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STATUS AND CLASSIFICATIONS OF SLOGANES  
IN ADVERTISING COMMUNICATION 

 

Abstract. An advertising slogan is a special genre of advertising text that acts as a connecting link in the entire 
advertising campaign. In addition, slogans also perform a number of other functions, being the most important unit of 
advertising communication, they influence the recipients of information, affect their emotions and behavior. The 
relevance of the topic is due to the increased interest in the rapidly developing language of advertising. 

The article is devoted to general issues of the functioning of an advertising slogan in the structure of advertising 
activities, classification of slogans in advertising communication. 

Research methods are determined by the goals and objectives of the work. In a complex linguistic analysis, the 
following general scientific theoretical methods are used: the continuous sampling method, the descriptive-analytical 
method, the comparative-comparative method.  

The theoretical significance of this study lies in the expansion, deepening and systematization of theoretical 
information about the concept of an advertising slogan. 

The scientific and practical significance of the work lies in the fact that the materials of the study can be used in 
theoretical courses on advertising in the study of intercultural communication. 

Results. The totality of the typological characteristics of the slogan distinguishes it from the background of 
other verbal units of advertising appeal. These are laconicism and imagery of form, expressiveness, focus on 
dialogue with the addressee. The slogan of a product that is just entering the market must contain the brand name. 
This will allow the consumer to be remembered faster.  

Having analyzed the functions and typological characteristics of the slogan, we came to the conclusion that the 
slogan is a key autonomous element of the advertising message and can be used both in the context of advertising, 
being its component, and separately, having semantic, structural, compositional features. The slogan can act as a 
linguistic unit, independent of other elements of the advertising text, expressing the essence of the advertising 
campaign, the company's image, the dominant idea. Thus, the changes caused by extralinguistic factors inevitably 
lead to the creation of new advertising images, which in turn requires a qualitative transformation of the nature of the 
advertising text and the emergence of new advertising slogans. 

Key words: slogan, advertising communication, advertising text, information, advertising language, emotions, 
behavior. 

 

Introduction. In the information age, advertising has become an integral part of human life. Having 
originated as a purely economic phenomenon, modern advertising is a socio-cultural phenomenon that 
gives a civilizational cross-section of society's life: the state of its culture, the way of life of people, the 
current state of its language and changes in it-and at the same time forming it using a wide range of 
methods and techniques. The most important role of advertising in the life of modern society makes it 
necessary to study the processes occurring in the modern text advertising space. 

Advertising activities in the Russian Federation are regulated by legal acts of Federal legislative 
authorities. Currently, the basis for advertising in Russia is the Federal law of the Russian Federation "on 
advertising" dated March 13, 2006, No. 38-FZ. 

The Federal law" on advertising " defines advertising: "Advertising – information distributed in any 
way, in any form and using any means, addressed to an indefinite circle of persons and aimed at attracting 
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attention to the object of advertising, forming or maintaining interest in it and its promotion on the 
market" [1]. 

Creative idea is an important component of the process of creating advertising, and in connection 
with the growth of competition between manufacturers of goods and services, its importance has acquired 
a Grand scale. Today, a well-formed creative idea can bring huge profits to a company by creating ads, 
slogans, characters, and ideas that are memorized by the audience. At the same time, unsuccessful 
advertising can lead to loss of profit, as well as to the formation of a negative attitude on the part of 
consumers to the product/service or company. 

Today, advertisers have replaced the term " creative idea "with the word" creative", which continues 
to carry the same creativity, the ability to create non-standard ideas. 

The degree of scientific development of the problem. Today, there is a lot of research experience 
devoted to studying the features of the advertising language, but not all the research issues are fully 
disclosed, so this research needs to be provided with the necessary sources and literature. This is primarily 
due to the process of studying advertising as an objective phenomenon of the modern intercultural 
communication space. In addition, this process is also affected by the lack of developed concepts that 
allow us to study the impact of advertising on the consciousness of an individual, and on the formation of 
a language picture of the world of society as a whole. These and a number of other difficulties are 
objective in nature and undoubtedly actualize the problem of research. 

The advertising text continues to attract the attention of both domestic and foreign linguists, which is 
reflected in the growing number of works devoted to this phenomenon. There is a growing interest in the 
study of patterns of resources use language in different areas of advertising communication, the steadily 
growing number of works devoted to the study of various aspects of the advertising text in the framework 
of linguistic disciplines and journalism on the material of different languages in different directions. 

Literature review. The theoretical basis of the research was the works of domestic and foreign 
scientists: 

- General linguistic description of the features of the advertising text (Zelinskaya A. I., 2002 [2]; 
Kovalenko N. L., 2006 [3]; Kohtev N. N., 1997 [4]; Rosenthal D. E., 1981 [5]; Ryabkova N. I., 2009 [6]; 
Chernyavskaya V. E., 2009 [7] and others); 

- research of individual stylistic techniques in advertising text (hyperbole, litota, impersonation, 
phraseology, language game) (Ilyasova S. V., Amiri L. P., 2018[8]; Grilikhes I. V., 1978 [9]; Kurdyukova 
L. A., 2010 [10]; Solganik G. Ya. 2016 [11]and others.); 

- syntactic features of advertising slogans (Bernadskaya Yu. S., 2008 [12]; Zolina O. E., 2006 [13]; 
Melnik O. A., 2010 [14], etc.); 

- linguistic and cultural aspects of advertising (Zilberg B. A., 1986 [15]; Medvedeva E. V., 2008 [16], etc.); 
- study of advertising communication in the following aspects: translation of values [Goncharova L. 

M., 2020 [17]]; training of advertising specialists [Savchenko L. V., 2019 [18]]; study of case statements 
[Shilina A. G., 2015 [19]]; cross-cultural marketing [Subbotina O., 2015 [20]]; analysis of outdoor adver-
tising [Grigorenko A. A., Yablonovskaya N. V., 2016, [21]]. 

Thus, the purpose of this work is to determine the functioning of the advertising slogan in the 
structure of advertising activities, classification of slogans in advertising communication. 

To achieve this goal, the following tasks were set: 
- analyze and systematize existing definitions of the term "advertising slogan" in the works of 

domestic and foreign scientists; 
- investigate the classification of slogans in advertising communication. 
Results and discussion. 
Slogan status in the structure of advertising activities. 
1. The status of a slogan in the structure of promotional activities 
Today, the world depends on advertising. Without advertising, manufacturers and distributors would 

not be able to sell their products, and buyers would not have the opportunity to learn about the product and 
service. More than a hundred years ago, the term "advertising" meant everything that was associated with 
the dissemination of information about goods (services) in society using all possible means of communi-
cation at this stage. However, the development of advertising and effective work with all the processes 
that accompany it, positively influenced the fact that the following communication areas were separated 
from it, while becoming independently developing: public relations, marketing, product promotion 
(including in social networks), advertising at points of sale, exhibition and fair activities, sponsorship, 
branding, packaging and corporate identity. 
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The success of any ad depends to a certain extent on how much it is trusted and remembered by 
consumers. Not the least role in this is played by the illustration and, of course, such a component of the 
advertising text as the slogan. A slogan is an integral part of an ad. 

In this regard, studies of the slogan and its structural and linguistic features are particularly relevant. 
When used successfully, the slogan helps to create a bright advertising image and increases the impact of 
advertising on potential consumers. 

In Russian, the word "slogan" has both a linguistic and an encyclopedic interpretation. 
Let's consider the linguistic dynamics of the formation of its meaning. 
One thousand eight hundred ninety four "Slogan (shotl. military cry) - the ancient rhythmic military 

cry of the Scots; the collective call of soldiers" [22, p. 807]. 
1998 Slogan [English slogan-appeal, motto]. " 1. a Memorable phrase that expresses the essence of 

the advertising attractiveness of the product. // A slogan or motto that expresses a basic, essential idea.              
2. Bright, but the insipid phrase" [23]. 

Two thousand eight Slogan [\\English slogan] – "1) advertising memorable short phrase that 
contributes to the implementation of a project, which is the motto of a company, firm 2) template speech 
turnover, noisy phrase" [24]. 

Two thousand ten Slogan [English. slogan < to slogan strongly hit]. «Slogan. "Do you hear?" she 
shouted to <Jessie>. – This is not a dream, this is the slogan of the Scots (the war cry of the Scots from 
fabulous times) ; we are saved, we are saved!". SEV. bee 29. 11. 1857 // Poghosyan 172. "Slogans" on city 
streets are a characteristic sign. "Hello, native school" - hangs over Gorky street (by September 1). 1. 9. 
1969. V. Lakshin. // N 2003 5 172 [25, p. 4163]. 

2014 [English slogan] "(com.). Advertising formula in the form of an aphoristic, easy-to-remember 
short phrase " [26, p. 631]. 

As we can see, the word "slogan" is used in the formation of the linguistic dictionary meaning there 
were three stages: 

the first stage (XIX century) is historical: the slogan is a rallying cry (call) of warriors; 
the second stage (the end of the XX century – the first decade of the XXI century) is a contact setting: 

a slogan is a bright phrase that serves as a slogan or motto; 
the third stage (XXI century) is consumerist: the slogan is an advertising driver, an explicator of a 

commercial idea. 
Let's move on to the encyclopedic dynamics of the formation of the meaning of the "slogan" lexeme. 
1999. Slogan - "an advertising slogan, a motto containing a concise, easily perceived, effective 

formulation of an advertising idea" [27]. 
2001. Slogan - “an advertising slogan, a motto aimed at creating an image of a company or adver-

tising a product. It is a concise and easily understood formulation of an advertising idea (eg: “Just add 
water!”). It is subject to copyright” [28]. 

2004. Slogan - “(from the English slogan <to slog - to hit hard) is an advertising formula, a constant 
advertising motto. A clear, clear and concise formulation of the main topic of the advertising appeal. Firm 
S. defines the characteristic unique features of the advertiser and is an element of the corporate identity. A 
successful S. can be no less effective than a trademark. It is easier to remember, because it affects not only 
vision, but also hearing. S. - an optional element of corporate identity. S. is registered as the property of 
the firm, like a trademark” [29]. 

2007. Slogan - “(from the English slogan - slogan, call, motto) advertising motto in the form of an 
emotionally charged phrase used as an element of corporate identity. Unlike an advertising headline, it is 
intended to express not the specific merits of a product, but the ideology of a company that produces 
goods or provides services. For example, the slogan “We care about you and your health” by Jonson and 
Jonson” [30]. 

2010. Slogan “[from Gallic sluagh-ghairm - battle cry; English: Tagline] - advertising slogan or 
motto; a clear, clear and concise formulation of the advertising idea, which is designed to briefly and 
succinctly reflect how this product or company differs from other similar ones. At the same time, it is also 
the essence of the advertising concept, compressed to a formula, brought to linguistic perfection, a well-
remembered idea used to identify a company or a product. S. can also designate and promote a promotion, 
a holiday (event). In 1880 the concept of "S." was first used in a modern sense” [31, p. 197]. 

2014 Slogan - “a slogan, appeal, motto, used as a headline of advertising text or as a trademark. As a 
rule, it expresses the main ideas of the advertising message and consists of no more than 6-8 words. It 
should be short, dynamic, rhythmic and euphonic. For example, the slogan "Yandex" - "there is 
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everything", the slogan "Beeline" - "it is convenient with us", the slogan "RGGU" - "age-old traditions - 
modern technologies" [32, p. 380]. 

So, in modern advertising research there are several definitions of the slogan. According to OA 
Feofanov, the slogan is “the essence of the advertising concept compressed to a formula, a memorable 
thought brought to linguistic perfection. <...> a verbal portrait of a company, corporation, politician, 
political association, various government, financial, commercial and other institutions” [33]. 

I. Morozova understands the slogan as "a short independent advertising message that can exist in 
isolation from other advertising products and is a collapsed content of an advertising company" [34]. 

The creation of an effective and therefore effective slogan is a guarantee of product promotion. The 
researcher of advertising slogans VA Zakharchuk [35] writes that “an effective slogan stimulates the 
consumer to take the desired action and / or active involvement in the brand. A successful slogan becomes 
a key element of the brand's advertising campaign. It supports in the minds of the target group of 
consumers that motivating idea that was embedded in the brand” [35, p. 26]. 

Much depends on the components that underlie the two most important parameters of the overall 
value of the slogan: 

- marketing value; 
- artistic value. 
The marketing value of a slogan consists in meaningful information about the object of advertising - a 

brand or an organization. It is up-to-date, truthful and convincing information about the most significant 
elements. Special care should be taken when identifying important marketing information, as it may be 
replaced by an actual artistic solution rather than a functional advantage. Only after highlighting important 
information, you can proceed to the second part of the work on the slogan - providing it with artistic value [37]. 

The artistic value of the advertising phrase lies in the artistic techniques that the author used when 
creating it. In conditions when two, three or more messages in advertising of competing brands contain 
information equally important and useful for the consumer, a successful artistic solution makes the slogan 
easy to understand and remember. 

In addition to marketing and artistic parameters, one can name the components embedded in the 
slogan by the author himself, which give the result of influence in the surrounding advertising environ-
ment (comparison with previous advertising materials for the same trademark; background created by 
slogans and advertising concepts of competitors, etc.) [38, p. 25]. 

One of the first and major challenges facing slogan creators is the selection of product information to 
include in the slogan. It is important to select the information you need, and then decide which parts of it 
are the most significant and which can be neglected to ensure the slogan is concise and memorable. 

Researcher Ulitina N. A. [39,40] believes that the main units of information of an advertising slogan 
included in the total volume of information about a product include: 

- USP - a unique selling proposition; 
- brand name [40]. 
A brand name is, as a rule, the registered name of a trade or trade mark indicated on the packaging of 

a product under which it is marketed and under which the consumer should know it. The name of the 
brand can be the name of the store, if the latter is the object of advertising, and the name of the 
manufacturer, if we are talking about a corporate advertising campaign, the purpose of which is to create a 
favorable image and form a positive attitude towards the company as a whole. 

So, the slogan, as you can see, is one of the prerequisites for successful advertising. But in print 
media, slogans with errors are often found, which is unacceptable, since this immediately reduces the 
authority of the company, product or service. 

So, the slogan is a short verbal expression of the main idea of the whole advertising text, concentrated 
in one or two sentences and designed to attract the attention of the addressee, as well as to influence his 
consciousness and emotions. In other words, the most important features of the advertising text determine, 
in our opinion, not only the very presence of the slogan in it, but also all the known functions of the 
slogan, as well as the specifics of its language design. All that has been said is also relevant in relation to 
outdoor advertising, the slogan of which acts as the semantic core of the entire message, moreover, the 
core that concentrates the essence and purpose of advertising argumentation. 

As noted above, a slogan is an autonomous unit of advertising communication, which is characterized 
by a number of specific features. Summarizing the features of a working (influencing) slogan, we 
highlight the main requirements for an advertising slogan: 
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- brevity; high readability and memorability; the inclusion of the brand name; the ability to fully 
translate into other languages; originality and expressiveness; absolute compliance with the general 
advertising theme; compliance with the target audience; inviting, but not aggressive. 

Moreover, according to the researcher R. M. Blakar [41], it is generally impossible to speak neutrally, 
since any, "even an informal conversation presupposes the exercise of power," that is, the impact on the 
perception and structuring of the world by another person. " We support these points of view and believe 
that it is the slogan in the advertising text that is the core of the argumentation and impact. 

As can be seen from the definitions we have given, there is no common approach among researchers 
in understanding the advertising slogan. But they are all convinced that the advertising slogan expresses 
the main idea of the entire advertising campaign or a separate advertising object, while convincing, 
arguing, summing up, summarizing, embodying, actualizing, identifying, engaging and attracting 
attention. 

Classification of slogans in advertising communication. 
Today in advertising communication there are many classifications of slogans, but there is no single 

classification of types of advertising slogans. The division of advertising slogans into types is rather 
arbitrary, since living advertising practice is always richer than scientific ideas about them. First of all, 
slogans can be divided into three main groups: corporate, product and image slogans. 

1. Corporate slogans are aimed at image advertising aimed at public and private organizations. 
2. Product slogans target brands. 
3. Image slogans of advertising campaigns can be replaced by others, more accurate for the company 

at this stage of development. 
Distinctive features between corporate and product slogans are determined by unequal advertising 

objects. Enterprises targeting corporate slogans have less impressive status in themselves, in contrast to 
their products. As a rule, these are large companies and holdings that are not associated with one product 
or service. Unlike corporate goods, consumer goods are more specific and appear as well-defined and 
visible objects. 

The types of slogans are diverse, but all of them are united by a common goal - to change the attitude 
of the target audience to the advertised product in a favorable direction, to encourage it to make a purchase 
or purchase a service. 

The functions of advertising slogans proposed in the framework of theoretical sloganistics are not 
exhaustive. Advertising slogans presented in various formats: in the Internet space, in the press and on 
billboards, realize a much wider range of functions: edifying and patriotic function (advertising slogans 
appeal to historical events that cause pride of citizens); the militaristic function of advertising slogans 
appeals to the valiant victories of the Russian army, the heroic past; discriminatory function (advertising 
slogans contain content that is aimed at discriminating some members of society by others by gender, age, 
ethnicity); the hedonistic function is implemented in advertising slogans aimed at attracting the attention 
of buyers by obtaining positive emotions, good mood and pleasure from the use / consumption of 
advertising products; the consumerist function is differentiated in the context of advertising slogans, the 
main idea of which is to get the consumer benefits from a purchase. 

Conclusions. We investigated the status of the advertising slogan. A slogan is a bright advertising 
slogan that reflects the main idea of an advertising campaign and can function as part of an advertising 
text or as an independent advertising text. The right slogan expresses the idea of the company and helps to 
attract consumers. It can make a firm successful, or it can bring failure. Most often, the slogan is at the end 
of the advertising message, next to the brand name. It sums up everything said in the advertising message 
and performs an integrating function within the advertising discourse. For better memorization, the slogan 
should be short, rhythmic, not more than 7 words. It should not include difficult to pronounce words and 
phrases. 

The totality of the typological characteristics of the slogan sets it apart from other verbal units of 
advertising appeal. These are laconicism and imagery of form, expressiveness, focus on dialogue with the 
addressee. The slogan of a product that is just entering the market must contain the brand name. This will 
allow the consumer to be remembered faster. 

Today, there are many classifications of advertising slogans. In our work, we examined the 
following: corporate slogans that are aimed at image advertising, product slogans, they are aimed at 
brands, image slogans of advertising campaigns that can be replaced by others that are more accurate for 
the company at this stage of development. You can also divide slogans into literal slogans, which are used, 
playing around, the name of the product as part of the verbal and sound structure of the slogan, specific 
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slogans that do not play up anything, but inform about specific properties of the product, reveal its merits, 
special qualities and abstract slogans - a special type, with the help of which a successful phrase is created 
that expressively represents the product. You can also distinguish the classification of advertising slogans 
with a linguistic aspect: related - contain the names of the advertised product / service, direct - they 
contain a direct appeal to the potential consumer, tied - are combined with the name using rhythm and 
phonetics, or rather not so much with the name as with its linguistic appearance, free - they are indepen-
dent and independent. 
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ЖАРНАМАЛЫҚ КОММУНИКАЦИЯДАҒЫ ҰРАНДАРДЫҢ МӘРТЕБЕСІ МЕН ЖІКТЕЛУІ 
 
Аннотация. Жарнамалық ұран-бұл жарнамалық мәтіннің ерекше жанры, ол бүкіл жарнамалық науқан-

ның байланыстырушы буыны ретінде әрекет етеді. Сонымен қатар, ұрандар жарнамалық коммуникацияның 
маңызды бірлігі бола отырып, бірқатар басқа функцияларды орындайды, олар ақпарат алушыларға әсер 
етеді, олардың эмоцияларына және мінез-құлқына әсер етеді. Тақырыптың өзектілігі тез дамып келе жатқан 
жарнама тіліне деген қызығушылықтың артуына байланысты. 

Мақала жарнамалық қызмет құрылымында жарнамалық ұранның жұмыс істеуінің жалпы мәселелеріне, 
жарнамалық коммуникациядағы ұрандарды жіктеуге арналған. 

Зерттеу әдістері жұмыстың мақсаттары мен міндеттеріне негізделген. Кешенді лингвистикалық талдау 
кезінде мынадай жалпы ғылыми теориялық әдістер қолданылады: тұтас іріктеу әдісі, сипаттау-аналитикалық 
әдіс, салыстырмалы-салыстырмалы әдіс. 

Бұл зерттеудің теориялық маңыздылығы жарнамалық ұран ұғымы туралы теориялық мәліметтерді 
кеңейту, тереңдету және жүйелеу болып табылады. 

Жұмыстың ғылыми-практикалық маңыздылығы жүргізілген зерттеу материалдары мәдениетаралық 
коммуникацияны зерттеу кезінде жарнама бойынша теориялық курстарда қолданылуы мүмкін. 

Нәтижелері. Ұранның типологиялық сипаттамаларының жиынтығы оны жарнамалық айналымның бас-
қа ауызша бірліктерінен ерекшелендіреді. Бұл форманың қысқа және бейнелі, экспрессивті, адресатпен диа-
логқа бағытталу. Нарыққа шығатын өнімнің ұраны брендтің атауын қамтуы керек. Бұл тұтынушыны тез есте 
сақтауға мүмкіндік береді. 

Ұранның функциялары мен типологиялық сипаттамаларын талдай отырып, біз ұран жарнамалық ха-
барламаның негізгі дербес элементі болып табылады және оның құрамдас бөлігі бола отырып, сондай-ақ 
жеке, мағыналық, құрылымдық, композициялық ерекшеліктері бар жарнама контекстінде де қолданыла 
алады деген қорытындыға келдік. Ұран жарнамалық мәтіннің басқа элементтеріне тәуелсіз жарнама науқа-
нының мәнін, компанияның имиджін, басты идеяны білдіретін тілдік бірлік ретінде әрекет ете алады. 
Осылайша, экстралингвистикалық факторлардан туындаған өзгерістер сөзсіз жаңа жарнамалық бейнелерді 
құруға әкеледі, бұл өз кезегінде жарнамалық мәтіннің сипатын сапалы өзгертуді және жаңа жарнамалық 
ұрандардың пайда болуын талап етеді. 

Түйінсөздер: ұран, жарнамалық коммуникация, жарнамалық мәтін, ақпарат, жарнама тілі, эмоциялар, 
мінез-құлық. 
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СТАТУС И КЛАССИФИКАЦИИ СЛОГАНОВ В РЕКЛАМНОЙ КОММУНИКАЦИИ 
 
Аннотация. Рекламный слоган - это особый жанр рекламного текста, который выступает связующим 

звеном во всей рекламной кампании. Кроме того, слоганы выполняют и ряд других функций, являясь важ-
нейшей единицей рекламной коммуникации, они воздействуют на реципиентов информации, влияют на их 
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эмоции и поведение. Актуальность темы обусловлена возросшим интересом к быстро развивающемуся 
языку рекламы. 

Статья посвящена общим вопросам функционирования рекламного слогана в структуре рекламной дея-
тельности, классификации слоганов в рекламной коммуникации. 

Методы исследования определяются целями и задачами работы. В комплексном лингвистическом 
анализе используются следующие общенаучные теоретические методы: метод непрерывной выборки, описа-
тельно-аналитический метод, сравнительно-сопоставительный метод. 

Теоретическая значимость данного исследования заключается в расширении, углублении и системати-
зации теоретических сведений о понятии рекламного слогана. 

Научная и практическая значимость работы заключается в том, что материалы исследования могут быть 
использованы в теоретических курсах по рекламе при изучении межкультурной коммуникации. 

Результаты. Совокупность типологических характеристик слогана выделяет его на фоне других вер-
бальных единиц рекламного обращения. Это лаконичность и образность формы, выразительность, направ-
ленность на диалог с адресатом. Слоган продукта, который только выходит на рынок, должен содержать 
название бренда. Это позволит потребителю быстрее запоминаться. 

Проанализировав функции и типологические характеристики слогана, мы пришли к выводу, что слоган 
является ключевым автономным элементом рекламного сообщения и может использоваться как в контексте 
рекламы, являясь ее составной частью, так и отдельно, обладая семантическими, структурными, компози-
ционными особенностями. Слоган может выступать как языковая единица, независимая от других элементов 
рекламного текста, выражающая суть рекламной кампании, имидж компании, доминирующую идею. Таким 
образом, изменения, вызванные экстралингвистическими факторами, неизбежно приводят к созданию новых 
рекламных образов, что в свою очередь требует качественного преобразования характера рекламного текста 
и появления новых рекламных слоганов. 

Ключевые слова: слоган, рекламная коммуникация, рекламный текст, информация, язык рекламы, эмо-
ции, поведение. 
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