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Summary: The article focuses on the concept and verbal manipulations by means of
comparison methods in commercials. Three main areas of verbal manipulation, kinds of
comparisons and purpose of their use in advertising texts are identified. The conclusion is made
that comparison methods are widely used as a tool of verbal manipulations in commercials.
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AHoTaunis: Y naHiil cTaTTi MU PO3MIPKOBY€EMO HaJ| MOHATTSM 1 CYTHICTIO BepOaJIbHUX
MaHIMmyJ AL B peKiaMi 3 NpUHOMOM MOPIBHAHHSA. BUAIIEHO TpU OCHOBHI HampsSMKH MOBHOI'O
MaHIMyJIOBaHHS, PI3HOBUAM IOPIBHSHb Ta METY iX BUKOPHCTAHHS B PEKIAMHHUX TEKCTaX.
JloBezieHo, 110 BepOaibHi MaHImyIALii 3 IpUHOMOM MOPIBHIHHS — 1€ NOUIMPEHE sIBUILE B chepi
pEeKJIaMH.

KirouoBi ciioBa: BepOasibH1 MaHIIyJIALI1, TOPIBHAHHS, TPOI, CTPYKTYpa.

AHHoOTauusi: B gaHHOM cTaThe€ MBI Pa3MBIIUIAEM HAJ TOHATHEM U CYIIHOCTBIO
BepOAJIbHBIX MAHUNYJSALMA B peKjaMe ¢ IPUEMOM CpaBHEHMs. BbleneHo TpU OCHOBHBIX
HaIIpaBJICHUS SA3bIKOBOTO MAHMITYJMPOBAHMUS, PA3HOBUJHOCTH CPABHEHMHM W LEIH HX
UCIIOJIb30BaHUS B PEKIIAMHBIX TeKcTax. /loka3aHo, 4To BepOajbHbIE MaHUITYJISILUU C IPUEMOM
CpPaBHEHMSI — IIUPOKO PacIpOCTPaHEHHOE SIBJICHHE B c(pepe peKsiaMbl.

KiroueBble cjioBa: BepOaibHble MAHUITYJISIMH, CPAaBHEHHE, TPOII, CTPYKTYDA.

The topicality of comparison in commercials is stipulated by the steadily arising
advertisers’ interest in methods and tools of affecting consumers’ mind as well as
their unconsciousness. In this respect, comparison is considered as one of the
means of persuasion widely used in commercials texts to emphasize the exclusiveness
and necessity (for a consumer) of the merchandise being advertised. Also, comparison
as verbal manipulation in commercials is used because it imposes the criteria of product
perception and evaluation into consumers’ mind. In addition to that, comparison “helps
to strengthen the impact of advertisement image” [1, p. 23].

The topicality of our research is confirmed by the fact that the question of
comparison as verbal manipulation in advertisement has not been deeply studied so
far. This is undoubtedly interesting, because manipulation technologies are successfully
used to influence a significant number of consumers. Thus, S. Khara-Murzi marks in
his book “Manipulation of Consciousness™ “a person can become a victim of
manipulations only if he/she acts as their co-author and participant. Manipulation is no
violence, it is temptation” [2, p. 14].

The linguistic essence of comparison attracts more and more attention
nowadays. Being one of the tools of reality comprehension, comparison is one of
the artistic thinking norms. Neither language nor fiction can do without
comparison. At the same time, its different forms are used in commercials in their
full splendour.



Among the most interesting theoretical works focusing on the structure,
functions and types of comparison, we can mark out the studies by V.V.
Vomperskiy who distinguishes three elements of comparison construction:

— Object (the entity being compared)
— Image (the entity being compared)
— Feature (the attribute of the entities that are compared).
His theory of structure components will be borrowed in this article.

There are different ways to express comparison. In our opinion,
classification of comparison methods by I.B. Ishchuk seems to be the most
complete and accurate. The author differentiates the following types of comparison
expressions:

— Comparative turn that uses conjunctions “sx, Mmo8, Hemo8, Hemo80U,
HeMo8OUmo, Have, HeHave, HeHayebmo, Hiou, OyYim, HIdC Mowo”;
— Nominal part of compound predicate;
— Comparison that is expressed by means of ablative case and is
synonymous to a common comparative turn;
— Comparison that is expressed by means of genitive case with a comparison
degree of adjectives, etc.
S.N. Ikonnivkov distinguishes the following stylistic techniques for
emphasizing imagery, language emotionality by means of comparison:
— inversion of comparative turns;
— sequence of comparisons;
— comparison with a framing;
— repeated comparison;
— comparison-antithesis;
— separation of a comparative turn from sentence.

Thus, a number of researchers study comparison in different ways,
consider them from various sides. Nevertheless, almost all of them underline that
the element of surprise, novelty, originality are among the topmost signs of
successful comparison. It is only under the circumstances above that comparisons
provide the text or a commercial with more stylistic diversity, express the essence
of a subject figuratively and grant expressiveness and distinctiveness to speech.

Verbal manipulation in commercials is being studied a lot mostly by
American researchers, in particular D.F. Jefkins, K. Bouvet, J. Russel, M. Person.

Studies were made on the basis of more then 117 advertisement texts
selected from the following magazines: «Mapketunr B YkpaiHi», «Pekmama i
Mapxketunry, «Jlizay, «Chepa pexnammy, « Bpems pexkiaMbn.

Next we discuss the term and the essence of verbal manipulations by
means of comparison in commercials. Commercials became an integral part of
human society, an element of its culture. It is one of the most intriguing and
distinctive components of modern business. Specialists distinguish economic and
communicative aims of advertisement. Economic ones make a direct appeal to
merchandise purchase, while communicative ones appeal indirectly. In other
words, those aims are perceived as a piece of objective information about the good



itself; being verbal manipulation, they are not recognized by a consumer
(influencing the addressee with properly selected linguistic means).

There are three main directions of verbal manipulation which are
generally used in commercials:

a) Emotions: general emotional reaction is mapped on the merchandise

“Hacosona pockoHamicTio He moTpebye ciiB. MoBYaHHS 30JI0TO.
Nescafe Gold — mparueHHs 10 J10CKOHAIOCTI”

b) Social guidelines: self-esteem, self-affirmation, social point of view,
aspiration for leadership, place in the social hierarchy, belonging to a high-
standard, etc.

“Peugeot: a1 HenepeMoxxHuii! BrieBHEHICTb, fKa 3aBK]U 3 TOOO0!”

c) World view: on the basis of knowledge, skills, experience and
emotions theso-called “vision of the world” is formed, which then is pretended to
be real.

“Lekker: mpocro, sik yce reHianbpae”

Manipulation is influence that requires considerable proficiency in
mastering a language. According to S.N.Litunov, “The nature of linguistic
manipulations is in the following — the information in commercials is given in the
way to make the consumer draw his or her own conclusions based on the advert.
Therefore, the consumer will treat this information less critically and more
trustingly” [3, p. 6].

Ukrainian language has rich expressive means at all the levels that
allows describing the same object or phenomenon or even the same situations
in different ways.

It is this variant of subjective interpretation that we gain as the outcome of
verbal manipulations with comparison and not the objective description of reality.

It is well known that comparison is traditionally considered to be the main
mechanism of the world’s cognition by a human. O.O. Potebnya emphasizes that
comparison does not only strengthens a speech and motivates the expression, but
“no matter how beautiful the comparison is, it makes us think of lots of things that
do not properly refer to the subject we are thinking of; it entertains us, better said,
it is the absence of thinking” [4, p. 8].

Therefore, “Comparison is an artistic tool built on relations of similarity,
which has the following categorical sign: the availability of explicitly expressed
subject and object of resemblance. Such a trope executes cognitive and expressive-
stylistic function” [5, p. 138], — believes L.F. Prysyajnyuk.

The considered approach is sufficient enough to evaluate the significance of
comparison in commercial texts, because its use normally means verbal manipulation.

Researchers mark that explicit and implicit comparisons are one of the tools of
verbal manipulations. Obvious comparison with rivals can lead to judgment trials; that
is why we hear of “ordinary” things, which do not stand any comparison with the
advertised ones. The most effective type of comparison is hidden comparison that
creates vision of uniqueness of the advertised product; at the same time, other wares
compared to that one being advertised seem to be primitive.

There are the following types of comparison:



a) extended comparison - comparing promotional item to goods of the
same product category («Cynep-oorcunc. Hixonu we saxicnuii MobinbHull 36'130K He
Oye maxuti docmynHuily OF «SaMSUNG Hosuil 610 Menesizopisy);

b) narrowed comparison - comparing the products of the same brand
(«Hosuti Dirol. JKueu 3 nocmiwxoro!»);

c) displacement comparison — comparing the product to something that is
not properly stated («Samsung. Bu 6auume 6invuie, Hidic Konu-1ebyOby);

g) degenerate comparison - statement of the uniqueness of the product and
its absolute superiority over others («4Apomammna uopna yuikanena 3 2ycmoio
ninkoro. Nescafe espresso yuixanvne 6iouymmsi!»).

Thus, verbal manipulation by means of comparison in commercials is a
kind of hidden communicative impact to the addressee including his knowledge,
imagination, emotional state, social relationships, and intentions. Exerted by the
addresser in order to make the addressee’s intentions comply with his goals, it
usually contradicts the addressee’s interests. Hidden effect is considered as using
comparison that affects the addressee without being directly realized by him.

Further research can be done in terms of defining semantic features of
comparisons in advertising.

References

1. BikiaTees 1.J1. ITpuitomu pexnamu / 1.J1. Bikintees // [Ipuitom pekiaamu i Public
Relations: Tpus-mranc. — 1995. — C. 23-35. 2. Bomnepckuii B.B.Ctunmuctudeckne
yuenwnst JJomoHOCOBa u Teopist Tpex ctuiiB / B.B. Bommepckuii // Ctunuctuyaeckue
yuennst JlomonocoBa. — M. : 1970. — C. 12-13. 3. Kapa-Myp3za C. Manimynsiis
ceigomictio / C. Kapa-Myp3za // Maninynsuist cBigoMicTio. — M. :Anroputm. —
2000. — C. 14-20. 4. JlirysoB C.H. PeueBoe BO31EHCTBHE U S3BIKOBOC
manunyiauposanue. — [Electronic  resource] — Access mode: http:
/lwww.ippnou/ru/article/php?idarticle=003157 5. IToteOust A.A. MbICb U s3BIK /
A.A. Tlorebns // CnoBo u mud. — M. : 1989. — C. 7-8. 6. Ilpucsokaiok M.
BukoprcTaHHS HEHPOIIHTBICTUYHOTO TMPOTPpaMyBaHHS I  MaHIITYyJIOBaHHS
ceigomicTio / M. [lpucskuiok / ConianbHa ncuxosnoris. — 2008. — Ne 5. — C. 137—-
141. 7. ®penk I'. ManinynsoBana moauna / I'. @penk. — M. : 2000. — C. 24-32. 8.
[Electronic resource] — Access mode: http://it.ridne/net/virtual-ad 9. [Electronic
resource] — Access mode: http://readbookz/com/book/43/1923/html 10. [Electronic
resource] — Access mode:
http://uk.wikipidia.org/wiki/[TopiBHSIHHS_(J1iT€paTypO3HABCTBO).



http://it.ridne/net/virtual-ad
http://readbookz/com/book/43/1923/html
http://uk.wikipidia.org/wiki/Порівняння_(літературознавство)

