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The article deals with suggestion as a communicative aspect of implication extrapolated by
various stylistic devices in English television commercial advertisements, namely the use of those
devices that can be equalised with implicatures concerned with creating suggestive material. It shows
detailed analysis of stylistic devices employed in advertising to diversify the connotations of a product
by creating implicit, suggestive meanings and connotative fields for the product that is being
advertised. Particular attention is paid to the presence of suggestion as a verbal factor in forming the
text of a commercial just as well as it is conveyed visually. The focus is on further proving that
implications in advertisement discourse rely on suggestive stylistic material to perform the
manipulative function of any commercial.
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Introduction. Due to the momentum of modern technology and science ever speeding
up, the communicative processes, that linguistics is concerned with, grow ever faster as
well. The concept of communication is now viewed from a very wide angle of different
media outlets and the materials available for potential readers that connect via the media
outlet. One of such outlets, interconnected to many ways of life, can cause a prominent
reaction out of the receiving end in such a spontaneous and expressive way that it attracted
a huge interest both out of specialist field as well as linguists. That outlet is advertising.

The sheer amount of advertisements produced daily raises a number of questions among
the scientific community. Among the issues, there is the debate of explicit/implicit, reason
of which is whether implication and suggestion are present during information conveyance
in advertisement discourse [7, c. 102].

The notion of suggestion comes to communication theory from psychology. V. V. Zirka
defines it as implicit guidance of adressee during communication, essentially manipulating
them in the process of message decoding [6, c. 15]. By means of stylistic richness of the
English language, the advertising adressers use this notion to override the fiction barrier
created by the communication being consumer-orientated. Moreover, the role of advertising
is significant enough for adressers to be creative in employing implication in stylistics,
which this research is trying to prove.

The relevance of the study is due to general interest in discourse studies and
connecting the modern branches of linguistics with other fields of science in researching a
particular phenomenon that is advertised. The analysis of expressive means and stylistic
devices used as suggestive material may help develop a better understanding of processes
behind advertising as well as that psychological concept in general.

The objective of the article is to describe suggestive material contained in commercials
that are framed in English advertising discourse via implication markers and stylistic
markers.

Based on the objective, we can imply on tasks of the research:

1) to study the theoretical and practical implementations of suggestion;

2) to define and describe the process of implication that employs stylistic devices;
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3) to clarify the use of suggestive material in advertisements for further research.

The subject matter is the suggestive material created by implication foregrounded in
advertising discourse.

The specific topic of study is merging communication theory concept of implication
and pragmatic branch of stylistics in search for suggestion as a verbal aspect.

Results of the research. The first stage of the research shows the analysis of the
definitions of key concepts and notions by the scientific community. The represented
discourse of advertising is defined by O. V. Rebriy as a functional discourse that differs
mainly by merging principles of informativeness with expression to create a pragmatic
influence on addressee [3, c. 42]. This definition helps to connect the dots towards the
manipulative function of commercials described by advertisements specialists. Implicit
information, marked verbally and non-verbally (visually in our case), stands out as that core
connection, hence the implications create an illusion of critical analysis for the potential
consumer before they make their “involved” choice. Adding to that, implicative markers
can create additional connotation fields for the product that is being advertised, indulging
into social, diachronic criteria of communication which creates behavioural standards.
G.G Pocheptsov describes these features of advertisement discourse as seemingly
connecting ads to propaganda and other politically functional discourses [2, ¢. 72].

On this stage of a study we also have to clarify, which methods of research are being
utilised and which parts of the media outlet concerned the connected discourse are
specifically used. This study necessitates the use of stylistic qualitative analysis in
connection with pragmatic linguistic synthesis and analysis of discourse. The sample of
discourse at hand is being taken from American TV commercial ads, and the choice for that
is based on the bulk of commercial adversiments having a larger degree of implicit
information connected to the advertisements intention if compared to political or social ad
texts. The two main goal groups that this part of advertising discourse is concerned about,
the targeting on business success and the success of an ad product itself in the eyes of target
audience, can be described as an extralinguistic factor and be put to use in the qualitative
analysis done further in the study. O. E. Tkachuk-Miroshnichenko argues that implication
markers in commercial ads help avoiding the explicit statements of voluntative ad function
while tending to flavor the text as original and dynamic [5, c. 14].

Aforementioned suggestion continues into suggestive material — various insinuations
and hints towards hidden benefits of advertised product, that are implied by the advert
rather than explicitly stated, because in the case of direct point-out those benefits are often
dismissed as unreliable, flawed or even made up by the addressee, the potential consumer.
The precursor for forming this suggestive material is argued to be psychological, based on a
polarization of context, an insinuation on lightening up the view of the product in the eyes
of consumers [1, ¢. 59]. This is backed up by the fact that false advertising — explicit lies or
misdirections about product’s quality, quantity or guarantees of services are prohibited by
U.S. law through Federal Trade Comission.

However, an emotive verbal suggestion is suitable for use in any advertising content.
The process of suggestion is widely incorporated into American ads and provides a
dampening of critical view in consumer’s attention as well as lowering the chances that the
addressee would compare the product to its competitors for a better choice. The concept of
product comparison is the one that some advertisement agencies and copywriters tend to
avoid while others use it to diversify their client base and lure in the clients of their
competition by the so-called “comparative advertising”. Comparative advertising is highly
reliant on suggestion since it makes arguments in non-direct ways about the state of
services or products provided by the competition. While the case of comparative
advertising or “advertising wars” is mostly encouraged, the explicit disparaging of
competing products or services in ad text is scrutinized, so the addressor of an ad must be
drawing the suggestive comparisons very narrowly, in an attempt not to get liable.

On the second stage of the study the reasons for using stylistics in the matter of
providing context to the notion of suggestion are specified. Specialist literature such as
S. Moriarty’s textbook on advertising states that the ad text has to fit in the suggestive
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material due to time restrictions (30 to 60 seconds of an ad window) and the general
tendency of advertisements to minimize into short quips and slogans [9, c. 13]. Thus the
implication markers are often implemented trough various stylistic devices and expressive
means [4, ¢. 111]. The contextualisation of this in the following examples is done both to
equalise those in the verbal aspect of suggestion and to review the stylistic devices as
creative tools perform the menial tasks of advertising (informative, persuading,
communicative functions) with an addition of expressive, affective function of
advertisement text.

The nominative status of implication markers that form the suggestive material is
divided into three categories:

1) lexical markers which convey the enrichment of a particular discourse in a language;

2) grammatical markers which provide further shortenings and anthropocentric
cognitive means to the discourse at hand;

3) non-verbal markers which commit to imply through audiovisual cues, thus bearing an
extralinguistic factor.

The correlation between these markers and expressive means comes from their
continuous use in the speech of certain communicative groups within all language users, in
our case, advertising adressors and potential consumers. Taking the notion of discourse
persisting as a restricted communicative space that follows its own language patterns [8,
c. 23], we can equalise the verbal implication markers and stylistic devices on the basis of
advertising discourse being its own language within English.

With this in mind, we can conduct a list of conventionally defined stylistic devices
(syntactic, lexical and semantic) that are used as implicative markers more often than
others:

1) ellipsis that provides grammatical implication of decoding;

2) cliché and intertextuality that provide lexical and non-verbal implication;

3) rhetorical questions that provide grammatical implication of absence of addressee;

4) occasionalism in choice of words that provide lexical implication;

5) simile that provides lexical implication.

The following examples represent those stylistic devices in work of suggesting a variety
of conditioned qualities and connotations toward the advertised products.

1. Chop-chop-chop, chop the tree, more than thirst you feel hungry, craving more than
an ice-cold brew, reach for a can of Dinty Moore Stew. *whistling* Push real hard for that
Stewskie, look at the beef and that gravy. This hardy meal is a real good deal, Dinty Moore
is the beer of meals!

The soup advertisement in example (1) realizes the entertaining potential of English
rhymimg while using a simile of the canned soup to beer or brews that maintains the
suggestion of positive connotations. The target audience would gather that the soup is easy
to open and quick to consume just like a can of beer. This suggestion is further strengthened
by the occasionalism “Stewskie” which is formed from the similar sounding words “stew”
and “brewskie” (a slang word for “beer”). The logical climax of the song “beer of meals”
rhymes with a suggestive choice of words “real good deal” that can be decoded by the
viewer as comparison to other products on the market. This example proves the creative
function in verbal aspect of suggestion.

2. Last Thanksgiving 2 million people tried to deep-fat fry their turkey. 15 succeeded in
setting their house on fire. At Christmas, there was a lot of driving over the river and
through the woods and a little bit of skidding on the ice.So while you 're celebrating Allstate
would be standing by. Trouble never takes a holiday, neither should the insurance. Are you
in good hands?

The insurance company ad in example (2) feeds into intertextuality of traditional
American holidays: Thanksgiving Day and Christmas. The cliché situation both explicitly
and implicitly states about the danger of such festivities, suggesting a better service to
protect the potential clients. The last two sentences, a metaphorical antithesis plus simile of
comparing trouble to an insurance group and the rhetorical question-slogan “Are you in
good hands?” suggest the view on quality-assured and always-available service provided by
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the company. This example solidifies the social, affective function in verbal aspect of
suggestion

3. —I'm really looking forward to getting mine every month...

— You still get yours, grandma?

— Sure do!...

— I'd invite you up but I've just...got my Book of the Month.

The book delivery service ad in example (3) extends the process of decoding the
advertising text by using ellipsis with the word “yours”. This subverts the expectation of the
viewer, suggesting something that isn’t advertised and in connection with the visual cues
creates false clichés in addressee’s perception. This is called a “negative suggestive stimuli”
and it is taken into consideration by the advertisers when the product is hard to advertise in
visuals, such as a book delivery service. The deliberate subversion concentrates attention of
the viewer on decoding the real message during the ad and then a sudden reveal of explicit
slogan is taken less compulsively, without a negative reaction from the viewer. This
example portrays the informational function and the function of viewer engagement in
verbal aspect of suggestion, as well as the fact that suggestive implications are not always
positive when trying to reach the desired advertising effect.

Despite the differences in levels of effectiveness the suggestive material is provided in
each of the sampled ads, it definitely prospects in the goals of the study. The richness of
stylistic and expressive devices fulfills an important task in the process of forming
suggestive material via different verbal functions while simplifying the matter for an
addressor to implicitly manipulate his target audience.

Conclusions. The advertising in general is a structured phenomenon that implements a
number of tactics to functionally inform and drive in the potential consumers. The process
of creating suggestive material is a relevant creative tool in planning out an advertisement
campaign or forming a one-off ad for any company. This fact also makes it a relevant topic
for further potential research.

The media outlet of ads gains great benefits by means of stylistic richness and
expressiveness and the impact of implication in communication. The presence of examples
proves the existence of implication and suggestion in the frame of advertising discourse and
their connection with one another as built-in concepts. Suggestive material in an ad is
structured upon multiple implicative markers that correlate with stylistic devices to add
bigger positive effects towards the advertisements goals.

The theoretical and practical potential of verbal suggestive material is important not
only for studies in the frame of advertising discourse but to practical studies as whole. The
prospects of research include writing up a study on more narrow, specific substructures in
the advertising discourse or taking a wider path with looking at other types of advertising
such as social ads or political ad campaigns. Another path for future studies would be
implementing comparisons between implication of communication theory with other
pragmatic branches of linguistics to reveal other connections similar to those of verbal
aspect of suggestion with stylistics.
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Ilooana cmamms posensidac cyeecmilo AK KOMYHIKAMUGHUI (axmop IMniikayii, wo nowuproemovcs 6
aneoMosHiti menesisitinill pexnami 3a80AKU GUKOPUCMANHIO PI3HOMAHIMHUX CIUTICMUYHUX 3dcobis, a came —
mux 3aco6ie, wo OMOMOICHeNT 3 IMNIIKAYIUHUMU MAPKePaMu, AKi 6ladcHe i YMeopIoions Cy2eCmugHull Mamepiai.
Poboma nepedbauae OemanvHuil aHani3 CMUNICMUYHUX EKCNPECUBHUX NPULOMIE, BUKOPUCMAHUX 6 peKiami 3
Memor (PopMysanHs HOSUX KOHOMAYil Ofid NPOOYKMy uepe3 CMEOPEHHs NPUXOBAHUX, HABIAHUX 3HAYEHb Md
KoOHomayitinux nonie 01 npodykmy, wo pexiamyemvcs. Ocobausa ysaza npudilaemvcsi NPUCYmHOCMi
HABII08aHHA K 8epOANbHO20 (Pakmopy y Gopmysanni peknammozo meKkcmy HA OOHOMY PI6HI 3 Gi3yanbHOIO
nepeoaueio cyeecmii. Jlogooumbcs, w0 IiMnAIKAYia 8 PeKIaMHOMY OUCKYPCI 0A3VEMbCA HA CYeecmuBHOMY
cmunicmuynoMy mamepiani  Ons  6UKOHAHHS MaHinyaamuenoi @ynkyii pexnamu. 3nauna yeaea maxoic
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NpUOIAEMbCS  NOHAMMIO ~ CY2eCUBHO20 Mamepiany sK MAKozo, W0 nepedde nepesazu moeapy Jnuie
IMARIYUMHUMU MapKepamu, adxce y UNAOKY NPSAMOI MO8u yeaea aopecama Oyoe 30CepeddceHa HA MONCIUBUX
Hedoaikax moseapy abo nociyeu.

V pobomi meopemuuno ma npaxmuuHo 00CIONCYEMbCA 3ACMOCYBAHHS Cy2eecmii 8 MmenegizitiHill peKiami,
NPAKMUYHO 00800UMbCS BUKOPUCTNAHHS IMAIIKAYIl ma cyeecmii 6 pexiami, UCGIMIIOEMbCA X MiCHULL 36'5130K,
BUBHAYAEMBCA MA ONUCYEMBCA NPOYeC IMNAIKAYL, Ni0 4ac AK020 GUKOPUCTNOBYIOMbCS CIUNICMUYHT NPULIOMU..

Axmyanvricms 00CTIONCEHHSI MENEGIIUHOI PeKNaMu 3YMOGNEHA CIPSIMOBAHICIIO TIHEGICIMUKU HA 0emAalbHe
BUBYEHHS NPOOIeM cuHmesy (YHKYII 0OHOCMOPOHHbOI MaA 080CMOPOHHBLOT MACOBOI KOMYHIKaYil, epekmugrnocmi
CIUNICMUYHUX MOGHUX OOUHUYDb ) 8ePOATLHOMY KOMROHEHNI KOMYHIKayii ma ix inmepnpemayii KOMyHIKaAHMAamu.

Kniouosi cnosa: pexnama, cyeecmis/Hasito8anHs, IMIIIKAYIs, CIMULICIMUYHI 3aC00U, peKIaMHULL OUCKYPC
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Jannas cmamest paccmampugaem cy2eecmur) Kak KOMMYHUKAMUGHBIL (DAKmop UMRIUKAYUU, KOMOPblil
PACAPOCMPAHAEMCSL 6  AH2NIOA3bIYHOU  MENCGUIUOHHOU  PEeKIaMe H4epe3  UCNOAb306AHUe  PA3ZHOOOPA3ZHBIX
cmunucmuyeckux Queyp peuu, a UMEHHO mex Queyp peuu, KOMOpbie OMONCOeCMENAIOMCA ¢ MAPKepamu
UMRIUKAYUY, CO30aoWuMu  cy2eecmusnblll  mamepual. Paboma exmouaem 6 cebs OemanvbHblil aHAIU3
CIMUUCMUYECKUX IKCNPECCUBHBIX (Du2yp peyu, Komopble Oblii UCNONb308AHbL 8 PEKIAME C YElbl0 (HOPpMUPOSAHUsL
HOBbIX KOHHOMAyuil 015 NPOOYKMA npu NOMOWU CO30AHUS CKPBIMbIX 3HAYEHUll, KONOpble GHYUAIOM
npucymcmeue Ho8bIx KOHHOMAMUBHbIX noJell Ol pekaamupyemo2o npooykma. Ocobennoe HuManue yoeisemcs
NPUCYMCMBUIO BHYUWICHUS. KAK 6epOAbHO20 (hakmopa 6 co30anull peKiamHo20 MEKCma HAPAgHe C GU3YAIbHOU
nepedaueil 0aHHo20 axmopa. Paboma cmasum neped coboil yenv 6 OanvHeluiem 00KA3amy, Ymo UMIIUKAYUSL 8
PDEKIAMHOM  OUCKYPCE OCHOBAHA HA CY22eCMUBHOM CMUIUCMUYECKOM Mamepuaie, KOMOpbll UCNONHAem
MAHUNYTSMUBHYIO (DYHKYUIO DEKNAMBL.

Knwouesvie cnosa: pexnama, cyzeecmus/ghyuienue, UMNIUKAYUs, CMUIUCMUYECKUe Quaypul peyll, peKiamHblil

ouckypc.
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