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The article deals with the stylistic devices that are used in making taglines to English
films. Nowadays, cinema is one of the most popular forms of art. The way of movie products
advertising is a movie tagline that is a short phrase which conveys the main idea of the
advertising campaign of a certain movie in a bright, expressive form. The article describes
the influence on the addressee that is achieved by numerous linguistic means among which
stylistically marked units dominate.

The research of movie taglines is conditioned by a group of factors. Firstly, a tagline is
a type of advertisement typical of the modern English cultural environment. It matters much
in creating a favourable film image. Secondly, a tagline is a bearer of conventional social
ideas, values, stereotypes that necessitate their overall investigation.

The taglines to English movies are studied from the point of view of their pragmatic,
stylistic and translation peculiarities. It is found out that the main expressive means and
stylistic devices of the modern English movie taglines are an epithet, a simile, a metaphor
and an antithesis. Without stylistically marked units in its structure, a movie tagline would
be a set of short information about the film, and it could not interest a potential viewer.
Epithets, antitheses, metaphors and other expressive means and stylistic devices create an
emotional and expressive design of movie taglines. The stylistic design of a movie tagline is
the main component of its adequate perception by a recipient. When using various stylistic
techniques effectively, the main goal of the pragmatic aspect of the movie tagline is
achieved — to evoke the addressee’s interest, with the help of verbal means of influence to
make a potential viewer buy a ticket to the movie or a disc with the film.

Some tips on translating taglines are given. It is pointed out that movie taglines are a
great source of pragmatic, psycholinguistic and cognitive linguistic researches. The general
theoretical issues of modern linguistics can be studied based on movie taglines.

Keywords: movie tagline, advertising, epithet, metaphor, antithesis, simile, repetition.

Advertising is a unique phenomenon of communication which is of theoretical and
practical interest for many sciences. «Advertising» is used referring to two different sides of
the advertising process: 1) advertising as a sphere of human activity; 2) advertising as a
finished product [1, p. 305]. A distinctive feature of successful advertising is a harmonious
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combination of the main idea of advertising with expressive means most consistent for this
idea.

An important means of influence and manipulation on the recipient's consciousness in
advertising is a tagline. With regard to the taglines to films, authors use hidden possibilities
of the language in order to impose a certain idea of the film on the potential audience, the
attitude to it and the emotional reaction on it. Thus, it is crucial to study linguistic, namely,
stylistic peculiarities of taglines to English movies, to define the means with the help of which
the influence on a potential viewer is carried out.

Movie taglines and their pragmastylistic peculiarities are not properly studied yet. For
example, V. V. Zirka defines lexical and stylistic devices of language manipulation which
are used in advertising texts [2]; scientists analyze stylistics of advertising texts in details [3];
language models of advertising text structure are specified [4]; recommendations for
preparation of advertising texts are made [5]; specifics of advertisement in pragmatic and
linguistic aspects is distinguished [6].

This issue is also highlighted in foreign scientists’ works, such as K. L. Bove,
C. G. Sandidge, V. Freiburger, K. Rotzoll [7; 8].

The relevance of the study is due to that fact that feature films have begun to play an
increasingly important role in the life of modern society since the mid-twentieth century. In
linguistics more attention has been paid to the study of advertising and advertising texts, thus,
a movie tagline as an important element of advertising campaign to films has a great interest
to investigate it from a linguistic and especially from a stylistic point of view.

The objective of the research is to define main stylistic peculiarities of taglines to
English films.

To achieve this objective, one should attain the following tasks:

1) to define the concept of advertising text, tagline, and its special form — movie tagline;

2) to investigate pragmastylistic and translation peculiarities of movie tagline.

The subject area is taglines to English movies.

The specific topic of the study is stylistic and translation peculiarities of movie taglines.

Such methods of investigation were used: method of observation — used when study
movie taglines on posters and web-sites; method of dictionary definition — writing down basic
notions and their meaning; method of description — when analyzing main notions and movie
taglines; comparative historical research — when analyzing the main literature on the topic.

Results of the research. Advertising plays an important role in the influence on
addressee. Professor I. K. Kobyakova states that from a linguistic point of view, advertising
is a particular area of practical activities, the product of which is special texts — advertising
texts [9, p. 57].

According to O. V. Medvedeva, an advertising text is a kind of mass communication in
which informative-figurative, expressive-suggestive texts of unidirectional and impersonal
character are created and distributed and which are paid for by the advertiser and directed by
him to groups of people in order to persuade them to make a right choice or action [10, p. 4].

An advertising text is a «pragmatic tex» because it foregrounds certain communicative
strategies. Pragmatics studies the conditions under which people use linguistic signs, it is
aimed at understanding the conditions of adequate choice and use of language units to achieve
the ultimate goal of communication, that is, the influence on partners in the process of their
speech act [11, p. 315]. An advertising text is a speech act which presents participants of
speech act and the object of the message — an utterance.

The reference of the tagline to the independent type of an advertising text contributed to
the emergence of the structural characteristics in it, namely: the inseparable structural and
semantic connection of the tagline with the product; the participation of individual nuclear
components in the formation of social and cultural picture of the world, etc. [12, p. 4].

Regarding structural features of movie taglines, they convey information about the film
and the feelings that it causes in audience. In terms of volume, these are texts of small form
within 15 words, with a stereotypical composition and complex syntax [13, p. 60]. Movie

8 «Dinonoeciuni mpaxmamuy, Tom 11, Ne 1" 2019



taglines are the part of commercial advertising. The purpose of a movie tagline is the
formation of a positive assessment and favourable psycho-emotional atmosphere.

Pragmatic orientation serves as a starting point for studying the dependence of the
structural and semantic organization of any movie tagline on its pragmatic and
communicative orientation.

Pragmatics is embodied in the set of linguistic resources, methods, text elements
participating in the implementation of pragmatic orientation of a movie tagline [6, p. 7].

The communicative purpose is realized through the informative function of a movie
tagline, it announces a new movie release and feelings which this movie evokes.

A movie tagline has the following features:

1) certain compositional and structural organization of the text;

2) the presence of non-verbal components introduced in the tagline to attract attention;

3) the presence of an evaluative element which creates positive impression from the
movie [13, p. 106].

The stylistic design of movie tagline is a main component of an adequate perception of it
by recipient. When using various stylistic techniques, the main goal of the pragmatic aspect
of the movie tagline is achieved — to evoke the interest in the addressee, with the help of
verbal means of influence make a potential viewer to buy a ticket to the movie or a disc with
the film.

In their book «Language of advertising texts» D. E. Rozental and M. M. Kokhtiev have
not only studied the notion, types and forms of advertising, but also analyzed linguistic
peculiarities of advertising texts [3]. The scientists distinguished structural peculiarities of
advertising texts from punctuation, syntax and stylistics points of view. They specified
various devices which are used in formation of advertising texts — polysemy of word, epithets,
metaphors, similes, antitheses, lexical repetitions and others. Similarity of a typical
advertising text and a movie tagline is that stylistic devices are used in their structural variety.
Such devices make the text unique, and while they sometimes play a key role in the decision
of a potential consumer to purchase a product or service in the typical advertising text in the
advertising campaign of films, taglines play more auxiliary role, namely taglines are apt
phrases on posters which draw attention to the film product with its unusual structure and
semantics. Stylistic devices are probably the most important element of structure of any
movie tagline as the diversity of linguistic means and their unusual interpretation in each film
is something what one can pay attention on studying taglines.

The English language is characterized by polysemy of great amount of its words. The
ability of a word to have different meaning is called polysemy. But sometimes polysemy can
lead to occurrence of mistakes, misunderstanding and incorrect interpretation of words. The
example is the tagline to movie «Venomy — «Embrace your inner anti-heroy». «Embracey is
a polysemantic word which means «o6itinamuy, «oxonumuy, «omouyeamuy, «MPULHIMUY».
And in this tagline «embracey has the meaning of «npuiinsmuy» because in the movie the
main character must deal with the monster that captured him. Thus, the proper translation of
this tagline is «/Iputimu ceéo2o enympiwnbo2o anmueeposiy.

An interesting case of polysemy of a tagline to the movie «Avengers: Age of Ultrony. In
its tagline «A new age begins» the word «age» should be naturally translated as «six», but
the official translation of this tagline is «Epa Anemponay», and one cannot use another
equivalent in it, except of «epay, but not «eix» or «oobax.

Speaking about the tagline to «lron Man 3» — «Even heroes fall», here one cannot make
an adequate translation if he / she doesn’t know the movie plot. «Hasime 2epoi nadaromey
cannot be a proper translation because according to the plot, the main character is defeated,
and the proper interpretation will be «'epoii 6yde nepemooicenuii». «Fally in this case is
translated not as «nadamuy, but as «zasnamu nopasxuy, so the translation of this word into
the target language is close as much as possible to its equivalent in the source language.

Sometimes words can have a slang connotation. This happened with a word «sick» which
got its new meaning when regarding time — «xpymuii». In the tagline «One sick love story»
to the movie «The fault in our stars» one can translate the above-mentioned word in a slang
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manner, but in this case an adjective «xsopuii» is suitable for an adequate perception, though
it is atypical for such a structure.

There are cases when one should leave a word or words during translation which are
crucial for tagline comprehension. Thus, to emphasize such words, a translator can use
capitalization — writing words with a capital letter. In the tagline to a movie «Hunger
Games» — «The Games Will Change Everyone», «Gamesy means «lepu Ha udicusanHsy
which are held by political leaders in a dystopian country. To highlight this notion and its
significance, translator must write such words with a capital letter. In such cases all the words
of a tagline should be also written in capital letters.

An epithet is a literary attribute emphasizing a characteristic feature, an essential quality
of a phenomenon, object, notion or action [14, p. 484]. Examples of the use of epithets can
be taglines to the movie «Inglorious Basterds» — «An inglorious, uproarious thrill-ride of
vengeancey. In this case, the adjectives «inglorious» and «uproariousy create the image of
the movie which together with the word «vengeance» evokes interest to it.

The tagline «Wildly charismatic. Impossibly brilliant. Totally rebellious» to the movie
«Good Will Hunting» is a bright example of using the epithets which welcome potential
viewer to watch the film. In this case along with adjectives, authors used adverbs «wildly»,
«impossibly» and «totally» with the help of which they described the main character and a
«rebelliousy spirit of the movie.

In the structure of taglines there is a quite often tendency to use metaphors — when the
essence of one object or phenomenon is described through the features of another one. For
example, «Courage Is Immortal» from the movie «Thor», or «Evil will rise» to the horror
film «6 Souls» where the word «evil» is abstract and used in a metaphorical sense. There are
also such examples of taglines as « Tomorrow is a luxury you can't afford» to the movie «In
Time» in which the time is compared with luxury, where only after watching the movie, a
viewer can understand not only an overall meaning of the tagline, but also its hidden meaning,
because in this case tagline describes one of the main ideas of the movie — people can buy
hours of life and continue their existence. In the film «Bending Steel» the tagline is a phrase
«The limiting factor is the mind» where «mind» is used in the meaning of the phrase «limiting
factor» and it is a boundary in the life of main character.

In the structure of a modern movie tagline one can often find a simile when one thing is
explained through another, not always similar to it. An example is the tagline «Party like a
mother» from the movie «Bad Moms» which is used as a proposal for the viewer, but
specifically does not address him. Another example is the tagline «Twice as hard as the first
timey to the movie «Goon: the Last of the Enforcersy, the tagline «When you feel like a queen,
even a laundromat can be a palace» from a comedy movie «Queen Mimi» where the
meaning of the word «laundromat» is appropriate only when the viewer watches the movie
because laundromat is a home for main character.

An antithesis is a stylistic device which is the comparison of opposite thoughts or images
to enhance the impression [15, p. 50].

In the movie «The Revenant» the tagline «Blood lost. Life found» has two antonyms in
its structure — «lost» and «found» which are opposed to each other. In the movie «Silver
Linings Playbook» the tagline «Love hurts» consists of only two words that are opposed to
each other because in a consciousness of society the noun «love» and the verb «hurty are
concepts directly opposite to one another. «He’s about to ruin a perfectly good divorcey,
which is a tagline to a movie «A.C.0.D.» is also an antithesis with elements of irony, because
«divorce» which is translated as «posnyuennsy cannot have a positive connotation. For the
movie «Your Sister’s Sister» there is a tagline «A comedy about doing the right thing with
the wrong persony» which compares the concept of «right» and «wrong» and this, in turn,
creates the appropriate communicative and ironic effect for the recipient.

Sometimes antithesis can be produced by prefixes. The tagline «Americans are
overmedicated and undereducated» to the movie «Captain Fantastic» describe some of the
main ideas of it.
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The lexical repetition is a stylistic device which is the intentional repetition of the same
word or speech construction. One of the types of lexical repetition is anaphora — a stylistic
device that is a repetition of the same sounds, words, sentences at the beginning of two or
more adjacent lines, stanzas, phrases [15, p.43]. The example of anaphora is a tagline «You Il
laugh. You’ll cry. You’ll hurly to the movie «Wayne’s World» where an appeal to a viewer
is accompanied by three verbs of different emotional colouring. This stylistic device can also
be seen in a tagline to comedy horror «Scary Movie» — «No mercy. No shame. No sequel»
and in the structure of tagline «Part mystery. Part thriller. Parts missing» to the movie «Lake
Placidy». Here the third sentence hints to the plot of the film and evokes the feeling of fear in
the viewer. Sometimes in the structure of taglines the lexical repetition can be of imperative
form, and usually it is because of the movie plot. The tagline to the movie «Spotlight» —
«Break the story. Break the silencex» relates directly to the plot, in which characters reveal
some scandalous terrifying material about priests. «There Will Be Greed. There Will Be
Vengeancey is a tagline to the movie «There Will Be Blood» where words «greed» and
«vengeance» from a previous impression of the plot and events of the movie.

When studying taglines, one can deal with cases, when stylistics is closely interrelated
with syntax. A notable feature of the taglines is a lexico-syntactic parallelism — lexical
repetition in combination with partial structural parallelism of components. The examples
are the taglines to the movie «Fear and Loathing in Las Vegas» — «Buy the ticket, take the
ride», and to the film «Popcorn» — «Buy a bag, go home in a box». «When he pours, he
reignsy is a tagline to the movie «Cocktail» where the main character is a bartender; this
tagline shows the potential viewer the specifics of this job and the personality of the main
character acted by Tom Cruise.

Conclusions.The stylistic devices are among the most important elements of taglines to
the English movies structure. For the cognitive pragmatic intention to be successful and for
a potential viewer to buy tickets to the cinema or DVD, marketers use an unusual structure
of movie taglines. The stylistic devices which are most frequently used in movie taglines are
epithets, metaphors, similes, antitheses, lexical repetitions and polysemy of words — all of
these make a movie tagline an important part of any advertising campaign and makes a
tagline a specific communicative unit with its own language organization and atypical
structure.

Translation of taglines must be made following the author’s intention. The movie taglines
are a specific kind of advertising, thus, keeping to movie plot, usage of adequate equivalents
and similar compact structure are crucial aspects while making movie taglines translation.

The movie taglines have common features with the taglines to different brands, but they
also have their own specific peculiarities. Linguistic, namely, stylistic peculiarities are the
problem which wasn’t studied yet, thus, nowadays there is an importance of its further
detailed investigation.
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Cmamms ananizye cmunicmuyti 3acoou, sKi 6UKOPUCIOBYIOMbCsL Y NOOYO08I CloeaHie
00 anenomosnux Qinomie. Y naw yac oOHum i3 HAUOLILW NONYIAPHUX GUOIE MUCTEYMBA €
Kino. OOnuMm i3 cnocobie pexaamu KiHOnpoOyKyii € KiHOC102an, moomo Kopomka ¢pasa, axa
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nepeoac 6 sCKpasii, 00pasHil QopmMi OCHOBHY [0er peKNamMHOI KAMNAHII NeeHO2o
Kinoginemy. Po3ensinymo numanms 6naugy Ha aopecama, wo 6i06yeacmucs 3a 00NOMO20H0
YUCTIEHHUX MOBHUX 3ac00i8, ceped AKUX OOHe 3 HAUBANCIUGIWUX MICYb 3alMaArOms
cmuaicmu4ni 3acoou.

Hocnidocenns KiHocnozeawy 3ymosieHe CyKynHicmio nesnux ¢axmopis. Ilo-nepuue,
KIHOC/L02AH € PO3NOBCIOO0NHCEHUM Y CYHUACHOMY AH2TOMOBHOMY KYIbIMYPHOMY HPOCMOPI 8UOOM
DPEKNAMHO20 MeKCmY: KIHOCI02aH € GAJCTUGUM ENIeMEHMOM PEeKIAMHOI KAMNAHii, oMy
Hanexcums HNOMIMHA pONb V CIMBOPEeHHI npusabaugozo imioxcy inomy. Ilo-Opyee,
KIHOCIO02aHU € HOCIAMU NOWUPEHUX Y CYCRITbCMEL I0ell, YIHHOCMEl, Cmepeomunie; ye
00YyMO8II0€ HeOOXIOHICMb IX 8CeOIUHO20 OOCTIONCEHHSL.

Cmunicmuune oQopmienns KiHOCI02aHy € OCHOBHOI CKAAO0B0I0 A0EeKBAMHO20
cnputinamms 1o2o peyunienmom. Ilpu e0anomy uKOpUCMAaHHi Pi3HUX CIUTICIIUYHUX
NPUTIOMIB, 00CA2AEMbC OCHOBHA Mema NpAeMAmuyHO20 ACnekmy cio2any 00 @iitbmy —
3ayixasumu aopecama, GUKIUKAMU 3aKOHOMIPHULL IHmepec 00 KiIHOCMPIUKU, NiOWmMOEXHYmu
nOMeHYIlH020 2nA0a4a 00 NPUOOAHHS KEUMKA 8 KIHO, OUCKY 3 (ilbMOM.

Buokpemneno cmunicmuuni ocobausocmi cioearnie 0o ¢hinbmis, AKi 3HAX00AMb CEOE
8I000padCceHHs y BUKOPUCTNAHHT MAKUX eKCNPeCUSHUX 3acobie ma CmuiicimuyHux nputiomis,
AK enimem, noaicemis, Memagopa, NOPIGHAHHS, AHMUMe3d, IeKCUYHUL NO8MOp.

be3 cmunicmuyno mapxoganux MOHUX Ma MOGNEHHEBUX 30c00i8 Yy C80ili CIMPYKMYpI
cnoean 0o Qinomy He Modice 3ayikagumu nomeHyilino2o 2nisdaua. Came 80HU CMBOPIOIOMb
eMoyitino-excnpecugne oopmieHts KiHocio2arny, be3 Hux cioeanu Oyau 6 auue Habopom
Kopomxoi inghopmayii npo girem.

Kpim moeo, Oyno eusigneno, wo posensio 3a2aibHOMEOPEMUYHUX NUMAHbL CYYACHOT
JIH2BICMUKU MOJICe 30TUCHIOBAMUCS HA MAMEPIALL CIO2AHIE 00 AH2IOMOBHUX QiibMis, KI €
HeBUUEPNHUM O0HCEPEeNOM OOCTIONCEH S 3 NO2ISIOY NPASMAMUKY, KOSHIMUGHOT TiH2GICMUKU,
NCUXONTH2BICIMUKU MOUYO.

Knrouosi cnoea: xinocnozan, pexnama, enimem, memagopa, anmumesd, NOPIGHAHHS,
no8mMop.
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