups or focused
on different groups;

Group advertising — advertising focused on a group of people united by something (advertising
focused on the target group);

Personal advertising — advertising at the moment of interpersonal communication;

Depending on the purpose, the following types of advertising are distinguished:informational;
exhortatory; comparative; reminding.
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Informational type of advertising is used to inform consumers about the appearance of new products,
services, and ideas on the market. The pursued goal is to bring the product to the market and search for
potential consumers.

An admonitory type of advertising is the formation of selective demand. It is used in the case when, in a
competitive environment, a product is offered that has any advantages over other goods.

Comparative type of advertising — the main characteristics of the advertised product are compared
with similar characteristics of competitor products.A reminiscent type of advertising — advertises a product
that has already won sales markets, but needs to remind the buyer about itself.

Types of advertising from the standpoint of ethics:

Honest ethical advertising; Propaganda; Hyped advertising; Advertising acting on the subconscious;
Unethical (in any form)

Unethical advertising is violating the totality of the norms of behavior and morality of any social
group or its individual representatives.

Types of advertising by location and method of placement. Types of advertising are distinguished
both by the channel of its distribution and by its direct sources. According to the place and method of
placement , there are the following types of advertising:

Advertisingin mass media; outdoor advertising; advertising on transport; advertising at points of
sale;souvenir advertising (souvenir); print advertising (handout printing, distribution); direct personal
advertising (direct advertising); advertising on the Internet; event advertising (event advertising)

Advertising in the media:
television advertising (special programs, videos, screensavers, embedded in the plot); radio advertising
(commercials in advertising blocks, advertising programs, advertising during radio broadcasts);
informational and advertising newspapers (federal, local municipal, professional); advertising in magazines
(special advertising, industry, economic, etc.) printed publications using magnetic recordings, CD discs,
slides, etc.); audio books; online magazines; audiovisual publications; industry product catalogs; reference
books: telephone, industry, bulletins[4].

Out- of- home adveritising

by design: planar or volumetric; non-light advertising and lighting:

electrified; non-electrified advertising, LED;

gas-lit; with front illumination and “backlight” (illumination from behind or from inside);

on the advertising field: static advertising field; multimedia advertising; dynamically changing:
running inscriptions, “running wave”; trigger (alternately replaceable elements or the entire advertising
field);

by placement: free-standing structure; placed on trade objects; placed on buildings; on urban
infrastructure objects;

by type:billboards (city formats, pillar advertising, trivets); spatial structures (pillars and curbstones;
pillars); on sale objects (lambrequins, showcases, signs pasting: windows, walls); on urban infrastructure
objects (pylons, trolls; banners, banners, firewalls, roof installations); on objects transport (basorama, pasting
of sides, vehicle interior advertising); inscriptions in the sky (balloons, airships); advertising on screens
(multimedia screens, light and neon installations); lightboxes and cityformats (illuminated advertising
structures); free-standing display cases with goods.

Advertising on transport: inscriptions on the exterior surfaces of vehicles (roofs, sides, doors, booths,
glass); basorama (advertising panel with illumination on the roof of the bus); printed ads placed in the salons
of vehicles; advertising on monitors in transport; showcases with goods at train stations, airports and other
premises (at terminals, stations); advertising inside the vehicle.

Advertising at points of sale: advertising design of sales halls; shop windows (external and internal);
signs, signs, tablets in the sales hall; display stickers; floor stickers; displays and TV monitors; packaging
with the names and trademarks of the advertiser: boxes, cases, wrapping paper, tape, etc.; mannequins and
props; blikfangs; slides and racks; branded price tags; wobblers; shelftockers; advertising in the checkout
area; checkpoint; oral advertising through retail information systems.
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Printed advertising (handout printing, distribution):
brochures; product catalogs; posters;

4 .
LE are registerad trademarks Of The Coca-Cola ©omoany

leaflets; postcards; calendars; tablets; brochures; business cards[5]

Souvenir advertising (souvenir):

Notebooks with advertising; calendars with branded text; fountain pens with logos and advertising
inscriptions; branded badges, flags, pocket calendars; advertising blotters; folders with printed advertising;
rulers, bookmarks for books, thermometers; lighters, key rings, etc.

Event advertising: advertising at exhibitions; conferences, press conferences; advertising during
festivals and holidays; advertising at presentations, press screenings; advertising in show screenings;
interactive advertising; MICE advertising; tastings; meetings with customers; sensational spectacles,
advertising at sports competitions, concerts.

Advertising at marketing events:advertising for public relations events; advertising for exhibitions;
window dressing, demonstration of goods; provision of various services, discounts; issuance of awards, gifts,
souvenirs to customers; sampling, free delivery of goods; holding competitions, lotteries, contests, games;
decoration of benches at bus stops; invitation to the store of famous artists, actors, athletes, commentators.

Advertising on the Internet is a form of non-personal presentation on the Internet of information
about goods and (or) services.Modern types of advertising. In addition to the traditional ones, there are some
modern types of advertising:

product placement, sponsorship; joint advertising of several brands; social (affecting charity, and
other types of non-profit activities of a commercial company); political (affecting the interests of politicians
in strengthening the company’s position in society); private ads (not related to entrepreneurial activity - as a
type of social advertising); interactive advertising with user participation.

According to recent studies, the average person remembers only 9 to 11 advertising appeals. So what
makes advertising bright, expressive and emotional, and most importantly — memorable, because the main
purpose of advertising is to change the public worldview? Perhaps all the skill lies in the ability to handle
words? But no. Making advertising texts is not about that at all. And although editors should be able to
handle words, the clarity of these formulations in print is much more important than the ability to flirt with
grammar, spelling and quotations, because advertising should make an impression.

Discussion.My appeal to this topic is due to the desire to consider the features of the verbal,
figuratively expressive, syntactic structure of the advertising text, to determine what makes it really bright,
attractive and interesting, and what causes rejection and rejection.

Advertising text is a special type of business text. Advertising (fr.reclame from Lat. reclamo—“shout
out”) is information about goods, various types of services in order to alert consumers and create demand for
goods and services. A well-known advertising specialist David Ogilvy writes that on average 5% of the total
number of readers of newspapers and magazines are interested in advertising texts, and this is not a small
number. Advertising promotes the advantages of the product in order to increase its popularity.

= attractingattention

» informationmessage
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= animpact that leads to subconscious affirmation and consolidation of the material (persuasion).

Elements of the advertising text. The advertising text is undoubtedly associated with a certain sequence
of its elements: Unlike scientific and artistic texts, the sequence of these actions is absolutely definite. The
title is used to attract the attention of buyers. Its meaning should hit one point, that is, illuminate only one
side of the advertised object. Alliteration, catch phrases, wordplay and beautiful phraseological turns may
take place, but this is far from enough to convey the meaning of what they are trying to tell us. Therefore, it
should be concise, simple, clear and understandable. After all, readers do not have the time (and inclination)
to admire the style in which the advertisement is written. They want to know, “What’s in it for me?”.

The title can be:

= Company name or advertising slogan

= Advertising slogan and company name

= Advertising slogan including the company name

= Company name and advertising slogan, key expression (thesis) of the main text

= The name of the advertised product and the advertising slogan, including the name of the company
[network of communication salons] attacks.

The title can:

= promise the reader any benefit or benefit (“New generation windows and fresh air as a gift!” -
advertising of the window factory “Imzo”);

= contain news, useful information (the role of news can be as an announcement about the appearance
of a new product, as well as about improving the quality of an old product or a new way of using it;
advertising with news is read by 22% more people than advertising without news);
contain the name of the advertised product, otherwise 90% of readers will not understand what the
advertisement is about;
contain information about the availability of the product at a price for the majority of buyers or about a
reduction in the price of the product, discounts, special promotions, etc.
include information confirming the reliability of the company
be humorous in nature
be short (up to 10 words) or long (short titles are more expressive and attract more attention, but long ones
are more commercially profitable, since they contain specific information that works better than
generalized).[6]

What can arouse the reader's interest? A truly interesting advertising text is one that not only flows
steadily, gives real satisfaction from reading, but also tells us something all the time that we don't know, but
still believe. There is a huge value in an advertising text that can surprise, but on condition that it always
sounds sincere. Desire is the most culminating node of influence, the purpose of which is to cause an
irresistible desire of the buyer to possess the goods. The culmination of the advertising text is based on two
psychological prerequisites:

= On the expectation of the unexpected (curiosity)

= On asense of security.

The final of the advertising text concentrates in one phrase the whole meaning of the message in
order to cause the effect of direct action, i.e. purchase.

Basic techniques for creating an advertising text.

The entire advertising text is based on suggestion. Its action should be immediate, it is focused on
instant reading.The technique of creating a positive pragmatic background. The main part of the advertised
goods, as a rule, is shown against the background of beauties, beautiful strong men, children, happy families
and affectionate pets. All this is aimed at creating a stable image of the future state in our minds. And it
doesn't matter what the advertised object tastes and colors, or that it makes people happy, as long as the
advertisement radiates happiness.

Stylistic forms
An important aspect in creating an advertising text is the application of the law of stylistic form. In rhetoric,
tropes and figures are used to give the text a stylistic form. The common thing that unites paths and figures is
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the presence of a second meaning. Nevertheless, the paths and figures differ from each other. When
composing any advertising texts, metaphors and metonymies are often used.

Conclusion.When the author of the advertising text, offering tights, calls them. “Clothes for your
feet”, he implements a metaphorical principle. When advertising a dental salon, the advertiser portrays a
happy family with snow-white smiles, he relies on metonymy. It is widely used in advertising texts and
peripherals. Periphrasis is the replacement of a word with an allegorical descriptive expression. Periphrasis is
based on the definition of the subject instead of its direct naming:”Have they conquered dampness and frost
for a long time?...The white color is perfect for them on any day! They are not afraid of caries and rust. They
do not need to be soaked and painted, and they will last exceptionally long!!!" (plasticwindows)
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