Constitution.

The metaphorical sense consists in comparing the outgoing politician with a lame animal, which
cannot do anything great and simply waits for the wound to heal.

Many individuals have earned this nickname in the history of American politics, one of the most
famous examples being Barack Obama, the 44th president of the USA. Most likely the reason was
his fickleness and loud statements which undermined his credibility. This metaphor is nominative.

Angela Merkel — “Mummy”

The former German chancellor's most famous nickname is Mummy, which she first gained for
her simple life as an ordinary woman who grows vegetables and cooks delicious food, and then for
her friendly attitude to the migrants she shelters in Germany. Qualities such as caring and
household chores inherent in a real mother of the family were used in this nickname in a figurative
sense, implying care for the whole country. This nickname is among the generalising metaphors.

Thus, metaphors as a nickname perfectly reflect the personality, helping to understand both the
politician’s character and the view of those around them, as well as the voters’ view of the
politicians themselves. It is impossible to describe manners more accurately than in one clear
metaphor, which in one or two words will reflect a whole range of characteristics.
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Abstract. The article discusses the definition of metaphor, as well as its types. The analysis of
metaphors in English-language advertising slogans is presented. In the presented material the
bases of metaphorical comparison are revealed.
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Metaphor is one of the most common stylistic tropes. Due to it, the text becomes more eloquent
and expressive. This technique is used mainly in fiction, thereby contributing to a more poetic
expression of the author’s thought.

However, metaphor is also one of the main links between a person and the language picture of
the world, a kind of mediator in designating objects of the world and creating new names.

Metaphor is a way of describing an object by comparing it with something else that has some of
the same qualities.

J. Lakoff and M. Johnson distinguish two types of metaphors: ontological, that is, metaphors
that allow you to see events, actions, emotions, ideas, etc. as a kind of substance (the mind is an
entity, the mind is a fragile thing), and oriented, or orientational, that is, metaphors that do not
define one concept in terms of another, but organize the entire system of concepts in relation to
each other (happy is up, sad is down; conscious is up, unconscious is down).

In my report, | analyzed 10 metaphors in well-known advertising English slogans.

1. Jaguar — “Own a Jaguar at a price of a car”.

With this figurative metaphor, the manufacturer draws a parallel between the car and the
jaguar, hints at the presence of similar signs between the car and the animal, such as high speed,
maneuverability and beauty. The manufacturer, as it were, calls its product “predator car”. Thus, in
this example, the animalistic metaphor that arises when the auxiliary subject is an animal is vividly
expressed.

Using this pictorial metaphor, the manufacturer creates a vivid image in the minds of potential
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buyers and declares that the advertised product is a real beast that is incredibly fast, elusive, but
at the same time graceful and beautiful.

2. Esso — “Put a tiger in your tank”.

The company’s product is engine oil. The author of the slogan draws the addressee’s attention
to the presence of similar signs between tiger and engine oil, which will make your car strong and
powerful. With the help of this advertising slogan, the manufacturer declares that by buying this
product, the buyer can make a powerful “machine beast” out of his car.

So, in this example, the pictorial metaphor is built through the correlation of two visual images
(the advertised product, machine oil and the beast).

3. Diesel perfume — “Fuel for life”.

With this figurative metaphor, the manufacturer compares perfume to fuel. Everyone knows
that fuel is an integral component for a car, without it the car will not be able to function, the author
states that the company's product is like fuel for a person.

Reading this advertising slogan, it seems that the advertised product helps people to be in
shape all the time, which is a kind of fuel for them, charging and giving them strength and energy
for new things.

4. Mac Pro — “Beauty outside. Beast inside”.

With this metaphor, the manufacturer compares a computer to a beast. The author of the
slogan draws the attention of potential consumers to the presence of such similar signs between
the company’s product and the animal as: power, strength and high productivity. Nevertheless, the
manufacturer points out that, despite the “beast” inside the computer, the appearance and design
of the product retains “beauty”.

Referring to the well-known children’s fairy tale “The Beauty and the Beast”, the manufacturer
attracts the attention of a wide audience of potential buyers and creates a vivid image of the
advertised product.

5. Bounty — “The taste of paradise”.

By using this metaphor, the manufacturer evokes certain associations among potential
customers, creating an emotional image.

Reading this advertising slogan, an image of “paradise on earth” is created in people’s head,
the sound of the surf, white sand, a beautiful sunset, coconut palms. The author draws the
attention of potential consumers that the advertised product will take them to this paradise for a
short time, make them take a small break and just enjoy the taste of the product.

6. Toyota — “Drive your dream”.

In the example above, the manufacturer compares his product with a dream. Thus, the
manufacturer declares that their company’s product has all the characteristics that any potential
buyer dreams of: beauty, safety, low price, high productivity.

Using a pictorial metaphor, the manufacturer tried to create a vivid image of an ideal car arises
in the head, a car that a potential buyer could only dream of before. And now all dreams have
come true in the form of an advertised product.

7. American Express — “My life - my card”.

With this metaphor, the manufacturer draws a parallel between a credit card and life. American
Express points out that the company’s credit card is so simple and easy to use that it will become
an indispensable assistant to the bank’s client.

The manufacturer evokes certain associations among potential customers, creating a vivid
image — a credit card that is always there and will help at any moment. The manufacturer indicates
the indispensability of the advertised product in everyday life.

8. Redbull — “Redbull gives you wings”.

This advertising slogan uses a pictorial metaphor that forms an image in the minds of potential
buyers and gives a vivid idea of the product. With the help of this metaphor, the author also
metaphorically declares the possibilities of the advertised product.

The metaphorical expression “gives you wings” gives an accurate idea of the advertised
product and its functions and means to give strength and energy.

9. Energizer — “Do you have the bunny inside?”

This advertising slogan uses a figurative metaphor that creates an image of the advertised
product in the minds of potential buyers.

Everyone knows that the rabbit is a symbol of the Energizer trademark and serves as the
embodiment of strength and vigor. Thus, the author of this advertising slogan replaced the word
“power” with “rabbit”, so that the company’s symbol is always associated with energy.

10. Pontiac — “Fuel for the Soul”.
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With this metaphor, the manufacturer draws a parallel between a car and fuel for the soul. “Fuel
for the soul” is a metaphorical expression denoting an important component that fills the soul and
is important for a person. That without which a person cannot exist, like a car that cannot function
without fuel (gasoline). Thus, the manufacturer indicates the need to purchase the product and its
irreplaceability.

Since metaphors are designed to enhance the familiar image and make it more memorable,
naturally, this technique has long been adopted by advertisers. They use it to create short but
catchy slogans.

Advertising metaphor makes it possible to understand some objects through the properties and
qualities of others. It is aimed at forming an original advertising image and unobtrusively
introducing some kind of assessment into the text. That is why many consider metaphor as a
source of implicit information.
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NMPOAYKTUBHBIE CAOBOOBPA3OBATEAbHBIE MOAEAU
B OHAAWH UTPAX

Ubicankoea M.P., cmyd., Kyabmu4yeHko A.A., cm. npen.

lNckoeckuli 2ocydapcmeeHHbll nedazoaudeckull yHusepcumem,
a. lNckos, Pocculickass @edepayus

Pedepatr. B cmambe paccmompeHbl Haubornee npodyKmueHble U  COBPEMEHHbIEe
c/108006pa3zosamersibHble MOOeslU 8 aHes/lULICKOM S3blKe U (bUKCUPYHOMCS KOHKPEMHbIE CXEMbl
co30aHus cJ108 Ha ripumepax oHnalH uep. Crosoobpa3osameribHble NPOUECcChl MECHO C8s3aHbl C
JIeKcu4YecKUMU 8 acriekme rorosIHeHUs! cllo8apHO20 cocmasa sidbika. CriosoobpasosaHue umeem
02POMHOE 3Ha4YeHUe 8 $3bIKe [OCKOMbKY OHO ompaxaem ece rpeobpas3osaHusi, Komopble
npoucxodsim 8 JIeKCUYECKOM CcOocmase eMecme C U3MeHeHueM U passumueMm obujecmsa.
AKkmyanbHoCcmb Hawezo uccredogaHusi cocmoum 8 moM, Ymo c/108006pa3oeaHuUe MOCMpPOEHO
Ha aHanoauu U HoBble crlosa B03HUKarOm Ha 6ase cmapbiX C MOMOWbHO UCMOSb308aHUS
crnosoobpasosamerbHbIX MopgheM u Opyaux cros. Mkl npoaHanu3upoeasnu /1IEKCUKY 8 OHfalH
uepax, 4mobbl ompa3umb cambie romnynspHbie Modesiu 0bpa3osaHUss C/108 Ha CE200HSWHUU
O€Hb.

KnioyeBble cnosa: crnoBoobpasoBaHue, MPOAYKTVMBHbIE MOLENW, OHMaWH Wrpbl, aHrMUNACKUA
A3bIK.

boraTcTBO NEKCMYeckoro CTpos HA3blka BO MHOIOM OnpefenseTcs BO3MOXHOCTAMM
cnoBoobpa3oBaHWsa B aHIMMNCKOM A3blke. CyLiecTByOT MOAENU, MO KOTOPbIM CTPOSATCS CroBa U3
Y€ N3BECTHbIX CMOB, C MOMOLLbIO MOPEeM MOXKHO BbIBECTU NX 3HAYEHNSI.

OCHOBHbIM MaTepuanom Afs KaXaoro croBa SIBNAETCA KOpeHb, NpeduKcbl U CyddUKChHI.
KopeHb — 3TO 4acTb CnoBa, Hecyllasi BaXKHbl CMbICI, MOCKONbKY 6e3 Hero CroBO He MOXeT
cywecTtBoBatb. [pedukcbl 1 cydduKesl, NpUbdaBUIUCEL K KOPHIO, NoMoraioT obpasoBaTb HOBble
cnosa. [loatomy, onucbiBas croBoobpasoBaHMe B aAHIMMIACKOM $3blKe, MOXHO pasfensTb
npedmkcansHble U cyddukcaneHble cnocobbl. Bce npuctaBkm u  cyddukcel obnagatoT
cO6CTBEHHBIM 3HayeHMeM. OBbIMHO OHM cnyXaT A M3MEHEHMSI OCHOBHOTO 3HAaYeHus CcrioBa.
Koroa k kopHio pobGaBnsieTca npucrtaBka unu cyguKC mnmM oHWM BMeECTe, TO WX 3HavYeHue
npmbaBnseTcs k 3Ha4eHUI0 KOpHSA. Tak nonydaeTcs HoBoe cnoso [3].

B cnoBoobpasoBaHun CyllecTByeT ABa OCHOBOMOJSIOXKHbLIX HaMpaBfneHUs CO30aHWs HOBbIX
CMNOBapHbIX €AuHML. OTO CrMOBOMPOM3BOACTBO M CrOBOCMOXeHue. CnoBonpon3BOACTBO MMeET
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