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POWERFUL LEXICON IN TEACHING ADS’ MAKING UP

Summary. The article deals with the powerful lexicon —
language means of persuasion and manipulation in advertising.
The power of the particular words is considered in effecting on
behavior and needs of consumers. For this, advertisement must
be original, memorable and suggestive. It is emphasized that
an advertisement has its ultimate aim: to induce the recipient
to act. The model of an advert with words having power in
the text is proposed to students to help them create their own
text using diverse effective lexis. The ability to model any ads
is the ability to effectively use plain language to make customer
buy the advertised product.
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The problem formulation. The issue of studying the power-
ful lexicon in the English-language advertising messages as well
as its translation into native language does not lose its relevance
until the trends in the global cultural and economic processes are
specified by the English-language information space. English lan-
guage, without exaggeration, can be considered the main language
of advertising and its dynamic development. It is clear that all other
languages of the planet are adjusted, adapting to local conditions,
or they completely repeat means and tools of the English-lan-
guage ads making up. It should be kept in mind while making up
bright and catchy ads that advertising does not have cultural value,
although it remains in culture and, to some extent, it becomes a part
of culture.

Research papers on the language of advertising (Gee J. (1999),
A. Goddard (2002), R. Kannan, S.Tyagi (2013), L. Karlsson (2007),
V. Zirka (2016) and other indicate that advertising appeals to
the topic of the permanent updating and an advertising message in
that way sells beauty, health, success, happiness, possession, etc.,
relying on a hidden mechanism of influence through powerful lexi-
con manifested in the form of different reason and needs.

Broadly speaking, advertisers persuade their audience to adopt
attitudes to lifestyle, products and services. It is rare to find adver-
tising that seeks to influence explicitly or directly. Less rare are
advertisements in which the link to a product or service is implicit
or ambiguous. Advertising has a lexicon, which may change with
time, but is still stable as it was before. It is new, improved, proven,
guarantee, quality and other qualifiers. David Ogilvy in his “Con-
fessions of an Advertising Man” identifies a basic lexicon of qual-
ifiers (15) such as: new, good, crisp, better, fresh, natural, fine, free
and verbs such as: buy, give, taste, go, look, feel and use. Special
registers (technical, scientific terms) may be used for appropriate
products: torque, valve, hypoallergenic (in personal hygiene prod-
ucts), etc [9].

You can’t bore people into buying
your product, only interest them
David Ogilvy

In the course of our lectures and practical studies on the subject
of ads’ making up special significant notions and terms are point-
ed out to be examined. They are ADVERTISEMENT, PROMO-
TION, TARGET, LEXIS or LEXICON, AIDA formula, influence,
impact, manipulation, etc.

ADVERTISEMENT (AD, ADVERT, COMMERCIAL) is
a notice or announcement in a public medium promoting a prod-
uct, service, or event or publicizing a job vacancy. An ADVERT
is an announcement in a newspapet, on television, or on a poster
about something such as a product, event, or job. COMMERCIAL
means involving or relating to the buying and selling of goods.
A written ADVERTISEMENT is an announcement in a newspa-
per, on television, or on a poster about something such as a prod-
uct, event, or job [10].

It should be taken into account that if someone says that
an example of something is an advertisement of a thing, subject
or object (in general), one identifies that it shows how good that
thing is.

“TO PROMOTE” means to give publicity to (a product, orga-
nization, or venture) so as to increase sales or public awareness.

TARGET is also an important term for explaining the notion
of advertising. It could be a person, an object, or a place selected as
the aim of the advertising attack. A target of advertising is human
emotions [10].

We point out that Advertising is: 1) a form of non-individual
communication; 2) a form of information; 3) a form of selling.

As a form of information it could be spread in any legal form
about company, brand, good, service etc. It brings people immediate
news about products that have just come on the market. Advertis-
ing as a form of selling is a key issue of our subject. For thou-
sands of years there have been individuals who have tried to per-
suade others to buy the food they have produced or the goods they
have made or the services they can perform. Commercial messages
have been found in the ruins of Pompeii. The first advertising agen-
¢y, as the researchers point out, was started and run by V. Palmer in
Philadelphia as early as in 19 century.

The objective of any advertisement is fo convince people that
it is their best interests to take an action the advertiser is recom-
mending. Advertising ultimately seeks to establish what is called
“mind share”. Mind share is the status a brand can achieve when
it is associated with a product advertised. As an example of one
of the most successful firms (companies) to have achieved this is
Hoover. The name was for a very long time and is still used a syn-
onymous with vacuum cleaner.

The Communication Media. Choosing the proper advertising
media is also very important. Some commercial advertising media
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include: billboard, printed flyers, radio, cinema and television ads,
web banners, skywriting, bus stop benches, magazines, newspapers,
town criers, sides of buses, taxi cab doors, and the backs of event
tickets etc.

We set a stress on advertising slogans since they could be seen
or heard in the above mentioned sources. They are claimed to be,
and often prove to be the most effective means of drawing attention
to one or more aspects of a product. Typically, they make claims
about being the best quality, providing an important benefit or solu-
tion, or being most suitable for the potential customer. Advertising
slogans often play a large part in the interplay between rival (com-
petitor, opponent) companies.

To be an effective slogan should:

— state the main benefits of the product for the potential buyer;
imply a distinction between it and other firms’ products;

- make a simple, direct, concise (short and clear) statement;

— be often witty;

— have a distinct “personality” of its own;

— give a credible impression of a brand or product;

- make the consumer feel “good”, feel a desire or need,;

— be hard to forget — should stick firmly to one’s memory
(whether one likes it or not) [1].

Traditionally 5 main functions of advertising are marked
out by the scholars concerning this phenomenon: 1) informative;
2) economic; 3) social; 4) marketing - mechanisms
of a good promotion. Full satisfaction of customers’ consumption;
5) communicative - advertising ties advertisers and customers
through different informational channels. The 6™ function, to our
mind, should obviously be added — that is impact/ manipulation
of the customer’s consciousness.

Thus, Influence, Impact, Manipulation, Pressure are
important synonymous words (for ads) concerning the 6™ mentioned
function. Direct influence is impact, pressure. Indirect influence is
manipulation. Manipulation is the impact on the unconscious
parts of the human psyche with a view to controlling it.
The main difference between manipulation and free behavior is
that under the influence of a manipulator (a motivator) a person
starts doing what he did not intend.

The term “manipulation” is often used with the word-
combination “customers’ consciousness”. Direct impact or direct
influence of external force upon human consciousness causes
contradiction or spirit of contradiction. Nobody wants to be a person
under influence, impact of his consciousness. Thus, advertisers use
various hidden tricks in the verbal ads with the help of lexicon
(simple words) just to show a customer that his choice is made
by him himself and not under influence of advertising.

Impact is the active influence of the subject on the object, not
necessarily explicit or with feedback. Any action aimed at the object
in order to influence it, cause a change.

The AIDA formula in advertising is needed to be explained,
since it was firstly used in psychology, where it is regarded as
a model of consumer behavior that describes the sequence of events
leading to the decision to purchase: “acquaintance-interest-
need-action”. Thus, we consider this formula to be a formula
of advertising impact on the audience: A4 — stands for attract
attention; J — generate/arose interest; D — cause a desire to take
advantage of the advertising offer; 4 — encourage buying. AIDA -
is formed in accordance with the first letters of the English words
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“attention”, “Interest”, “desire”, “action”.

Now we have come fo the advertisement itself, through
which an advertiser influences or manipulates the consciousness
of customers. There could be arisen a couple of questions.

How to make up/create an advert that will work?

What are the manipulative qualifiers OR POWERFUL
LEXICON that influence the customers’ behavior?

The answer is this is the language we use every day. Since
advertising is the mirror of our life, it promotes everything we
use or/and anybody who intends (wants) to be promoted. They are
the words or word combinations: nouns, adjectives, verbs, adverbs,
pronouns.

Our own investigation and the results on ads making up
according to the AIDA formula show that ADJECTIVES take
the first place in the native-ads’ making up. Their role is to attract
attention of the audience. So words like good=better=the best, new,
innovative, cheap, beautiful, incomparable, unbelievable etc. are
indispensable.

Nouns - benefit, sales, action, discount, health etc. stand
the next in the ads creation row as well as verbs: open, see, buy,
come etc. and pronouns — you, your. The ads researchers also
recommend using emotional words while composing ads: love,
baby, friend, darling etc.

Below are some words from the POWERFUL LEXICON used
in the English language and especially in making up of ads.

Usually I shortly comment some of them for the students
to include them in their own made up ads: mew, guarantee,
introducing, important, benefit, etc.

1. New - haven’t heard about it before, never seen before,
exciting! I am one of those people who buy into this word. New is
really exciting to many people.

2. Guarantee — this one takes out the fear factor. It makes it
much easier to make a decision to buy.

3. Health - is said to be especially powerful when it applies to
a product or solution. And I suppose some customer segments are
highly preoccupied with health.

4. Results — I suppose this to be powerful because everyone
wants results.

5. Proven — when selling anything the word proven is
a powerful one. It gives reassurance. Most people do not want to be
the guinea pig. Using the word proven in your ads is proven to be
effective.

6. Safety — we want love, but also safety. [ am personally not
convinced that this word is very powerful in many circumstances,
but do understand how it is hugely relevant for certain categories
of products and services; healthcare for example.

7. Save — save or saving is an all time classic. And I think this
one will work years after I have gone to my maker [9].

There are 2 stages in the course of our study. In the first
stage students analyze manipulative qualifiers, as a preparation for
the making up of a short bilingual “ads” by themselves. In the next
stage of this creative work students are asked to compose their own
ads according to the given model, like: “we’ll double your money
back/we’ll refund your money doubled”; “Cheaper (!) than you
can find it”; “If you do not run the test, we guarantee a refund”;
“If a detergent powder it is PERSIL”.

We note that advertising, lexicon and manipulation are
inseparable. I ask students not to forget that oversaturation
of the manipulative lexicon and very often repetition of such words
sometimes makes most advertising texts being weaken and tiresome,
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obsession and unpleasant. This was confirmed by observations on
the perception of this type of adverts.

Our findings on the modern English advertising products,
performing a model in national advertising, showed that they
(the texts), usually consist of a title, advertising phrases or
SLOGANS and “a body” of the text, but conditionally these ads
include two blocks of information: attractive-manipulative
and informative-manipulative.

This time [ propose to take the ad model “we’ll double your
money back” (we’ll refund the money twice) for observation.
The illustrative example of the American advertising of Hannaford
Brand coffee given below preserves a structure, as well as
punctuation;

1) Hannaford

Double money back

Quality guarantee

2) This product carries our commitment to quality and value. It
is a pledge we’ve kept for over a century. If you’re not completely
satisfied, let us know and we’ll double your money back.

We consider the structure of the text is a dialogue. In the space
of this advertising text, both units can be regarded as implementing
the same motivation: psychological appeal to the buyer - return
double money and the promise of quality assurance as
an important component of the mentality. Product quality (pledge-
certification for over a century) is not only a statement of a fact, but
also an appeal to return money (twice) in case if the product did not
satisfy the taste of the consumer.

The first block of text intended to draw the consumer’s attention
to the product itself, and is a persuasive speech genre. The text
itself (its body) is a concentrated form, it embodies the idea of all
advertising — its distillation using a direct verbal — call to action
(“<..> We will return money twice as much”). Here, invisibly
the main idea is presented: that is there are several reasons to give
preference to this product. Motivation to action is done through
persuasion and argumentation: “you don’t just buy a product, but
the product of high quality — quality and value — which we support
already for over a century, and certainly in the case of not satisfying
with the product, we’ll refund money doubly”.

Appeal and reasoning are contained exactly in the closing
stages of the advert text: “once decided to buy our product, do not
be aftaid or hesitate, we give you our guarantee - money doubly — so
don’t waste your time, come on, buy!”.

The conviction comes through evaluation of the predicate
“our commitment to quality and value”, which should reassure
the consumer that this product is your need. Here the beneficiary uses
a mixed type of reasoning, the appeal to the mind of the consumer
and to his feelings. The culmination serves as the idea: “Let us
know”- we’ll double your money back in case you are not satisfied
with our product, and it is the guarantee of our product. Here
the game takes place: competitors and the company Hannaford.
This original promotional move (step) is intended to consolidate in
the mind of the consumer’s confidence in the rightness of the choice,
a positive image of the product, its quality.

Conclusion. In the conclusion it should be said that advertising
borrows and adapts models, structures, linguistic forms, from texts
of all kinds. Ambiguity, irony and allusion, puns, alliteration,
assonance, rhyme and all kinds of wordplay are powerful
techniques in advertising, but advertising text should be reached

to its customer in plain language without puns, literary allusions
and obscurities [9].

Advertising often makes use of short texts whether in print or
broadcast media where every word has to work hard. It is very
common for the copywriter to use words that belong to some other
special lexicon, as if to establish a close relation with the target
audience.

It should be added also that in presenting the emotional
component of advertising all sorts of appeals to human needs play
an important role, translating them into motivation to purchase.
Emotional arguments appeal to the feelings and sensations
of the target consumer, and emotionally created advert calls live
reaction from readers. In my mind the main motives (reasons)
(and needs) are the following [1]: 1) health: safety, convenience,
comfort, freedom of action, etc.; 2) economic interests: benefit,
advantage, wealth, career, guarantees, etc.; 3) family and its well-
being: reputation, authority, prestige, power, indisputable values
(honor, nobility, tradition), self-respect; 4) rest: desires, dreams,
miracles, entertainment, games, competitions; 5) truth and justice:
duty, morality, truth, generosity, compassion, etc.
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3upka B. B. Bausite/bHbIH JEKCHKOH 1JIs1 00y4YeHHs
CO3aHHI0 PEKJIAMHBIX TEKCTOB

AnHOTanus. B crarbe paccMarpuBaeTcsl BIMSATEIBHBIN
JICKCHUKOH — ﬂCﬁCTBCHHBIC JICKCUYCCKUE CPEACTBA y6e)KlIeHI/I$[
Y MaHUIYJSIAU B pexiame. CUUTaeTCs, 4TO CHila OTAEIbHBIX
CJIOB BJIMSICT HA TOBEACHUE M MOTPEOHOCTH MOTPEOUTEINECH.
Jlnist 3TOTO pexiiama J0JKHA ObITh OPUTHHATIBHOM, 3alIOMHHA-
foIeics W HaBOMMIIEeH Ha pasMbinuieHus. [logaepkuBaercs,
YTO y peKIaMbl €CTh KOHEYHAs LeNib: MOOYIUTh MOJTydares
neiictBoBaTh. CTyIeHTaM MpeaiaraeTcs MOIENb PEeKJIaMBbl
C JIGKCUKOH, KOTOpasi UMEET BIUSHHUE B TEKCTE, YTOOBI TOMOYb
UM CO3J1aTh CBOH COOCTBEHHBIN PEKJIAMHBIN TEKCT, UCTIONb3YS
pa3HooOpasHyo 3 hekTrBHYO JiekcHKy. ClIocOOHOCTh MOJIe-
JIMPOBATh 1000 PEKIaMHOE MOCIaHHWE — ATO CIIOCOOHOCTH
3¢ PEKTUBHO KCITIOIB30BATh OOBIUYHBIN JICKCHKOH, 4TOOBI 3aCTa-
BUTb TIOKYTIATEIS] COBEPIINTD TIOKYIIKY.

KuioueBble cjioBa: pexiaMa, CO3JaHWE, BIMSTEIbHBIN,
JIEKCUKOH, BO3JeHcTBUe, MaHMIymsanus, dopmyna ANIA,
MOTPEOUTETb.
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3ipka B. B. BniiuBoBuii 1ekCHKOH /IJI HABYAHHS CTBO-
PEeHHIO PeKJIAMHHUX TEKCTiB

AHoTanis. YV cTarTi po3NIsSHYTO BILIMBOBUH JIEKCUKOH —
MOTYKHI MOBHI 3aCO0M NEPEKOHAHHS Ta MaHIMYJIALIT y peKkia-
Mi. BBakaeThcs, 10 cuila OKpEMHX CJIIB BIUIMBA€E Ha IOBE-
IIHKY Ta MOoTpeOH coXuBadiB. I bOr0O peKiiaMa MOBHHHA
OyTH OpUTIHANBHOIO, TAKO0, IO 3aIaM’ITOBYEThCS Ta HABO-
JOUTH HA po3ayMH. ITiIKpecioeThes, Mo peKkiaMa Ma€e CBOIO
KIHIIEBY METY: CIIOHYKaTH ojepkyBada jo aii. CrymeHTam
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MPOIIOHYETHCSI MOJIENb PEKIIAMHOTO TOBIIOMIICHHS 31 CIIOBa-
MH, 1[0 MAIOTh BIUIMB B TEKCTI, 11100 JOMOMOI'TH M CTBOPUTH
BJIACHY pPEKJIaMy, BUKOPHCTOBYIOYM PI3HOMaHITHI €()EeKTHBHI
JICKCUYHI OIMHHIII. 3IaTHICTh MOJICIIOBATH Oy/Ib-SIKE PEKJIaM-
HE TOBIJIOMJIEHHS — 1€ MOXJIUBICTh €()EKTUBHO BHKOPHCTO-
ByBaTH 3BHYAiHI CIIOBA JJIsI TOTO, 100 3MYCHTH CIIOXKHBa4a
3pOOUTH HOKYIIKY.

KurouoBi ciioBa: pexiiama, CTBOPEHHsI, BIUIMBOBUH, JIEK-
CHKOH, BIUIUB, MaHinyisiisi, Gopmyna AIJIA, cioxuBau.




