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AHHOTAIIHSA

B HacrosimeM ucclienoBaHMM MCCIENYETCsl JIOKaJTbHAsi apXUTEKTOHUKA PEKIaMHOIrO CcloraHa Kak pPa3HOBUIHOCTH
MHUKPOTEKCTa Ha KHTAHCKOM si3bIke. HecMOTpss Ha MHOTOYHCICHHBIC WCCIICAOBAHUS IO MPOOJIeMe PEeKIIaMHBIX TEKCTOB, B
YaCTHOCTH TI0 PEKIIAMHOMY CJIOTaHy, IO OOJBINCH YacTH JaHHAs TeMa OCTAaeTCs HEHCCIeNOBaHHOW. Ha akTyambHOCTH U
HOBHM3HY JaHHOTO HCCIICIOBaHMS YKa3bIBACT TO, YTO MpoOJieMa BBISBJICHUS W OMHCAHHS TEKCTOOOPA3YIOIIUX KaTErOpHiA,
OTpaXKAIOIUX HamOosiee OOIHME W CYIIECCTBCHHBIC XapPaKTCPHCTHKU PEKIAMHOTO CJIOTaHa KaK BHJIA MHUKPOTEKCTa, BCE CIIe
HEIOCTaTOYHO M3y4deHa. B pe3ynbpTare MpOBENCHHOIO aHajM3a aBTOP MPUXOIUT K BBIBOJY, UYTO XapaKTEPHOH OCOOCHHOCTHIO
PEKJTAMHBIX CJIIOTaHOB KaK MHUKPOTEKCTa SIBJIICTCS PEAKOS COOTHOIICHHE CIEIM(IUSCKUX JIOKAIbHBIX TOKa3aTelell Mecta —
ayTOCEMAHTUYECKUX IOKa3aTejled M CHHCEMAaHTUYECKUX OOCTOSATEIHCTB MeCTa. DTH IOKa3aTeJHM MOTYT TOYHO OIHCATh
reorpaduueckoe MPOCTPAHCTBO U OOCCIICYUTH MOMYyJYATETI0 TEKCTAa TOJHYIO OPHEHTAIMIO BHYTPU PEKJIIAMHOIO CJIOraHa Kak
MOJIETTH PACIIONIOXKEHHUS TEKCTA.
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LOCAL FRAMEWORK OF CHINESE ADVERTISING SLOGANS
Research article

Skripnik K.V. *
Moscow State Region University, Moscow, Russia

* Corresponding author (montn[at]yandex.ru)

Abstract

The present work explores the local architectonics of the advertising slogan as a type of microtext in Chinese. Despite
numerous studies on the issue of advertising texts, in particular on the advertising slogan, much of this topic remains
unexplored. In favor of the relevance and novelty of this study, the problem of identifying and describing text-forming
categories that reflect the most general and essential characteristics of an advertising slogan as a type of microtext is still little
studied. As a result of the analysis, the author concludes that a characteristic feature for advertising slogans as a microtext is a
rare correlation of specific local indicators of place — autosemantic indicators and synsemantic circumstances of the place.
These indicators can accurately describe the geographical space and provide the addressee with complete orientation inside
advertising slogan as a model of text location.
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Introduction

The purpose of the work is to identify the main invariant features of the text-forming category of locality, which is
involved in the construction of the microtext of advertising slogans in Chinese. In accordance with the goal set, the following
tasks are solved in the work:

1. highlighting various language models of advertising slogans based on the concept of speech acts by John Searle ;

2. establishing a set of invariant features of the text-forming category of locality, which are directly involved in the
formation of different models of the microtext of an advertising slogan in Chinese.

The main hypothesis is that the functioning of the advertising slogan substyle is possible not only within the stylistics of
the language of mass communication, but also in the field of general text typology based on the identification of common
grammatical textual characteristics of the microtext under study and its inherent invariant features.

Chinese scholar Yu Gengyuan (548 JG) notes that the advertising slogan is an important component of the advertising text
and is the words repeated in the advertisement, which are specifically aimed at the addressee of the message and represent the
most important value of the product or service [1, P. 20].

From the point of view of Chinese researchers, the advertising slogan has the following characteristics:

e conveys the most important value of enterprises, goods or services,

e slogan strategy is a lasting benefit,

e strengthens the image of enterprises, goods and services, helps to create your own image,

e usually exists in a concise, understandable, expressive and easy to remember form [1], [2], [3].

Methods

The material for the study was 500 advertising slogans in Chinese, obtained by continuous sampling from the Internet and
from modern Chinese magazines “Chinese National Geography” [7], [8], [9], [10].

When solving the tasks set, a complex research methodology is used, which includes: structural and semantic analysis of
language material, the method of typological study of texts and their individual components, as well as the method of
contextual analysis.
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In the Stylistic Encyclopedic Dictionary of the Russian Language, edited by M.N. Kozhina “text space” considers as a text
category, which is a permanent property of all objects of reality, therefore, those objects that do not have a spatial nature also
have local characteristics. The dictionary emphasizes that it is impossible to create a text outside of spatial coordinates, thus,
we can say that locality is an invariant feature of any text message [4, P. 539-541].

The category of locality can be characterized as a set of explicit and implicit markers of the local orientation of the text
under study from the standpoint of their correlation in functional and semantic terms, where four invariant features are
distinguished [5], [6]:

1. Local determination of the described events of the text (auto-semantic, synsemantic and zero local architectonics).

2. Consistency of local architectonics — the ratio of local subsystems of the author and characters (one- or two-system local
architectonics).

3. The presence of the main language means of local architectonics (homogeneous or heterogeneous type).

4. Local type of text (monolocal or polylocal, defined from the point of view of the constancy or change of the space in
which the described events occur).

Space is one of the categories of being, a universal category that is embodied in all languages. A person is born with a
feeling and perception of the space around him. We can say that our idea of space is interpreted quite early. All human life is a
spatial interaction with the world.

In any language, the category “space” receives a variety of designations. Local architectonics in Eastern languages can be
formed using the following linguistic means: nouns with the seme “orientation in space”, prepositions with local meanings,
pronominal adverbs, adverbs, clauses of place and verbs with the seme of locality, verbs of movement or movement in space,
toponyms and geographical names, as well as the names of well-known organizations or brands.

Results

1. The slogan-commissive is an advertising statement-promise.

CANON EOS AR AL A 24 R 15 - Zhaohi xiangxiang de shijido hui jin ni jingtan. You will be pleasantly
surprised if you trust your imagination.

The synsemantic local marker in this slogan is the brand name of the camera, which implicitly indicates the local
landmarks of the advertised product, through which you can find the points of sale of the advertised camera.

The analysis of lexical material makes it possible to characterize the local architectonics of the Chinese commissive slogan
as hidden synsemantic and homogeneous, since there is a single linguistic means of locality indicated above. From the
standpoint of the correlations between the local subsystems of the author and the characters, we can speak of a single-system
grammatical structure of the microtext, since the core form of the utterance is monologue speech. The constancy of local
orientation is an indicator of the monolocality of this type of text.

2. The slogan-directive is an imperative speech act.

KR EFRAVEAS LR ! Feilipt. rang women zuo de geng hio! Philips. Let us do better!

In this phrase, the author also uses the only synsemantic indicator: the name of the home appliance brand. The local
composition of the Chinese slogan-directive has a homogeneous grammatical structure, hidden synsemantic composition
using the brand name. From the standpoint of the correlations between the local subsystems of the author and the characters,
we can speak of a single-system_grammatical structure of the microtext. The constancy of space is an indicator of the
monolocality of this type of microtext.

3. The slogan-axiom is a fact without evidence.

Peugeot 308. &4 it . Xuinzé chiisé. Choose something unusual.

The synsemantic local marker in this slogan is only the brand name, which, as mentioned above, is a necessary condition
for a successful advertising message. It is supported by action verbs that help navigate the text space.

The analysis of lexical material makes it possible to characterize the local architectonics of Chinese advertising slogan-
axiom as hidden synsemantic and homogeneous using the name of the advertised brand. As for the second invariant feature —
the correlation of the local subsystems of the author and the characters, then we can talk about the single-system grammatical
structure of the microtext, since the core form of the utterance is monologue speech. The constancy of local orientation is an
indicator of the monolocality of this type of text. It can be argued that the absence of autosemantic signals for localization,
advertised goods and services are characteristic grammatical features of this type of microtext.

Consider the following Chinese slogan-axiom:

CASIO watch. J&X1KE#R . Ginzhi da ziran. Feel nature.

In this slogan the spectrum of synsemantic indicators is expanded due to spatial nouns. The author uses the name of the
advertised brand, which address of production and the point of sale can be easily found, for example, online. In addition, we
can see the artistic orientation of vocabulary with the seme “functional space”, such as — natural space B %2.

Local determinism in this type of microtext is defined as explicit synsemantic and heterogeneous due to a group of
synsemantic language devices: brand name and nouns with spatial characteristics, monolocal (no change of text spaces) and
single-system (only author’s speech).

Let’s pay attention to the following group of advertising slogan-axioms:

1. Canon. &=XITEVHFER, TAEAERFEAH . Quanjia diyin xin jingcdi, gongzuod shénghud dou chiisé. The whole
family prints new impressions at work, at home everywhere they do a great job.

2. M&M ARG - HIsfED, ANEEF. Niondi gizokeli — zhi réng zai kou, buréng zai shou. M&M - melts in
your mouth, not in your hands.

These slogans have a different set of invariant features that distinguishes them from the cases considered above. In these
slogans a change in spatial orientation in the narrative is clearly visible: in the first example — at home, at work L{E/E 7%
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gongzuo shenghud; in the second example — in the mouth 7E 1 zai kou and in the hands of TEF zai shou. Therefore, here we
can talk about polylocality of the microtext type. The local architectonics of these slogans is defined as clearly synsemantic
and heterogeneous, since the main synsemantic local markers are the brand name and prepositional constructions: work,

home L{E4:i% gongzuo shénghud, in the mouth £ zai kou, in the hands of ZE3F zai shou; single-system in terms of the

presence or absence of two subsystems of the author and characters.

4. Slogan-interrogative — an interrogative statement.

A TSR I TE TCEE ™S 2 Ta de shijie zhéng de wa you wi 1t ma? Is his world really that safe? Social advertising for
parents.

In this question, the author also uses only one synsemantic indicator of locality, namely, a noun with spatial coordination —
his world ff /) it Ta de shiji¢. The spatial determinism of this slogan-interrogative is defined as synsemantic due to the
vocabulary with the seme “space”, homogeneous (one local language indicator), single-system (monologic speech) and
monolocal (no change of artistic space).

5. The slogan-qualitative is a nominative construction.

Let’s examine a group of Chinese advertising slogan-qualitatives:

1. FHEE. FERE. Yong chuing tianya . Xuehua beer. Boldly to the end of the world.

2. SUBARU FHATHHE. WO xing wo lu. My movement. My road.

In these verbless advertising slogans, the set of synsemantic local markers includes two parameters: the name of the
advertised brand and nouns with the seme of spatial orientation, such as: end of the world X% tianya, road F# wolu.
Analysis of the presented lexical material allows us to characterize the local architectonics of advertising slogans as explicit
synsemantic and heterogeneous, since the synsemantic markers orienting the addressee of the advertising message in the text
space are the brand names and vocabulary with the seme “locality”. According to the ratio of the local subsystems of the
author and characters, one can speak of a single-system grammatical structure of the microtext. The constancy of local
orientation is an indicator of the monolocality of this type of microtext.

Let’s take a look at 4 slogan-axioms (an indisputable fact) and 1 slogan-qualitative (nominative structure):

1. Bl AUDI EFREE, ’—/K8Hl! Aodi AUDI zéu zhongguéd I, chéng yigi aodi! Travel around China with
AUDI!

2. ZIJ% Hong Qi k4l iE%, EHEM. Hongqi Hong Qi zud hongqi ché, zou zhongguo lu. Drive Hong Qi on Chinese
roads!

3. WKE OPEL fEEFlH A =4 ! Oubdo OPEL dégud kéji qingsong xidngyou! German technology is easy to use!

4. BAWH RK. KERERCEEMRTFE. Kinlin shan kuangquéan shui. Shui de zhiliang juéding shengming de
zhiliang. Kunlun mountain mineral water. The quality of water determines the quality of life.

In each of these examples, there are autosemantic markers indicating the geographical location of the described events or
phenomena. In the first and second examples, the authors name China as a territory where you can enjoy driving cars of
advertised brands, only in the first case an international brand is advertised, and in the second a Chinese-made car. In the third
example, the author emphasizes the impeccable quality of German technology, which is known throughout the world and
which can now be easily driven on Chinese roads. The fourth example advertises mountain mineral water, which is produced
in the Kunlun Mountains in China.

Thus the presented advertising slogans in Chinese can be identified as autosemantic by the type of local determinism,
single-system (the author’s speech), monolocal (since there is no change in space) and heterogeneous (the main language
means describing space in the text are geographical names, an additional synsemantic lexical device is the name of the
product).

Discussion

The analysis of language models of Chinese advertising slogans from the standpoint of the functioning of invariant
features of the text category of locality has the following indicators:

e slogan-commissive is characterized by a hidden synsemantic local composition (due to the brand name),

e slogan-directive also has an implicit synsemantic spatial structure (using the brand name),

e slogan-interragative expresses synsemantic local characteristics (with the help of synsemantic nouns with the seme of
spatial orientation and the name of the trademark),

¢ slogan-axiom can have a synsemantic local composition (based on the name of the advertised product, nouns and
adjectives with the seme “space”, prepositional constructions), rarely an autosemantic spatial structure (country name),

e slogan-qualitative also gravitates towards a synsemantic spatial composition (due to vocabulary with the seme
“space”, trademark names), isolated cases with autosemantic determinism (country name).

The results of our analysis let us draw some particular interesting conclusions:

1. In the vast majority of cases, advertising slogans in Chinese are characterized by a hidden synsemantic local
orientation, which can be expressed using the name of the advertised brand or explicit synsemantic locality, expressed by such
a set of language tools as:

e nouns with the seme of locality: end of the world <3 tianya; /Rt % Ni de shiji¢ your world; H [ chiigu abroad;
4=k quangid the whole world ; “E iy shengming life; T./E4: 1% gongzuo shenghuo at home, at work;

e adjective with space seme: far It yuin;

e prepositional constructions with 7£ zai.

The autosemantic local architectonics of an advertising slogan in Chinese is a rare, single phenomenon that was identified
only in five cases due to the name of the country.
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2. The single-system nature of an advertising slogan as a type of microtext is confirmed as a universal characteristic.

3. In terms of the use of language techniques to express minimal artistic space, advertising slogans in Chinese have the
same indicators between uniformity, expressed only by the name of the advertised brand, and heterogeneity through the
synsemantic language set indicated above.

4. Chinese advertising slogans also do not tend to change the artistic space, that is, they have a monolocal character.

Conclusion

Summing up, we can say that the slogan as a small genre of advertising communication has characteristics that make it
possible to identify it as a specific type of grammatical microtext.

The results of the study demonstrate the effectiveness of interpreting the linguistic architectonics of an advertising slogan
as a type of microtext based on text-forming category such as locality and its invariant features. We should submit that further
study of advertising slogans in other languages will make it possible to identify another list of variant features of the microtext
linguistic architectonics within advertising communication. From there it will undoubtedly have a beneficial effect on
expanding and updating the theory of grammatical construction of the text, and will help to supplement the general typology of
texts within the framework of language theory.
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