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AHOTANIA

[ls GaxanaBpchbka pobOTa MPUCBSYEHA JAOCTIHKEHHIO CTHIIICTUYHUX, JICKCHYHUX Ta
rpadiuHUX €JIEMEHTIB B AaHTJIOMOBHINM TypHCTHYHIA pekinami. BoHa moyumHaeThes 3
BU3HAUYEHHS pEKJIaMH Ta aHali3y 1i OCHOBHMX IUJIEH, PO3KPUBAIOUM BIJIMIHHI
XapaKTEPUCTUKU PI3HUX KiacudiKaIliil TYPUCTUYHOI peKyiaMu. Y JOCTIDKEHHI JEeTaabHO
pO3TIIANAIOThCSA  3arajibHi  aTpuOyTH Ta  crnenudiuai  JEKCHYHI  €IEMEHTH,  SKi
3aCTOCOBYIOTHCSL JUISI MIABHUINEHHS €(QEKTUBHOCTI pPEKJIaMHUX MaTepiamiB, a TaKoX
CUHTAKCUYHI CTPYKTYpH Ta rpadiuHi CTpaTerii.

VY po0oTi TaKOXK EKCIUTIKY€EThCS] HOHATTSI TYPUCTUYHOI PEKIIAMU, TIOJIA€ThCS JeTalbHa
kinacudikamisg 1i ocobmuBocTed. AHami3 MaTepialliB 3 aHTJIOMOBHUX >KYPHAIIB JI03BOJISIE
ruoIIe 3po3yMITH SIK BepOalibHi, Tak 1 HeBepOaabHi 3aco00U KOMYHIKaIlii. Y MpakKTHYHOMY
PO3/I1  AOCIIJKYIOThCS METOAOJIOTIYHI aCHEKTH PEKJIAMHUX TEKCTIB, MiAKPECIIOYN
BKJIUBICTh CTUJIICTUYHOL LIUTICHOCTI JJI TOCSTHEHHS 0a’KaHOTO BILIUBY.

BucHoBkM po0OTH HamalOTh TIPYHTOBHUW OIS BUKOPHCTAaHMX  3aco0iB,
MIIKPECTIOYN iXHE 3HAUYCHHSA Y (HOPMYyBaHHI CIIPUHHATTS TIIsA1a4a, M0 € KIFOYOBUM JIJIS
YCHINIHOI TYPUCTUYHOT PEKIIAMH.

KitouoBi cnoBa:  peknrama, mypucmuuHa pekiama, JAeKCUYHI 0COOIUBOCHII,

CMUNICIMUYHT NPULLOMU, CUHMAKCUYHI 0COOIUBOCMI, 2paghiuHi 3acoou.



ABSTRACT

This bachelor’s thesis is dedicated to exploring the stylistic, lexical, and graphical
elements in English-language tourism advertising. It begins by defining advertising and
analyzing its primary goals, highlighting the distinctive characteristics of various
classifications of tourism advertising. The study thoroughly examines the general attributes
and specific lexical elements used to enhance the effectiveness of advertising materials, as
well as syntactic structures and graphical strategies.

The thesis also explicates the concept of tourism advertising and provides a detailed
classification of its features. Analysis of materials from English-language magazines allows
for a deeper understanding of both verbal and non-verbal communication methods. The
practical section investigates the methodological aspects of advertising texts, emphasizing
the importance of stylistic integrity for achieving the desired impact.

The conclusions of the study offer a comprehensive overview of the tools used,
underscoring their significance in shaping viewer perception, which is key to successful
tourism advertising.

Keywords: advertising, tourist advertising, lexical features, stylistic techniques,

syntactic features, graphic means.
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INTRODUCTION

Advertising is an integral element of modern life. It is practically impossible to name
a field of activity that is not affected by advertising to one degree or another. Advertising is
necessary to convey to the consumer information about a product or service, and also aims
to attract customers. Influencing the consciousness of the consumer, it is extremely
important for creating a positive image, product, service, company, etc. Advertising texts
are characterized by a concentric presentation of information, which makes it easier for the
reader to choose interesting material.

Tourism thrives on the human desire to explore the unfamiliar and discover new
horizons. Humans have been driven to find out, learn, and immerse themselves in different
cultures, landscapes, and environments from ancient to modern times. This urge to explore
unfamiliar territories has increased the growth of tourism globally. While travel has existed
for millennia, driven by curiosity, trade, and cultural exchange, advertising has become an
indispensable tool in today's tourism field. Today advertising plays a pivotal role in the
tourism industry due to its significant impact on destination promotion, and revenue
generation.

The analysis of the advertising itself was investigated by Altstiel, T., Grow, J., &
Jennings, M. [2]; Curtis, T., Arnaud, A., & Waguespack, B. P. [6]; Fennis, B. M., &
Stroebe, W. [7]; Knoll, J. [12], Popova, K. V. [18] are devoted to phenomenon. Thus,
Curtis [19], T., Arnaud [32], A., & Waguespack, B. P. learned [33] advertising's effect on
consumer emotions, judgments, and purchase intent; Popova [13], K. V. T. Bezuhla [1], I.
Horodetska [22] observed the strategy of persuasion in social advertising. Therefore,
despite the integral role of tourism advertising within the tourism industry, a
comprehensive exploration of its full scope and impact remains insufficiently addressed in
academic research.

The topicality of the paper is determined by factors connected with the globalization

processes of modernity, and the need to create attractive and effective advertising to attract
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tourists. In this regard, in modern linguistics; the research in which the concept of tourism
advertising is considered as the most important component in the development of the
tourism sphere remains in demand. The actuality is also determined by the necessity of a
detailed classification of verbal and non-verbal means of influence in tourism advertising.
The purpose of the work is to analyze and interpret the linguistic characteristics

exhibited in tourism advertisements.

The object of our investigation is advertising in the tourism sector.
The subject of study is verbal and non-verbal means of influence in tourism
advertising.

The objectives of the paper are the following:

to investigate the definition of advertising and its main aims;

to determine the peculiarities of the classification of advertisements;
¢ to identify general features of tourism advertising;
e to define lexical peculiarities in tourism advertising;
e to explore the most popular stylistic devices in tourism advertising;
¢ to find out syntactic features in tourism advertising;
e to investigate graphic means of influence in tourism advertising;
In our research, we used the following methods:
® descriptive method (a method used to analyze and classify different types of
advertisements, particularly tourism advertising; identify the lexical and stylistic
features used in advertising texts; describe the syntactic structures and graphical
elements used to enhance the effectiveness of advertisements)
® comparative method (a method used to compare English-language tourism
advertisements with other types of advertisements; analyze the differences in the use of
lexical, stylistic, and graphical means in various advertising texts; determine the
effectiveness of different advertising strategies depending on cultural and social

contexts)



® method of semantic-component analysis (a method used to analyze the semantic
components of lexical units used in tourism advertising; identify the semantic nuances
and connotations that create specific emotional and imaginative effects; investigate how
different semantic elements influence the perception of the advertising message)

The research material — e.g., Journal of Promotion Management; KNOWLEDGE-
International Journal; International Journal of Electronic Customer Relationship
Management, ads (80 positions) and American sites ([47 - 54] ).

Structure of the work: the work contains an introduction, two chapters, conclusions
to each chapter, general conclusions, a list of references (55 positions), a summary, a list of

supporting materials (34 positions).



CHAPTER1
1. ADVERTISING AS A MEANS OF COMMUNICATION
1.1 Advertising as a phenomenon

Media in general and advertising in particular are often cited as major forces shaping
the drive toward globalization [3]. As early as the 1960s global advertisers foresaw this
powerful potential: “Advertising is not only helping to break down national economic
boundaries, but ingrown characteristics and traditions once considered almost changeless”
[15]. By communicating a shared set of signs and symbols that are part of a real or
imagined group, advertising both reflects and creates a global target audience of individuals
across nations who share a set of values, attitudes, and brands [17].

Advertising is a dynamic form of communication encompassing a wide range of
activities to promote products, services, or ideas to a target audience. It involves the
strategic creation and dissemination of messages through various channels to inform,
persuade, or remind consumers about a particular brand or offering.

Advertising is interpreted as "the sale of cornflakes to people who eat Cheerios" (L.
Burnett). This definition by Burnett cleverly highlights the idea that advertising is about
persuading people to switch from their usual brand to another similar product, indicating
how advertising relies on creating a unique positioning for a product even within a crowded
market. Marshall McLuhan famously likened modern advertising to "cave art of the
twentieth century," suggesting that it serves as a cultural expression of our era [20]. This
metaphor highlights the role of advertising as a medium that communicates through visual
symbols and images, profoundly influencing societal norms and values, much like ancient
cave art once did for its civilizations. R. Williams defines advertising as "the official art of
capitalist society" [27]. This definition by Williams underscores the strong connection
between advertising and capitalism, pointing out how advertising acts as a reflection of
capitalist values and is an essential tool for promoting consumption in capitalist economies.
A. Janoschka claims that advertising is "a paid form of non-personal communication about

an organization and its products that is transmitted to a target audience through a mass
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medium such as television, radio, newspapers, magazines, direct mail, public transport,
outdoor displays, or catalogs" [1]. Janoschka provides a comprehensive, technical
definition, emphasizing the non-personal and paid nature of advertising, while also
highlighting the diverse media channels through which advertisements reach the target
audience. According to J. Kirby, "advertising is a strategy that encourages individuals to
pass on a marketing message to others, creating the potential for exponential growth in the
message's exposure" [11]. Kirby's definition introduces the concept of viral marketing,
emphasizing the importance of word-of-mouth and social sharing, where individuals
amplify the advertising message beyond the original advertisement. G. Karimova claims
that "advertising is a text, a framing of text, and construction of the message by the
'observer' who ascribes to the message a meaning of promotion within the specific framing
which is created by the 'observer' him/herself" [52]. Karimova's definition views
advertising as a constructed narrative where the audience plays an active role in interpreting
the message based on their perspectives and cultural context. It emphasizes the
interpretative nature of advertising and the importance of framing. Advertising is the
aggressive type of a business promotion to show the face of business in the target market.
Additionally, in the old business environment, advertising was considered a source of
increasing sales for a company, but today it is considered an important source of customer
services and a weapon to win the battle of competition [19]. This perspective shows the
evolution of advertising from a mere sales tool to a broader strategic asset that can enhance
customer experience and competitive positioning.

According to the definition provided by the "Cambridge Dictionary," advertising is
described in two facets: firstly, as the promotion of goods, entertainment, services, and
more, aimed at drawing the attention of potential buyers, consumers, viewers, and
customers; secondly, it refers to the materials used in this process, such as posters or
advertisements, that serve as tools to capture this attention [25]. This delineation
underscores the dual nature of advertising as both an activity and a tangible medium,

highlighting its role in engaging and influencing an audience through strategic
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communication efforts. Appadurai claims that media and advertising are often cited as
major forces shaping the drive toward globalization. As early as the 1960s, global
advertisers foresaw this powerful potential. Advertising is not only helping to break
national economic boundaries but ingrown characteristics and traditions once considered
almost changeless [3]. By communicating a shared set of signs and symbols that are part of
a real or imagined group, advertising both reflects and creates a global target audience of
individuals across nations who share values, attitudes, and brands [1].

At its core, advertising is about storytelling. It's about crafting narratives that capture
attention, evoke emotions, and compel action. Whether it's a catchy slogan, a captivating
visual, or a memorable jingle, advertisers use a variety of creative techniques to engage
with their audience and leave a lasting impression.

The purpose of advertising extends beyond just selling products; it serves multiple
objectives:

e Increasing Awareness: One of the primary goals of advertising is to raise
awareness about a product, service, or brand. By effectively reaching out to
potential customers, advertising ensures that consumers are aware of the
existence and availability of the advertised offering. This awareness is crucial,
especially for new products or brands entering the market.

e Generating Interest: Advertising is also aimed at generating interest and
capturing the attention of consumers. Through compelling messaging and
visuals, advertisers seek to spark curiosity and intrigue among their target
audience. By presenting products or services in an appealing light, advertising
encourages consumers to explore further and consider making a purchase.

e Building Desire: Beyond creating awareness and interest, advertising strives to
build desire and aspiration among consumers. Through persuasive messaging
and imagery, advertisers highlight the benefits, features, and unique selling
points of their offerings. By tapping into consumers' desires and aspirations,
advertising motivates them to desire the advertised product or service.
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e Driving Action: Ultimately, the primary objective of advertising is to drive
action. Whether it's making a purchase, signing up for a service, visiting a
website, or taking any other desired action, advertising aims to influence
consumer behavior. Through effective calls-to-action and persuasive appeals,
advertisers prompt consumers to take the desired steps, thereby achieving the
advertiser's objectives.

¢ Building Brand Image and Loyalty: Advertising plays a crucial role in shaping
the perception of a brand in the minds of consumers. Through consistent
messaging, branding elements, and storytelling, advertisers aim to establish a
positive brand image and cultivate loyalty among customers. Over time,
effective advertising builds trust and credibility, encouraging repeat purchases
and fostering long-term relationships with consumers.

Furthermore, advertising catalyzes economic growth and development. It fuels
consumption by creating demand for goods and services, thereby driving sales and
stimulating economic activity. Additionally, advertising fosters competition among
businesses, encouraging innovation and product improvement.

In essence, advertising is a powerful tool for businesses and organizations to
communicate with their target audience, influence their perceptions and behaviors, and
ultimately achieve their marketing and business objectives. Whether it's introducing a new
product, promoting a special offer, or raising awareness about social issues, advertising
plays a central and indispensable role in shaping our modern world.

It should be noted that advertising has a rich and fascinating history that dates back
thousands of years. From its humble beginnings as simple signs and announcements to the
sophisticated multimedia campaigns of today, advertising has undergone significant
evolution over the centuries. There are following stages of advertising formation and
development:

e Ancient Times.

e Print Revolution.
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e Industrial Revolution.

e The Golden Age of Advertising.

e C(reative Revolution.

e Digital Age.

e Mobile and Data-Driven Advertising.
e The Future of Advertising.

Overall, the historical development of advertising reflects the evolution of
communication, technology, and society. From its ancient origins to its digital future,
advertising has continuously adapted to meet the changing needs and preferences of
consumers. [t remains a powerful and influential force in our lives, shaping our perceptions,
behaviors, and the world around us.

Advertising plays a multifaceted role in society, influencing various aspects of our
lives, economy, and culture. Its impact extends far beyond just selling products; it shapes
attitudes, behaviors, and societal norms in profound ways. K. Matelski defined the
communicative function of advertising according to AIDA acronym (developed by
American businessman Elias St. Elmo Lewis in 1898) (attention, interest, desire, action).

L. Attention: Capturing consumers' attention is the first step in advertising.
Without it, customers won't learn the necessary information about the product or service.
Attention is the foundation for building awareness: Are you ready to become a millionaire
within 12 months? In this case, a direct appeal to the reader is used.

2. Interest: Once you have their attention, you must maintain it by providing
relevant and engaging information that encourages customers to continue exploring the
product On the Road to the Isles you will see some of the most spectacular scenery

in the world... [52].

3. Desire: After successfully capturing interest, cultivate desire by highlighting
the unique benefits and features of the product, making customers want to own or

experience it:_The sun and the sea met in the Tiirkmen Hotel had a nica holiday... [52]. In

this case, the stylistic device of personification was used.
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4. Action: Finally, guide customers towards taking action, whether it's making a
purchase or signing up for a service. A clear and compelling call to action is crucial at this

stage: Come and enjoy the speciality of a Tiirkmen Turkish Bath [52]. In this example, the

imperative form of the verb was used

The AIDA model provides a clear framework for understanding the consumer
decision-making process in advertising. Each stage is essential in moving the customer
from awareness to purchase. By first grabbing attention, then engaging interest, and
fostering desire, advertisers effectively pave the way for action. The model underscores the
importance of a strategic and persuasive advertising message that resonates with the

audience at each step.

1.2 Classification of advertisements

Since the concept of advertising is multi-component, today there are various
approaches to the classification of advertisements. Thus, advertisements can be classified
based on the medium through which they are delivered to the audience. These media have
evolved over time, reflecting advancements in technology and changes in consumer
behavior. The main categories of advertising media include print, broadcast, digital,
outdoor, and speciality advertising.

1. Print Advertising: Ads in newspapers, magazines, brochures, flyers, and other
printed materials. Allows for longer messages and detailed information, targeting specific
audiences based on readership demographics.

2. Broadcast Advertising: Ads on television and radio. TV commercials are
highly visual, while radio ads rely on sound and voice. Offers broad reach and effectively
targets mass audiences.

3. Digital Advertising: Ads delivered through websites, social media, search
engines, email, and mobile apps. Includes display ads, video ads, social media ads, search
engine marketing (SEM), and email marketing. Enables precise targeting based on

demographics and behavior.
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4. Outdoor Advertising: Ads displayed in public spaces like billboards, transit
vehicles, bus shelters, and digital signage. Strategic placement maximizes visibility and
provides continuous exposure. Specialty Advertising: Promotional products and
merchandise like branded gifts and giveaways. Creates tangible connections with
consumers and fosters brand loyalty.

Each medium offers unique advantages and disadvantages, and advertisers often use
a combination of media to reach their target audience effectively. Print advertising is well-
suited for conveying detailed information and targeting niche audiences. Broadcast
advertising offers broad reach and the ability to engage audiences through sight and sound.
Digital advertising provides precise targeting and measurable results. Outdoor advertising
offers high visibility and continuous exposure to a diverse audience. Speciality advertising
creates tangible connections with consumers through branded merchandise.

In today's multimedia landscape, successful advertising campaigns often integrate
multiple media to create cohesive and impactful marketing strategies. By understanding the
strengths and limitations of each medium, advertisers can create campaigns that effectively
engage with their audience and achieve their marketing objectives.

Advertisements can also be classified based on the intended target audience or
market segment. Understanding the audience allows advertisers to tailor their messages and
select appropriate channels to reach the right people with the right message. The main
categories of advertising based on target audience include consumer advertising, business-
to-business (B2B) advertising, institutional advertising, and public service advertising.

o Consumer Advertising also known as retail advertising, targets individual
consumers or households. These ads promote products or services directly to
consumers with the aim of encouraging purchases.

¢ Business-to-Business (B2B) Advertising targets businesses and professionals
rather than individual consumers. These ads promote products or services that
are used by businesses, organizations, or institutions to support their
operations. B2B advertising focuses on building relationships, highlighting the
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value proposition, and addressing the specific needs and challenges of
business customers.

o Institutional advertising, also known as corporate or image advertising,
promotes the overall image, reputation, or corporate identity of a company or
organization. Unlike product-specific advertising, institutional advertising
aims to create a favorable perception of the company as a whole. These ads
focus on corporate values, social responsibility, community involvement, and
brand positioning. Institutional advertising can target various stakeholders,
including customers, investors, employees, and the public.

e Public service advertising, also known as PSA or cause-related advertising,
promotes social causes, nonprofit organizations, or public awareness
campaigns. These ads aim to educate, inform, or inspire the public to take
action or support a particular cause.

By targeting specific audience segments, advertisers can tailor their messages to
resonate with the interests, needs, and preferences of their target audience. Whether it's
appealing to individual consumers, businesses, institutions, or social causes, effective
advertising connects with the audience on a personal level, driving engagement and
achieving desired outcomes.

Moreover, advertisements can be classified into three main categories based on their
purpose: informative, persuasive, and reminder advertising.

Informative advertising aims to provide consumers with factual information about a
product, service, or brand. The primary goal is to educate and inform the target audience
about the features, benefits, and uses of the advertised offering. Informative ads focus on
providing relevant details, specifications, and key selling points to help consumers make
informed purchase decisions.

Persuasive advertising aims to persuade or convince consumers to take a specific

action, such as purchasing a product, using a service, or supporting a cause. Unlike

15



informative ads, which focus on providing information, persuasive ads appeal to emotions,
desires, and aspirations to influence consumer behavior.

Reminder advertising aims to reinforce brand awareness and remind consumers
about a product or brand that they are already familiar with. The primary goal is to maintain
top-of-mind awareness and encourage repeat purchases.

By understanding the purpose of advertising, advertisers can develop targeted
strategies that effectively communicate with their target audience and achieve their
marketing objectives. Whether it's providing information, persuading consumers, or
reinforcing brand awareness, each type of advertising serves a specific purpose in the

overall marketing mix.

1.3 Tourism Advertising

Tourism thrives on the human desire to explore the unfamiliar and discover new
horizons. From ancient to modern times, humans have been driven by a desire to discover,
learn, and immerse themselves in different cultures, landscapes, and environments. This
urge to explore unfamiliar territories has fuelled the growth of tourism globally. While
travel has existed for millennia, driven by curiosity, trade, and cultural exchange,
advertising has become an indispensable tool in today's tourism landscape.

It should be noted that tourism relies heavily on advertising to capture attention and
imagination. It is a crucial tool for showcasing natural beauty, cultural richness, and
heritage, enabling visitors to familiarize themselves with destinations beforehand. Through
tourist advertising, individuals can gain insights into a place before their visit, forming a
positive impression. This form of communication is distinct, aiming to attract tourists and
cultivate a favourable perception of the destination. Effective advertising in the tourism
sector entails highlighting the unique aspects of a product or service and pertinent
information about the enterprise, employing various artistic and emotional strategies.
Poorly executed advertising efforts can result in detrimental effects on the travel industry's

profitability.
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Thus, advertising plays a pivotal role in the tourism industry due to its significant
impact on destination promotion, revenue generation, and fostering traveller engagement.
The importance of advertising in tourism can be defined in the following ways:
¢ Destination Promotion — advertising serves as a powerful tool for showcasing
the attractions, activities, and experiences that a destination has to offer.
e Revenue Generation — effective advertising campaigns attract visitors to
destinations, resulting in increased tourist arrivals and spending.
e Competitive Advantage — in a highly competitive tourism market, destinations
need to differentiate themselves and stand out from competitors.
e Seasonal Balancing — tourism advertising can play a role in managing
seasonality by promoting travel during off-peak periods.
e Brand Building and Awareness — consistent advertising efforts contribute to
building a destination's brand identity and recognition among travelers.
e (ultural Exchange and Understanding — advertising campaigns often highlight
the cultural richness and diversity of destinations, promoting cross-cultural
exchange and understanding among travellers.
e Sustainable Tourism Practices — responsible tourism advertising plays a role in
promoting sustainable practices and environmentally friendly initiatives.
According to J. Knoll, the responsible tourism advertising should:
® Be Transparent — provide accurate information about the destination's offerings,
attractions, and potential drawbacks.

® Focus on Authenticity — showcase the true character and culture of a place, avoiding
artificial embellishments.

® Promote Sustainable Practices — highlight responsible tourism practices that benefit
both visitors and the local community [12].

As the English language develops constantly, it undergoes significant changes in
various areas. There is no exception to English in tourism advertising.

The following trends in the use of English in tourism advertising are observed:
17



® Storytelling — tourism advertising increasingly relies on storytelling to engage
audiences. Instead of merely listing attractions or amenities, advertisements tell
compelling narratives that evoke emotions and spark the imagination of potential
travelers. This trend involves using English in creative and evocative ways to craft
narratives that resonate with international audiences. For example, Airbnb's "Live
Anywhere on Airbnb" campaign tells the stories of individuals who have embraced the
flexibility of remote work by living in various Airbnb rentals around the world. The
campaign showcases different destinations and highlights the unique experiences
travellers can enjoy while staying in Airbnb accommodations [15].

® Personalization — with advancements in data analytics and digital marketing
technologies, there is a growing emphasis on personalizing tourism advertising
messages. Advertisers use English to tailor content based on individual preferences,
demographics, and past behaviour, delivering more relevant and targeted campaigns to
different segments of the audience.

® Influencer Marketing — collaborating with influencers and content creators allows
tourism brands to reach a broader audience and leverage their influence to promote
destinations and experiences. For example, VisitScotland [52] partnered with travel
influencers to create content showcasing the beauty of Scotland's landscapes, culture,
and heritage. Influencers shared their experiences on social media platforms, enticing
their followers to consider visiting Scotland [26].

® User-Generated Content (UGC) — UGC has become increasingly influential in tourism
advertising. Travellers share their experiences on social media platforms using English
captions and hash-tags, providing authentic and relatable content that resonates with
fellow travellers. Tourism brands incorporate UGC into their campaigns, leveraging the
power of peer recommendations and social proof to attract potential visitors. For
example, Tourism Australia's "Best Jobs in the World" [52] campaign invited people

from around the globe to apply for six dream jobs in Australia, such as Chief Funster
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and Wildlife Caretaker. Participants shared their application videos and experiences on
social media, generating widespread attention and engagement [4].

Sustainability and Responsible Tourism — there's a growing emphasis on sustainability
and responsible tourism practices in advertising campaigns. Advertisers use English to
communicate their commitment to environmental conservation, community
empowerment, and ethical tourism initiatives. This trend reflects the increasing
awareness and concern for sustainability among travellers worldwide.

Virtual and Augmented Reality — virtual and augmented reality technologies are being
increasingly utilized in tourism advertising to offer immersive experiences to potential
travellers. Advertisers use English to describe and promote virtual tours, 360-degree
videos, and AR-enhanced travel experiences, allowing audiences to explore destinations
virtually before making booking decisions.

Localization and Cultural Sensitivity — advertisers recognize the importance of tailoring
content to specific cultural nuances and preferences when targeting diverse international
audiences. For example, Hilton's "Stay Hilton, Go Everywhere" [52] campaign adapts
its messaging and imagery to resonate with audiences in different regions while
maintaining the brand's global identity. The

campaign highlights the local culture, cuisine, and attractions available at Hilton
properties worldwide.

These trends demonstrate how English-language tourism advertising continues to

evolve, leveraging technology, authentic storytelling, and cultural relevance to engage

travelers and inspire them to explore new destinations and experiences.

Conclusions to chapter I

Advertising is a dynamic and multifaceted form of communication that encompasses

a wide array of activities aimed at promoting products, services, or ideas to a specific target

audience. It involves the strategic creation and dissemination of messages through diverse

channels to inform, persuade, or remind consumers about a particular brand or offering.

Beyond merely selling products, advertising serves several key objectives, including
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increasing awareness, generating interest, building desire, driving action, and fostering
brand image and loyalty.

In today's rapidly evolving landscape, there are various approaches to classifying
advertisements. One common classification method is based on the medium through which
advertisements are delivered to the audience. These mediums include print, broadcast,
digital, outdoor, and specialty advertising. Each medium offers unique advantages and
reaches different segments of the audience, allowing advertisers to tailor their messages
effectively.

Another classification criterion is based on the intended target audience or market
segment. Advertisements can be categorized into consumer advertising, business-to-
business (B2B) advertising, institutional advertising, and public service advertising,
depending on the audience they aim to reach and influence. Understanding the
demographics, behaviors, and preferences of the target audience is crucial for developing
impactful advertising campaigns.

Advertising also encompasses a diverse range of strategies and techniques tailored to
different stages of the consumer decision-making process. For instance, the AIDA model—
Attention, Interest, Desire, Action—provides a structured framework for understanding
how advertising influences consumer behavior. At the attention stage, advertisements aim
to capture the audience's interest through eye-catching visuals, catchy slogans, or
captivating storytelling. Once attention is captured, advertisers seek to pique interest by
highlighting the unique features or benefits of their products or services. This is often
achieved through compelling narratives, testimonials, or demonstrations that resonate with
the audience's needs or desires.

Furthermore, advertisements can be classified into three primary categories based on
their purpose: informative, persuasive, and reminder advertising. Informative
advertisements aim to educate consumers about the features, benefits, and uses of a product

or service. Persuasive advertisements seek to influence consumers' attitudes, beliefs, or
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behaviors by appealing to their emotions or logic. Reminder advertisements aim to
reinforce brand awareness and encourage repeat purchases among existing customers.

By understanding the purpose of advertising and selecting the appropriate
classification, advertisers can develop targeted strategies that effectively engage with their
target audience and achieve their marketing objectives. Whether aiming to inform, persuade,
or remind consumers, successful advertising campaigns leverage compelling messaging,
creative visuals, and strategic placement to leave a lasting impression and drive desired

actions.
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CHAPTERIII
2. VERBAL AND NON-VERBAL MEANS IN TOURISM ADVERTISING
2.1. Lexical peculiarities
In tourism advertising, lexical peculiarities often revolve around specific language
choices intended to evoke emotions, create imagery, and entice potential travellers. Here
are some common lexical peculiarities found in tourism advertising:
® Descriptive Language. Tourism advertisements frequently use vivid and descriptive
language to paint an enticing picture of destinations. This includes adjectives and
adverbs that evoke sensory experiences, such as "breathtaking views," '"serene

beaches," or "charming cobblestone streets", "still unbelievable". All these examples

appeal to travelers' senses and imagination. And it offers a breathtaking view of the

picturesque surroundings. Explore The Serene Beaches Of Our Coastal Destination.

Charming medieval town Flanders with cobblestone streets, picturesque canals,

and beautiful historic buildings that transport visitors back in time. Still provides
important responses to faith [52]
® Exaggeration. Advertisers often employ exaggeration to make destinations seem more

" 1.

appealing and attractive. Phrases like "paradise on earth,” "world-class amenities," or
"unforgettable experience", "travels in paradise on Earth"” (Appendix ( Puc.2.22) are
commonly used to create a sense of allure and excitement. The "travels in paradise on
Earth is a must-read for travellers yearning for a tranquil few days away from the

chaos of ". We endeavour to offer you a desirable blend of pristine location and world-

class amenities so that you can cherish the luxuries [52]. Explore Eu Jin's board

"unforgettable ads paints a picture of the destination as an idyllic and perfect place,

suggesting that it offers unparalleled beauty, tranquillity, and bliss. While the
destination may indeed be stunning, describing it as "paradise on earth" exaggerates its
qualities to evoke a sense of awe and wonder in potential travellers.

® Comparatives and Superlatives. They are frequently used in tourism advertising to

emphasize the uniqueness or superiority of a destination. Comparatives of adjectives:
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Words like "more than", "best,” "most," "luxurious," and "exclusive" (Appendix
( Puc.2.19)) are employed to highlight the exceptional qualities of a location or
experience. Luxury hotels will also provide facilities like exclusive spas, fully-equipped

gymnasium, indoor swimming pools [52].
Emotionally Charged Language. Tourism advertisements often use emotionally charged
language to appeal to travellers' desires and aspirations. Words and phrases like "escape

" on

create lifelong memories,"

the ordinary, or "discover your paradise" are used to
evoke feelings of excitement, adventure, and wanderlust. There are metaphors and
epithets.

The common use of the word "Only” to emphasize exclusivity, uniqueness, and special
offers. Here are some ways in which "only" is frequently used in this context:
One & Only Reethi Rah [55]

Exclusive Offers — advertisers often use "only"” to highlight exclusive deals or limited-
time offers that are available to a select group of customers. For example: "Only
available for a limited time!" or "Book now and receive an exclusive discount, available
only to our subscribers." [52]

Unique Experiences — "only” is used to emphasize the uniqueness or rarity of a

particular experience or attraction, enticing travelers with the promise of something

special. For instance: "Experience the beauty of the Northern Lights, only in Iceland!"

or "Discover the only underwater hotel in the Caribbean.” [52]
Limited Availability — tourism advertisements may use "only” to convey scarcity or
limited availability, creating a sense of urgency and encouraging travellers to act

quickly. For example: "Only a few rooms left at this exclusive resort!" or "Don't miss

out — only a limited number of tickets available!" [52]. This sentence draws attention to
the fact that there are only a few rooms in a luxury hotel

Exclusivity — "Only” is used to highlight the exclusivity of a destination,
accommodation, or experience, positioning it as a luxury or premium option for

discerning travelers. For instance: "Stay at our exclusive beachfront villa, available only
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to our VIP guests" or "Enjoy a private tour of the vineyards, available only to members
of our wine club." [52]

Unique Selling Propositions — Advertisers may use "only” to emphasize a unique
selling proposition or competitive advantage of a destination or travel service. For
example: "Our resort offers the only 24-hour butler service in the area!" [52] or "Up to
ONLY 50% this week OFF" [52] (Appendix ( Puc.2.24)). It's about the fact that the
resort offers the only 24-hour butler service in the area!

The frequent use of the possessive pronoun "your”. It serves to personalize the message
and create a sense of ownership or belonging for the potential traveller. By addressing
the audience directly with "your"”, advertisers aim to establish a connection and make
the experience seem tailored to the individual's needs and desires. This personalization
can enhance the appeal of the destination or service being promoted, as it suggests that
the traveler's preferences and interests are being prioritized. Additionally, using "your"
can evoke a sense of exclusivity and privilege, making the audience feel special and
valued. Overall, the strategic use of possessive pronouns like "your” in tourism
advertising helps to engage the audience and make the message more relatable and
persuasive. An example can be the following: "It's your country. Enjoy it". (Appendix
( Puc.2.27)).

Call to Action. Effective tourism advertisements often include a strong call to action,
encouraging viewers to take immediate steps to book their trip or learn more about the
destination. Some of the examples are the following:

"This country is yours to explore” (Appendix ( Puc.2.33)). It conveys a sense of
inclusivity and personal invitation, encouraging the audience to take advantage of the
opportunities for exploration and discovery that the country has to offer. In this
example, a possessive pronoun is used

"Book now" [52] (Appendix ( Puc.2.21)). This phrase is straightforward, urging

potential travellers to make their reservations immediately. It creates a sense of urgency,
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implying that availability may be limited or that prices could increase if they delay
booking. In this case, the imperative form of the verb is used

"Explore the world" (Appendix ( Puc.2.21)). The phrase encourages travelers to delve
deeper into the destination, suggesting that there is more to discover beyond the surface.
It appeals to the sense of adventure and curiosity, enticing travelers to venture off the
beaten path and explore new experiences.

"Plan your getaway today". Similar to "book now", the phrase encourages immediate
action but also emphasizes the aspect of planning. It prompts travellers to start the
process of organizing their trip, from selecting dates to researching accommodations
and activities.

"Fill your heart" (Appendix ( Puc.2.20)) [52]. This phrase is more emotive and poetic,
invoking a sense of fulfillment and joy that comes from travel experiences. It suggests
that visiting the destination will enrich the traveller's life and bring them happiness and

satisfaction.

2. 2. Stylistic devices

Many researchers have frequently observed that the most prominent demonstration

of stylistic devices is found in poetic texts. Stylistic devices serve as communication tools

within the framework of a complex poetic composition, enhancing the overall

expressiveness and rhythm of the text. In stylistics, there exists the concept of poetic

devices, where imagery and expressiveness are primarily achieved through the skilful use

of words.

In the sphere of tourism advertising, stylistic devices play a crucial role in capturing

the attention of potential travellers and creating memorable impressions in tourism

advertising. In our research, among the most popular stylistic devices found in the

advertisements are the following:

e Epithets that hold a prominent position. We can highlight the descriptive

phrases used to depict cities, towns, and other inhabited areas, as well as those
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portraying scenic vistas that leave a lasting impression on travellers. For
instance, the epithet "timeless"” suggests that significant historical landmarks
from bygone eras coexist harmoniously with modernity. The epithet
"captivating” helps to evoke an image of a city that leaves a profound
impression on visitors, with further elaboration on the city's architecture
reinforcing this portrayal. For example:

Discover the timeless beauty of Savannah, Georgia, where historic cobblestone
streets and moss-draped oaks blend seamlessly with modern art galleries and
lively cafes. Immerse yourself in the captivating charm of this Southern city as
you explore its stately mansions and picturesque squares, leaving you
enchanted and inspired by its rich history and architectural splendor [53].
Hyperbole or exaggerated statements, are often used in tourism advertising to
emphasize the attractiveness and uniqueness of the destination. Phrases like
"paradise on Earth" or "super luxurious with world class amenities" Create a

sense of excitement and allure [52].

Personification involves attributing human characteristics to non-human
entities, such as nature or landmarks. This can create a sense of connection and
familiarity with the destination. For example, describing a mountain as
"majestic" or a river as "flowing gracefully” humanizes the natural
environment. For example:

In the heart of New York City, Central Park beckons with open arms, inviting
visitors to stroll along its winding paths and embrace its timeless beauty. The
park's majestic trees whisper secrets of centuries past, while its shimmering
lakes and flowing streams gracefully dance under the city skyline, embodying
the spirit of nature amidst urban life[54].

Similes are used to make comparisons and create associations that enhance the
appeal of the destination. Talking about the beach as "white as snow" or a city

skyline as "glittering like diamonds" adds depth and interest to the
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advertisement. An example "Nothing like a wave to wake up the soul"

(Appendix ( Puc.2.26)) compares the effect of a wave on waking up the soul to
something else, implying that the experience is similar or comparable to the
effect of that unspecified thing.

o Alliteration and Assonance. Alliteration, the repetition of consonant sounds,
and assonance, the repetition of vowel sounds, create a rhythmic and melodic
quality in tourism advertising, making the message more memorable. For
example, "sunset serenity” or "azure waters" evoke a sense of tranquility and

beauty. Sink into the sunset serenity at our secluded seaside sanctuary [52].

¢ Rhetorical Questions. They are often used to engage the audience and prompt

them to think about their desires and aspirations. For example, "Looking for

adventure?" or "Ready to escape the ordinary?" encourages us to imagine

ourselves in the advertised destination.
Phraseologisms are included in tourism advertising text, as they are capable of
creating capacious and memorable images:

Cruising OKINAWA is like love at first sight; [52]

Metaphors. This stylistic technique is also used to create a bright image.

Food for Thought,; [52]

® Allusion in English-language advertising is used in a single example that describes such
a historical phenomenon as the Silk Road, which ran from China through Asia to the
Mediterranean Sea:

Smooth as silk all the way to Bangkok [52].

The quote also appears once in an English-language advertisement in connection
with the topic of travel:

One’s destination is never a place, but a new way of seeing things. Henry Miller [52].

The authors figuratively employs words, utilizing metaphors, metonymies,
synecdoches, or epithets, as well as comparisons between words, contrasting different
meanings within the same word or among homonyms, and other techniques [20]. They
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reference various poetic methods, including epithets, comparisons, metaphors,

personification, metonymy, litotes, hyperbole, oxymoron, puns, and more.

2.3. Syntactic features

It was revealed that the syntax of advertising texts of a tourist destination gives
preference to narrative and incentive sentences, without using interrogative sentences for its
purposes. On the syntactic level, among popular characteristics of the language in tourism
advertising we distinguish:

1) The usage of simple sentences. It should be noted that the length of a sentence
significantly impacts text readability, with longer sentences generally leading to lower
readability. A recent study from the University of Michigan found that in a typical text,
sentences containing eight words or fewer are considered highly readable, while sentences
with 29 words or more are deemed difficult to read. The ideal sentence length, referred to
as the "standard median," is around 17 words [12]. In advertising texts, the target audience
must be considered, as these messages are designed to capture attention and convey
information concisely. Longer sentences in such texts can hinder this goal and diminish
audience interest.

So, simple sentences are typically short and straightforward, conveying information
clearly and concisely. Some of the examples are the following: "Explore the beauty of our
beaches", "Book your dream vacation today", "Discover paradise in our luxurious resort",
"Experience adventure like never before", "Relax and unwind in our peaceful retreat”,
"Your story starts Here" [52] (Appendix ( Puc.2.23)). These simple sentences are easy to
understand and digest quickly, making them effective in capturing the attention of potential
travellers and communicating key messages about destinations, attractions, or travel
experiences. They allow advertisers to convey information efficiently while maintaining a
direct and impactful tone.

o English-language advertising discourse utilizes all sentence types:
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e declarative sentences, i.e., presenting a message in a declarative form.
Declarative sentences in tourism advertising are used to convey information,
describe destinations or services, and highlight features or benefits
straightforwardly and factually. While they may not be as direct or
commanding as imperative sentences, declarative sentences are effective in
providing details and creating a sense of credibility and trustworthiness. Here
are some examples of declarative sentences commonly found in tourism
advertising — "Return to the wild"; "Create your outdoor adventure" [52], etc.
Despite the greater structural diversity of the interrogative type, declarative
sentences have become the most common in English-language advertising
discourse [17], as they attract the audience’s attention and add expressiveness
to a slogan: The Best of British group boasts many of the best campsites,
touring caravan sites and holiday parks in the UK.

e imperative sentences — "Do it now! Go with us!". Then have a pleasant foam
bath and you will feel newborn. You relax with a pleasant massage. Imperative
sentences are frequently employed in tourism advertising to directly and
forcefully motivate potential consumers to purchase services or take specific
action.

e exclamatory sentences normally adding positive connotation, as well as
making the intended recipient perceive information in the positive light. . It
was noted that an exclamation combined with motivation increases the degree
of impact on the addressee — "Indulge in luxury and relaxation at our award-

winning spa!"; "Don't miss out on our exclusive beachfront accommodations!";

"Explore the wonders of nature on our thrilling eco-tours!" Wake up to some
of the most picturesque places across the UK! [52]. These exclamatory
sentences are designed to grab the reader's attention, create excitement, and
encourage them to take action, whether it's booking a trip, exploring a
destination, or indulging in a unique travel experience. They use strong
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language and punctuation to convey enthusiasm and urgency, enticing
travellers to engage with the advertised destination or service.

interrogative sentences, creating the illusion of a dialogue with the recipient,
provoking them to stop and reflect on a possible answer and a problem which
is relevant to the recipient on the whole. Interrogative sentences in tourism
advertising are used to engage potential travellers by prompting them to think
about their desires, preferences, and needs for the advertised destination or
service. By posing questions, advertisers encourage readers to consider how
the destination or service can fulfil their travel aspirations and interests. Some
of the examples are the following: "Looking for a beach vacation with pristine
shores and turquoise waters?" [52]; "Want to escape the hustle and bustle of
city life and immerse yourself in nature?"; "Dreaming of exploring historic
landmarks and cultural treasures?" [52]

The usage of different punctuational signs: exclamation marks, the question
mark, the simultaneous use of question and exclamation punctuation mark, dot
and comma: Ready for the adventure of a lifetime!? Discover our exclusive
travel deals now! Experience luxury, excitement, and more — book today.
Ellipsis, which is viewed as ‘a sign of intellectual tension and graphic
enhancement of meaning, which helps to hide the meaning, but at the same
time outline a perspective in the perception and understanding of the text’ [23].
For example, "Embark on to adventure” can be identified as an ellipsis,
because the word "a journey" is omitted — "Embark on a journey to adventure"
[52].

Simple sentences complicated by homogeneous members, simple and complex
sentences are widespread. The proportion of complex sentences is the most

significant; their active use with subordinate clauses is noticeable.
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e We understand the importance of shower and toilet facilities when camping, so
our park owners work hard to keep these immaculately clean throughout the
day [52].

e There are complex sentences with a cause-and-effect relationship to present
logical arguments.

e If you're looking for a luxurious holiday in the UK, you may also choose a
park with private hot tub to relax and unwind at the end of a busy day [52].

e A complex sentence with different types of connections was found in only one
text, which indicates the unclaimed nature of its use.

e Our tent friendly campsites are situated in a range of locations, which means
not only are you guaranteed quality, but you can also choose from a vast array
of places that suit your style [52].

Furthermore, the strategic use of linguistic techniques contributes to creating a
compelling and memorable narrative for the advertised destinations or services. By utilizing
a combination of simple and complex sentences, declarative and imperative structures, as
well as exclamatory and interrogative forms, advertisers can tailor their messaging to
resonate with different audience preferences and travel aspirations. Additionally, the careful
consideration of sentence length, punctuation, and rhetorical devices enhances the overall
effectiveness of tourism advertising campaigns, fostering deeper engagement and
prompting action from potential travelers. Overall, syntactic features serve as powerful
tools in shaping the tone, style, and impact of tourism advertising, ultimately influencing
the decision-making process of travelers and encouraging them to embark on new and

exciting travel experiences.

2.4 Structure of Tourism Advertisements
Tourism advertisements play a pivotal role in shaping the perceptions and decisions
of potential travelers. Understanding the structure of these advertisements is crucial for

grasping how they effectively communicate their messages. This section will delve into the
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fundamental components that constitute tourism advertisements, examining their layout,

elements, and the strategic use of language and visuals.

e Headline
The headline is the most prominent part of an advertisement and serves as the first point of
contact with the audience. It is designed to grab attention instantly and spark interest.
Effective headlines are often brief, compelling, and can include powerful words or phrases

that evoke curiosity or a sense of urgency. For example:
"Australia is yours to explore"” [ Appendix Puc. 2.33]
The headline must be engaging enough to encourage the reader to explore further.

e Subheadline
Following the headline, the subheadline provides additional context or a brief summary of
what the advertisement is about. It acts as a bridge between the attention-grabbing headline
and the detailed body text. The subheadline often includes enticing offers or highlights

unique aspects of the destination. For instance:
"Expirience eco-friendly luxury and responsible tourism" [ Appendix Puc. 2.7]

e Visual Elements
Visual elements are crucial in tourism advertisements as they provide a tangible glimpse of
the destination. High-quality images and videos can convey the beauty, excitement, and
unique features of a location far more effectively than words alone. The use of visual

elements includes:

- Photographs: Images of scenic landscapes, iconic landmarks, and happy travelers evoke

emotions and inspire wanderlust.

- Videos: Short clips showcasing the destination's highlights can capture attention and

provide a dynamic, immersive experience.
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- Graphics and Icons: These can be used to emphasize specific features or offers, such as

maps, logos of prestigious awards, or icons indicating amenities.

e Body Text
The body text provides detailed information about the destination, including attractions,
activities, accommodations, and special offers. This section should be well-structured and
easy to read, often divided into short paragraphs or bullet points for clarity. The language
used is descriptive and persuasive, aiming to paint a vivid picture of the experience

awaiting the traveler. Key aspects include:
- Descriptions: Vivid and sensory descriptions of the destination's features.

- Benefits: Highlighting what makes the destination unique and why the reader should

choose it.

- Call to Action: Encouraging immediate response, such as booking a trip or visiting a

website for more information.

e C(all to Action (CTA)
The CTA is a crucial component that directs the reader towards the next step. It is typically
placed at the end of the advertisement but can also be integrated throughout the text.

Effective CTAs are clear, direct, and create a sense of urgency. Examples include:
"Book now" [ Appendix Puc. 2.21]

e Contact Information
Providing clear contact information is essential for converting interest into action. This can

include:
- Website URLs: Directing readers to the official site for more details and bookings.
- Phone Numbers: Offering a direct line for inquiries and reservations.

- Social Media Links: Encouraging engagement through platforms like Instagram,

Facebook, and Twitter.
33



e Special Offers and Promotions
Advertisements often highlight special offers, discounts, or promotions to entice potential
travelers. These offers are usually time-sensitive to create a sense of urgency and encourage

immediate action. For example:
"Unstopable price from $1200" [ Appendix Puc. 2.31]

e Testimonials and Reviews
Including testimonials and reviews from previous travelers can add credibility and
influence the decision-making process. Positive feedback from satisfied customers serves

as social proof, reassuring potential travelers of the destination's quality and appeal.

e Branding Elements
To maintain consistency and reinforce brand identity, tourism advertisements often
incorporate branding elements such as logos, slogans, and color schemes. These elements

help to establish recognition and trust, making the advertisement more memorable.

So, the structure of tourism advertisements is meticulously crafted to attract attention,
provide essential information, and persuade the audience to take action. By combining
compelling headlines, engaging visuals, detailed descriptions, and clear calls to action,
these advertisements effectively communicate the allure of travel destinations and inspire
potential travelers to explore new horizons. Understanding these structural components is

key to appreciating the strategic artistry behind successful tourism advertising.

2.5.Graphic means of influence in tourism advertising
Graphic means in tourism advertising refer to the visual elements and design
techniques used to convey information. These graphic means play a crucial role in shaping
the overall aesthetic appeal and effectiveness of tourism advertisements.
Nonverbal communication is the transmission of messages or signals through a
nonverbal platform such as eye contact, facial expression, gestures, posture and distance

between two people, that is, the transmission of information without the use of speech. So,
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it involves the use of visual cues: body language, distance and physical environments -
appearance, touch, and so on. Thus, nonverbal communication in advertising is the
transmission of information without the use of oral speech, and nonverbal means of
expressing information can be an image, font selection and colour selection.
The peculiarity and complexity of non-verbal means is that they affect the sphere of
psychology in advertising, influencing the conscious and subconscious mind of a person.
Therefore, with the correct use of non-verbal means, the effectiveness of an advertising
message can be increased several times. Consider the image, font and colour selection. An
image is a set of visual images that represent someone or something. The main task of the
image, as a non-verbal means of expression, is, of course, to convey information. An image,
as many advertising experts note, is a fairly effective way to convey a message, because
such a communication process is based on eye contact with the medium of information
transmission. It has always been easier for a person to perceive information at the visual
level, although this is a rather subjective opinion. But the fact remains that an image
conveys information many times faster than text or any other means of mass
communication.
Some common graphic means used in tourism advertising include:
® Photography. High-quality images of destinations, landmarks, attractions, and
experiences are often used to showcase the beauty and allure of a particular place.
Photographs evoke emotions, inspire wanderlust, and provide a visual representation of
the travel experience. Photography in tourism advertising can perform the following
functions. The adjectives the best are quite often used (Appendix ( Puc.2.1)) [51]

® (Capturing Scenic Landscapes. Photographs of breathtaking landscapes, natural wonders,
and iconic landmarks serve as powerful visual enticements, inviting potential travelers
to explore the beauty of a destination. Whether it's the towering peaks of mountains,
pristine beaches, lush forests, or vibrant cityscapes, scenic photography captures the

essence of a destination and sparks wanderlust (Appendix (Puc.2.2)) [50].
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® Highlighting Attractions and Landmarks. Photography is used to showcase key
attractions, landmarks, and points of interest that define a destination's identity. From
historic monuments and architectural marvels to cultural sites and renowned landmarks,
photographs provide a glimpse into the rich heritage and attractions awaiting travelers.
In this example, the imperative form of the verb is used (Appendix ( Puc.2.2)) [50]

® Eliciting Emotions and Aspirations: Well-crafted photographs evoke emotions and
aspirations, tapping into travelers' desires for adventure, relaxation, exploration, and
cultural immersion. By capturing candid moments of joy, awe, and discovery,
photography creates a connection between viewers and the travel experience, inspiring
them to embark on their own journeys. In this example the adjective breezy is used
(Appendix ( Puc.2.3)) [50].

® Showecasing Authentic Experiences: Authenticity is paramount in tourism advertising,
and photography plays a crucial role in conveying the genuine experiences and lifestyles
of local communities. Photographs of authentic cultural traditions, culinary delights,
artisan crafts, and immersive activities offer a glimpse into the authentic essence of a
destination, fostering a deeper appreciation for its culture and heritage. The adjective
grandest is used in the picture (Appendix ( Puc.2.4)) [50].

® (reating Visual Stories and Narratives: Photography is instrumental in storytelling,
enabling tourism advertisers to create compelling visual narratives that resonate with
audiences. Through a series of curated images, photographers can tell a cohesive story
that unfolds the unique character, history, and charm of a destination, enticing travelers
to embark on their own adventures. Quite often in such texts, the imperative form of the
verb is used (Appendix ( Puc.2.4)) [50]

® [llustrations and Artwork. Illustrations, paintings, and other forms of artwork can add a
unique and artistic touch to tourism advertisements. They can help create a sense of
ambiance, highlight cultural aspects, and differentiate the destination from others. Thus,

for example, on the Appendix ( Puc.2.19), we see a happy man who confirms the
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advertising slogan — The first catch of the day is yours! [50] He managed to get genuine
emotions, and therefore the traveler will be able to do the same

® Typography. Creative typography choices can enhance the visual appeal of tourism
advertisements and convey the personality of the destination or travel brand. Bold and
distinctive types capture attention and reinforce key messages [22]. A significant
number of tourist advertisements have a non-uniform type — some letters are presented
in the usual format, and others are significantly enlarged. In this way, advertisers seek to
focus attention on the most important, to attract the attention of the tourist (Appendix
( Puc.2.20)) [50].
Colour scheme plays a significant role in the effectiveness of tourism advertisements
by influencing the viewer's emotions, perceptions, and overall impression of the destination
being promoted. The strategic use of colors can evoke specific feelings, create associations,
and drive potential travelers' decisions. Among the common colour schemes used in
tourism advertising and their associated effects with imperative form of the verb are:
® Vibrant and Bold Colours, such as red, orange, and yellow, are often used to evoke
energy, excitement, and enthusiasm. They can create a sense of adventure and attract
attention, making them ideal for promoting active and dynamic destinations like tropical
resorts, adventure tours, or vibrant city experiences. (Appendix ( Puc.2.21)) [49]. Red is
often associated with passion, excitement, and urgency. It can stimulate strong emotions
and drive immediate action, making it effective for highlighting special offers or
creating a sense of urgency. Orange conveys warmth, creativity, and enthusiasm. It is an
inviting color that can make viewers feel welcome and energized, encouraging them to
explore new experiences. Yellow represents happiness, optimism, and sunshine. It can
evoke feelings of joy and relaxation, making it appealing for travelers seeking fun and
leisure. These colors are particularly effective in advertisements that aim to convey a
lively and energetic atmosphere.

® Natural and Earthy Tones, such as green, brown, and beige, are frequently employed to

evoke a sense of calm, relaxation, and connection with nature. These colors are often
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used in advertisements for eco-tourism destinations, national parks, and rural retreats,
where travelers seek tranquility and serenity with using of metaphor [49]. Green is
strongly associated with nature, growth, and renewal. It can create a calming and
refreshing atmosphere, appealing to travelers interested in outdoor adventures and
sustainable tourism. Brown conveys stability, reliability, and comfort. It can evoke
feelings of warmth and earthiness, making it ideal for promoting destinations that offer a
back-to-nature experience. Beige represents simplicity, elegance, and neutrality. It can
create a soothing and understated backdrop, allowing other elements of the
advertisement to stand out. These colors help create an impression of a peaceful and
harmonious environment, ideal for those looking to escape the hustle and bustle of
everyday life and immerse themselves in nature.

Blue and Aqua hues are commonly associated with water, evoking feelings of peace,
serenity, and escape. These colors are often used in advertisements for beach resorts,
cruise vacations, and seaside destinations, where the ocean plays a central role in the
travel experience (Appendix ( Puc.2.7)) [49] Blue symbolizes calm, trust, and tranquility.
It can create a serene and inviting atmosphere, making it attractive to travelers looking
for relaxation and a sense of escape. Aqua blends the calming effects of blue with the
refreshing qualities of green. It can evoke the vibrant and playful aspects of a beach
vacation, appealing to adventure seekers and water enthusiasts. These colors effectively
convey the idea of a tranquil and rejuvenating getaway, ideal for promoting destinations
that offer relaxing experiences by the water.

Pastel Colours: Soft and muted pastel colours, such as light pink, lavender, and pale blue,
are used to create a sense of elegance, sophistication, and luxury. These colours are
often featured in advertisements for up-scale hotels, spas, and luxury travel experiences,
where travellers seek indulgence and pampering. (Appendix ( Puc.2.8)) [49]. Light Pink
suggests romance, gentleness, and relaxation. It can create a soft and inviting
atmosphere, appealing to couples and individuals seeking a tranquil escape. Lavender

represents elegance, refinement, and calm. It can evoke a sense of sophistication and
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exclusivity, attracting discerning travelers looking for luxury experiences. Pale Blue
conveys serenity, clarity, and freshness. It can create a clean and serene aesthetic,
enhancing the appeal of destinations that offer a peaceful retreat. These colors help
create a luxurious and soothing ambiance, ideal for promoting high-end travel
experiences that focus on comfort and relaxation.

Neutral Colours: Neutral colours, such as white, grey, and taupe, are versatile and
timeless, providing a clean and minimalist backdrop for conveying information. They
are often used in combination with other colours to create a modern and sophisticated
aesthetic in tourism advertisements. Examples of neutral vocabulary include nouns -
parks, pitch, wildlife, etc.; adjectives - green, personal, coastal, etc.; verbs — to enjoy, to
have, to offer; adverbs — also, throughout. The extensive use of a neutral layer of
vocabulary is explained by the fact that it is accessible to any target audience, it is also
the basis of the language (Appendix ( Puc.2.9)) [49]. White represents purity, simplicity,
and clarity. It can create a sense of space and tranquility, making it ideal for promoting
destinations that offer a clean and minimalist environment. Grey conveys
professionalism, sophistication, and modernity. It can create a sleek and stylish look,
appealing to urban travelers and business professionals. Taupe combines the warmth of
brown with the neutrality of grey, representing stability and comfort. It can create a cozy
and inviting atmosphere, making it suitable for promoting destinations that offer a blend
of tradition and modern comfort. These colors help create a refined and understated look,
ideal for promoting destinations that emphasize simplicity, elegance, and timeless
appeal.

Ultimately, the choice of colour scheme in tourism advertising should align with the

destination's brand identity, target audience preferences, and the emotions and experiences

that the advertisement aims to evoke. By selecting the right colour palette, tourism

advertisers can effectively communicate the unique selling points of the destination and

inspire travellers to explore and experience it for themselves. The layer of colloquial

vocabulary is expressed in a minimal amount - by introducing colloquial neologisms stay-
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cation, glamping, the phrase four-legged friend and the verb to unwind meaning ‘relax’.
There are no other groups of words of this layer - slang words, jargon, professional words,
dialects and vulgarisms (Appendix ( Puc.2.9)) [48].

Layout and Composition. They determine how visual elements are arranged on the
page or screen. A well-designed layout can guide the viewer's eye, prioritize information,
and create a visually appealing hierarchy. The personal pronoun “you” is used to address
the addressee, “we” is used to address on behalf of the company (Appendix ( Puc.2.11))
[48]

Landmarks are used to represent concepts, activities, or amenities associated with the
destination or travel experience. They can provide visual cues and enhance the readability
of the advertisement. Thus, for example, icons represent famous landmarks or monuments
that instantly evoke recognition and interest in a destination. Among them, the most
popular are the Eiffel Tower for Paris (Appendix ( Puc.2.31)), the Statue of Liberty for
New York City, and the Taj Mahal for India [48].

Infographics and visual representations of information, such as maps, charts, or
diagrams, used to convey complex data or statistics clearly and engagingly. They can help
communicate the unique selling points of a destination or highlight specific attractions and
activities. (Appendix ( Puc.2.12)) [48].

For example, maps are commonly used in tourism advertising to provide a visual
overview of a destination's geography, attractions, and points of interest. They help
travellers understand the layout of the area and plan their itinerary more effectively. Maps
may include landmarks, hotels, restaurants, transportation hubs, and other relevant
information. Charts and graphs are used to present statistical data, trends, or comparisons
related to tourism destinations. For example, a chart may show the number of visitors to a
destination over time, the breakdown of tourist demographics, or the popularity of different
tourist activities. Graphs can help illustrate patterns and trends in a visually compelling way.
Diagrams are used to explain concepts, processes, or systems relevant to tourism. The

diagram may illustrate the layout of a hotel or resort, the flow of a guided tour, or the steps
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involved in booking a vacation package. Diagrams help simplify complex information and
make it easier for travellers to understand (Appendix( Puc.2.14)) [47].

We can observe examples of verbose, monosyllabic nominative and elliptical
sentences on the websites of the cities of San Francisco, Washington, UK, and New York.
Such sentences help to quickly find a certain heading and focus attention on the required
subsection (Appendix ( Puc.2.15)) [48].

A significant part of web pages consists of abbreviations that can cause difficulties
when reading, for example: DC (District of Columbia); NYC (New York city); ABN
(Australian Business Number); ADF (Automatic Document 27 Feeder); VET (Viewpoint
Experienced Technology); IT (Information Technology); MICE (Meetings, Incentives,
Conventions & Exhibitions); BA (Buenos Aires); ILP (Independent Living Program); ICT
Amsterdam (Information and Communications Technology); DHS (Department of Human
Services and others). Abbreviations, as an example, are presented on the website of

Australia [47]

Conclusions to chapter 11

In the second chapter, lexical peculiarities, stylistic devices, structure of tourism
advertisements, and syntactic features of tourism advertisements were analyzed.

In tourism advertising, lexical peculiarities often revolve around specific language
choices intended to evoke emotions, create imagery, and entice potential travellers. Among
the most common lexical peculiarities found in tourism advertising are descriptive language,
exaggeration, comparatives and superlatives, emotionally charged language, the word
"only", use of the possessive pronoun "your", call to action.

Stylistic devices refer to any of a variety of techniques to give an additional or
supplemental meaning, idea, or feeling. In the sphere of tourism advertising, stylistic
devices play a crucial role in capturing the attention of potential travellers and creating
memorable impressions in tourism advertising. In our research, among the most popular
stylistic devices found in the advertisements are epithets (the descriptive phrases used to

depict cities, towns, and other inhabited areas, as well as those portraying scenic vistas that
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leave a lasting impression on travellers, are used), hyperbole (often used in tourism
advertising to emphasize the attractiveness and wuniqueness of the destination),
personification (involves attributing human characteristics to non-human entities, such as
nature or landmarks), similes (used to make comparisons and create associations that
enhance the appeal of the destination), alliteration (create a rhythmic and melodic quality in
tourism advertising, making the message more memorable), rhetorical questions (used to
engage the audience and prompt them to think about their desires and aspirations).

On the syntactic level among popular characteristics of the language in tourism
advertising, we distinguish the usage of simple sentences, all sentence types (declarative
sentences, imperative sentences, exclamatory sentences, interrogative sentences), the usage
of different punctuational signs: exclamation marks, the question mark, the simultaneous
use of question and exclamation punctuation mark, dot, and coma, ellipsis.

Tourism advertisements are meticulously structured to captivate potential travelers
and drive them towards action. Each component, from the attention-grabbing headline to
the persuasive call to action, serves a distinct purpose in communicating the destination's
allure and encouraging exploration. Visual elements play a crucial role in evoking emotions
and providing a tangible glimpse of the destination's beauty and unique features. Clear
contact information, special offers, and testimonials further enhance credibility and
influence decision-making. Understanding the strategic arrangement of these components is
essential for appreciating the effectiveness and artistry behind successful tourism
advertising campaigns.

Among common graphic means used in tourism advertising, we define photography
(photographs evoke emotions, inspire wanderlust, and provide a visual representation of the
travel experience), illustrations (they can help create a sense of ambiance, highlight cultural
aspects, and differentiate the destination from others), typography (bold and distinctive
types capture attention and reinforce key messages), colour schemes (they influence the
viewer's emotions, perceptions, and overall impression of the destination being promoted),

layout and composition, landmarks (they can provide visual cues and enhance the
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readability of the advertisement), infographics and visual representations of information

(maps, charts, or diagrams).
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CONCLUSIONS

This bachelor's thesis, which is devoted to the study of stylistic, lexical and graphic
elements in English-language tourism advertising, has successfully fulfilled its objectives
and achieved the research goal. As a result of the analysis, it was determined that tourist
advertising is an important tool for influencing potential tourists and shaping their
perception of tourist attractions and services.

The study of stylistic, lexical and graphic elements allowed us to better understand
how these elements are used in tourism advertising to achieve maximum effect. It has been
found that advertising texts containing bright and expressive stylistic techniques have a
significant impact on the emotional perception of the audience. In particular, epithets,
which are often used to describe tourist destinations and services, create an attractive image
and make people want to visit these places.

The paper also examines the lexical features of tourism advertising. It has been found
that the use of specific vocabulary that appeals to emotions and sensations is an important
tool for influencing the audience.

As for graphics, their importance in tourism advertising cannot be overestimated.
The use of high-quality photographs that capture the beauty and uniqueness of tourist sites
is an effective tool for attracting attention and arousing the desire to visit these places. The
use of colour schemes and typography helps to create an aesthetically pleasing image of the
advertisement, making it more memorable.

The structure of travel advertising also plays an important role in influencing the
audience. The main headline, subheadline, body copy, call to action, and contact
information should be clearly structured and logically linked. The use of imperative and
exclamatory sentences that contain calls to action-create a sense of urgency and encourage
potential tourists to take immediate action.

In addition, the study showed that interactive elements and social proof, such as

reviews and recommendations from previous tourists, are also pivotal components of
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effective travel advertising. Feedback from real people adds credibility and conviction to
advertising messages, which increases the level of trust in the advertised services.

Thus, the results of the study confirmed the importance of using modern stylistic,
lexical and graphic techniques in tourism advertising to increase its effectiveness. These
elements not only contribute to the aesthetic appeal of advertising, but also play a crucial
role in shaping the perception and behavior of potential tourists. The detailed analysis of
these advertising media provided valuable insights into the complex strategies employed in
the competitive field of tourism marketing and emphasized the importance of a
comprehensive approach to creating effective advertising messages.

In conclusion, this bachelor's thesis has made a contribution to understanding the role
of stylistic, lexical and graphic means in tourism advertising and their impact on the
formation of a positive image of tourism services and attracting new tourists.

Further research could focus on analyzing the impact of digital technologies on the
development of tourism advertising, in particular, the use of social media and virtual reality

tools to create more interactive and engaging advertising campaigns.
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SUMMARY

bakanaBpcrka po0OoTa aHaji3ye pi3HOMAaHITHI JIHTBICTUYHI Ta Bi3yallbHI acCIEKTH
AHTJIOMOBHOI TYpUCTUYHOI pPEKJIaMHU, 3 aKIEHTOM Ha iX CTPYKTYpHI, CEMAaHTH4YHI Ta

(GyHKII10HATBHI BJACTUBOCTI.

3a JIOTIOMOTOK0  CHCTEMHO-(YHKIIIOHAIHPHOTO Ta OIIMCOBOIO METOMIB  OyJio
JOCTIIKEHO, SIK JTIHTBICTHYH1 OJMHULI (PYHKIIIOHYIOTh ¥ TEKCTaX TYPUCTUYHOI peKJIaMu Ta
MOB'SI3aHO1 3 HEIO TeXHIYHOI KoMyHikalii. [li MeToau TakoX CIpHUsSId BUBYEHHIO MOBHHX

KOHTPACTIB y MOBI Ta MOBJIEHHI, III0 BUKOPUCTOBYIOTHCSI B TYPUCTUYHIN peKIIami.

CtunicTHYHUHN, KOMIIO3UIIIMHAN Ta CTPYKTYPHUNH METOIM aHami3y Oylid BUKOPUCTaHI
JUIs BUBUEHHS OCOOJIMBOCTEW aHaII30BaHUX TEKCTIB, JOCTIHKEHO IHTErpalio pi3HUX
CTWJIICTUYHUX MPUHOMIB Ta TpadiuyHUX EJIEMEHTIB, 5IKi €(EKTUBHO MPUBEPTAIOTH YyBary

MOTEHUIMHUX MaHJIPIBHUKIB Ta CTBOPIOIOTH HE3a0YyTHI peKIaMHI BPaKEHHSI.

B 0OakanaBpckiii poOOTI TakKOX PO3IJSHYTO MIKUPHIMK BIUIMB LUX PEKIAMHUX
CTpaTerii Ha CIPUUHATTS Ta TMOBEAIHKY CIOXHUBAYiB, MIIKPECTIOETHCS SK €(HEKTUBHO

CTBOpCHi HOBiIIOMJ'IGHHH MOJKYTb BIIIMBATH HA TYPUCTHYHY HOBCI[iHKy Ta BHOI[O6aHHSI.

KpiMm Toro, 3aBasiku BCEOIYHOMY OTJSIAY CYYaCHUX TYPUCTHUYHUX PEKIAMHUX
MarepiaiiB, TaKMX $K CTaTTI Ta pPEKJIaMHI OrOJIOIIEHHS B Cy4YacHUX JKypHalax, y
JOCIIJKEHH] JI€TaJbHO PO3IIITHYTO BUKOPHUCTAHHS BepOaIbHUX 1 HEBEPOAIbHUX METO/IIB
KOMYHIKaIlli B TYPUCTHUYHIN 1HAYCTpli, BKJIIOYAIOUM aHaJi3 MOMYJISPHUX CTHIIICTUYHUX
MPUIOMIB, CHHTAKCUYHHMX OCOOJMBOCTEH Ta CTPATEriYHOTO BUKOPUCTAHHA TpadiuHUX

€JIEMEHTIB JJIS ITiIBUIICHHS €(EeKTUBHOCTI PEKJIAMHHUX TIOB1IOMJICHb.

[IpakTiyHa YacTHHA [JOCHIIKEHHA Oyjla MPUCBAYEHA BHUBYEHHIO METOJIB, 3a
JIOTIOMOTO0 SIKMX III PEKJIaMHI €JIEMEHTH 3aCTOCOBYIOThCSI Ha MPAKTHUIIl, a TAKOXK aHAJI3y

JUHAMIKH PO3BUTKY aHTJIOMOBHOI TYPUCTUYHOT PEKJIaAMH.
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3aranoMm, pe3yJbTaTh JOCHKEHHS NIATBEP/KYIOTh 3HAyHy PpOJb CY4YacHHUX
CTWJIICTUYHUX, JIEKCHYHUX Ta rpapiyHUX TMpuioMiB y (opmyBaHHI edEeKTUBHOCTI
TypUCTHYHOI pexmamu. Lli eneMeHTH HE IuIe CHPHUSIOTh SCTETHUYHIN MPHUBaOIUBOCTI
peKiiaMu, ajie ¥ BIAIrparoTh BUPIMIAIBHY POJb Y BIUIUBI HA MPOIEC MPUUHATTS PIIICHHS
MOTEHI[IHHUMU TypucTamu. JleTanpbHUN aHami3 HUX pPEKIaMHUX 3aco0iB HaJaB I[IHHY
iHpopMallil0 TPO CKJIAaAHI CTparerii, MO0 3aCTOCOBYIOTbCA B KOHKYpEHTHIH cdepi

TYPUCTHYHOI'O MAPKCTHUHI'Y.
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APPENDICES

AUSTRALIA. THE BEST
IN YOUR

BACKYARD.

Puc. 2.1.

URL: https://mumbrella.com.au/tourism-australia-kicks-off-week-long-5m-domestic-
tourism-blitz-666371

TRAVE
IADVERTISING

Puc. 2.2

URL: https://medium.com/@belaarnold95/6-1deas-for-tourism-and-travel-advertising-
campaigns-with-examples-9cdc6efa59db

] "". - N
-STAYCATION
LET'S WANDER WHERE THE WIF1
15 WEAK & THE Wil |5 BREETY

Puc. 2.3

URL: http://satyamaainfrazone.com
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URL: https://www.hospitalitynet.org/news/410644 1 .html
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Puc. 2.6

URL: https://www.makemytrip.com/hotels-international/en-id/sri_lanka/ja_ela-
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