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Аннотация. В статье исследуются лексические средства, используемые в рекламе про-
дуктов питания для создания языковой игры. Анализ направлен на выявление эффективности 
этих средств в привлечении внимания потребителей и формировании привлекательного образа 
товаров. 

Ключевые слова: языковая игра, реклама, продукты питания, лексические средства, средства 
выразительности. 

LEXICAL MEANS OF CREATING A LANGUAGE GAME IN FOOD 
ADVERTISING 

Abstract. The article examines the lexical means used in food advertising to create a language game. 
The analysis is devoted to identifying the effectiveness of these means in attracting consumers' attention 
and creating an attractive image of goods. 

Keywords: language game, advertising, food products, lexical means, stylistic means. 

The purpose of this article is to identify and systematize lexical means of language games in the 
modern food advertisement (using American brands as an example). The problem of the research is to de-
termine the lexical means that are most often used to create a language game in food advertising, as well 
as to analyze their impact on consumer’s perception and advertising effectiveness. 

The objectives of the research are the following: 
1) identifying major lexical means used to create language games in the modern food advertisement 

of American brands; 
2) analyzing functions of language games when forming an attractive image of a food product; 
3) defining the efficiency of different types of lexical language games in food advertisement of 

American brands based on the analysis of particular examples. 
The relevance of the study is that the use of language game in food advertising is becoming an in-

creasingly common method of attracting consumers' attention and creating a positive brand image. Given 
the growing competition in the food market, understanding the lexical means allows marketers to more 
effectively develop advertising campaigns, increase their attractiveness and memorability. In addition, the 
study of these means can serve as a basis for further research in the field of advertising language and con-
sumer psychology. 

Scientific novelty lies in the identification of new lexical concepts and linguistic techniques that may 
have previously remained outside the field of attention. The results of the work can serve as a basis for 
improving marketing strategies, providing recommendations for creating effective advertising campaigns. 

The method of illustration was used in this research. The method involves providing specific exam-
ples of lexical devices that create a language game and then commenting on them. This approach allowed 
for a clear illustration of theoretical concepts and demonstrated how differently linguistic elements are 
used in food advertising. The examples were analyzed with an emphasis on their functionality and impact 
on the target audience, which helped to better understand the mechanisms by which advertising influences 
consumer’s behavior. 

Y.V. Golikova writes: «Language game is a set of techniques that violate linguistic norms and are 
used to create a comic effect, thus distinguishing advertising from its competitors.» [3, p. 19]. 

Language game in food advertising plays a key role in attracting consumers' attention and creating a 
positive brand image. Using various lexical means, advertisers create memorable and original messages 
that can arouse interest and emotions in the target audience. In the highly competitive food market, the use 
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of language games not only helps to distinguish a product from similar ones, but also establishes an emo-
tional connection with consumers, which ultimately contributes to increased sales and brand loyalty. 

When creating promotional food products, many factors are taken into account that influence their ef-
fectiveness and attractiveness to consumers: 

1) favorable positioning of food products; 
2) the need to prove the product's advantage; 
3) peculiarities of traditions; 
4) well-reasoned product information. [4, p. 108] 
Stylistic means play the most important role in creating language games. According to I.R. Galperin, 

stylistic means are «morphological, syntactic and word-formation forms of language that serve to emo-
tionally or logically enhance speech.» [1, p. 43]. According to the classification proposed by the scientist, 
stylistic means can be conditionally divided into three main groups: phonetic, lexical and syntactic. [2, 
p. 136]. Lexical stylistic devices include hyperboles (extravagant exaggeration [9]), euphemisms (a word 
or phrase used to avoid saying an unpleasant or offensive word [7]), metaphors (an expression that  
describes a person or object by referring to something that is considered to have similar characteristics to 
that person or object [7]) as well as litotes, zeugmas, oxymorons, and gradation which are observed more 
precisely below. 

The first example of a lexical mean which creates a language game is provided by the brand Snickers 
and sounds like «Snackisfaction guaranteed.» The word «snackisfaction» is a striking instance of blend-
ing, a combination of two or more words where at least one word is contracted. [8, p. 120]. In this case, 
we can see the merging of two words – «snack» and «satisfaction.» It’s a combination of both the product 
(snack) and emotional result (satisfaction). 

The next example is «Feed your creativity and your appetite» by Taco Bell. This is a case of zeugma 
which is the use of a word to modify or govern two or more words usually in such a manner that it applies 
to each word in a different sense. [9]. The verb «feed» governs incompatible objects, thus uniting physical 
and intellectual satisfaction. It turns food into an inspiring experience. This clever play of meanings in-
vites consumers to view their meals as more than just a break from routine. By engaging with customers 
on both a physical and intellectual level, Taco Bell stands out and creates a stronger emotional connection 
with its audience. 

McDonald's brings an instance of litotes – «Not a bad way to start the day.» A litotes is an under-
statement in which an affirmative is expressed by the negative of the contrary. [9]. Although the phrase 
«not a bad way» is an understatement, it still creates the impression of sincerity and inspires more trust 
than outright bragging. This subtlety in language resonates well with consumers, who may appreciate a 
more modest yet positive approach to marketing. By using litotes, McDonald's avoids overhyping its of-
ferings, instead crafting a message that feels relatable and grounded. Furthermore, such understatement 
can stimulate curiosity – encouraging potential customers to explore the menu. 

«Hunger is a monster» is a slogan presented by the brand Snickers. It is a case of personification, the 
description of an object or an idea as if it had human characteristics. [7]. Hunger is presented as a creature 
that changes a person's personality. It creates a visual image of the problem that the product solves as well 
as dramatizes an everyday situation. 

When creating a language game, paronymy takes place. «Doughnut Missing Out» by Krispy Kreme 
represents an instance of paronymy. Paronyms are cognate words that sound similar but have different 
meanings. [5, p. 174]. The phrase of the slogan is based on the well-known expression «Don’t miss out.» 
The negative particle “don’t” is replaced with the similarly sounding noun «doughnut.» This is a double-
coded message with the conservation of both imperative function of the expression and reference to the 
product. Such clever manipulation of language not only captures attention but also encourages deeper en-
gagement with the advertisement, as consumers may find themselves pondering the playful twist on the 
familiar saying. 

Another example of a language game is «Same same but different» created by Burger King’s adver-
tisers. In this case one can observe an oxymoron, which is a combination of contradictory or incongruous 
words. [9]. There is a combination of two incompatible words «same» and «different» in the advertise-
ment. The oxymoron here creates intrigue promising familiar experiences with new elements. The playful 
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nature of the phrase resonates with audiences, particularly in a fast-food context, where excitement and 
novelty play crucial roles in consumers’ decision-making. 

The final example is given by the brand Ben & Jerry's and sounds like «Euphoric. Elated. Epic. Ice 
Cream.» The stylistic mean used to create this slogan is called gradation, which is an arrangement of 
words in order of increasing meaning. [6]. In this case, the status of the product enhances by using the 
chain of the emotional adjectives with increasing expressiveness. This progression from "euphoric" to 
"epic" not only intensifies the emotional appeal of the advertisement but also paints a vivid picture of the 
experience consumers can expect from eating their ice cream. 

The article examines key lexical means used to create language games in the modern advertisement of 
American food brands. The analysis revealed that such stylistic means and techniques as blending, 
zeugma, litotes, personification, paronymy, oxymoron, and gradation are the most effective in creating an 
attractive image of food products. The findings indicate that the most common lexical mean for creating a 
language game is hyperbole, constituting 21.6% of the analyzed advertisements. It indicates a strong ten-
dency among advertisers to increase the appeal of their products through exaggerated claims that capture 
consumers’ attention. Following hyperbole, the second most prevalent mean is oxymoron, appearing in 
15.7 % of cases. It suggests that brands often seek to provoke thought and intrigue through contradictory 
ideas. Personification and litotes appeared to be significant tools as well, each accounting for 13.7 % of the 
language games identified. It demonstrates the effectiveness of attributing human characteristics to food 
products and the use of understated language to create a trustworthy brand image. Gradation and paro-
nymy contributed 11.8 % and 9.8 %, respectively, highlighting the role of intensity and playfulness in cap-
turing consumers' interest. Meanwhile, zeugma represented 5.9% of the language used, indicating its less 
frequent but impactful role in combining ideas. The remaining percentage is attributed to blending and 
other lexical means, showing the diversity of stylistic menas brands use to create engaging advertisements. 
Overall, the analysis emphasises the strategic use of these linguistic elements as a way to enhance brand 
identity, evoke emotion, and ultimately increase consumers’ engagement in a competitive market. 

The analysis also confirms that the use of the mentioned lexical means in advertising significantly in-
creases consumers' motivation to buy. The playful nature of these language games invites consumers to 
interact with the brand on a deeper level, strengthening the connection between buyers and brands drastic-
cally. Thus, language games serve as a powerful tool in shaping consumers’ behavior and preferences. 
Such linguistic techniques affirm their crucial role in the modern advertising landscape. 
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Аннотация. Статья посвящена анализу лексических особенностей рекламных текстов аме-
риканских премиальных брендов. Цель исследования – выявление и изучение наиболее частых лек-
сических выразительных средств, используемых в таких текстах. В работе рассматриваются 
ключевые функции рекламных текстов, их классификация, а также приводятся примеры из рек-
ламных кампаний брендов, таких как Tiffany & Co., Tom Ford, Marc Jacobs и других. Основное вни-
мание уделено лексическим средствам выразительности, которые играют значительную роль в 
создании эмоционального и эстетического воздействия на целевую аудиторию.  

Ключевые слова: рекламные тексты, премиальные бренды, лексические средства вырази-
тельности, стилистические приемы, языковое воздействие. 

PECULIARITIES OF LEXICAL MEANS IN THE ADVERTISING TEXTS  
OF AMERICAN PREMIUM-CLASS BRANDS 

Abstract. The article analyzes the lexical peculiarities of advertising texts used by American premium-
class brands. The research aims to identify and examine the most frequent expressive means employed in 
these texts. The study explores the key functions of advertising texts, their classification, and provides ex-
amples from campaigns by brands such as Tiffany & Co., Tom Ford, Marc Jacobs, and others. The re-
search gives special attention to the lexical stylistic devices, which significantly contribute to creating 
emotional and aesthetic appeal for the target audience. 

Keywords: advertising texts, premium brands, lexical means, metaphors, epithets, personification, 
hyperbole, stylistic devices, linguistic influence. 

The purpose of the study is to identify and analyze the distinctive lexical features used in the adver-
tising texts of American premium-class brands. 

The relevance of this research is that the work provides valuable insights into how language shapes 
brand perception and influences consumer decisions. The research bridges theoretical and practical appli-
cations, offering particular examples of effective linguistic strategies while contributing to academic dis-
cussions in applied linguistics and stylistic analysis. Its focus on premium branding fills a niche in existing 
literature, as most studies tend to analyze mass-market advertising rather than premium sector communi-
cation. 

The scientific novelty of this research is based on the linguistic characteristics specific to premium-
class advertising, which is underexplored segment in stylistic research. These contributions position the 
study as advancing understanding while opening new areas for investigation in the intersection of linguis-
tics and premium branding. 

The methods of analysis, comparison and measurement were used in this research, as it was neces-
sary to examine the advertising texts of the premium-class brands and to identify the lexical devices, in 
order to understand its purpose, to measure the number of the used devices and compare the frequency of 
it. 

The research objectives consisted of defining the concept and the purposes of the advertising texts of 
American brands, examination the peculiarities of the advertising texts of the American premium-class 
brands, analysis of the classifications of the lexical means, outlining the most frequent lexical means, used 
in the advertising texts of American premium-class brands. 

Before defining the concept of an advertising text, it is necessary to examine the definitions of "text" 
and "advertising." The definition of "text" is provided by Galperin I.R., who states that "a text is a product 
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of the speech-generating process, which includes completeness, created in the form of a written document, 
consisting of a title (headline) and a series of specific units (suprasentential unities) that are interconnected 
by various types of lexical, grammatical, logical, and stylistic links, and has a specific direction and prag-
matic focus" [1, с. 12]. 

At the same time, according to Clause 1, Article 3 of the Federal Law "On Advertising" (No. 38-FZ, 
dated March 13, 2006), "advertising" is defined as "information disseminated by any means, in any form, 
and using any methods, addressed to an indefinite group of people and intended to attract attention to an 
object of advertising, to form or maintain interest in it, and to promote it in the market." 

According to these definitions, Krivonosov A.D. outlines the concept of an "advertising text" as fol-
lows: "An advertising text is a text that contains advertising information. It has the following distinguish-
ing features: first, it contains information about a physical or legal entity, products, ideas, or initiatives; 
second, it is aimed at an indefinite audience; third, it generates or maintains interest in a physical or legal 
entity, products, ideas, or initiatives; fourth, it contributes to the promotion of products, ideas, or initia-
tives" [2, с. 13-14]. 

To fully understand the concept of an "advertising text," it is also essential to emphasize its key pur-
poses. Pavlova Y.A. and Sotnikova E.S. identify the following main objectives of an advertising text [3, с. 
3]: 

1. Emotive (creating an emotional image and attitude); 
2. Contact-establishing (building a connection with the target audience); 
3. Aesthetic (creating an aesthetically appealing image of the product); 
4. Orienting (satisfying the curiosity of potential buyers); 
5. Nominative (communicating the product’s name to the audience). 
Before outlining the peculiarities of the advertising texts of the American premium-class brands, it is 

necessary to give an explanation of the concept of the premium class brands. While there has been numer-
ous researches, related to the premium-class brands, there is still no clear and consistent definition of this 
concept that would correspond to the core elements of the premium-class brands. Kip Becker, Jung Wan 
Lee and Helena M. Nobre presented a deep research, explaining the concept of the premium-class 
brands.[4, с. 58] In summary, the authors provided the definition through the viewpoint of the luxury 
products characteristics, the consumer psychological characteristics and the consumer’s personal opinion 
about the brand. The definition states that premium-class brands are brands that provide the high-quality 
and high-price products, evoking the feeling of exclusivity and uniqueness. In comparison to the advertis-
ing texts of the mass-market brands, the texts of the premium-class sector are laconic.  

The analysis, provided by Cesare Amatulli, Giovanni Pino, Manuela Iodice and Robert Cascio re-
vealed that through the use of a rhetoric language, lifestyle elements were transferred to the product and 
the brand. Products had no mention of functionality in the ads, but rather they belonged to an imagined, 
exclusive and unique world that can be accessed by owning the product (the luxury “dream”) [5, с. 269]. 

Numerous linguists and scientists offered their classifications of the stylistic means. For instance, 
Lich J. divided the stylistic means into two groups: usual (frequent) and deviant (rarely used). However, 
this research is based on the classification that was offered by Galperin I.R., who categorizes stylistic 
means into three groups: 

1. Phonetic expressive means and stylistic devices (onomatopoeia, alliteration, etc.); 
2. Lexical expressive means and stylistic devices: interaction of different types of lexical meanings 

(metaphor, irony, oxymoron, zeugma, antonomasia, etc.), interaction between two lexical meanings pre-
sent in the context, which helps draw attention to a specific feature of the subject (periphrasis, hyperbole), 
interaction of set expressions and word combinations with the context (proverbs and sayings, epigrams, 
quotes, clichés, allusions); 

3. Syntactic expressive means and stylistic devices (inversion, litotes, ellipsis, parallel construction, 
rhetorical question, etc.). 

As it was mentioned in the previous part, the advertising texts of the American premium-class brands 
are usually short and laconic. However, despite this fact, the authors of the advertising texts of American 
premium-class brands use a lot of lexical expressive means.  

For instance, the premium-class brand of jewelry “Tiffany & Co.” uses various stylistic means in their 
advertising text for the gold chain: “Tiffany HardWear is an expression of love’s transformative strength. 
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Inspired by a quintessential bracelet from 1962 found in the House’s archives, HardWear embodies endur-
ing resilience and uninhibited spirit. A bold chain of our signature gauge links makes a stunning state-
ment” [7]. The text starts with the metaphor, that describes the chain as “an expression of love’s transfor-
mative strength”, it influences emotionally on the customer, making links between the purchase of this 
chain, external and internal changes and love. The text also connects several epithets that create the image 
of this piece of jewelry. For example: “quintessential bracelet”, “bold chain” and “stunning statement” add 
emotional and aesthetic appeal, reinforcing the exclusivity and elegance of the product. The personifica-
tion also plays a big role in this advertising text, making the chain look more powerful and magical: 
““HardWear embodies enduring resilience and uninhibited spirit”. 

One another example of the wide usage of epithets is an advertising text of a lipstick of the premium-
class brand “Tom Ford”: “This exquisite formula instantly moisturizes lips, and offers 12 hours of fade-
resistant color. Presented in Rose Exposed-inspired packaging, each shade delivers impeccable polish and 
irresistible glamour” [8]. “Exquisite formula”, “irresistible glamour”, “impeccable polish” emphasizes the 
prestige and uniqueness of the product. The hyperbole in this text also supports the image and the reputa-
tion of the brand: “instantly moisturizes”, “12 hours of fade-resistant color”. These phrases represent the 
high-quality and long-lasting effects of this lipstick.  

The brand “Tom Ford” often presents the unusual use of the lexical expressive devices. For example, 
their advertising text for the “Shimmering Body Oil”: "Get the ultimate sun-kissed glow with our skinspi-
ration formula” [9]. The premium-class brands frequently deploy neologisms to create the fresh and trendy 
appeal and to create the unique identity for the brand. The neologism “skinspiration” makes the product 
feel innovative and aspirational.  

The perfume advertising texts are prone to have most of the stylistic means. As an example, it is rea-
sonable to take a look at the text of the daisy fragrance by the “Marc Jacobs”: “Embark on an outdoors 
adventure with Marc Jacobs Daisy Wild, a bold and feminine fragrance for women. Jasmine, vetiver, and 
notes of banana blossom capture the irresistible essence of nature, sparking a sense of discovery. The new 
refillable Eau de Parfum exudes a fresh fragrance reminiscent of a wildflower bouquet. It inspires you to 
reconnect with nature and embody your young, free-spirited self” [10]. "Reminiscent of a wildflower bou-
quet"- metaphor that compares the perfume with the wildflower bouquet, giving the feeling of lightness 
and beauty. One more interesting lexical device is oxymoron: “bold and feminine”. It plays with the con-
tradictory emotions, received from the opposite connotations of these words and creates intrigue, captur-
ing the attention.  

Metaphors are one of the most common expressive devices in the advertising texts. The brand “La 
Mer” used a metaphor to promise miraculous results after applying their product: "The miracle broth. 
Born from the sea. Transformative from the first drop” [11]. The face cream is compared with a magical 
elixir, evoking the emotional connection with the brand by creating the feeling of magic.  

The American brand “Ralph Lauren” showed an interesting example of using the puns in their adver-
tisement: "Time to refresh your wardrobe with our timeless pieces” [12]. The wordplay catches the atten-
tion of the customer by emphasizing the immediacy of the purchase and the endurance of the clothes. The 
puns usually are memorable and intriguing for the buyers. 

Protecting the image and reputation – one of the most important tasks for the premium-class brands. 
Usually, the advertising texts of the premium-class brands are more laconic and briefer, as well as creating 
the feeling of the uniqueness and exclusiveness for the customer. It is noticeable that the advertising texts 
of the American premium-class brands contain a big number of stylistic means and this research was fo-
cused only on the lexical category of it. The analysis of the 136 advertising texts shows that the most fre-
quent lexical expressive devices are metaphors(33%) and epithets(29), not so often used, but rather com-
mon are personification(19%) and hyperbola(13%) and the other devices are less common (6%). How-
ever, the study of the advertising texts is still essential to be proceeded, to consider the phonetics and sty-
listic means, in order to represent the full picture of the peculiarities of the advertising texts of American 
premium-class brands. 
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Аннотация. Статья посвящена анализу перевода неологизмов с английского языка на русский 
в научной фантастике на примере романа Джеймса Дэшнера Бегущий в лабиринте. Автор рас-
сматривает лексические и стилистические особенности неологизмов, возникающих в рамках вы-
мышленного мира, и исследует стратегии их передачи в переводе. Особое внимание уделяется 
методам лексической адаптации и транскрипции, оценивается их эффективность в передаче 
смысловой и художественной нагрузки оригинального текста. 

Ключевые слова: неологизмы, научная фантастика, перевод, лексическая адаптация, транскрип-
ция, Бегущий в лабиринте, стратегии перевода, перевод художественной литературы, переводческие 
трансформации, культурная адаптация. 

TRANSLATION OF NEOLOGISMS FROM ENGLISH INTO RUSSIAN  
IN SCIENCE FICTION (BASED ON THE NOVEL THE MAZE RUNNER  

BY JAMES DASHNER) 

Abstract. The article is devoted to the analysis of the translation of neologisms from English into Rus-
sian in science fiction, using James Dashner’s novel The Maze Runner as a case study. The author exam-
ines the lexical and stylistic features of neologisms that arise within a fictional world and explores strate-
gies used to render them in translation. Particular attention is paid to the methods of lexical adaptation 
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and transcription, as well as their effectiveness in conveying the semantic and artistic content of the 
originnal text. 

Keywords: neologisms, science fiction, translation, lexical adaptation, transcription, The Maze Run-
ner, translation strategies, literary translation, translation transformations, cultural adaptation. 

Научная фантастика как жанр предоставляет благодатную почву для создания и исследования 
неологизмов – языковых единиц, появляющихся в результате необходимости назвать новые реа-
лии, понятия или объекты, не существующие в реальном мире. Эти неологизмы представляют ин-
терес не только с точки зрения лексикологии, но и с позиции переводоведения, поскольку перево-
дчику необходимо находить адекватные способы их передачи в языке перевода. В данной статье 
рассматриваются неологизмы в романе Джеймса Дэшнера «Бегущий в лабиринте» и способы их 
перевода на русский язык, в частности через лексическую адаптацию и транскрипцию – две клю-
чевые переводческие трансформации, широко применяемые при работе с научной фантастикой. 

Неологизм как объект перевода 
Под неологизмом в переводоведении понимается «новое слово или выражение, возникшее в 

языке в результате общественно-культурных, научно-технических или художественных изменений 
и отражающее новые реалии» [1]. Перевод неологизмов сопряжён с рядом трудностей: часто такие 
слова являются авторскими и не имеют устойчивых аналогов в языке перевода, что требует от пе-
реводчика не только лингвистической компетенции, но и творческого подхода [2]. 

В.Н. Комиссаров подчёркивает, что при переводе неологизмов может использоваться целый 
спектр стратегий, но в художественном тексте, особенно фантастического жанра, наиболее эффек-
тивными оказываются лексическая адаптация и транскрипция, поскольку они позволяют сохранить 
либо смысл, либо звуковую форму оригинального термина [2]. 

Переводческие трансформации: определение и выбор 
Трансформации в переводе – это «переводческие приёмы, при помощи которых достигается 

эквивалентность текста перевода и оригинала» [1]. В данной статье рассматриваются две транс-
формации: 

• Лексическая адаптация – это замена оригинального слова или выражения его функцио-
нальным аналогом в языке перевода, который вызывает сходные ассоциации у реципиентов, даже 
если формально не является калькой [2]. Адаптация позволяет читателю воспринимать неологизм 
как органичный элемент перевода. 

• Транскрипция – это передача звучания оригинального слова средствами фонетической 
системы языка перевода без изменения формы [1]. Этот приём используется, когда необходимо 
сохранить аутентичность термина или подчеркнуть его инаковость. 

В романе Джеймса Дэшнера «Бегущий в лабиринте» представлены неологизмы, специально 
созданные автором для обозначения новых реалий постапокалиптического мира. Мы рассмотрели 
40 неологизмов и ниже разберем наиболее показательные примеры. 

Примеры лексической адаптации 
1. Cranks → шизы «All those crazy people out there the Cranks». – «А снаружи – шизы, 

психи». Термин Cranks используется для описания заражённых безумцев. Перевод шизы апеллиру-
ет к разговорной лексике, имеющей аналогичное значение – человек, утративший рассудок, что 
приближает термин к реалиям читателя [4]. 

2. Med-jacks → медаки «Minho, one of the Med-jacks, was in charge of the whole group». – 
«Минхо, один из медаков, отвечал за всю группу». Этот термин сочетает в себе части слов medical 
и hijack – в книге обозначает подростков с медицинскими навыками. Перевод медаки является 
уменьшительно-ласкательной формой и создаёт ассоциацию с медицинской службой, сохраняя от-
тенок подросткового сленга [3]. 

3. Beetle blade → жуки-стукачи «Beetle blades – it’s how the Creators watch us». – «Жуки-
стукачи. С их помощью за нами наблюдают Создатели.» Оригинальный термин сочетает элементы 
технологии и биологии. В русском переводе жуки-стукачи адаптируют смысл через функциональ-
ное описание объекта: это механические насекомые, предназначенные для слежки, поэтому акцент 
сделан на функции, а не на форме. Это пример смысловой адаптации через замещение [5]. 


