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mоnоtоnоus аnd sоmetimes even inсоmprehensible. In аdditiоn, аbbreviаtiоns сreаte а bаrrier tо соm-

muniсаtiоn fоr the uninitiаted. Mоreоver, sоme sсientists underline thаt dependenсe оn аbbreviаtiоns саn 

leаd tо fuzzy thinking, beсаuse mоst аbbreviаtiоns аre shоrt аnd lively, fаvоring оne–syllаble wоrds, аnd 

it mаy result in the use оf сliсhés, rаther thаn the use оf mоre preсise wоrds. 
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Everybody is influenced by advertising. Marketing has become a very important and influential sci-

ence. Today we can't really buy any goods if we don't know the brand. And actually, we can't buy goods 

if we haven't seen any ads of them.  

Basically the main purpose of marketing is the spread of information about the product. 

Mind of every buyer has certain peculiarities. A lot of people are easily influenced by advertisements 

and slogans, but some people are very strong and experienced because they weigh the pros and cons of 

their purchases. 

In order to make your brand more popular, there is a special place for an advertising slogan. An adver-

tising slogan is a short, memorable group of words used in advertising campaigns [3]. Advertising 

phrases are means of drawing attention to some distinctive features of a product. 

Some slogans are created just for specific limited–time campaigns; others are intended as a corporate 

slogan and are created to be used for extended periods. Some advertising slogans are memorable for many 

years.  

According to L. Podorozhnaya, to be effective an advertising slogan: 

1. should be short and memorable 

The shorter your slogan, the faster people will memorize your company. Short slogans are more dy-

namic. It means that short phrases can excite buyers and make them think about the meaning: “Nissan – 

Shift expectations”, “Honda – The power of dreams”,“KIA – The power to surprise”. 

2. should be original and creative 

Original and creative slogans always sink into the mind. If your slogan is too simple and is not origi-

nal, it is unlikely to attract consumers‘ attention. And if it is full of creativity, it can help your product to 

stand out among other similar products: ―Mercedes – The best or nothing”,“Land Rover – Go be-

yond”,“Harley Davidson – There is nothing on the road like it”. 

3. should be compliant with the brand product 

When a company creates an advertising slogan, it thinks about the establishment of the image that will 

affect the public. A slogan should call for action: “Just do it” (Nike). Some companies create an impres-

sion that only with this brand we will be able to comprehend impossible things and to act: “Impossible is 

nothing” (Adidas). A good slogan must assure consumers of the necessity of using this company's prod-

uct because it is this company that ensures comfort and the best service: “Doing what we do best” (Amer-

ican airlines), “If everyone can canon can”(Canon). An effective slogan should also point to the new 

progress or new technologies: “The next big thing” (iPad mini), “The relentless pursuit of perfection” 

(Lexus). 

4. should include the name of the brand 

In order to make an advertising slogan act effectively, a good slogan must repeat the name of the 

brand. “Pepsi's got your taste for life”, “Come Alive, You' re in the Pepsi Generation” – these slogans 

are already deep in our consciousness, they are associated with the brand name ―Pepsi‖. When a company 

uses friendly words, it creates the illusion of closeness of the goods to the buyers: “We care about you 

and about your health” (Johnson&Johnson), “Johnson&Johnson. Clinically proven”, “McDonalds. I' m 

lovin' it”. 

So, L. Podorozhnaya speaks about the following peculiarities of slogans: 

1) for easy perception, slogans should not be too long; 
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2) each slogan must be original and interesting. It must intrigue the buyer immediately because it is the 

best way to make people memorize your brand; 

3) the slogan often creates a company‘s image that immediately distinguishes this company from its 

competitors; 

4) the basic idea should be clearly visible and be compliant with the company‘s ideology [2]. 

Aurora Gatbonton gives the following guidelines to create a great advertising slogan: 

Identification. A good slogan must stay consistent with the brand name either obviously stated or 

strongly implied. It‘s better to include the name of your business to it. 

Memorable. Some of the best taglines or slogans are still being used today, even though they were 

launched several years ago. 

Beneficial. Reveal your purpose and benefits of the product by conveying the message in consumer 

language. Turn bad into good. Suggest the risk of not using the product. Create a positive feeling for the 

consumers. 

Differentiation. In an overcrowded market, companies in the same industry need to set themselves 

apart through their creative and original tagline or slogan. 

Keep it simple. Use proven words and short keywords. One word is usually not enough [1]. 

So, to conclude, the relevance of this topic is evident because your income from selling your product 

depends on how many people want to buy your product. Some slogans attract buyers and make them 

think that there is only one good product they should buy, thereby destroying potential competitors. 

 

References 
1. Gatbonton, A. 77 Catchy and Creative Slogans / [Electronic resource]: Mode of access: 

www.hongkiat.com/blog/77–catchy–and–creative–slogans. – Date of access: 07.03.14.  

2. Podorozhnaya, L.B. Advertising slogan / [Электронный ресурс]: Режим доступа:  

http://bizkiev.com/content/view/1187/617/ . – Дата доступа: 07.03.14.  

3. [Electronic resource]: Mode of access: http://www.en.wikipedia.org. – Date of access: 28.02.14.  

 

 

УДК 395.6:81=161.3 

ЗАПАЗЫЧАНЫЯ НАЙМЕННІ СТРАЎ У РАЗВІЦЦІ КУЛЬТУРЫ МАЎЛЕННЯ 

 

О.І. Еўдакімава, 1 курс 

Навуковы кіраўнік – Л.П. Місюкавец, выкладчык 

Палескі дзяржаўны ўніверсітэт 

 

Сучасны падыход да праблем маўленчай культуры ўлічвае шырокі спектр пытанняў, звязаных з 

функцыянаваннем і развіццѐм беларускай мовы і яе норм у структуры мовы нацыі. Відавочна ўз-

растанне сацыяльнай і літаратурна–эстэтычнай ролі мовы ў сѐнняшнім жыцці народа. Культура 

маўлення прадугледжвае ўсебаковае, поўнае веданне рэальнай сістэмы мовы ў яе гістарычным 

развіцці, валоданне формамі і стылямі сучаснай літаратурнай мовы ў адпаведнасці з мэтамі і зада-

чамі зносін. Сістэма камунікатыўных якасцей маўлення прадугледжвае правільнасць, дакладнасць, 

лагічнасць, выразнасць, багацце і разнастайнасць, дарэчнасць, чыстату і лаканічнасць. Пераліча-

ныя якасці, безумоўна, маюць дачыненне да такога працэсу ў мове, як запазычанне [1, с. 77]. 

Цалкам асвоенымі запазычаннямі лічацца словы, у фанетыка–марфалагічным афармленні і семан-

тыцы якіх не застаецца нічога, што ўказвала б на іх іншамоўнае паходжанне. Напрыклад: булка, 

боршч, гарбата, гуляш, кава, какава, кампот, плоў, рулет, смажаніна, сыр, торт, халва, чай, 

шакалад, шашлык, шынка. Пералічаныя словы абазначаюць агульнавядомыя стравы, характэр-

ныя не для аднаго пэўнага народа, а для многіх іншых. Асвоеныя запазычанні, уласцівыя сучаснай 

беларускай мове, прыйшлі ў розны час і з розных моў. Сярод даўніх беларускіх запазычанняў су-

стракаюцца словы, звязаныя сваім паходжаннем больш чым з дзясяткам моў. Найбольш значную 

частку сярод іх складаюць лексічныя адзінкі, якія на працягу XIV–XVIII стст. увайшлі ў беларускі 

слоўнік з заходнеславянскіх і заходнееўрапейскіх моў [2, с. 3].  

Побач з цалкам асвоенымі запазычаннямі сустракаюцца іншамоўныя словы, якія засвоены 

часткова. Асабліва ў кулінарных меню звяртаеш увагу на такія словы, бо значэнне іх, часцей,  

зусім невядомае. Сучасныя  маладыя беларусы з павагай ставяцца да культуры іншых народаў, іх 
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