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LINGUISTIC PECULIARITIES OF AN ADVERTISEMENT
The article deals with the terms of appearance, the language used in advertisements, their structure, their meaning, the reactions they cause, and aesthetically as an art form. The author appeals to the growing importance of cultural factors, cultural diversity and steps of communication in international markets.
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Advertisements are a common and accepted part of daily life, in printed magazines and newspapers, as well as in vision on television and cinema screens, and increasingly on the internet, as well as on radio. The main reason behind commercial advertising is to increase familiarity and goodwill with the name and image of the company, rather than the actual product itself [6, 1]. A specific example of this is sportswear company, the new Nike advert preceding the World Cup in France features the Brazilian football team kicking a ball around an airport, and Eric Cantona in a plane watching them. There is no one particular product being promoted in this instance, but rather Nike is linking itself to an image of quality and excellence, as well as fun and sport [Television, campaign beginning April 2008]. It has joined, in the minds of the audience and on screen, the best football team in the world to Nike, conveying the impression that Nike is the best sportswear in the world, and the reason for Brazil's success. 

Adverts can be studied in terms of appearance, the language used in them, their structure, their meaning, the reactions they cause, and aesthetically as an art form. By studying them in these terms we are able to investigate, and dissect the advertisements in order to discover how they work, and what makes us buy those products. By answering questions like why do slogans appeal to us, and why do different adverts all use a similar structure, we are able to discover much about what appeals to us as consumers, and investigate how advertising companies manipulate this to their benefit. It would be interesting to discover if all adverts mean the same things to the same people, if they are truly universal, or if this is just an impression that they want us to believe, and can everyone react to adverts in the same way, or are we as individuals far more independent than advertisers would have us believe? 

Advertisements have their own particular language. Their aim is to communicate information about the company and the image they want to create, to the audience, or rather the buying public. Words are most often used in advertisements to reaffirm the impression that companies want the audience to feel. Words are frequently used to tie the pictures/images created in advertisements to the product they are trying to sell. An example of this being the Boddington's beer campaign, in print as well as on the screen, where the pint of beer is represented as something creamy, the television advertisement with the man running after the ice cream van in the desert, to get his pint, and being asked if he wants ' a flake in that love?' [Television, winter 2007/spring 2008]. The beer is represented as being smooth and creamy, and the slogan, 'Boddington's, the cream of Manchester ' confirms this. Language is used in advertisements to implant ideas/images into the mind, it is these images that are later remembered, whilst the words themselves are often forgotten [1, 86]. The language of images is the predominant language of advertisers, as the structure of advertisements confirms. Still we can define several kinds of advertisements, among them are:
· commercial advertising - media can include wall paintings, billboards, street furniture components, printed flyers and rack cards, radio, cinema and television ads, web banners, mobile telephone screens, shopping carts, web popups, skywriting, bus stop benches, human directional, magazines, newspapers, town criers, sides of buses or airplanes ("logojets"), taxicab doors, roof mounts and passenger screens, musical stage shows, subway platforms and trains, elastic bands on disposable diapers, stickers on apples in supermarkets, the opening section of streaming audio and video, posters, and the backs of event tickets and supermarket receipts. Any place an "identified" sponsor pays to deliver their message through a medium is advertising.
· covert advertising is when a product or brand is embedded in entertainment and media. For example, in a film, the main character can use an item or other of a definite brand, as in the movie Minority Report, where Tom Cruise's character John Anderton owns a phone with the Nokia logo clearly written in the top corner, or his watch engraved with the Bulgari logo. Another example of advertising in film is in I Robot, where main character played by Will Smith mentions his Converse shoes several times, calling them "classics," because the film is set far in the future. I Robot and Spaceballs also showcase futuristic cars with the Audi and Mercedes-Benz logos clearly displayed on the front of the vehicles, respectively. Cadillac chose to advertise in the movie The Matrix Reloaded, which as a result contained many scenes in which Cadillac cars were used. Similarly, product placement for Omega Watches, Vaio, BMW and Aston-Martin cars are featured in recent James Bond films, most notably, Casino Royale.
· the TV commercial is generally considered the most effective mass-market advertising format, as is reflected by the high prices TV networks charge for commercial airtime during popular TV events. The annual Super Bowl football game in the United States is known as the most prominent advertising event on television. The average cost of a single thirty-second TV spot during this game has reached $2.7 million as of 2007.

There are some newer media and advertising approaches nowadays. Increasingly, other media are overtaking television because of a shift towards consumer's usage of the internet as well as devices such as TiVo.

Advertising on the World Wide Web is a recent phenomenon. Prices of Web-based advertising space are dependent on the "relevance" of the surrounding web content and the traffic that the website receives.

E-mail advertising is another recent phenomenon. Unsolicited bulk E-mail advertising is known as "spam".

Some companies have proposed to place messages or corporate logos on the side of booster rockets and the International Space Station. Controversy exists on the effectiveness of subliminal advertising, also called mind control, and the pervasiveness of mass messages, admitted as propaganda.

Unpaid advertising, also called word of mouth advertising, can provide good exposure at minimal cost. 

SMS (Short Message Service) text messages have taken Europe by storm and are breaking into the USA. The addition of a text-back number is gaining prevalence as a www address of yesterday. Used as part of your companies 'how to contact us' these can be very effective. These can be a (rented) keyword on a short-code or your own system on a standard number (like Mojio Messenger). The benefit of SMS text messages is people can respond where they are, right now, stuck in traffic, sitting on the metro. The use of SMS text messages can also be a great way to get a viral (word-of-mouth) campaign off the ground to build your own database of prospects. 

In an effort to improve messaging, and gain audience attention, advertisers create branding moments that will resonate with target markets, and motivate audiences to purchase the advertised product or service, advertisers copy test their advertisements before releasing them to the public. [4]
The impact of advertising has been a matter of considerable debate and many different claims have been made in different contexts. During debates about the banning of cigarette advertising, a common claim from cigarette manufacturers was that cigarette advertising does not encourage people to smoke who would not otherwise. The (eventually successful) opponents of advertising, on the other hand, claim that advertising does in fact increase consumption.

Language is one of the major barriers to effective communication through advertising. The problem involves different languages of different countries, different languages or dialects within one country, and the subtler problems of linguistic nuance and vernacular.

The Bacardi company wanted to sell the drink “pavane” in Germany, but “pavane” is perilously close to “Pavian” which means “babbon”. A company Marketing tomato paste in the middle east found that in Arabic the phrase tomato paste translates as tomato glue. Tropicana brand orange juice was advertised as jugo de china in Puerto Rico, but transported to Miami’s Cuban community, it failed.

The other aspect, language translation, encounters innumerable barriers that impede effective, idiomatic translation and thereby hamper communication. This is especially apparent in advertising materials. Abstraction, terse writing, and world economy, the most effective tool of the advertisers, pose problem for the translators. Communication is impeded by the great diversity of cultural heritage and education which exists within countries and which causes varying interpretations of even single sentences and simple concept. Some companies have tried to solve the translation problem by hiring foreign translators. This often is not satisfactory because both the language and the translator change. Everyday words have different meanings in different cultures. 

Low literacy in many countries seriously impedes communications and calls for greater creativity and use of verbal media. Multiple languages within a country or advertising area pose a problem of cultural diversity for the advertiser.

Communication is more difficult because cultural factors largely determine the way various phenomena are perceived. If the perceptual framework is different, perception of the message itself differs. 
Knowledge of cultural diversity must encompass the total advertising project. This, especially the symbolism associated with cultural traits, is essential when creating advertising. Local country managers will be able to share important information, such as when to use cautions in advertising creativity. Use of colors and man-women relationships can often be stumbling blocks. For example, white in Asia is associated with death. In Japan, intimate scenes between men and women are considered to be in bad taste; they are outlawed in Saudi Arabia.

Target audiences differ from country to country in terms of how they perceive or interpret symbols or stimuli, respond to humor or emotional appeals, as well as in levels of literacy and languages spoken. How the advertising function is organized also varies. 

Advertising can, therefore, be viewed as a communication process that takes place in multiple cultures that differ in terms of values, communication styles, and consumption patterns. Advertising is also a business activity involving advertisers and the advertising agencies that create ads and buy media in different countries. The sum total of these activities constitutes a worldwide industry that is growing in importance. It is also a major force that both reflects social values, and propagates certain values worldwide.

The process of communication in international markets involves a number of steps. First, the advertiser determines the appropriate message for the target audience. Next, the message is encoded so that it will be clearly understood in different cultural contexts. The message is then sent through media channels to the audience who then decodes and reacts to the message. At each stage in the process, cultural barriers may hamper effective transmission of the message and result in miscommunication.

As we have mentioned above, advertising communication always involves a perception process and four of the elements: the source, a message, a communication channel, and a receiver. In addition, the receiver will sometimes become a source of information by talking to friends or associates. This type of communication is termed word-of-mouth communication, and it involves social interactions between two or more people and the important ideas of group influence and the diffusion of information.
According to many sources, the past experience and state of mind of the person subjected to advertising may determine the impact that advertising has. Children under the age of four may be unable to distinguish advertising from other television programs, while the ability to determine the truthfulness of the message may not be developed until the age of 8.
The feasibility of ad standardization depends on variables related to the economic, technological, legal, social, and cultural environment. Within a homogeneous environment advertising standardization is recommendable. If, on the contrary, environmental variables across markets are heterogeneous, customized advertising should be favored. Reviews of cross-national advertising studies, either regional or global generally conclude in favour of adaptation. Standardized advertising is hindered if the use of certain media or execution elements is restricted, for instance in countries such as Malaysia which prohibits the use of foreign models in advertising.  In a similar way, a heterogeneous economic environment across countries makes advertising standardization more difficult. Advertising execution has to take into account the education, literacy, and income levels of target groups. The competitive environments as well as the actual life cycle stage of a product are further factors in favor of adaptation. The cultural environment is seen as the highest barrier against standardized advertising. Differing needs, traditions, consumption habits, religion etc. make the use of an identical advertising approach across markets difficult.

On average, the cross-national advertising literature leans towards adaptation rather than standardization of advertising worldwide.

Still there are negative effects of advertising. An extensively documented effect is the control and vetoing of free information by the advertisers. Any negative information on a company or its products or operations often results in pressures from the company to withdraw such information lines, threatening to cut their ads. This behaviour makes the editors of the media self-censor content that might upset their ad payers. The bigger the companies are, the bigger their relation becomes, maximising control over a single piece of information.

Advertisers may try to minimize information about or from consumer groups, consumer-controlled purchasing initiatives (as joint purchase systems), or consumer-controlled quality information systems.

Another indirect effect of advertising is to modify the nature of the communication media where it is shown. Media that get most of their revenues from publicity try to make their medium a good place for communicating ads before anything else. The clearest example is television, where broadcasters try to make the public stay for a long time in a mental state that encourages spectators not to switch the channel during advertisements. Programs that are low in mental stimulus, require light concentration and are varied best for long sitting times. These also make for much easier emotional transition to ads, which are occasionally more entertaining than the regular shows. A simple way to understand objectives in television programming is to compare the content of programs paid for and chosen by the viewer with those on channels that get their income mainly from advertisements.

In several books, articles and videos, communication professor Sut Jhally has argued that pervasive commercial advertising, by constantly reinforcing a bogus association between consumption and happiness and by focusing on individual immediate needs, leads to a squandering of resources and stands in the way of a discussion of fundamental societal and long-term needs.

Advertising has gone through five major stages of development: domestic, export, international, multi-national, and global. For global advertisers, there are four, potentially competing, business objectives that must be balanced when developing worldwide advertising: building a brand while speaking with one voice, developing economies of scale in the creative process, maximising local effectiveness of ads, and increasing the company’s speed of implementation. Born from the evolutionary stages of global marketing are the three primary and fundamentally different approaches to the development of global advertising executions: exporting executions, producing local executions, and importing ideas that travel. [2, pp. 13-18]
Advertising research is key to determining the success of an ad in any country or region. The ability to identify which elements and/or moments of an ad that contributes to its success is how economies of scale are maximised. Once one knows what works in an ad, that idea or ideas can be imported by any other market. Market research measures, such as Flow of Attention, Flow of Emotion and branding moments provide insight into what is working in an ad in any country or region because the measures are based on the visual, not verbal, elements of the ad. [3]
Thus we see advertising has multiple layers to it. A lot more than what actually meets the consumer’s eye goes into creating a successful advertisement or an advertisement campaign. In today’s era of consumerism the need for advertisements to break the clutter and stand out becomes absolutely imperative. Advertising has multiple media at its disposal with each having its respective strengths and limitations. For instance radio still has a reach to rural India like no other medium can. Also it overcomes the barrier of illiteracy in a developing country like India. On the other hand mailers pop ups are an excellent way to remain visible to the urban techno- savvy Internet using consumers. Depending on the target audience the medium best suited should be exploited to the hilt. 

Digital media advertising (internet, mobile and digital signage) is expected to emerge as the medium of choice for advertisers. Of the available media, it was the fastest growing segment in 2008. Its better return on investment and the comparative ease with which its efficacy can be measured will ensure that the trend continues, say analysts. Rising interest in social networking in 2008 has made brands think seriously about online advertising.

In terms of marketing it is a very potent tool to create awareness and lure the consumer to buy the product. But one must not underestimate the discerning capacity of the buyers. Advertisements must achieve the difficult task of creating the world of possibility at the same time living up to what they promise to the consumer. Else, it may backfire. The common traps in marketing are promising something and then not delivering it. Therefore, along with your marketing strategy, it’s also important to service other not so obvious touch - points so as to provide a consistent 360-degree brand experience to your consumers.

Advertising is a creative and cultural challenge. Before conveying any message one must have a fair idea about the sensitivities that are specific to every culture. For instance, different cultures have different flavours of humour. An Indian advertisement cannot humour the elders as it would offend the cultural beliefs that the country represents. 
An advertisement campaign is a big challenge. The critical part of making an advertising campaign is determining a campaign theme, as it sets the tone for the individual advertisements and other forms of marketing communications that will be used. The campaign theme is the central message that will be communicated in the promotional activities. The campaign themes are usually developed with the intention of being used for a substantial period but many of them are short lived due to factors such as being ineffective or market conditions and/or competition in the marketplace and marketing mix. The Vodafone campaign is yet another classic example of the same. 

Getting celebrities who have attained iconic status is a popular way to endorse a brand. But what makes it break the clutter is the fact how one creatively leverages the presence of a celebrity. This is exactly where Amir Khan with his Coca Cola campaign achieved wonders. His each character catered to different cultural ethnicities that India comprises of. Celebrities are seen to covertly endorse brands as well. For example, one observes product placement for Omega Watches, Ford, VAIO, BMW and Aston Martin cars are featured in recent James Bond films, most notably Casino Royale.

Advertisement is therefore, has elements of both an art as well as science. The art comes in the creativity and visualization. While the other bit is taken care of in terms of consumer behaviour comprehension in marketing.

A final word of caution by David Ogilvy a Scottish born British military intelligence officer and later top advertising executive “Never write an advertisement which you wouldn't want your family to read. You wouldn't tell lies to your own wife. Don't tell them to mine.”[5]
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