Marepuanom Ajsi UCCIEN0BaHUs NOCIYKWIHM CLIEHbl IPUBETCTBUNA M3 nepBoi kuuru o Ilepnoke Xomamce Ap-
Typa Konana [loiina «3Trox B 6arpoBBIX TOHAX» M €€ dKpaHU3aIMH pexuccépa Diipoca JInHa, mpeacTaBICHHONW 3pH-
temo B 2010 rony B bpuranum.

OcHoBHas1 YacTh. [IpUBETCTBHUS MOXKHO Pa3leiuTh Ha (opMalibHble U HedopMmanbHbie [3, c. 134—137]. dop-
MaJIbHbIE TPUBETCTBUSI OOBIYHO UCIIOIB3YIOTCS B OHIIUATIBHBIX CUTYAIHsIX, IPU BCTPeUe C KOJJIeraMu JIMOO acuMMeT-
PHYHBIX COIIMAIBHBIX OTHOIICHHUSX, & TAK)KE CPEAN HE3HAKOMBIX JIFOJICH.

O06a Bu/a IPUBETCTBUII IPUCYTCTBYIOT B KHUTE M €€ dKpaHu3anuu. OJTHaKO aHalIn3 NepBOW BCTPEUYH IBYX IJIaB-
HbIX repoeB Lllepioka n BaTcona ykaspiBaeT Ha OTIMYHE B KOMMYHHKAaTHBHOM akTe. Hampumep, B KHUTe JaHHAs CIIEHA
HAYMHACTCA C PaAyIIHOTO IPUBETCTBUA BatcoHa: “...he said cordially, gripping my hand...” [4]. Ilpu stom lepnok
MIOXHMMAET eMy PyKY U TYT K€ IPHHUMAETCS PACCKa3bIBaTh O TOM, 4eM OH 3aHuMmaetcs. B ¢unbme Illepnok aums 6po-
CHUJI B3I Ha BaTcoHa: OHM HE OOMEHSIINCH CIIOBECHBIM IIPUBETCTBHEM M HE MO APYT APYTy pyku. bonee toro,
JTaHHBbIE KOMMYHHUKATUBHBIE CTPATETHH MTOBTOPSIIOTCS U B CIICHE, I/I€ IMIaBHBIA repoii IpHOBIBAET Ha MECTO MPECTYILIC-
Hust. B xuure [leprioka HHCMIEKTOP BCTPETHI PYKOTIOKATUEM M BBIPA3MJI HCKPEHHIOIO 3aHHTEPECOBAHHOCTD B IIPUCYT-
CTBUHM BCEMHUPHO M3BECTHOTO NETCKTHBA: ...rushed forward and wrung my companion’s hand with effusion. “It is in-
deed kind of you to come.” [4]. B punbme 1llepok v HHCIIEKTOP HE MPUBETCTBYIOT APYT APyra PyKOMOXKAaTHEM, a cpas3y
NPUCTYTAIOT K JACIY.

OnHako B (uiIbMe NMPHUCYTCTBYIOT CLEHBI NPUBETCTBHUS, CONPOBOXKAAIOIINECS PYKOIIOKATHEM: IPH BCTpede
[lepiioka 1 Barcona mepen ocMorpom ux Oyaymieid kBaptupbl; B kKade Llepnok mporsruBaer pyky OQHIHAHTY.
B ocranbHBIX ciydasx NpHBETCTBHE KaK KOMMYHHKATHBHBINA aKT OITyCKaeTCsl, U TEPOH MPSIMO MPUCTYIAIOT K JETTy.

B xuure A. K. Jloftna «3Tiox B 6arpoBBIX TOHAX) OMHCAHBI OTEIBHBIC PUTYAIIBI IIPUBETCTBHUI: KCHIIWHA, TIPH-
mIeqmas 3a KOJBIIOM, JIeNaeT PEeBEpaHC; MHCIEKTOP CXKUMAeT pyKy Xommcy “My dear fellow,” he cried, wringing
Holmes’s unresponsive hand...”. OtMeTnM, 9T0 B BUKTOpHAHCKYIO 3MOXY JKEHIIMHAM I10JIATaJOCh JeNaTh pPEeBEpaHC
IIPY IPUBETCTBUH MYXUYHUH JINOO CTApIINX U yBa)KAEMBIX JIIOACH.

3akJ/r0ueHHe. DTUKET NPUBETCTBUN €CTECTBEHHBIM 00pa30M INpeTepIen U3MEHEHHs 3a MPOLIENINX Ba BEKa.
Tak kak B BUKTOpHaHCKyro 310Xy 3THKET HOCHII OoJiee ouIManbHbIi U (POpMaBHBIN XapakTep, TO peueBbie (hOPMYJIIbI
NPUBETCTBHS, & TAKXKe COIYTCTBYIOIee HeBepOAIbHOE TOBEICHUE MMENU YETKHE CTaHAAPThI, KOTOPBIM 0053aTeNIbHO
CJIE/IOBAJIM TIPEICTABUTENN OINPEACICHHON COIMAILHON TPYHIbI, HECMOTPS Ha 0COOBIE OOCTOSTENHCTBA B UX YKHU3HH.
B coBpemeHHOM MHpe MHOTHE TpaBHia U TPAaAWIHMK ynpa3gHeHbl. K mpUBETCTBUSAM JIOIM CTaIM OTHOCHTHCS IPOLIE.
Tem He MeHee, KJTacCHUECKOE MPUBETCTBUE B BUJIE PYKOIIOXKATHS MPOLIO CKBO3b BPEMSI H SIBJISIETCS OCHOBHOU (hopMoOi
MIPUBETCTBUH MEXIy MY>KYMHAMH, a peBepaHC ocTajcs (OPMOM KEHCKOTO TPUBETCTBHUS, HCIIOIB3YEMOM TOJIBKO IPH
KOpOJIEBCKOM JBODE.
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LINGUISTIC MEANS OF EXPRESSIVENESS IN ADVERTISING SLOGANS
(ON THE BASIS OF ENGLISH AND GERMAN)

Introduction. Advertising slogans play an important part in the culture and conscience of English- and German-
language societies. Slogans serve as a means of advertising products and services. Expressiveness is a distinctive
feature of an advertising slogan. It is achieved with the help of special linguistic means. The usage of such means
provides memorization of advertising slogans by the users of advertisements in any language. The topicality of the
research is, firstly, explained by the popularity of advertising slogans in the modern world and, secondly, by the need to
identify those linguistic means that make slogans expressive in English and German.

The object of the research is the advertising slogan. The subject of the research are linguistic means of expres-
siveness in English- and German-language advertising slogans.
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The aim of the research is the analysis and identification of most widely spread means of expressiveness which
are used in advertising slogans in English and German, and which provide the memorability of slogans. According to
the aim of the research, we put the following objectives:

1) to study the notions of “advertising”, “advertising text”, “advertising slogan”;

2) to identify and analyze the means of expressiveness which are used in English- and German-language adver-
tising slogans;

3) to identify the most widely spread types of means of expressiveness which are used in English- and German-
language advertising slogans (phonetic, lexical, grammatical, stylistic).

The methods of research are the study of literary sources, analysis, synthesis, generalization, and comparison.

The theoretical significance of the research lies in the study of linguistic means which provide the expressiveness
of advertising slogans.

The practical significance of the research is connected with the identification of linguistic means of expressive-
ness which are used in English- and German-language advertising slogans. Research materials and research results may
be used in the lessons of English while studying such topics as “Food”, “Shopping”, “Socio-cultural Portrait of a Coun-
try”, “National Character”, “Mass Media”, “Fashion”.

The novelty of the research is in making a comparative analysis of linguistic means of expressiveness on the ba-
sis of two languages — English and German.

The study material is presented by English- and German-language advertising slogans (80 items in total).

Main part. While solving the first objective we found out that advertising means disseminating information
about goods and services which is aimed at quickening their sale, at establishing contacts between a purchaser and
a product, at promoting goods and information about ways of buying them. It is a means that gives interest and wish to
buy this or that thing to a purchaser.

An advertising text is a short composition in prose which presents a subjective point of view on the object of ad-
vertising (goods, services, durable goods, day-to-day goods, services of firms and organizations, achievements of sci-
ence and technology, art, politicians, etc.) [1, p. 9]. Many advertising texts use a slogan at the end.

The slogan is a short, simple and easy to say expression which keeps a product, a brand name, a service or
a place of sale. A slogan sums up the advantages of a product for making a short message which would be easy to re-
member [1; 2]. For example: “L oreal. Because you're worth it”’; ,,Nescafe. Klasse Kaffee*.

According to our findings, slogans are characterized by expressiveness. Speech expressiveness means such pe-
culiarities of its structure which keep the attention and interest of listeners or readers. We analyzed expressiveness at
4 levels: phonetic, lexical, grammatical and stylistic. In our research we selected 39 advertising slogans in English and
41 advertising slogans in German.

Among phonetic means we’ve found examples of assonance, alliteration, anaphora, epiphora, phonemic repeti-
tion, rhyme, and onomatopoeia.

The most preferable means are different kinds of repetition. Assonance is the repetition of vowel sounds in
stressed syllables in a sequence of nearby words. For example: “He keeps going and going and going” (Energizer) —
there’s a repetition of sound [o1]. ,,Es gibt immer was zu tun* (Hornbach) — there’s a repetition of sounds [i and u].

Alliteration is the repetition of the same consonants at the start of several words or syllables in a sequence or in
close proximity to each other. For example: “Sense and simplicity” (Play Station) — there’s a repetition of the sound
[s]- ,,Gutes kann so gesund sein* (Danone) — there’s a repetition of sound [g].

Assonance and alliteration appeared most frequently in the two languages. Still, assonance is more frequent in
German. We suppose that it may be related to the general musicality of the German language by its nature.

While analyzing the lexical means of advertising slogans (parts of speech) we found out that verbs are often used
in slogans in the two languages. They are very powerful because they urge customers to buy a product. They are mostly
used in the imperative mood. There may be 2—3 verbs in the imperative mood within one English-language slogan,
while in German slogans there is typically only one verb in the imperative mood. So, German slogans are made to be
laconic with one verb that consists of one or two syllables. English slogans mostly include short verbs each consisting
of just one syllable. For example: “Buy it. Sell it. Love it” (EBay), ,,Mach was anderes* (Ikea).

Pronouns are quite frequent in advertising slogans too. These are personal pronouns (I, me, you, she, it; ich, wir,
Sie, du) and possessive pronouns (your/s, unser, dein, mein, ihr). The number of personal pronouns in English is almost
the same as in German. In English we found only one possessive pronoun and in German — four possessive pronouns.
For example: “Digitally Yours (LG)”; ,,Ihr Potenzial. Unser Antrieb* (Microsoft).

According to our analysis, the number of adjectives (8/8) is twice as big as the number of adverbs (4/4) in the
two languages. In English adjectives are used in 3 different forms: positive, comparative and superlative. These help to
compare a product with other similar products. In German there are mostly adjectives in the positive form only. This
means that comparison is hardly used in German. For example: “Probably the best beer in the world!” (Carlsberg);
,,Ein gutter Tag beginnt mit Gilette* (Gilette).

Meanwhile adverbs in the two languages are used in their positive form only. There’s no comparison used. For
example: “When it absolutely, positively has to be there overnight” (FedEx), ,,Gut. Besser. Paulaner (Paulaner).

From the point of view of syntax, advertising texts mostly have a direct word order. We’ve found very few ex-
amples of inversion in the two languages.

Ellipsis is quite frequent, both in English-language and German-language advertising slogans. This may be ex-
plained by the fact that advertising slogans must generally be short by nature. For example: “Connecting People”
(Nokia); ,,Freude am Fahren” (BMW).
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As for exclamations, they are used in German advertising slogans as often as in the English ones. For example:
“Give me a break! Give me a break! Break me off a piece of that Kit Kat bar!” (Kit Kat), ,,3...2...1... meins! *“ (eBay).

We have noticed that most slogans consist of just one sentence. Moreover, there are hardly any complex or com-
pound sentences.

The analysis of stylistic means has allowed finding a variety of stylistic means: parallel constructions, hyperbole,
antithesis, metaphor, a play on words, simile, idioms, periphrasis, enumeration, and proverbs. Still, according to our
findings, parallel constructions appear as the most popular means in the two languages. Probably, they are most effec-
tive in helping advertisers to urge consumers. For example: “Inspire me. Surprise me. AMD me” (AMD); ,,Er kann. Sie
kann. Nissan® (Nissan). As for other stylistic means, their number was rather limited.

Conclusion. The analysis we made has allowed identifying the most typical and effective means of expressive-
ness found in English- and German-language advertising slogans. They are phonetic (assonance, alliteration), lexical
(verbs, pronouns, adjectives, adverbs), grammatical (direct word order, ellipsis) and stylistic (parallel constructions).
These means make slogans more colorful and memorable and thus help advertisers urge consumers. Our practical find-
ings prove the theoretical basis of advertising slogans and also help to identify more similarities than differences be-
tween the two cultures.
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STRUCTURAL AND GRAMMATICAL TYPES OF ENGLISH ETHNONYMS

Introduction. Ethnonyms are irreplaceable in the process of intercultural communication. They concretize be-
longing of the participants and other people to this or that ethnic community. Thus, there are certain difficulties with the
translation, which can lead to the international conflicts [1, p. 14].

According to the Kovalyov’s definition, the ethnonym is “... any non-descriptive single nominee, describing
people by ethnicity or nationality”. It is derived from Greek ‘ethnos’ — people, nation and ‘onoma’ — name.

‘Ethnophaulisms’ as the term is entered in 1944 by A. A. Roback in the book “A Dictionary of International
Slurs” [2, p. 23]. Ethnophaulisms are derogatory terms used by the members of one ethnic group to describe the mem-
bers of another.

Main part. Thinking about ethnonyms W. Thackeray’s literary works and the popular animated series “The
Simpsons” are analyzed. Therefore, in the research work the structural and grammatical types of English ethnonyms,
special cases of their formation and translation into Russian are analyzed. It was found out that the ethnonyms, which
are based on personal names, are mostly used for naming the members of different ethnic groups.

We have found the most frequently used (16 examples) nicknames formed of the male personal name John; its
derivates Johnny, Johnnie; different variations of the name John — Jack, Jock and Jocko; the female equivalents of the
name John — Joan, Jane, Jenny; and its foreign equivalents — Hans, Ivan, Jean, Jan, and Sean.

One more widespread name similar to the name John is Charlie. The name Charlie is considered to be humili-
ating for a long time as it called the clowns at the circuses. The nickname Charlie first was given to Chinese, then
(during the Vietnamese war) — to Vietnamese. Nowadays it is used mainly by the Afro-Americans to the Europeans:
Mister Charlie, Mister Charles.

Ethnonyms can be classified according to their word formation. They can be formed by: the semantic derivation,
metonymical transfer, metaphorical transfer, blending, abbreviation, clipping, suffixation, phonologic distortion and loanword.

We have found out that:

1) 57 of ethnonyms are formed by stylistically neutral Roman suffix -an: Chicago — Chicagoan; Hawaii —
Hawaiian; Crimea — Crimean.

2) The suffix -ism forms the nouns with the meanings:

— “the theory, the doctrine, the ideology, the direction”; “language expression, language feature” — Semitism,
Scotticism;
— other meanings: Londonism — a London custom.

3) The suffix -ist forms the nouns with the meaning “a person occupied with a certain (usually intellectual)
activity; follower of any direction”, Romanist — the expert in the field of the Roman right; Arabist — the specialist in
the Arabic language.
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