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Abstract. In the article an important role of puns in British advertising has been widely studied. Also
it is a subject of interest in modern culture, linguistics, communication, popular psychologyand
marketing.Today an important role of our social life plays advertising. It has a great influence on our life and
may affect on us in various spheres. Today’s advertisements also inform and guide many of the important
decisions we make,not just the cars we drive but whether we take entrepreneurial risks, choose to live a
healthy lifestyle, plan ahead for retirement or donate to charity. Moreover, it representsspecific sidesof our
society’s valuation and frame. Advertising humor refers primarily to the ability of audiences to respond
positively when one or others are portrayed in a playful manner. Attention is simply the degree to which
consumers focus on stimuli within their sensory field. Humor is inherently attractive to most consumers
because it is a major and pleasurable component of our cultural value system. A positive relationship
between humor and attracting attention has been found across many different types of situations. It has been
recommended for use in sales presentations, educational settings, training sessions, after-dinner speeches,
and in the advertising of many different types of products. In the process of creating advertisements,
language, option of demonstrationis of crucial significance.

English pun is a common language phenomenon. This effective rhetorical device is common in
literary texts, cinema, and television comedy shows. Puns in advertising, as a technical way of
communicating between advertisers and customers, play a great role in attracting people’s attention.
Punning is one of the most common forms of speech play which can enhance the appeal of a language and
strengthen its informative effect.One of the most intriguing aspects of pun is the inter connection among
culture and language, which can show the disambiguation of the appointed dual meanings closely
stimulating or challenging, mostly if there viewer is not a natural speaker. On the other hand, it is not always
easy for consumers to understand the wordplay, as well as jokes are based on homophones and homonyms.

Keywords: information, humor, advertising,persuasion, force, media, the Internet, press,
puns,advertisers, customers, attention, values, marketing, culture, psychology,linguistics.

Introduction. We are existing in an age of problem of humor in advertising, a special place is
information outbreak in which advertising appears occupied by the question of the use of puns in
to be anirreplaceablebuilding obstruction of the print advertisements. It was studied
media.TV, Radio, the press, the Internet are by V. B. Sosnovskaya, Gulas C. S., A. Goddard ,
financially induced to introduce ads. J. Wen, K. Tanaka, F. Abass, Y. Li, A. Mirabela,

What kinds of choices make an W. Nash, A. M. Zwicky, [1;3;4;5;6;7]. Nowadays,
adgreatlyefficient ~ issomething  eminent to the study of pun in the language of advertising
beobservedfrom alinguistic view. The aspectfor has extended tomakecertainty anddrawscientific
importantacademic study on pun in advertising attention.
was paved by many doctoral dissertations. The According to Prof. I. R. Galperin, the pun is
works dealt with humor, puns and persuasion. a stylistic device which is based on the interaction

Thus, the purpose of research is to of two well-known meanings of a word or a
provide an insight into the language of advertising, phrase. There need not necessarily be a word in
humor, pun or wordplay in particular. the sentence to which the pun-word refers, but

Methods.In order to solve the different like any other stylistic device, it must depend on a
problems that the puns caused, context. Oxford English Dictionary determinespun
OxfordEnglishDictionary was used, various as the applyingof words in such aspect as tooffer
thesauruses, encyclopedias and parallel texts two or moreassociations or different meanings, or
have been consulted, as well as various parallel the usage oftwo or more similarly words ornearly
texts found on the Internet. alike sound with another meanings, so as toemita

Analysis of the latest studies and funny effect [7]. From the precise definition,the
publications. Works on puns in advertising were construction of English puns originates from
published by B. Sternthal and S. Craig (1973), twoparts, one is from the sounding of the given
P. J. Kelly and P. J. Solomon (1975), D. Ogilvy words andthe second is from the content of the
and L. Xiang (1982) [2, p.68]. Among a great given words.
number of questions aiming at solving the Results. Thereare several classifications of
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puns. The first is represented by A. M. Zwicky and
E. D. Zwicky who suggest that there are two types
of the pun: perfect and imperfect. The perfect pun
includes similar spelling and the same
pronunciation, e.g.: Pillsbury Flower Company:
Everybody kneads it.

“‘Kneads” in the sentence meaning “to rub
flour” is homonymous with the word “needs”

meaning “to want”, which makes this
advertisement  extremely impressing and
persuasive.

Imperfect puns are based on the system of
the half in verse, e.g.: A man wanted to buy his
wife some anemones, her favorite flower.
Unfortunately, all the florists had left and there
were a few stems of the feathery ferns he used for
decoration. The husband presented these rather
shamefacedly to his wife. “Never mind, darling’,
she said, “with fronds like these, who needs
anemones?” (target-friends, pun- frond's target-
enemies; pun - anomones) [3,p.493].

In accordance with the J.Wen's book
“English Writing and Rhetoric”, there are 4 types
of English puns:

- homophonic pun,

- paronomasia,

- antalaclasis, and

- sylleptic pun.

Homophone is each of two or more words
having the same pronunciation but different
meanings, origins, or spelling [7]. One exact
example for the homophonic pun is: Telephone
Advertisement: Make your every hello a real
good-buy.

In the clausethe words “good-buy” have the
same sounding, hence it arousesthe association
of good-bye to the users.

Paranomasia is the wusage of two
wordswhich are analogical or have the
samesounding but with another meaning. A
typical example of paronomasia is: Shave Road
Signs in Burma: Drunk drivers often put the quart
before the hearse.

In this advertising “quart” has the same
sound to cartand hearse sounds like “horse”.
Quart is a dimension for alcoholand hearse is
aspecific vehicle, which carries dead bodies. The
purpose of the use of use of pun in this case is
tomake fun of the drunk drivers who aretaking the
risk of their own livesdriving drunkandrecalls
readers of thesignificance of driving safety.

Antalaclasiaappeals to a wordwhich can be
used twice or more,but always with a different
meaning. Sample:

Mild (cigarette): A mild way

Make it a Mild Smoke.

Smooth, rich, rewarding.

The company achieves its goalsof brand
propaganda during the usage of this punby
persuading the smokers to buy the
cigarettes.Furthermore, puns do not just

communicate one interpretation while activating
another, but actually communicate both
meanings. One word presents two or more
images. Here “mild” has dyad meanings. The first
meaning is “soft, gentle” and the secondis the
mark of a cigarette.

A sylleptic pun is the term used as a pun
which takes place only once and has more than
two meanings. A good example is:

Weight-Watcher ice-cream: Spoil yourself
and not your figure.

Here “spoil” has two meanings. The first
meaning signifies enjoyingoneself whereasthe
second spoil signifiesdestroyingsomebody's
figure.Anybody who has a good style but is afraid
of getting stout may be lucky to eat it [2, p.68-69].

A.Mirabela suggests one more type of the
pun — idiom or proverb pun. She says that an
idiom is an expression whose meaning cannot be
deduced from the literal definitions and the
arrangement of its parts, but refers instead to a
figurative meaning that is known only through
conventional use. Advertising language
sometimes uses some people quoted proverbs or
common sayings. These ads use the pun not only
to enhance the attractiveness of advertising. The
pun also embodies the art of advertising
language, more so with a memorable advertising
implication.

Idioms have multiword character, they are
fixed and they have common figurative meaning.
The phrase “to be in the same boat” has the literal
meaning “to be in the same boat”, and also the
idiomatic figurative meaning “to be in the same
difficult situation”. For example:

Could you challenge us —and catch a bigger
slice of the cake.

An idiom “a bigger slice of the cake” means to
impart of theaccessible moneybenefits that you
consider you have a right to. A picture represents two
happy you women eating a cake. Idioms that have
two meanings, an idiomatic and a literal meaning are
of used creatively in pun [6,p.638-639].

The use of puns in advertising may be
especially important in achieving advertiser's goal in
certain social situations. By using a pun, the
advertiser is able make an advertisement stand out
and this has the potential to accomplish certain
communicative goals better than if the message was
expressed literally. The extra processing effort
needed to process a pun helps to sustain the
audience’s attention for longer period of time and this
makes the advertisement more memorable [4, p.58].

The most distinctive functions of the pun in
the advertisements are aesthetic vocative ones.

Vocative  function appeals to the
languagefunction that thereviewers can
takeactionsto perform as the text experts. Pun is a
jest involving thejocular use ofa word in other
sensesor words which vary in meanings but with
the same or alike sound. It is important for ads to
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appeal the attention of the customers, e.g.: More
cigarettes: Ask for More.

In this case, the pun reposes on thedual
meaningsof the “more” word. It can beunderstood
as a mark name of cigarettes. More can
alsomention to more cigarettes of thismark name.
The jocular use of “more’makes the ad very
efficient and emphatic,so the customers can
bestimulated to purchase the product.Another
model: Coca Cola Coke refreshes you like no
other can.

The word “can”has a simple meaning asthe
aluminumcan used to hold liquid,mainly
drinks,whereas it also can functionate as the
modalverb in its homograph.Hence, this ad may
be interpreted in dual ways:

Coke refreshes you like no other can(can
refresh you).

Coke refreshes you like no other
(drinks)can (refresh you).

Indeed, advertisements in that way
mayamaze the consumers.

Aesthetic function cites to the language
function that can evoke the readers™ sense of beauty.
As the puns create the dual images from the phase of
thesound and meaning, so the reviewers maylike
some kind ofimagination or sensual pleasure. For
instance:Raincheatah Raincoat: Catch the
Raincheetah and cheat the rain.

Here, Raincheatah is the mark name for
acloakwith similarly pronunciation as
raincheater,whereasraincheater is invented from
“windcheater” (waterproof raincoat).The reviewers
may imaginethat theyplay with the
rainwearingRaincheatah. Another example: Khadi
Sat ReethtaHerbal Shampoo: Let’s give your hair
a spring touch.

This advertisement shows a kind of
Shampoo  with  the impressive picture
thatdemonstrates that after washing the hair will
be like a waterfall, and spring has the meaning of
elastic quality.Another example: Wigwam Sweet
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Corn: How about our sweet corn, you'll smile from
ear to ear.

The word “Ear’ has dual meanings:the first
means an organ of hearing whilethe second means
seed-bearing part of a cereal.So, “from ear to ear’
signifies smilingbrightly or eating popcorn one after
another.So it is easy to impress the readers and draw
their attention to the ad product [2, p.69].

The other examples of different types of
pun in advertising language are as follows:

House of Fraser: “Temptation on Every
Level”. (House of Fraser is a department store.
This message reminds us that the whole is full of
tempting things);

Toyota: “The Car in Front is a Toyota”. (The
double meaning is compounded by the fact that
for a few years all Toyotas came with this slogan
as a sticker on the rear window);

At&T: If you want your business to pick up
the phone. (It calls on how to use telephone
services company with a view to enhancing the
success of business and business contacts);

Holiday Inn: Don't have a weakend ... Have
a WEEKENDER!(In this text advertising the hotel
chain Holiday Inn deliberately distorts spelling of
the word weekend);

Nimble: She’s the nimblest girl around.
Nimble is the way she goes. Nimble is thebread
she eats. Light, delicious, Nimble. (In this
advertisement, the word “nimble” as an adjective
means clever, and as a proper noun, it is also the
name of the product. So it has two meanings,
forming a pun, which can arouse consumers’
buying desire).

Discussion. It is evident that pun plays an
important role in advertising: it adds
attractiveness, memo ability and effectiveness to
advertising copy. Different types of pun are often
used inmerchant advertisingas a periodic deviceto
push a given service or productby drawing the
reader’s attention, creating humor and increasing
persuasive force to the notification.
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NEPEKOHIIUBA CUNA KANTAMBYPIB Y BPUTAHCbLKIA PEKNAMI
J1. O. LLlaHaeBa-Llumoban
AHomauiss.Y cmammi wupoko OG0CriOKeHO eaxirusy posib Kasambypie y 6pumaHchkili peknami. Y
cy4yacHomMy ceimi peknama ece binbwe npusepmae yeazy ¢haxisuie piaHux obsiacmel 3HaHHS: ricuxosoaii,
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Kynbmyporioeil, XXypHanicmuku, €eKOHOMIKU ma siHegicmuky. Cb0200Hi eaxnugy pofb Yy Hawomy
cycninbHOMYy xummi gidigpae peknama. BoHa mMae eernukull 8riue Ha Hawe Xummsi | MoxXe ennueamu Ha
Hac y pisHux cebepax. Peknama makox iHhopMmye ma Kepye bazambMa 8aXK/IUBUMU PILUEHHAMU, SKi MU
nputimaemo, He nuwe w000 asmomobirnie, SKUMU MU Kepyemo, a U w000 moeo, 4u (0emMo Mu Ha
niérnpueMHUUbKI pu3uku, 4Yu subupaemo eecmu 300p08UU CroCcib Xummsi, Yu raaHyeMo 8ulimu Ha reHCIr
3a30aneezidb, 4u Xepmeyemo 2powi Ha 6nazodilHicmb. Y rpoueci CmMeOopeHHsI peknamu eupilwasibHe
3Ha4YeHHs Mae Moea, 3a2asibHo 00CMYrHi MePMIHU | BUPaXXEHHS.

AHeniticbkuli kanambyp, ik ecbekmueHUU pumopuYHUU 3acib nowupeHul y fimepamypHUX mekcmax,
KiHO | meneei3iliHux KomeliliHux woy. Kanambyp 6 peknami, K MexHiYHUU crocib CcrinkysaHHs Mix
peknamodasuem i KrnieHmowm, gidiepae eenuyesHy posb w000 3any4yeHHs ygaau nroded, mak sik dyxe Jacmo
Ha MOo8HiIl epi rpyHmyembcsi Komism. Kanambyp - odHa 3 HalrnowupeHiwux ¢hopm MOBHOI epu,i npocmip, wo
3alimae MosHa 2pa i ¢opmu ii penpeseHmauii 6e3mexHi, SK | npocmip, wo 3almae mosa fK 3acib
cninkysaHHs1. ['ymop 3a ceoeto cymmio ripugabnueuli 051 6inbuwocmi crioxueadie, OCKifbKU 8iH € OCHOBHUM i
MPUEMHUM KOMMOHEHMOM Hawoi cucmemu KysbmypHUxX UiHHocmed. Mo3umueHul 38’a30K MK 2yMOPOM i
npusepHeHHsIM yeazu b6yno euseneHo 6 6azambOX Pi3HUX munax cumyauil. Mozo pexomeHdysarnu
8UKOpUCMoO8yB8amu 8 IMopeao8ux NMpes3eHmauisix, Hag4albHUX 3aknadax, mpeHiHaax, npomoeax ricrs eedyepi
ma 8 peknami bazambox pi3HUX 8udig Mpodykuii. 3 iHWO020 BOKY, crioxugadyam He 3a8X0u JIe2Ko 3po3yMimu
epy cnie peknamodasuss mak SK Kanambyp, sSK nonynspHull  fimepamypHUlt  mpor, [ocmitHo
suUKopucmosytoe cknadosi kanambypu, a makoxX xapmu, 3aCHo8aHi Ha OMOGYOHax i OMOHIMax.

Knro4voei cnoea: iHghopmauis, eymop, peknama, rnepekoHaHHs, cuna, 3MI, IHmepHem, npeca,
kanambypu, peknamodaseub, KIieHm, ygaza, UiHHOCMI, MapKemuHa, Kyrbmypa, rncuxosioeis, fiHegicmuka.
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