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Annotation. This article explores the unique characteristics of advertising
language, highlighting its importance in influencing consumer behavior and
establishing brand identity. It examines key features such as clarity, conciseness, and
emotional appeal, alongside persuasive techniques like rhetorical questions and
imperative verbs. The role of visual imagery and cultural relevance in shaping
effective advertisements is also discussed. Additionally, the article addresses the
theoretical importance of advertising language, particularly in the fields of
communication and translation studies, emphasizing challenges in translating
culturally specific food advertisements and emerging trends like localization and
transcreation.
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Advertising language is a unique form of communication, distinguished by its
persuasive intent and specialized features designed to capture attention and influence
consumer behavior. Advertisements serve as cultural and commercial tools, utilizing
language and rhetoric to establish connections between products and potential buyers.
This article delves into the distinctive features of advertising language, its persuasive
techniques, and its theoretical relevance, particularly within marketing,
communication, and translation studies.

The primary function of advertising language is to communicate a message
quickly and effectively. To achieve this, several key linguistic features are
consistently employed:

« Clarity: Advertisements must be easily understood. Given the limited time or
space available, the language used must be clear to avoid confusing the audience. For
example, the Nike slogan "Just Do It" is simple yet impactful, reflecting the brand's
active and motivational ethos (Kotler & Keller, 2016).

- Conciseness: Effective advertisements are often succinct, employing short,
memorable phrases or slogans. These messages are crafted to leave a lasting
impression and to be recalled easily.

« Persuasion: Persuasion is central to advertising language. Whether through
emotional appeal or logical argument, the goal is to influence consumers' attitudes or
actions.

Advertising language employs a variety of rhetorical strategies to persuade and
engage its audience. These techniques, grounded in classical rhetoric, continue to be
highly effective in modern marketing.
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« Emotional Appeal: Many advertisements tap into emotions like nostalgia,
happiness, or desire to build an emotional connection with the audience. For example,
holiday advertisements often emphasize themes of family togetherness and joy,
which resonate with viewers' sentimental feelings (Holbrook & Hirschman, 1982).

« Rhetorical Questions: Advertisements often use rhetorical questions to
engage the audience. These questions prompt consumers to reflect on their choices
without requiring a direct response. For instance, a car advertisement might ask,
"Why settle for less?" to provoke thought and encourage comparison
(MacKenzie&Spreng, 1992).

« Imperative Verbs: Action-oriented language is common in advertisements,
using commands such as "Buy now!" or "Join today!" to create a sense of urgency
and encourage immediate action (Cialdini, 2006).

In addition to linguistic strategies, visual elements play a crucial role in
enhancing the impact of advertisements. The integration of visual imagery and
textual elements can strengthen the overall message. Advertisements often use
metaphors to make abstract ideas more relatable. For instance, a car might be
advertised as a symbol of freedom, creating an emotional and symbolic connection
between the product and the consumer's aspirations (Forceville, 1996).

The language of advertising is integral to establishing and maintaining a brand’s
identity. Different brands adopt distinct linguistic styles to reflect their values and
appeal to specific audiences. For example, luxury brands may opt for formal and
refined language, while brands targeting younger demographics often use casual,
colloquial language to create relatability (Aaker, 1996).

Localization is also essential. Advertisements must resonate with local cultures
and preferences, ensuring that language, imagery, and references align with the target
audience’s values. This cultural sensitivity is crucial for the success of global
campaigns (Keller, 2001).

Humor is a widely used device in advertising language, helping to capture
attention and create positive associations with a brand. Companies like Old Spice and
Geico have leveraged humor through playful slogans and absurd scenarios, making
their advertisements not only memorable but also shareable (Pope, 2009).

From a theoretical perspective, the study of advertising language is crucial for
understanding how communication shapes consumer behavior. As McCracken (1988)
notes, advertisements act as cultural texts, reflecting societal norms and influencing
consumer perceptions. The rhetoric of advertising draws from Aristotle’s classical
elements—ethos, pathos, and logos—to appeal to credibility, emotions, and logic,
respectively (Aristotle, trans. 2007).

Furthermore, advertising language plays a key role in the broader field of
translation studies. Translating advertisements, especially food advertisements,
involves navigating cultural differences and ensuring that the persuasive elements
retain their effectiveness across languages and cultures (Baker, 2011).

Translating advertisements, particularly food advertisements, presents unique
challenges. These challenges include:
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« Cultural Specificity: Certain foods and culinary practices may carry cultural
significance that doesn’t translate well into other markets (Munday, 2016).
Translators must be sensitive to these cultural variations to avoid alienating
audiences.

« Multimodality: Advertisements are multimodal, combining text, imagery, and
sound. Translators need to ensure that the translated text works harmoniously with
visual and auditory elements (Jewitt&Oyama, 2001).

« Emotional Appeal: Translating emotional resonance is particularly
challenging, as it requires a deep understanding of the target culture’s emotional
triggers (Baker & Saldanha, 2019).

Emerging trends such as localization and transcreation (which goes beyond
translation to creatively adapt the original message) are reshaping the field of
advertisement translation. Both approaches aim to connect with local audiences on a
deeper level by adapting not only the language but also the cultural nuances of the
original content (Sanchez, 2018).

Conclusion

The peculiarities of advertising language—<clarity, conciseness, emotional
appeal, visual integration, and cultural relevance—underscore its theoretical
importance. From influencing consumer behavior to shaping brand identity,
advertising language plays a pivotal role in modern communication. Furthermore, its
Impact extends into translation studies, where linguistic and cultural adaptations are
essential for creating effective global advertising campaigns. Understanding these
dynamics is crucial for both marketers and translators, especially as globalization
continues to reshape the advertising landscape.
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