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Abstract. This thesis investigates the pivotal role of discourse in creative advertising,
emphasizing how linguistic, semiotic, ~rhetorical, and narrative elements construct
persuasive messages that i,r'ﬂ‘lt,lencer consumer behavior and cultural perceptions.
Drawing on discourse analysis-frameworks; it explores the characteristics of advertising
discourse, including its concise,\i'mage-integratedyature and use of presuppositions,
implicatures, and mythologizatien. JThe creative process behind advertising discourse is
examined, highlighting storytelling, branding strategies, and innovative techniques like
Systematic Inventive Thinking (SIT)-t_o enhance engagement. Significance is underscored
through its societal impact, such as shaping identities, promoting consumerism, and
adapting to cultu[al contexts. Empirical insights; from linguistic studies reveal how
discourse bridges f"p‘r_oducts and--consumers, fostering emotional connections and
ideological reinforcemént.~The -hesis concludes with implications for marketing
practices, advocating for critical awareness in discourse design to balance persuasion
with ethical considerations. 'A

Keywords: Advertising discourse;creative advertising,-discourse analysis, persuasion
strategies, storytelling in macrkqting, linguistic featuresz consumer impact, semiotic
approaches =
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Introduction. Discou?‘se""l‘n creative advertising refers.to the structured use of
language, images, and symbo’lgi:cdnvey persuasive me "g'es that direct consumer
attention toward products or'services. Originating from the*Latin "advertere” meaning to
turn toward, advertising discourse-has evolved from simple announcements in the 19th
century to a sophisticated form, of social communication in the digital age, integrating
linguistic pragmatics, semiotics, and rhetoric to create memorable and influential
narratives. In creative advertising, discourse is not merely informational but
transformative, embedding products within cultural myths, emotional appeals, and
ideological frameworks to foster consumer desire and loyalty.

The significance of discourse lies in its ability to permeate everyday life, shaping
societal norms, identities, and consumption patterns while reflecting and reinforcing
cultural values. As a privileged form of social discourse, it influences language evolution,
promotes consumerism, and bridges the gap between commodities and consumer
consciousness through creative strategies like storytelling and branding. However, it also
raises concerns about ideological manipulation and self-image degradation. This thesis
examines _ these dimensions, arguing that effective discourse analysis enhances
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understanding of advertising's creative and persuasive power, with
implications for ethical marketing and consumer education.

Main part. Scholarly research on advertising discourse underscores its interdisciplinary
nature, drawing from linguistics, semiotics, psychology, and sociology to analyze how
ads construct meaning and influence behavior. Key studies highlight the evolution of
advertising from industrial-era promotions to contemporary narrative-driven campaigns,
emphasizing consumer advertising's dominance in.shaping public discourse. Linguistic
analyses reveal advertising's reliance on pragmatic theories like Grice's Cooperative
Principle and Relevance Theory to generate implicatures and presuppositions that subtly
persuade audiences. N / .

Psycholinguistic and somollng\u:stlc perspectlves)explore unconscious influences and
cultural interrelationships, showing how ads reinforce social norms and identities.
Semiotic theories, including“Saussurean ‘and_Peircean models, dissect signs in ads,
revealing denotation, connotation, <and mythologization processes that imbue products
with symbolic value. Recent Wworks on creative. processes stress storytelling's role in
branding, using tools like SIT to innovate and engage consumers emotionally. Empirical
findings from dlverse contexts,”sueh” as Egyptian media, illustrate culture-specific
adaptations, while crlthues address advertlsmgs potential to promote consumerism and
ideological biases. Y

Characteristics of Advertising Discourse - Advertising dlscourse is characterized by its
disjunctive structure, favoring nouns-ever verbs and adjectlves with low frequencies of
function words to maximize |qformat|on density in minimal space. This concise,
formulaic language employs block grammar, rhetorical devices:like parallelism, rhyme,
alliteration, and rhythm to“€nhance memorability and cohesion. In creative advertising,
discourse integrates verbal and nonverbal elements—language, |mages layout—to create
intrusive, single-minded messa)qﬂh/atscombat audience inat

Key features include preSupposition (implicit assumptions Ilnklng products to needs)
and implicature (inferred’ meanings-based on relevance), drawing on pragmatic theories
to foster rational €ooperation.in interpretation. Semiotically, ads use intertextuality
(references to cultural texts) and intercodality (multiple sign systems) to mythologize
products, associating them with themes like beauty or security. Culture-specific
adaptations, such as in Arabic advertising, leverage oratory traditions and dialect variants
for persuasive impact. Overall, these characteristics position advertising discourse as a
versatile, multifaceted phenomenon that occupies a unique linguistic space, blending
professions and methodologies for maximum communicative efficiency.

The Creative Process in Advertising Discourse - The creative process underpins
advertising discourse, involving strategic copywriting, visual design, and narrative
construction to differentiate brands and captivate audiences. Agencies follow workflows
from client briefs to execution, employing techniques like SIT (activation, absurd
alternatives, metaphors) to generate innovative ideas. Elements such as headlines,
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slogans, and calls to action are crafted to align with models like AIDA

(Attention, Interest, Desire, Action), ensuring ads are engaging across media platforms.

Storytelling emerges as a core component, shifting branding from factual descriptions
to emotional narratives stored in episodic memory for easy recall. This process builds
brand personalities through unique selling propositions (USP), emotional traits, or
archetypes, fostering deeper consumer connections. In creative advertising, discourse
innovates by inventing words, using humor, or incorporating intertextual references from
literature, music, or religion, enhancing relatability and persuasion. The significance lies
in transforming ads into cultural artifacts that promote competitiveness and soft power, as
seen in nation branding campaighs./

Persuasion and Consumer Impagt - Advertising discourse excels in persuasion through
emotional appeals, conviction via proof, and rhetorical force, influencing beliefs and
attitudes to drive purchases. ‘Strategies like repetition, positioning, and image creation
transfer associations from -ads tosproducts,- embedding them in consumers' mental
schemas. Psychoanalytic insights reveal unconscious influences, dividing appeals into
personal and collectlve unconscious realms to tap into desires for prestige or happiness.

Consumer |mpacf is profound, as\dlscourse constructs social identities, reinforces
dominant norms (mcludlng gender roles) and ‘promotes consumerism by creating
dissatisfaction. Culture-specific examples, like Egyptian tea ads leveraging purity
symbols in Muslim contexts, demonstrate ideological" reinforcement and enhanced
persuasion. Critically, while fostering-loyalty and emotional engagement, it can degrade
self-images and language, necessktatmg awareness of subtexts for informed consumption.
In creative advertising, discourse's significance is evident in-its-ability to evoke emotions,
build community, and pesitien products as need-fulfillers, ultimately driving market
success. =

Theoretical Frameworks in Ad\?!ftl.’élng Discourse - Theeréﬁcal frameworks provide
analytical tools for understandlng advertising discourse's. mechanics. Pragmatic
approaches, including &rice’s maxims and Relevance Theory, explain inference-based
interpretation, while sociolinguistic theories address register variation and ideological
embedding. Semiotics dissects signs into denotation and connotation, with Barthes-
inspired myth analysis revealing how ads create symbolic worlds.

Genre classifications divide ads into consumer, trade, and public relations types, each
with tailored persuasive strategies. Fairclough's genre chains and Dijk's comprehension
strategies highlight cross-cultural power dynamics and contextual knowledge. In creative
contexts, frameworks like AIDA and SIT guide discourse design, ensuring alignment
with consumer cognition and cultural narratives. These theories underscore discourse's
role in globalization, enabling ads to transcend borders while adapting to local ideologies.

Conclusion. Discourse is fundamental to creative advertising, serving as the conduit
for persuasion, cultural reflection, and consumer engagement through innovative
linguistic ical devices, and
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theoretical frameworks, it transforms products into symbolic entities that
resonate emotionally and ideologically. While enhancing marketing efficacy, it demands
ethical scrutiny to mitigate manipulative impacts. Future research should explore digital
adaptations and cross-cultural variations to refine discourse practices, ensuring
advertising remains a creative force for positive societal influence.
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