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Abstract— Public relation as a management function is the
process of creating, interpreting and communicating
suggestions, facts, thoughts and views about work efficiency,
organizational effectiveness, and effectiveness and goal
achievement within the organization. A supervisor should be
a highly effective communicator because no group without
effective communication skills is able to succeed or even go
forward, to achieve status. The paper touches on the question
of what impact the appropriate use of the language of
advertising can have on individuals. In today's world,
advertising has a great influence on the customer's decision.
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. INTRODUCTION

Communication is actually the transmission of a message
through various media; it can be nonverbal or verbal,
informal or formal, as long as it conveys a thought that evokes
a concept, an action, a gesture, and so on. Many people are
endowed with the physical ability to speak, but we must first
figure out how to speak well and speak properly. Listening,
Speaking, and our ability to understand nonverbal and verbal
meanings are skills we develop in different ways. We learn
simple communication skills by observing others and
modeling our behaviors according to what we encounter. At
this point, however, it is important to say that information is
of very little use until it is passed on to the person who
receives it or who may have the need for it. Communication,
then, is the process of transmitting, sharing, or disseminating
information from one individual to another, or even from one
area to another. Put simply, communication is the process of
generating, interpreting, and transmitting feelings, opinions,
facts, and ideas. It is a method that is basically sharing, a
mutual exchange between two or more people. In addition,
communication is also the exchange of information between
leaders. Advertising is a type of marketing communication
used to promote and/or advertise something, typically a
company's service or product. To the following content:
advertising is presented as a type of communication.
Communication is a process by which people exchange
information or even express their feelings and views.
Moreover, it is the way the individual expresses himself to
ensure that others understand them. For an advertiser it is
especially important to convince someone and make them
buy a product. People use nonverbal and verbal
communication for this particular goal of getting the message
across.

Effective verbal or even spoken public relations are
determined by a number of elements and cannot be
completely isolated from the functions of verbal
communication using language. Human language could be
described as a method of signs, as well as the syntax by which
the symbols are actually handled.

Verbal manufacturer communication is usually the main
focus of marketers.

Consumer goods companies are particularly good at making

gentle taglines

You will find 2 main advantages of verbal advertising:

1) There is a chance to make sure that the idea has been
understood, and this is able to somehow represent
complex ideas;

2) Its a chance to use nonverbal cues (tone of voice, body
language, inflexion), and it's tacitly reasonable because
they go hand in hand and are both minor in themselves.

The disadvantages of verbal advertising are countered above

all by the positive aspects of nonverbal advertising:

1) Verbal components are not prepared as quickly as
nonverbal ones;

2) We process verbal information quite critically;

3) The time of perception is longer when nonverbal
elements are involved;

4) 1t is insufficient for people coming from international
markets.

Il. THE NEED FOR GOOD PUBLICITY IN ORGANIZATIONS

Communication is an essential part of any business.
Moreover, good communication skills are very important in
the business world. In some research we have found a number
of ways to control and manage difficult communication. It
certifies that the use of communication is to have a chat with
someone, and this particular conversation must be two-way
for the communication to appear effective. This particular
master plan is to remember what is communicated especially
in times of conflict. In reality, you aren't effective if your
voice rises, your body tenses, or your temper flares. Some
researchers believe that for effective communication, two
things should be kept in mind: First that each person has his
or her own ideas and perceptions, and these should be taken
into account. The next point is the idea of closure, that every
discussion needs closure. Tucker says that it is important to
remember that each individual comes to the discussion table
with his or her personal perception of what happened, what is
available, or even how to do something.

This particular thought is extremely important in the
corporate atmosphere. Companies are made up of different
types of supervisors and employees, each with their own
personalities and views. Therefore, it is important to respect
everyone's opinions, no matter how different they may be. In
addition, the idea of concluding a discussion is actually
important, as a discussion that hangs in the air and is even
hostile can lead to business relationships being damaged or
even broken. Good communication is recommended for small
businesses to operate smoothly and successfully. As long as
a company is separated from its environment, it must have
many ways to talk to the earth. Something external to a
method belongs to the planet and not to the device itself. This
is the case with all kinds of organizations. The planets
simultaneously exerts a major influence on the behavior of a
corporation; the corporation can do little or perhaps nothing
to control the behavior of the ecosystem. This means that
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information is an extremely important part of management.
Management decisions and actions must be communicated to
those who will use them to achieve policy objectives. This
should be done through effective forms of communication
inside and outside the company. A decision, regardless of its
objective, is useless if it is not communicated. For example,
if the sales manager of several branches decides to reduce the
cost of product X and launch an active campaign, nothing will
happen unless the advertising departments are also informed
and the various other departments involved in preparing new
packaging to reduce the price.

The focus of all outside communication cycles is actually the
emails they should contain

— Positioning and development of experts

— Linking and alignment with standard media

— Disseminate messages

— Monitor and measure the benefits of efforts

I1l. VERBAL PUBLICITY IN ADVERTISING

Many content analyses of advertisements focused on textual
or verbal information in advertising messages. arquez (1977)
clarifies that useful advertising differs from persuasive
advertising by its wverbal content An informative
advertisement creates a desire to have the advertised item by
providing verifiable and specific facts about the item, while a
persuasive advertisement creates a desire for the advertised
product without using this type of information related to the
item.

Useful advertisements generally emphasize the
purposeful helps that the advertised items provide, while
persuasive advertisements emphasize the mental advantages
that customers can acquire. In his study, Marquez examined
600 advertisements placed between 1973and 1976 and
grouped them by commaodity type. Based on analyses of the
verbal information, he classified the ads into 5 categories:

1) Simple persuasion;

2) Simple information;

3) With much persuasion, but little information;

4)  With much information but little persuasion; and
5) Mainly intimidation.

Basic persuasion was operationalized as the genuine
activity of generating a desire to buy the advertised good
without using specific, verifiable, or relevant facts about the
item; basic information was the use of specific, appropriate,
and verifiable facts about the item to generate a desire to buy;
intimidation was the use of fear appeals.

Ads that contained more than fifty percent
persuasions were classified as higher persuasion/less info,
while ads that contained more than fifty percent info were
included in the higher information/less persuasion group.
The results showed that of all item categories, seventy-three
percent of cosmetic and toiletry advertisements fell into the
basic persuasion group, eighteen percent were higher
persuasive/less useful, only five percent fell into the basic
information group, four percent were primarily intimidation,
and none were high information/low persuasive.

IV. SIGNIFICANT FEATURES OF VERBAL PUBLICITY

A. Phonetic Features

Since the auditory image of the advertising text on the
phonetic level is a crucial element for its effect on the
recipient, the creators of advertising texts often make use of
an assortment of phonetic and lexical renditions. This kind of
repetition may possibly partially or completely match the title
of the advertised item and in the same way develops a
memorable rhyme. Probably the most widespread among
Russian advertising taglines are able to discover a rhyme with
a partial repetition as well as advertising in English, on the
contrary, filled with good repetition is actually the majority.
The following are probably the most common phonetic
suggestions used in advertising slogans. It must be mentioned
that phonetic puns are occasional in advertising, although
they're expressive and allow for more subtle shadings of the
marketed product.

Phonetic features

Examples of slogans
It helps the hurt stop hurting

Alliteration (advertising antiseptic
«Bactine»);
Know music. Know the beat
Anaphora (advertising music news

channel «<CNN»);

Imitation of a certain
manner of
pronunciation in
people’s speech

Let Hertz put you in the
driver's seat(product
advertising «Hertz»);

The best to you each morning.
They'rrrre GR-R- REAT!
(advertising product «Kellogg's
Frosted Flakes»);

Table 1: Phonetic features of Publicity

Imitating the sounds
made by animals

B. Graphical Features

Graphical methods allow to increase the performance of
advertising content. In practice, this particular strategy is
implemented in different ways and may occur within a single
word, a phrase, a sentence, or perhaps the entire text. There
are 3 methods to design the advertising text: vertical, diagonal
and horizontal (table 2).
Graphical features

Examples of slogans
FOR Diesel ranger 2003
(advertising vehicle brand
«Ford»)
C «MEXX» MEXXmum
always a success! (same
name and brand clothing
store<kMEXX» +
maximum).
Table 2: Graphical features of Publicity
It is fascinating to see that the range of advertising
graphics strategies actually crosses over into other areas of
life and is used in the development of such realities as
signage, notebook covers, magazine and newspaper names

Violation of the rules of
writing phrases or sentences

Isolation of the Latin word

C. Morphological Features

As morphological techniques, puns could be distinguished in
the language of Russian advertising, which establish
unexpected adjectives as well as unexpected comparative
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amounts, which additionally produce comparative amounts
and nonce words (table 3).
Morphological features

Examples of slogans
The coffee-er coffee (product
advertising«Savarin

Occasional comparative
degree of adjective

Coffee»)
Occasional superlative It's the cheesiest (advertising
degree of product «Kraft
adjective Macaroni & Cheese»)

Table 3: Morphological features of advertisement
Therefore, the English advertising texts are harping
morphological signs of words according to 2 achievable
methods: morphological signs change courses of words as
well as the development of unexpected words of the level of
comparison as a result of changes in the lexical meaning of
its.

D. Structure of the Advertisement

The structure of the advertising campaign has the coming

5 primary points:

— First, the ability to attract attention - It is really crucial,
as the title to get the attention of the viewer, visual. It has
a detrimental effect if the advertising is designed for the
groups of potential customers that it is created.

— Second, the robustness of the effect of feelings on
customer —advertising -what feelings are actually
generated in them under the influence of advertising,
how effective is the advertising argument and whether it
serves them.

— Third, how strong is the effect? Will run if, for example,
the person after viewing the advertisement will buy that
particular item, or perhaps will sit in a seat despite the
fact that the advertisement is actually considered to have
him buy the item.

— Fourth - This is useful. Obviously, the advertising
argument is set forth. How exactly is the practical benefit
of the advertised item illustrated?

— Last but not least. Will the male read a message or even
watch a marketing video just before the end. Exactly
what successfully arouses the interest of people?

—  One of the most important components is the advertising
slogan. The slogan is often a short phrase that brilliantly
and memorably highlights the positive aspects of a
particular product or perhaps company. Appointment of
a slogan -Directing the interest of consumers to the
advertising. A number of slogans are actually registered
as trademarks. The slogan can contain the fundamentals
of the company, the credo of the company. The slogan
can focus on the outstanding quality of the company, or
even to focus on the achieved stream, gain prestige.

V. CONCLUSION

he energy of the influence of advertising on mass
consciousness is actually comparable to the influence of
religion and art The extent of its intrusion into various spheres
of life, the directory performance of it's in the lives of
contemporary individuals may contrast with myths that had a
similar effect on individuals in primitive society promotional
text is a unique text that contains information from the
writer's perspective as well as belongs to it. Appropriate

composition, correct use of linguistic products, and
manipulation with emotions, social norms, and value systems
contribute to the success of the text. The readability index
formula used in journalism helps determine whether
linguistic products are sufficiently used. However, the results
of this particular analysis cannot reflect only the
attractiveness of the verbal part of the book, as the nonverbal
part of the individual characteristics and display of the
addressee cannot be ignored. As a result, advertising
duplicates have a great impact on the improvement of
linguistics. Nonetheless, when interpreting advertising into
another language, it is important to consider not only the
linguistic features, but also the identical and cultural features
to better understand the purpose of the advertising.
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