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ABSTRAKT 

V této bakalářské práci se zabývám výrazovými prostředky v reklamě na jídlo na základě 

amerických psaných reklam z vybraných časopisů. Teoretická část vysvětluje definice 

termínů nezbytné pro pochopení výzkumu a dále porovnává různé zdroje a jejich 

definování daných termínů. Praktická část se zaměřuje na výzkum výrazových prostředků 

v oblasti morfologie, lexikologie a syntaxe.  

 

Klíčová slova: morfologie, lexikologie, syntax, stažený tvar, nové slovo, slova převzatá, 
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ABSTRACT 

In this bachelor thesis I focus on linguistic means in food advertising which are found in 

written form of American ads, picked from particular magazines. The theoretical part 

explains definitions of terms which are essential for understanding of the research and it 

compares different sources and their definitions. The practical part is focused on the 

research of linguistic means on morphological, lexical and syntactical level. 
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INTRODUCTION 

I have chosen this topic which is dealing with linguistic means in food advertising since I 

am interested in analysis of English language and impact that thoroughly picked words and 

structure of sentences have on a reader or potential customer. 

 This bachelor thesis is focused on food advertising, namely printed food advertising in 

America. The commonly known fact, that the Americans love eating is reflected in such 

food ads. Since eating and need of food is common for all people in the world the language 

of food advertising developed from this fact and it is present in every food ad. The 

Americans have a special relationship and approach to eating as food is not only a means 

how to survive but also a source of pleasure while enjoying every piece of food. All of us 

know about frequently discussed thorny issue called obesity that is the most remarkable in 

America. Advertisers take this opportunity to sell both, junk or healthy food. There are 

these that try to promote fatty or easy-to-prepare food that is not very healthy and as a 

response there is another group of advertisers who try to deal with the problem of obesity 

and so they offer low-fat and healthy products. 

 My bachelor thesis is divided into two parts: theoretical and practical. For 

understanding the practical part or the research, it is crucial to understand linguistic terms. 

In the theoretical part, I try to illustrate different approaches to linguistic terms and choose 

the most suitable definition. I also explain why the chosen definition is the most convenient 

and how it corresponds with the research. In the research itself I explore different linguistic 

means and the possible effects that these thoroughly picked words or structures have on 

potential customers. It is evident that one of the means that influences readers of ads is 

language and therefore advertisers consider the choice of language properly, next to the 

choice of, for example graphical side, placement of and ad, etc.  

 The aim of this research is to show how issues connected with food and eating in 

America is reflected in the chosen language. The most significant fact that is present almost 

in every printed, and in my opinion not only printed, food ad is the notion of informality. 

Since food products are assumed to be something common, something needed every day 

and consumed immediately the language cannot be sophisticated but it has to be simple, 

informal, addressing and also entertaining. As food is our everyday matter, all of us 

consume it more times a day; therefore the language of food ads has to be clear to 

everyone. In my bachelor thesis I will try to prove and illustrate the relationship between 

the issue of food and usage of language in food advertising.  
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 My work is based on American printed food ads that I have found in different 

American magazines. Some of them are found in tabloids but since food is so common 

these food ads can be seen in magazines dealing with more serious issues. My corpus 

comprises of fifty-five different food ads but I have not used all of them for features I am 

describing later repeat all over again. I have divided the ads into groups (healthy products, 

products aimed at children, ready-to-serve products and enjoyable products) but I do not 

mention such a division in my bachelor thesis. It might be another topic to describe 

different kinds of food ads and their features. To gain the idea about language of 

advertising I have read two works about language of advertising but I have found out that 

food advertising differs and therefore I have gone through works found on the internet 

aimed at food advertising. I have decided to write about food ads from morphological, 

lexical and syntactical point of view and through the whole analysis I try to prove the fact 

how language of food advertising is connected with everyday life and the ways how it is 

reflected. I also explain reasons why advertisers pick the particular words or structures and 

the impact that such choice has on readers. The examples that are found in the practical 

part of my bachelor thesis are specified by numbers in brackets [ ] and the particular 

slogans or ads are inserted in appendix.  
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I.   THEORY 
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1 MOROPHOLOGICAL LEVEL 

It is essential to define morphology in order to understand the research and its findings. 

Printed food ads differ from any written piece of text in terms of occurrence of features 

typical in spoken language. The first part of research is focused on the structure of the 

words frequently found in food advertising.  

 Morphology is “the study of the structure of the words”. (Crystal 2003, 198) 

(McArthur and McArthur 1992, 670) It is divided into these two main branches: 

inflectional and lexical morphology. Inflectional morphology is focused on inflections. 

Inflection is “a grammatical form of a word” (McArthur and McArthur 1992, 516), thus 

different forms of lexemes are expressed. Derivational or lexical morphology can be 

simply called word-formation and it deals with various ways how words can be built up 

(Crystal 2003, 198) by adding different elements to stems (roots). (McArthur and 

McArthur 1992, 1122)  

 Concerning inflectional morphology, inflections include different kinds of means but 

this text deals only with inflectional suffixes which are added to adjectives, especially in 

their comparative and superlative form.  

1.1 Contraction 

It is crucial to determine the term contraction for it occurs frequently in written form of 

food advertising. The remarkable fact is that contraction is usually found in spoken 

language or informal writing. Language of food advertising uses contraction in order to 

shorten expressions and to suggest informality. 

 Contraction is “a reduction in form, often marked in English in writing and print by an 

apostrophe (‘)”. (McArthur and McArthur 1992, 244) Slavko Milekic and Steven E. 

Weisler describe contraction in these words: “The process of contraction fuses certain 

sequences of words into a single word, with the omission of some of the sounds in the 

input. In the English spelling system contractions are typically marked with an apostrophe.” 

(Milekic and Weisler 1999, 8) 

 Both definitions express similar ideas, nonetheless, the latter is more exact than the 

former one and therefore more appropriate for the analysis undermentioned. Both views 

coincide with each stating that contraction in the English spelling system is marked by 

using an apostrophe (‘).  
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 Above-cited interpretations agree on these two types on contractions: auxiliary and 

negative contraction but they disagree in further division. Since the text deals with these 

two kinds of contraction only there is no need to consider further differences.  

1.2 Comparatives and superlatives 

Comparatives and superlatives cannot be left without noticing. They are found in food 

advertising and in the analysis one can acquire the knowledge about their usage and 

purpose in written ads of food products.  

 “Comparative degree is the middle term in the three degrees of an adjective or adverb. 

The comparative is formed by adding –er to shorter words and more to longer words.” 

(McArthur and McArthur 1992, 242) “Superlative degree is the third degree of an adjective 

or adverb. This is usually formed either by adding –est to the uninflected positive or 

absolute form of shorter words or by putting most before longer words and adverbs.” 

(McArthur and McArthur 1992, 1005) 

 From the research it is obvious that comparatives play main role comparing to 

superlatives. Food advertising uses these forms of adjectives rather frequently. 

1.3 Word classes 

Since this thesis deals with word classes it is essential to define what word class exactly 

signifies. In Oxford Companion one can find this explanation: “Term in linguistics for a 

category of words that have been grouped together because they are similar in their 

inflection, meaning, functions, or a combination of these.”  (McArthur and McArthur 1992, 

1122)  

 From the definition, it is obvious that word classes are not organized on the basis of 

inflection only but other features are concerned too. This chapter is focused on different 

types of word classes, namely nouns, adjectives, pronouns, numerals and verbs.  

1.3.1 Noun 

Nouns are the most crucial group of words in food advertising from all word classes. They 

usually carry the main ideas or notable facts about products.  

 Noun is “A part of speech or word class typically used in a variety of sentence 

functions such as subject and object. [It is] traditionally regarded as naming or identifying 

persons and things.” (McArthur and McArthur 1992, 710) “A noun tells us what someone 
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or something is called. Nouns are the names we give to people, things, places, etc. in order 

to identify them.” (Alexander 1988, 34) 

 Nouns are very common in food advertising and most of them are used to name things, 

they particularly refer to products or ingredients included in products.  

1.3.2 Adjective 

It is important to define the term adjective since it occurs in food advertising very often. 

Adjectives usually precede nouns and give them particular qualities, in food advertising 

they are no exception.  

 Adjective is “A part of speech or word class chiefly used to premodify nouns and as a 

complement to copular verbs.” (McArthur and McArthur 1992, 14) Alexander describes 

adjectives in this way: “An adjective describes the person, thing, etc. which a noun refers 

to. We use adjectives to say what a person, etc. is like or seems like.” (Alexander 1988, 

106) 

 The second theory seems to describe adjectives more precisely; consequently it is more 

applicable to the research. Even though there are some traces indicating that adjectives 

function as a complement to copular verbs (McArthur and McArthur 1992, 14), in food 

advertising they mainly fulfill the function of modifying nouns. They are mostly used to 

give qualities to products or their ingredients.  

1.3.3 Pronoun 

Pronouns represent a crucial element not only in food advertising but in all kinds of 

utterances. The most common ones are personal pronouns which typically refer to subject 

or object. The research is mainly focused on personal pronouns, namely it and you and it 

provides a reader with a possible explanation of their function in the written form of food 

advertising. The analysis also describes possessive and indefinite pronouns which occur in 

food advertising and shows potential impact on customers.  

 A pronoun is “A traditional part of speech that is typically used as a substitute for a 

noun or noun phrase.” (McArthur and McArthur 1992, 810) Alexander gives this 

explanation “A pronoun is a word that can be used in place of a noun or a noun phrase. We 

use pronouns like he, she, it and they when we already know who or what is referred to. 

This saves us from having to repeat the name or the noun whenever we need to refer to it. 

However, we normally use I/me, you and we/us for direct reference to ourselves or the 

person(s) addressed and not in place of nouns.” (Alexander 1988, 72)  
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 Both theories agree on the fact that a pronoun substitutes a noun or noun phrase, 

nonetheless, the second definition is more precise in describing its reference. From the 

research it is obvious that the most common pronouns found in food advertising are it and 

you. It typically refers to a product, an idea or a fact. On the other hand, you is often used to 

address unknown potential customers.  

1.3.4 Numerals 

Usage of numerals is another feature of written texts of food advertising. To avoid 

ambiguity the term numeral is more exact since the term number can also mean singular or 

plural form of nouns. It is indispensable to mention numerals in food advertising since they 

introduce amount.  

 “[Numeral is] a word or symbol, or a group of words or symbols, that represents a 

number.” (McArthur and McArthur 1992, 716) 

 It is clear that this definition of numerals is suitable for the analysis since many 

numbers occur in symbols, sometimes connected with other symbols (100%) and they are 

rarely expressed by words.  

1.3.5  Verb 

Verbs represent core structure of every text and texts of food advertising are no exception. 

Verbs are used in different ways, in various tenses and forms, most of them being full verbs 

but modal auxiliaries occur in food advertising as well for their ability to express 

possibility, certainty or prediction. It is crucial to understand terms such as verb, full verb, 

modal verb or phrasal verb. Verbs can be found in food advertising frequently and 

therefore the research concerns the way of usage of verbs. 

 Verb is “A class of words that serve to indicate the occurrence or performance of an 

action, or the existence of a state or condition.” (McArthur and McArthur 1992, 1083) 

Alexander provides a reader with this definition: “A verb is a word or a phrase which 

expresses the existence of a state or the doing of an action.” (Alexander 1988, 159) 

 Even though both definitions express similar ideas, the latter is more suitable and 

better understandable than the former one if we apply it into the research. From the analysis 

it is clear that verbs in food advertising express both, state or the doing of an action and 

they occur either as a single word or a phrase. (Alexander 1988, 159)  

 Full verbs are common phenomena found in food advertising, consequently one has to 

understand their role and meaning. Crystal comments on full verbs: “Lexical verbs (also 
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called full verbs) are those with a meaning that can be clearly and independently 

identified.” (Crystal 2003, 212) From the definition it is obvious that full verbs are clearly 

understandable and therefore they are often used in food advertising.  

 The research has proven the fact that modal verbs are found in food advertising rather 

frequently. “Modal verbs convey a range of judgments about likelihood of events; they 

function only as auxiliary verbs, expressing meanings which are much less definable, 

focused, and independent than those of lexical verbs.” (Crystal 2003, 212) The analysis 

explores usage and meaning of modal verbs in the context of food advertising and it is 

assumed that they serve such purposes as certainty, uncertainty or possibility. 

 Phrasal verbs do not occur so often as other mentioned verbs but they are quite 

important in food advertising. “One of the most common characteristics of the English verb 

is that it can combine with prepositions and adverb particles. Broadly speaking, we call 

these combinations phrasal verbs.” (Alexander 1988, 152) In food advertising their 

function is to create the atmosphere of informality since they are commonly used in 

everyday speech. 
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2 LEXICAL LEVEL 

Lexicology, as a study of lexemes, describes words from different points of view. The 

second part of analysis explores lexemes, especially their ways of entrance into a language. 

It is focused on the structure of words and the form in which they occur in written texts of 

food advertising. 

 “Lexicology is an area of language study concerned with the nature, meaning, history 

and use of words and word elements.” (McArthur and McArthur 1992, 602) “Lexicology 

might be defined as the study of the lexicon or lexis (specified as the vocabulary or total 

stock of words of a language)” (Lipka 2002, 9) 

 Both theories express similar ideas; in the research, it is assumed that lexicology is a 

study of stock of words (Lipka 2002, 9), in this case, of English language. It does not cover 

meaning therefore the first definition does not correspond with the analysis exactly, since it 

provides readers with description and explanation of function and role of lexemes in the 

slogans and food advertising texts. 

2.1 Lexeme vs. word 

It is essential to understand the term lexeme for the research is focused on lexemes 

classified according to their ways of entrance into a language. One should also consider the 

difference between word and lexeme to grasp ideas of the analysis. 

 These definitions can be found in The Oxford Companion to the English Language: 

“Lexeme is a unit in the lexicon or vocabulary of a language. Its form is governed by sound 

and writing or print, its content by meaning and use.” (McArthur and McArthur 1992, 599) 

“Word is a fundamental term in both the general and technical discussion of language.” 

(McArthur and McArthur 1992, 1119) “[Word is] a unit of spoken language: a written sign 

representing such an utterance.” (McArthur and McArthur 1992, 1119) 

 It is generally known that opinions on definition of lexeme and word differ. Linguists 

cannot agree whether there is a difference or not. It is supposed that lexeme is used in 

technical terminology whereas word is generally known term and therefore it occurs more 

often. For purposes in the research both terms, word and lexeme, are treated equally and 

both carry the same meaning: unit of a language.  
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2.2 Ways of entering new words  

There are different ways how new words can enter into a language. Since the language of 

food advertising is special, only the most crucial ways are mentioned in this work. These 

means are significant, especially for their effect they have on a reader of a printed ad. This 

phenomenon is explained in the present analysis. The most common and notable means are 

coinage, borrowing and word-formation which includes compounding, clipping and 

abbreviations. 

2.2.1 Coinage 

Coinage plays important role on morphological field, especially concerning the word-

formation. A lot of new words that attract reader’s attention are created by this way.  

 In Oxford Companion to the English Language one can find following definition of 

coinage: “An invented word or phrase and the process of inventing it.” (McArthur and 

McArthur 1992, 230) On the other hand, another resource determines coinage as: “a new 

word, a word never used before. This is one of the least used word formation processes and 

is quite common in the naming of products to be sold.” (Andrews 2001, 22) 

 Both definitions are suitable in different way. The former is not so precise because, 

even though it describes coinage as an invented word (McArthur and McArthur 1992, 230), 

it does not state that it has never been used before as the latter one (Andrews 2001, 22). On 

the contrary, the second definition points out the fact that it is common way of word-

formation while inventing name of products. This analysis deals with expressions 

occurring in food advertising and it has been proven here that coinage is used in describing 

or naming food products.  

2.2.2 Borrowing 

Usage of borrowings is another typical feature found in food advertising and therefore it is 

important to define this term on the field of word-formation. 

 The term borrowing is defined as “taking a word or phrase from one language into 

another, or from one variety of a language into another. Borrowing is a major aspect of 

language change. Any language, under appropriate circumstances, borrows lexical material 

from other languages.” (McArthur and McArthur 1992, 140) David Crystal suggests this: 

“Quite a large number [of words] are simply taken over from other languages; they are 

called borrowings.” (Crystal 2002, 41) 
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 Both theories agree on the fact that borrowings are words which enter the language 

from other languages. However, the first definition expresses an idea that not only words 

but also phrases can be taken from various languages. (McArthur and McArthur 1992, 140) 

The definitions also concur in the fact that borrowing is one of the most common ways 

how new words enter into a language system. 

2.2.3 Word-formation 

There are various definitions describing the term word-formation. Concerning to Oxford 

Companion, there are three different approaches and all of them show different points of 

view dealing with word-formation. The most suitable for the analysis is the following 

formulation: “[Word-formation is] the formation of all words, simple or composite, from 

more basic elements of language.” (McArthur and McArthur 1992, 1122-1123)  

 Comparing to other theories, the present one corresponds with the research as it 

expresses the idea about formation of all words, not only simple or composite ones. The 

research is focused on complex words, especially concerning compounding but it also deals 

with more simple words or abbreviations that function as a word. 

2.2.3.1 Clipping 

Even though clipping is not typically found in food advertising, there are some traces of it 

and it is evident that the term clipping has to be explained for better understanding of the 

research. 

 David Crystal specifies clipping as “A part of word which serves for the whole, such 

as ad and phone.” (Crystal 2003, 120) Another resource describes clipping as: “An 

abbreviation formed by the loss of word elements, usually syllabic.” (McArthur and 

McArthur 1992, 223) 

 Both definitions are acceptable since both of them imply that clipping is not the whole 

word in its original form but it has lost word elements, therefore a new, shorter word is 

created by this way. From the text, it is clear that the most common way of clipping is 

back-clipping where the end of a word is omitted (McArthur and McArthur 1992, 223) and 

the rest is resulted in a new word.  

2.2.3.2 Abbreviation 

The term abbreviation is crucial for understanding the part of research which concentrates 

on shortening words and explains the effect of its usage. Occurrence of abbreviation in 
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food advertising is quite common due to the fact that it allows better flow of information. 

Abbreviations occur frequently but most of them are not generally known, these that are 

understandable and clear to almost everyone can be seen in food advertising very often.  

 Opinions on abbreviation differ as we can find it as a type of initialism in one source 

while other resources express opposite point of view. One theory comments on initialism: 

“This type of word-formation process has its basis in the written language: in the central 

cases a base is formed by combining the initial letters of a sequence of words. There are 

two main types, abbreviations and acronyms.” (Bauer et al. 2002, 1632)  

 Concerning David Crystal, it is obvious that initialism is a type of abbreviation. 

(Crystal 2003, 120) Abbreviation is “the shortening of words and phrases and a result of 

such shortening.” (McArthur and McArthur 1992, 4)  

 In the analysis, the second opinion is preferred since abbreviation is used as superior to 

initialism. Abbreviation from this point of view does not imply only shortening of words 

by using first letters but it expresses an idea that words can be also created by omitting 

vowels as in tsp. (teaspoon).  

2.2.3.3 Compounds 

Compound words often occur in food advertising and therefore they have to be taken into 

account. The analysis describes usage of compounds and it deals with compound adjectives 

and nouns especially. It also explains the effect that compound words have on a reader. 

 “A compound is a unit of vocabulary which consists of more than one lexical stem. On 

the surface, there appear to be two (or more) lexemes present, but in fact the parts are 

functioning as a single item, which has its own meaning and grammar.” (Crystal 2003, 

129) 

 This theory defines compounds as words that comprises of two or more lexemes but 

the fact one has to consider is that compounds function as one word and can have quite 

different meaning in comparison with original meanings. From the research, it is assumed 

that some compounds have notion of exaggerating in themselves. (Crystal 2003, 129) 

2.3 Relationships among words - Semantic field 

Since the term semantic field is present in the research it is crucial to realize its meaning. 

The analysis is aimed at semantic field of food and most of words described in morphology 

and lexicology section are related to this semantic field.  
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 David Crystal comments on semantic field: “a named area of meaning in which 

lexemes interrelate and define each other in specific ways.” (Crystal 2003, 157) Another 

resource describes semantic field as following: “A group, pattern, or framework of related 

words and word elements that covers or refers to an aspect of the world, such as colour 

words, culinary terms, military ranks, and the usage of sport.” (McArthur and McArthur 

1992, 913) 

 Both theories suggest that semantic field is a group of words related to each other by 

their meaning. In the research, term semantic field is used according to this explanation and 

notable amount of lexemes is connected with food, therefore the term semantic field of 

food is introduced. 
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3   SYNTACTICAL LEVEL 

It is crucial to comprehend the term syntax as the last part of the research deals with it. 

Syntax in written form of food advertising is unique among other written texts, especially 

in terms of using structures typically found in everyday speech.  

 In The Oxford Companion, syntax is determined as: “A term in general use and in 

linguistics for the study of the ways in which words combine into such units as phrase, 

clause and sentence.” (McArthur and McArthur 1992, 1016)  

 This theory corresponds with the research which explores different aspects of syntax of 

food advertising. It deals with different types of sentences, their structure, tenses, voices 

and other significant features related to food advertising from the syntactical point of view. 

3.1 Punctuation 

Punctuation in written form of food advertising is, of course, used as in any typical written 

piece of text so we can find full stops, commas and other means of punctuation but some of 

them are used in different, not typical way. The term punctuation is necessary to be 

explained for clear understanding of special usage of it in the food advertising. 

 Punctuation is “The practice in writing and print of using a set of marks to regulate 

texts and clarify their meanings, principally by separating or linking words, phrases, and 

clauses, and by indicating parentheses and asides.” (McArthur and McArthur 1992, 824) 

 From the definition it is evident that punctuation in food advertising is used in the way 

of making the meaning clear. (McArthur and McArthur 1992, 824) On the other hand, 

punctuation can fulfill many other functions, such as indicating abbreviation and different 

types of sentences, adding detailed information or exaggerating the key facts. 

3.2 Simple and multiple sentences 

It is essential to recognize the difference between these two types of sentences for they 

have different occurrence and purpose in food advertising.  

 “Sentences which consist of just one clause are said to be simple sentences. Sentences 

which can be immediately analyzed into more than one clause are multiple sentences.” 

(Crystal 2003, 216) 

 Since simple sentences are more frequently seen in food advertising it is essential to 

identify and differ them from multiple sentences. The definition stated by David Crystal 

perfectly expresses the main idea about those types of sentences.  
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3.3 Active and passive voice 

It is crucial to explain the term voice since it plays key role in food advertising. There are 

two types of voice, active and passive, but passive voice occurs in food ads rather rarely 

comparing to active voice which is used to a large degree. Both kinds of voices have 

grammatical purpose but in food advertising they also fulfill special function. 

 David Crystal states that voice is “A category used in the grammatical description of 

sentence or clause structure, primarily with reference to verbs, to express the way sentences 

may alter the relationship between the subject and object of a verb, without changing the 

meaning of the sentences. The main distinction is between active and passive.” (Crystal 

2003, 495) 

 To distinguish active from passive voice is notable for each sentence or clause that 

comprises of a verb uses one of them. From the research it is evident that this definition is 

suitable, especially while talking about “the relationship between the subject and object of 

a verb” (Crystal 2003, 495) Choice of voice can influence any reader as it is implied in the 

analysis. 

 Active voice is “referring to a sentence, clause or verb form where, from a semantic 

point of view, the grammatical subject is typically the actor, in relation to the verb.” 

(Crystal 2003, 8)  The research has proven that usage of active voice outnumbers passive 

voice and the most significant reason results from the fact that the subject is the actor 

(Crystal 2003, 8) which allows affecting readers of the food ad.  

 Passive voice is “referring to a sentence, clause or verb form where the grammatical 

subject is typically the recipient or goal of the action denoted by the verb. In English, there 

are passive sentences which have an unclear active counterpart.” (Crystal 2003, 339) The 

term passive voice has to be understood and explained, as the first part of the definition 

suggests, to gain the idea about usage and purpose of it. In food advertising, the second part 

of definition is apparently the most relevant, especially when applied to the research.  

 Nevertheless, in comparison to the definition in selected food ads containing passive 

voice, the recipient is not expressed.  

3.4 Tense 

From the analysis it is obvious what kinds of tenses are used in food advertising and 

therefore it is necessary to clarify what the term tense refers to and how it is marked.  



TBU in Zlín, Faculty of Humanities 24 

 

 Tense is “The grammatical category, expressed in forms of the verb that locates a 

situation in time. In English, tense must be expressed in all finite verb phrases. It is marked 

by the choice of the first or only verb in the verb phrase.” (McArthur and McArthur 1992, 

1030) David  

 Crystal provides this definition: “[Tense is] A category used in the grammatical 

description of verbs, referring primarily to the way the grammar marks the time at which 

the action denoted by the verb took place.” (Crystal 2003, 459) 

 Both theories agree on the fact that tense determines the time at which the action 

happened. Usage of different types of tenses results in defying the time and therefore it 

affects a reader of a food ad. 

 In food advertising the most preferred tense from all of them is present simple. It 

should be clear how present simple works and how it can influence readers. 

 “The simple present. With dynamic verbs, this tense expresses habitual activity and 

timeless truths. With static verbs, it refers to a present or timeless state. With private verbs 

expresses how things are.” (McArthur and McArthur 1992, 1031) 

 When the definition is compared with the research, the most significant feature is 

“timeless state” (McArthur and McArthur 1992, 1031) that enables readers to realize the 

recent information. 

3.5  Ellipsis 

To understand the research properly, it is essential to introduce the term ellipsis. It can 

occur in more forms but some of them are typical for food advertising as it is seen in the 

analysis.  

 David Crystal comments on ellipsis: “A term used in grammatical analysis to refer to a 

sentence where, for reasons of economy, emphasis or style, a part of the structure has been 

omitted, which is recoverable from a scrutiny of the context.” (Crystal 2003, 159) Another 

resource states that ellipsis is “The omission of an element of language for reasons 

associated with speech, rhetoric, grammar, and punctuation. The omitted element can 

usually be recovered by considering the context of what has been said or written. In speech 

and writing, sounds and letters are often left out of words. Such contractions are informal 

and usually arise from speed of delivery, economy of effort.” (McArthur and McArthur 

1992, 344) 
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 Both theories point out the same fact that ellipses is based on omitting elements, 

nonetheless, the former definition shows reasons for ellipses that match with the research. 

It is assumed that the sentence is understandable concerning context. In addition the second 

theory describes contraction which has already been explained. Ellipsis is mainly 

characterized by omitting subject in food advertising.  

3.6 Interrogative sentences 

Interrogative sentences are common phenomena in food advertising and therefore it is 

essential to understand the structure and usage of them. In written form of food advertising 

one can find different types of interrogative sentences, the most frequent are wh-questions 

and declarative questions, and they also serve various purposes.  

 Interrogative is “The grammatical structure through which questions are asked, and a 

term used in the classification of sentence types, in contrast with declarative, imperative, 

etc. But some grammarians keep interrogative as a category of form and question as a 

category of meaning.” (McArthur and McArthur 1992, 525) David Crystal states that 

interrogative is “A term in the grammatical classification of sentence types, and usually 

seen in contrast to declarative. It refers to verb forms or sentence/clause types typically 

used in the expression of questions.” (Crystal 2003, 241) 

 Both definitions agree on the fact that interrogative is used for classification of 

sentence types and it is typically used in questions. However, interrogative not necessarily 

express a question, there are different types of interrogatives that can serve other purposes 

and their structure also differs. 

 Inevitably, the term wh-question has to be introduced since food advertising uses this 

interrogative form the most frequently. One has to be able to detect the structure and to 

understand its meaning. 

 “A wh-question is a term used in the grammatical sub-classification of question types 

to refer to a question beginning with a question word.” (Crystal 2003, 499) Another theory 

says about wh-questions that they are “questions beginning with an interrogative word. 

With the exception of how, these all begin with the letters wh-.” (McArthur and McArthur 

1992, 834) 

 The second theory corresponds with the research since an interrogative word how can 

also be used in food advertising even though the most common are words starting with wh. 
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The first definition is not clear enough at first sight and the term question word would have 

to be explained.  

 Another rather often occurred feature of interrogative sentences is usage of declarative 

questions. First of all it is important to define the term declarative sentence to understand 

the structure and function of declarative questions.  

 Declarative is “A term for the grammatical mood through which statements are made, 

in contrast with imperative, interrogative, and exclamative. Although declarative is often 

used interchangeably with statements, it is useful as a means of distinguishing the syntactic 

form of a sentence from its function.” (McArthur and McArthur 1992, 281)  

 This definition suggests that declarative sentences are usually used for statements. On 

the other hand it is also assumed that the meaning of a sentence does not have to depend on 

its structure inevitably. This fact corresponds with the research since declarative questions, 

even though they have the structure of declarative sentences, do not express a statement but 

they function rather as a question. In food advertising they have their own purpose why to 

appear here. 

3.7 Imperative sentences 

Imperative sentences are one of the most significant features concerning syntactical point 

of view. From the research it is obvious that they fulfill a special role in relation to 

potential customers and therefore it is crucial to understand the term imperative sentences. 

They are used frequently and one can find them almost in every written form of food ad.  

 Imperative is “The mood of the verb used to express commands, requests, warnings, 

offers, and entreaties. Sentences with an imperative as their main verb require the person(s) 

addressed to carry out some action. Hence, the subject of an imperative sentence is 

typically the second-person pronoun you, which is normally omitted.” (McArthur and 

McArthur 1992, 500)  

 Comparing to David Crystal’s idea that imperatives are “typically used in the 

expression of commands” (Crystal 2003, 227) the first theory is more relevant concerning 

the analysis. It has been proven that imperative sentences are marked by their typical 

structure, nonetheless, they can serve different purposes, as it is implied in the first 

definition. It is true that imperative sentences in food advertising express commands in 

their meaning but they are very clever in the way they do so. They never give direct orders 

and they rather choose way of providing readers with offers. In food ads, the subject is 
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almost always second-person pronoun you which is not expressed directly by words. 

(McArthur and McArthur 1992, 500) 
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4 MORPHOLOGICAL LEVEL 

There are some common features found in food advertising written texts from 

morphological point of view. The most apparent are these: contraction, compounds and 

comparatives and superlatives. All of them have one aspect in common – they create notion 

of informality. This chapter deals with impact that they have on a reader.  

 In this part of research one can explore word classes and what they have in common in 

printed food advertising. The usage of these words that are grouped in classes is typical for 

food advertising, but one can also discover rather rare phenomena concerning features of 

word classes. Not all word classes are mentioned in this work, since it would be impossible 

to describe all of them and therefore only the main, such as nouns, adjectives, pronouns, 

numerals and verbs are discussed.  

4.1 Contraction 

Contracted forms are used to make written text more attractive and less formal. It is 

generally known that informal language, either spoken or written, is typically full of 

contractions that make language easier to flow. Concerning food advertising, it is a 

common phenomenon largely utilized to create image of informal and friendly atmosphere. 

Notion of informality is considered to be one of the crucial topics while creating an ad 

since food is believed to be everyday matter. 

 The most frequent are expressions using verb to be and negative form not. Verb to be 

is, in most cases, attached to personal pronouns, especially third person singular it. The 

most common contractions are: it’s, don’t, won’t, you’ll, they’re, that’s, you’re, we’ll, 

we’re, she’ll, what’s, I’ll, they’ll, I’m, here’s.   

 The expression it’s, that is the most frequent one, can serve these purposes: 

• to introduce characteristics of food products; 

It’s sweet and delicious…  [5] 

• to give a reason why to buy particular product; 

It’s good for your heart. [16] 

• to exaggerate the name of product, or brand. 

It’s not delivery, it’s DiGiorno. [20] 

 From the research, it is evident that contractions serve the purpose of evoking everyday 

speech. They have only grammatical and visual function in order to achieve informality and 

familiarity.  



TBU in Zlín, Faculty of Humanities 30 

 

4.2 Comparatives and superlatives 

These two are relatively common phenomena in food advertising, although their number is 

quite limited. The most frequently used is less which is connected with the fact that the 

particular product contains less fat and thanks to this, eating such food is healthier for 

customers and it is also suitable for people on diet. Less is also used with more to show 

benefits of products, as in: more protein, more fiber, less sugar. [53] Other common 

comparatives found in food advertising are: better, easier, more. On the contrary, 

superlatives are quite rare to see and their usual purpose is to inform about the most 

positive advantages. These that can be seen in written ads are: healthiest and newest.  

 Usage of comparatives and superlatives in food ads results in exaggerating the 

particular product that meets high-quality standards. The main purpose is to highlight 

attributes that other products seem not to have.  

4.3 Nouns 

Nouns are the most common lexemes from all word classes and they can be found in either 

singular or plural form. Singulars occur more often, nonetheless, the difference between 

these two is not very significant. Notable part of lexemes of written food advertising 

belongs to semantic field of food this can be demonstrated on typical examples such as: 

sunflower oil [13, 18], potato [10, 13, 18], chocolate [37, 43, 44, 46, 50], cheese [14, 27, 

29, 31, 33, 39A], chicken [26, 27], fruit [3], walnuts [32].  

 The most frequent nouns that one can find in food ads are: taste [1, 2, 7, 10, 13, 18, 29, 

33, 35, 38, 40, 41, 45, 53], fat [10, 12, 13, 14, 16, 17, 18, 23], grain(s) [4, 6, 11, 16, 23, 30, 

40], kid(s) [21, 22, 23, 24, 25, 48], protein [5, 9, 15, 21, 53], bar(s) [1, 5, 15, 52, 53], chips 

[4, 10, 13, 18], snack(s) [4, 11, 33, 39A, B], calcium [9, 21, 23].  

 The remarkable fact of the lexeme taste is that even though it also functions as a verb, 

in food advertising it is usually found as a noun and as a verb it occurs rather rarely. It is 

typically connected with adjectives that determine the taste and give more details about it, 

such expressions can include: home-baked taste [1, 40], great taste [13, 18, 53], fresh taste 

[38]. There are also cases when the taste is connected with a particular brand and it is 

presumed that this brand is generally known, e.g. Russell Stover taste [7].  

 From the research it is obvious that the most frequently used lexemes in food 

advertising are nouns, especially the noun taste which typically functions as a noun, not a 

verb. These nouns are characteristic for belonging to the semantic field of food. 
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4.4 Adjectives 

Adjectives are the second biggest group of words which can be found in written form of 

food advertising. Both comparatives and superlatives occur in this kind of texts but the 

most common type of adjectives is their simple form. They are usually used to give 

characteristics of products presented in the ad. Since these ads are focusing on food 

products, most of adjectives are related to semantic field of food. They are informing 

customers about qualities and try to exaggerate benefits which eating the product can bring. 

The most frequently used word is delicious. It carries the connotation of something very 

pleasant to taste and it can be connected with gourmandize.  

 Commonly found adjectives in food advertising are: delicious [5, 8, 16, 19, 26, 28, 29, 

36, 40, 50, 52], new [4, 8, 19, 24, 26, 35, 43, 52, 54, 55], whole [6, 11, 16, 20, 23, 26, 30, 

35, 40], good [2, 16, 17, 18, 23, 42], favorite [1, 17, 26, 33, 34], free [9, 17, 30, 52, 53], 

regular [13, 14, 18, 30] and words containing the lexemes derived from the word nature. 

Concerning the word natural it is usually used in these expressions: all-natural [1, 3, 36], 

unnatural [2] or it simply stands alone as natural [8].  

 Adjectives are supposed to create pleasant atmosphere and intend to stimulate 

customer’s imagination. They also describe (An analysis of language feature in English 

advertisements) positive and special attributes of particular food products. 

4.5 Pronouns 

All kinds of pronouns can occur in food ads, nonetheless, the most frequent are personal 

pronouns which are used to the large degree. Those which can be found almost in every 

text are: you and it. The lexeme you refers to all customers and this leads to the fact that 

nobody is specified exactly and it is also used to create atmosphere of informality. You 

simply allows to address population that come in contact with the ad, as in: One bite and 

you’ll discover what the buzz is all about. [26]. On the other hand, you can be used in 

special cases to make the ad sound informal and it can resemble slang: You guys won’t last 

a minute out here! [37].   

 It represents another frequently used pronoun which can refer to more different things 

or ideas. Very often it can be identified as a reference to a particular product, e.g. One taste 

and you’ll want it every day. [35]. However, it can have other functions such as empty 

subject: It’s amazing how rich and flavorful our kraft 2% milk shredded cheese is. [14]. It 

can also refer to otherwise unknown fact which is perfectly understandable to everyone, as 
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in: If your kid can’t leave the table until he eats it it probably needs some ranch. [25] – after 

reading this ad, it is obvious that it in this case means meal. Other expressions where it is 

included are connected with the name of brand or product and they are trying to send a 

message to their consumers to consume the product, as in: CHEEZ-IT [33] and RITZ it up 

[39B].  

 Pronouns she and he occur very rarely due to the fact that they focus only on specific 

group - males or females. I is not very popular in food ads since it refers to a particular 

person and the notion of informality is highly limited. When it is used it usually is a kind of 

storytelling where people inform you about their experience: This morning, I woke up in an 

alley. [43]. First person plural, we, can be hardly found in food advertising, however, if it 

occurs it refers to the producer of the food, e.g. We’re so confident you’ll prefer our great 

taste and nutrition, we’ll give you 1 BAR FREE! [53]. Pronoun they is not typical as well 

but it occurs in food ads commonly referring to certain products: They’re made with 100% 

Pure Sunflower Oil. [18], but they can also refer to people, as in: Some women know 

exactly what they’ll be wearing this fall. [51].  

 Possessive pronouns are normally present in written form of food advertising; the most 

common one is your referring to any potential customers’ possession: Be faithful to your 

spouse – Play around with your salad. [36]. It also carries notion of informality and it has 

the effect of addressing general public. My is not commonly used in food ads, however if it 

is there, it can refer to either customers or products: 

• Oh, my aching jaw [55] 

• If you’re particularly faithful to just one of my delicious all-natural salad dressings, 

why not loosen up and try something different? [36] 

Our typically refers to the producer of the product, as in: Start every day with our delicious 

Special K® cereals. [19] 

 There are some traces of indefinite pronouns, such as everything [4], nothing [13], and 

something [36]. They are not concrete and therefore refer to an unspecific amount of 

products or group of people. They also allow taking advantage of customers’ imagination 

as in: Everything you expect from an energy bar, with the great taste you expect from 

SNICKERS. [4], where everything refers to unspecific attributes which can represent 

different expectations from customer to customer. 

 From the research it is clear that pronouns connected with second and third person 

(you, your, it) are the most common in food advertising and serve the purpose of 
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addressing potential customers or referring to exact products. They also give the feeling 

that the customers are taken into consideration and that they are a part of advertising 

campaign.  

4.6 Numerals 

Numerals are frequently used in food advertising, especially when they want to exaggerate 

positive qualities of the product or when they provide customers with instructions how to 

prepare the meal. Most of numerals are not written in words but in numbers to save the 

space and to make the meaning more clear. There are two types of numerals mostly used in 

food ads; the first group consists of numbers expressing percentage points and the second 

one comprises of numbers which demonstrate exact amount or time needed for preparation. 

Percentage in these ads is usually introduced to inform readers about special qualities that 

the product has. It happens frequently that numbers presenting percentage are connected 

with the fact that the product is healthier and therefore the most common expressions are 

related to fat free food, as in: it’s 94% fat free [11], 33% less fat [14], 25% less fat [20]. On 

the other hand the expression 100% is typically used to demonstrate high quality of the 

particular product, e.g. 100% all-natural [3], 100% Russell Stove taste [7], 100% pure 

sunflower oil [13].  

 Other commonly found numerals in food advertising are those that express amount of 

ingredients needed; hence they provide customers with instructions: 1 cup milk [30, 31], 2 

tbs. soy sauce [31], 1 cup shredded mozzarella cheese [29]. They can also refer to the time 

of preparation, as in: Prep: 5 min.  Cook: 25 [29], Prep: 10 min.  Bake: 35 min. [30].  

Numbers can also stand for nutritional information about the product: 3g fiber [15], 5g 

Whole Grain [23], PROTEIN 17g [53].  

 Expressions with numerals are supposed to express or emphasize qualities of products 

and they also inform about the preparation of ready-to-serve meals. It is assumed that 

numerals provide their customers with nutritional information and they make the text 

shorter and therefore more interesting to read.  

4.7 Verbs 

Verbs are found in different forms – gerund, infinitive, passive or active – and they are one 

of the most essential groups of words in written food advertising. Majority of verbs are 

monosyllabic as they are easier to remember and understand. They also occur in everyday 
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speech for most speakers use them frequently. Such verbs are: say, make, be, get, have, 

give…  

 Be can function as an operator or as a full verb: I’m getting all the great taste without 

all the preservatives, why should I make my sandwich with anything else? [2], A good taste 

is what you’ll find in every bag of Lay’s® brand potato chips. [18].  

 Different forms of verbs, concerning tenses, are found in food ads but the typical one 

is the form of present simple. On the other hand, future tense is not very common as 

present tense but when it is used it is usually formed by will  and it occurs in both positive 

and negative form. Most of them serve these purposes: 

• promise 

We’re so confident you’ll prefer our great taste and nutrition, we’ll give you 1 BAR 

FREE! [53] 

Flavor-packed choices like these mean you won’t get bored before you reach your 

goal. [16] 

• assurance 

well, that’s evidence I’ll put my name on. [11] 

Some women know exactly what they’ll be wearing this fall. The Godiva knows 

exactly what she’ll be eating. [51] 

 Quite common phenomenon in written form of food advertising is usage of gerunds. It 

can indicate continuous tense or ellipsis. 

• No wonder chefs are acting so cold. [27] 

• Spend less time preparing your meal and more time enjoying it with new Bumble 

Bee Prime Fillet Chicken Breasts. [26] 

 The most typical word is introducing which gives a reader or customer an idea of new, 

one might say, original characteristics of products. Expression introducing intends to 

capture reader’s attention and in most cases it represents an introductory word of a 

sentence, however, sometimes it can stand just for itself. Typical examples include these:  

• Introducing the New Special K Challenge™. [19]  

• Introducing Bumble Bee® Prime Fillet™ Chicken Breasts. [26] 

• Introducing the goodness of oatmeal in a chocolate chip cookie. [37] 

• Introducing the PLATINUM Collection. [49] 

 From these illustrations it is obvious that most of them consist of the name or brand of 

the particular product. Nonetheless, in rare cases, it is also possible to use presenting 
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instead of introducing with the same meaning, as in: Presenting Chocolate Delight Cookies 

[44]. 

 Due to the fact that these ads focus on food products, one can find expressions from 

semantic field of food, e.g.: eat [1, 4, 16, 25, 51], tastes [5, 21, 24], serve [17, 27, 29], stir 

[29, 30, 31], bake [30, 31]. Most of them provide customers with information about 

qualities of food or they simply give information about preparation. They also try to appeal 

to customer’s senses and stir up their curiosity to buy and taste the product.  

 There are some traces of modal verbs in food ads but they are not so evident. Most of 

them are in positive form, however negatives are also used. The most common modal verbs 

are may and can. May usually indicates uncertainty, as in: Results may vary. [16], Weigh 

loss may vary. [19], where even though one is on recommended diet, nobody can guarantee 

that they really lose weight. May can carry not only notion of possibility but it can also help 

to stir up action. This phenomenon is demonstrated on this food ad: When consumed at 

work, they may cause incoherent speech, mind-wandering and file-dropping. Inattention to 

urgent emails and sudden loss of interest in spread sheets may occur. [28]. Can, on the 

other hand, usually expresses possibility and it tells the customer about further options that 

the product or the company offer, e.g. Plus now, you can enjoy our new Protein Meal Bars, 

Protein Snack Bars and Special K2O
™ Protein Water. [19] In some cases one can meet with 

can suggesting certainty, as in: You can count on OSCAR®. [38]. The intended message is 

sent to reassure customers about the quality standards of the product.  

 Another significant feature in food advertising is usage of phrasal verbs. They are 

mainly used for the reason that they are able to carry notion of everyday speech and create 

atmosphere of informality, especially with expressions like: put on [11], play around [36] 

or check out [21]. Other used phrasal verbs include: look for [1, 39B, 40], wake up [9, 43], 

count on [38], keep up with [52] etc.  

 It is implied that verbs are part of the core structure in food advertising and they can 

occur in different forms and tenses, including gerunds, actives, and passives. Modal verbs 

are frequently used to express possibility or uncertainty and phrasal verbs create notion of 

informality.  

 

 From the morphological research, it is obvious that different linguistic means are 

commonly used not only to create level of informality, but also to influence potential 

customers by carefully selected words with positive connotations, and to compare them 
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with similar attributes of different products. It has been proven that among the most 

common techniques belong these two: contraction and comparatives and superlatives. 

  The most crucial words in food advertising belong to these word classes: nouns, 

adjectives, pronouns, numerals and verbs. All of these words can appear in different forms 

depending on their characteristics. Notable part of them belongs to semantic field of food 

and their main purpose is supposed to create the atmosphere of informality and give 

information about the product, either preparation or characteristics.  
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5  LEXICAL LEVEL 

From the lexical point of view it is intriguing to find out how new lexemes enter into the 

language of food advertising. The most common ways are: coinage, borrowing, clipping 

and abbreviation, compounding. Most of them have one feature in common, it is desire to 

create the atmosphere of informality. All of them have other means concerning the 

influence on the reader. In this chapter functions of these linguistic means are discovered.  

5.1 Coinage 

One of the most significant features of written form of food advertisements is usage of 

coinage. It is achieved by dashes that connect two or more words together and thereby form 

new ones that are, in most cases, perfectly understandable. Another way of word formation 

is simple linking, usually of two words. These expressions aim at gaining readers or 

customers’ attention, thus the language of these ads seems to be innovative and compelling. 

(Analysis of Advertising English Through Classification)  

 The words express positive qualities of products or are derived from a brand name.  

great-tasting   fresh-from-the-garden Splendaville  Woo-Hoo-able! 

lunchablesmom creamiticious orangetastic advantEDGE  cheez-it 

 It is believed that coinage is not focused on informal style of writing only, but they are 

one of means used for making text more attractive and pleasing for reader’s eye. The main 

reason for applying them is to draw reader’s attention in order to read further information 

about the product. Once this first battle is won and the reader starts to be interested in the 

ad you are on a good way to win the whole war.   

5.2 Borrowings 

Since Italy and especially France are considered to be leading countries of the world’s 

cuisine, their vocabulary is used to demonstrate quality of food products. They create 

atmosphere of prestigious and highly evaluated food as well as draw customer’s attention. 

Some of them describe qualities of food products, particularly French ones, or they name 

different kinds of food where English is in lack of these expressions. 

entrées [26]  sauté [27] crème [43] farfalle [27] 

 Borrowings are considered to be highly valuable, especially when we take into account 

the fact that they carry different connotations with them. From the corpus it is obvious that 
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borrowings in food advertisement should evoke the high quality of food. French 

borrowings are used quite often due to general awareness of excellent French cuisine.  

5.3 Clipping and abbreviation 

Clipping is not found so often but there are some traces of it. It is supposed to create 

atmosphere of normal face to face speech and therefore it leads to impression of 

informality. Sometimes it is used in the type of food ads which give instructions 

concerning the process of food preparation. 

 prep (preparation) [30],  min. (minute/s) [30], parm (parmesan) [29] 

 Abbreviation, on the other hand, is used more often, especially in food advertising of 

ready-to-serve products. These ads resemble recipes that can be found in every ordinary 

cookery book and as far as one follows instructions the result should be a delicious meal. 

That is why expressions as following often occur in written food advertising:  

tbsp. (tablespoon) [30], tsp. (teaspoon) [30], oz. (ounce) [30], 3-qt. (quart) [30] 

The most common abbreviation found almost in every written ad is www (world wide web) 

so that all customers know where to look for further information. 

 These two forms of word formation are assumed to make texts shorter and therefore 

save the space as well as costs. It is easier for reader to go through a piece of text consisting 

of 3 lines rather than 10 since customers and readers’ free time is precious. The secondary 

effect of using these two means is also notion of informality.  

5.4 Compound words 

 Compound words can be found often in food advertising, particularly for the purpose of 

showing the level of informality, as we they can be easily detected in ordinary everyday 

speech. The most common are compound adjectives and nouns but the interesting fact is 

that compound verbs rarely occur in this kind of ads.  

Compound adjectives: 

• noun-adj: home-baked, honey-dizzled, mouth-watering, flavor-packed, fiber-rich 

• adj-adj: medium-high,  

• adv-adj: all-new, all-natural, 

Compound nouns: 

• noun-noun: sunflower, heartbeat, meatball, lunchtime, oatmeal, poppy seed, 

• prep-noun: afternoon,  
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 It is clear that compounds are used to resemble speech between ordinary people in 

order to create the same atmosphere. But they are also able to capture reader’s attention if 

placed effectively. 

 

 It is obvious that entering of new words by clipping, abbreviation, borrowing, coinage 

and compounding plays crucial role in written form of food advertising. Each means has 

different functions but among the most common features belong informality, shortage of 

text, drawing a reader’s attention, providing potential customers with further information 

or usage of such words that carry connotation in them.  



TBU in Zlín, Faculty of Humanities 40 

 

6 SYNTACTICAL LEVEL 

Food advertising texts are special from the syntactical point of view. This chapter deals 

with different means of syntax and how their usage can influence a reader. The most 

crucial are punctuation, ellipsis and different types of sentences, voices and tenses. 

Effective choice and combination of these means can have positive effect on potential 

customers so that they can decide to choose the particular product.  

6.1 Punctuation 

It is perfectly understandable that punctuation has to be used in sentences, either complex 

or simple for better understanding of the meaning. In everyday speech individuals can use 

intonation, pauses or tone of their voice to clarify the meaning and exaggerate key 

information but in a piece of text one has to use different punctuation marks to make the 

message clear. Punctuation in advertising is used not only to serve better understanding but 

also to add further information, give suggestions, emphasize benefits, ask questions and 

many others.  

 The most common means of punctuation is the full stop which cannot be omitted if an 

ad consists of more than one sentence. Without full stops the text would not be clear at the 

first sight and this fact would influence a reader or consumer in the way of losing their 

interest. Full stop, of course, is not found only in the end of a sentence but it can also occur 

in different positions. Typical example in food advertising is referring to the website of the 

company that produces the product where one can search for more information about it, if 

needed. 

• soyjoy.com [1], www.bumblebee.com [26], nestle-stixx.com 

 Some slogans imitate and follow the structure of web address to draw the attention 

using dashes and full stop.  

• IFYOUCANT-PRONOUNCE 

IT-DON’T-EAT-IT.COM [1] 

 Full stops are to a large degree used with abbreviations. This way is common in all 

kinds of texts and in food ads they occur especially when giving instructions how to 

prepare the food. 

• min., oz., qt., [29, 30, 31], tsp. [30, 31], tsp. [31] 

 On the other hand full stops are not always used where the sentence or clause is 

emphasized itself (different type of font, capitals) and it fulfills the function of a slogan.  
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 Other commonly used punctuation marks are commas which usually separate 

sentences, clauses or sentence elements (they typically follow adverbs). The purpose of 

their usage is to make the text clear and while reading it aloud commas also suggest a 

pause.  

• Before they realize it has 60% less fat, they’ll have eaten 100% of the bag. [10] 

• Finally, a cereal for your inner outdoorsman. [8] 

 Dashes are found in food advertising as well. They are mostly used to give further 

information about the product and to stress its qualities. The sentence or clause that 

precedes the dash carries the main idea and the following information should support it and 

thus convince the reader to purchase the product. 

• It’s amazing how rich and flavorful our kraft 2% milk shredded cheese is – 

especially with 33% less fat than our regular shredded cheese! [14] 

• Energized – without that extra weight dragging you down. [16] 

 The same purpose, to provide the potential customer with detailed information, can 

achieve usage of brackets and colons. However, application of the colon can be more 

appealing for consumers and it contributes to his decision to take the action and buy the 

product. 

• It’s right there on the bag: Chex Mix has 60% less fat than regular potato chips. 

[10] 

 Brackets are usually found when the producer intends to give information or tips and 

so it carries informative function. 

• 2 cans (about 12 oz. each) tuna, drained [30] 

• a bunch of bowls (for the perfect group snack) [33] 

 Colon is also used for giving more examples or tips how customers themselves can 

improve the product by adding or replacing particular ingredients. 

• Choose from three delicious flavors: zesty Garlic & Herb, smoky-sweet Barbeque 

or savory Southwest Seasonings. [26] 

• For cheese lovers: Add 1/2 cup shredded Cheddar with the soup and omit the soy 

sauce. [31] 

• Substitution Options: Use Campbell’s® 98% Fat Free or 25% less Sodium instead 

of regular soup. [30] 
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 Bullets are not used very often in food advertising but there are some traces. They 

usually provide potential customers with tips how to enjoy the product and make it taste 

better. 

• Serve it in a fun dessert glass. 

• Accessorize with fresh fruit, such as strawberries, banana slices, blueberries or 

raspberries. 

• Sprinkle with low fat granola (1tbsp.). [17] 

 Even though quotation marks do not occur very often in food advertising one can find 

them in some cases. They can be used for exaggerating of particular words or in traditional 

way for a direct speech. 

• Is it “Creamilicious Orangetastic” or “Orangeistible Creaminess?” [45] 

• “Toasted is always in Good Taste” George Hamilton [41] 

 Question marks and exclamation marks cannot be ignored as well. Most of them 

indicate the fact whether the sentence is interrogative or imperative but the meaning of the 

sentence does not have to be so clear. It can cover different functions from exaggerating to 

their basic function: giving orders or asking questions.  

 It is assumed that punctuation can cover and achieve different functions in food 

advertising. The primary function is to make the meaning clear to potential customers and 

send the message effectively. Other functions can be: exaggerating of qualities, giving 

further information, advising and providing tips. 

6.2 Simple and multiple sentences 

Sentences in food advertising tend to be simple rather than multiple. (Analysis of 

Advertising English through Classification) They have to be clear and easy for readers to 

remember in order to recollect them without any problems. If they are too long nobody will 

read them. Moreover, try to remember them. However, multiple sentences are found in 

food ads as well but not to a large degree. About the same number of compound and 

complex sentences occurs in food advertising. Most of compound sentences are connected 

with the conjunction and but other conjunctions are used too.  

• Mix one cup of marshmallows and one cup of walnuts with Duncan Hines Milk 

Chocolate Frosting and spread generously on cooled brownies. [32] 

 The most common conjunction in complex sentences are: before and when. Before can 

suggest an uncertain period of time or it can warn customers in a way of notice.  
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• Flavor-packed choices like these mean you won’t get bored before you reach your 

goal. [16] 

• Consult your physician before starting any diet or exercise program. [19] 

 When is often used in meaning of if and expresses condition. In these cases when can 

be substituted with if, sometimes change of structure is needed, without any effect on 

meaning. 

• When consumed at work, they may cause incoherent speech, mind-wandering and 

file-dropping. [28] 

 It is obvious that both simple and multiple sentences can be found in food advertising, 

nonetheless, simple sentences occur more frequently in order to send the intended message 

directly and with the clear meaning. From multiple sentences either compound or complex 

sentences are used and the number of them can be comparable. 

6.3 Active and passive voice 

Active voice is used almost in every food ad since it can address more potential customers 

directly and while reading it they can feel that they are taken into consideration as well. 

This kind of voice is typically heard in common conversation and usage of it suggests 

notion of informality and it sounds naturally. Usage of active voice exceeds the number of 

passive voice dramatically.  

• Here’s how I see it. [2] 

• We don’t believe in feeling hungry on the beach. [15] 

 Concerning the passive voice, the most common phrase that occurs in food advertising 

is are/is made with which is supposed to inform about high quality ingredients used in 

production of the particular food product. 

• New TOSTITOS® Multigrain Tortilla Chips are made with the wholesome 

goodness of four grains. [3] 

• They’re made with 100% pure sunflower oil. [13] 

 It is clear that active voice is found to a large degree in food advertising, mainly to 

draw the attention as it sounds informally and naturally. On the other hand, passive voice 

occurs rather rarely and if it does, it is usually connected with production of food – is/are 

made with.  
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6.4 Tense 

The most frequent tense that can be seen in food advertising is present simple due to the 

fact that it does not refer to exact period of time and so it can send the message 

independently on it. This way the ad creates the feeling that it is still current for potential 

customers and at the same time it can motivate their desire to buy the product. 

• With a variety of great tasting whole grain breads, Oroweat is the perfect fit for a 

healthy life. [6] 

 Nonetheless, different types of tenses are also found in food advertising, especially 

future simple. It is mainly used for assuring customers of the future situation, e.g. quality of 

products, ingredients… Frequently, it is connected with high quality of products that will 

not be changed in the future and some of them can also convince readers. 

• And a good taste is what you’ll find in every bag of Lay’s brand potato chips. [18] 

  There are some traces of present perfect, past simple, present continuous or present 

future perfect but these tenses occur very rarely and only occasionally. Past tense is usually 

used for potential situation that customers could have experienced and it is connected with 

current problems in society, e.g. obesity and how to loose the weight. Further reading of the 

food ad informs customers about acceptable solutions. 

• Did some extra weight sneak up on you over the years? [16] 

• Morning got you down? [43] 

 It has been proved that the most frequently used tense in food advertising is present 

simple which expresses continuity and therefore it gives feeling of current information. 

Future tense cannot be ignored as well, even though it is not used so often. In most cases it 

serves the purpose of assuring customers of quality of products.  

6.5 Ellipsis 

Ellipsis is a part of everyday speech and due to this fact it is used in food advertising to a 

large degree. It does not only make the ad sounds more naturally but it can also save some 

space.  Language of advertising is special – even though it is in written form it carries a lot 

of features of informal and spoken language. The message to potential customers should be 

clear in order to make them understand it properly. Subject is typically avoided while 

describing a product that has already been mentioned. Typical examples of expressions 

omitted in written form of food advertising are: it is, we are, they are. 

• High in protein, vitamins and minerals. [4] 



TBU in Zlín, Faculty of Humanities 45 

 

• Introducing new Nature Valley® Cereal, with honey-drizzled flaks, crisp rolled oats 

and huge crunchy chunks of Nature Valley® Granola Bars. [8] 

• Toasted full of flavor, not fried. [41] 

 Another common case of ellipsis in food advertising is leaving out the expression that 

is/are. The message or information is perfectly understandable without using it and it 

sounds more natural.  

• Crunchy pecans with toasted whole grains, plump raisins and dates, inspired by the 

delicious taste of homemade. [40] 

 Usage of ellipsis is supposed to create the atmosphere of informality and naturalness 

and the effect it can achieve is also saving some space and it is easier for potential 

customers to read the food ad. 

6.6 Interrogative sentences 

Interrogative sentences are commonly used in food advertising and they can serve different 

purposes. One of the main is to draw attention (Stylistic Features of the Advertising 

Slogan) of a reader but they can also make them think of what is the best from the product 

range offered on the market. Even though some interrogative sentences ask a question, they 

do not expect the answer and it is up to a reader to answer it. Some of them do not follow 

the structure of questions but they are ended with a question mark. These sentences are also 

used to provide a potential customer with the solution on questions connected with their 

current situation by answering it and giving reasonable arguments. 

• Did some extra weight sneak up on you over the years? Try the Post® Eat 2 Lose 10 

Plan™. [16] 

 The most frequently used questions from the whole group are wh-questions which use 

especially these expressions: what and why to exaggerate characteristics of food products 

and therefore they can motivate customers to take the action, some of them by answering it. 

• Why Boca Burger? Because protein bars and ketchup just don’t mix. [9] 

• What’s the difference between making a resolution and keeping one? the difference 

is K [19] 

 Declarative questions are found in food advertising too but their structure is not typical. 

As most of the questions, they also make their potential customers think of a possible 

answer.  

• Think you know one of the healthiest names in snacking? [12] 
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• Not big on raisins and dates? [40] 

Interrogative sentences, such as yes-no questions, rhetorical or exclamatory questions are 

used in food advertising but they do not occur very often. 

 It is supposed that interrogative sentences should serve the purpose of asking for 

solution and exaggerating qualities of food products. They also draw attention of readers 

for if a question occurs customers are curious (Stylistic Features of the Advertising Slogan) 

and they want to find out the answer. 

6.7 Imperative sentences 

Imperative sentences are commonly used in food advertising and one can see them almost 

in every single one. They fulfill different functions but the most significant one is to 

motivate and possess reader’s desire to own the particular product. Imperatives can 

influence potential customers through their emotions and due to this fact they can decide to 

try the particular product. Subject in these sentences is not expressed and the target group is 

customers that are addressed directly, as if the subject was you. Imperative sentences can 

arouse customer’s curiosity to find out more about the food product and they also give tips 

where to find the further information. 

• Look for inspired snack ideas at ritzcrackers.com [39B] 

 Some imperative sentences focus on customer’s attitude and they try to change it by 

giving reasonable explanation about characteristics of the food product. 

• Eat like you mean it. Say no to preservatives. And believe in naturally nutritious 

nutrition bars. [1] 

 Imperative sentences also suggest ideas how to enjoy or improve your food and how to 

change it to make it better. 

• Follow this helpful recipe to make your next movie night with friends a hit. Gather 

your fellow movie-lovers and enjoy one of your favorite films with the classic big 

cheese snack, cheez-it®. [33] 

 Some imperative sentences influence customers by telling them directly to take the 

action. 

• Try New Honey Bunches of Oats with Cinnamon Clusters. [35] 

 It is clear that imperative sentences are frequently used in food advertising and their main 

function is to motivate customers, to stir up their desire for the food product. Food ads can 

suggest improvements or they can simply try to change the attitude of a reader. 
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 It is evident that syntactic structure of written food ads is special in their form and 

purpose that they can fulfill. The most significant features are: referring to non-specified 

period of time, clarifying of the meaning, drawing potential customers’ attention, saving 

space, giving solution and imitating everyday speech in order to make the ad sound more 

naturally. These effects are achieved by usage of different means, such as: ellipsis, 

punctuation, different types of tenses and sentences, active or passive voice.  
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CONCLUSION 

The aim of my bachelor thesis was to illustrate the relationship between the choice of 

language and promotion and consumption of food itself. I explained how the fact that food 

is needed every day affects the choice of language of food advertising and how such a 

choice influences potential customers. The most common phenomenon in food advertising 

is to create the atmosphere of informality. 

 From the research it is obvious that different means are used to gain the attention of 

readers and to stir up the desire to buy the particular product. These means are explored on 

morphological, lexical and syntactical level. To make the research understandable for a 

reader it was necessary to choose and explain the most suitable definitions. In the research, 

it has been proven that the relationship between the choice of words and structures and 

food issues in society exists. It is obvious that advertisers pick the particular words and 

structures with intention to influence readers but reacting to thorny issues is also quite 

common feature of food advertising. 

 As it is evident from the practical part, the most common phenomenon in all food ads 

is the atmosphere of informality. Different kinds of linguistic means are used but I have 

described just structure of words, words and structure of sentences. Since food products are 

so common the language of food advertising resembles this fact. It tries to reflect the 

language of everyday speech which is more understandable for common people. In the 

research there are described the most common features found in the language of food 

advertising and the impact they have on a reader.  

 On the basis of this research it would be interesting to do the comparison of the 

language of food advertising and language of different type of advertising, especially of 

products that are not used daily. Such languages would differ in relation to the target group 

of customers. Another idea that comes from this research is to analyze language of food 

advertising concerning different types of food products.  

  

 



TBU in Zlín, Faculty of Humanities 49 

 

BIBLIOGRAPHY 

Alexander, L. G. 1988. Longman English Grammar. New York: Longman publishing. 

Andrews, Larry. 2001. Linguistics for L2 teachers. Mahwah: Lawrence Erlbaum 

Associates. 

Crystal, David. 2003. A dictionary of linguistics & phonetics. Malden: Wiley-Blackwell. 

Crystal, David. 2003. The Cambridge encyclopedia of the English language. Cambridge:  

 Cambridge University Press. 

Crystal, David. 2002. The English Language. London: Penguin Books. 

Bauer, Laurie, Rodney D. Huddleston and Geoffrey K. Pullum. 2002. The Cambridge  

 grammar of the English language. Cambridge: Cambridge University Press. 

Lipka, Leonhard. 2002. English lexicology: lexical structure, word semantics & word- 

 Formation. Tübingen: Narr. 

McArthur, Feri, and Tom McArthur. 1992. The Oxford companion to the English  

 language. Plymouth: Oxford University Press. 

Milekic, Slavoljub P., and Steven Weisler. 1999. Theory of language. Cambridge: MIT  

 Press. 

17net. An Analysis of Language Feature in English advertisements. 

 http://209.85.229.132/search?q=cache:ReV5dHYmCc4J:www.17net.net/Article/Class 

 43/5168.html+%22features%22+%22language+of+advertising%22&hl=cs&ct=clnk&c 

 d=80&client=opera. 

Tesoon. Analysis of Advertising English Through Classification.  

 http://www.tesoon.com/english/htm/02/5273.htm. 

Translation directory. Stylistic Features of the Advertising Slogan.  

 http://209.85.229.132/search?q=cache:Jc98XLQNPdkJ:www.translationdirectory.com/

article49.htm+%22features%22+%22language+of+advertising%22&hl=cs&ct=clnk&c

d=71&client=opera. 

 



TBU in Zlín, Faculty of Humanities 50 

 

APPENDICES 

P I    Printed food ads. 

 



 

 

APPENDIX P I: PRINTED FOOD ADS 

Food ad [1] 

 

 

US Weekly April 23, 2007 

 



 

 

Food ad [2] 

 

 

People March 5, 2007 

 

 

 



 

 

Food ad [3] 

 

 

People July 10, 2006 

 

 



 

 

Food ad [4] 

 

 

People July 10, 2006 

 

 



 

 

Food ad [5] 

 

 

People July 10, 2006 

 

 



 

 

Food ad [6] 

 

 

People July 10, 2006 

 

 



 

 

Food ad [7] 

 

 

People November 13, 2006 

 

 



 

 

Food ad [8] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [9] 

 

 

Cosmopolitan August 2007 

 

 



 

 

Food ad [10] 

 

 

US Weekly October 16, 2006 

 

 



 

 

Food ad [11] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [12] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [13] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [14] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [15] 

 

 

People March 5, 2007 

 

 

 

 



 

 

Food ad [16] 

 

 

People July 17, 2006 

 

 



 

 

Food ad [17] 

 

 

People November 13, 2006 

 

 



 

 

Food ad [18] 

 

 

People December 25, 2006 

 

 



 

 

Food ad [19] 

 

 

People December 25, 2006 

 

 



 

 

Food ad [20] 

 

 

People July 10, 2006 

 

 



 

 

Food ad [21] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [22] 

 

 

People July 10, 2006 

 

 



 

 

Food ad [23] 

 

 

People July 17, 2006 

 

 



 

 

Food ad [24] 

 

 

People July 17, 2006 

 

 



 

 

Food ad [25] 

 

 

Star November 28, 2005 

 

 



 

 

Food ad [26] 

 

 

OK! March 12, 2007 

 

 



 

 

Food ad [27] 

 

 

People December 25, 2006 

 

 



 

 

Food ad [28] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [29] 

 

 

People March 5, 2007 

 

 

 

 

 



 

 

Food ad [30] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [31] 

 

 

People November 13, 2006 

 

 



 

 

Food ad [32] 

 

 

People November 13, 2006 

 

 



 

 

Food ad [33] 

 

 

US Weekly October 16, 2006 

 

 

 

 

 



 

 

Food ad [34] 

 

 

People November 13, 2006 

 

 



 

 

Food ad [35] 

 

 

US Weekly October 16, 2006 

 

 



 

 

Food ad [36] 

 

 

People July 10, 2006 

 

 



 

 

Food ad [37] 

 

 

US Weekly April 23, 2007 

 

 



 

 

Food ad [38] 

 

 

People July 17, 2006 

 

 



 

 

Food ad [39A] 

 

 

People July 17, 2006 

 

 



 

 

Food ad [39B] 

 

 

People July 17, 2006 

 

 

 

 

 



 

 

Food ad [40] 

 

 

People December 25, 2006 

 

 



 

 

Food ad [41] 

 

 

People July 17, 2006 

 

 



 

 

Food ad [42] 

 

 

People July 17, 2006 

 

 

 

 

 



 

 

Food ad [43] 

 

 

People July 17, 2006 

 

 



 

 

Food ad [44] 

 

 

People July 17, 2006 

 

 



 

 

Food ad [45] 

 

 

People November 13, 2006 

 

 



 

 

Food ad [46] 

 

 

People November 13, 2006 

 

 



 

 

Food ad [47] 

 

 

People December 25, 2006 

 

 



 

 

Food ad [48] 

 

 

People July 10, 2006 

 

 



 

 

Food ad [49] 

 

 

Vanity Fair November 2005 

 

 



 

 

Food ad [50] 

 

 

Vanity Fair October 2005 

 

 



 

 

Food ad [51] 

 

 

Vanity Fair October 2005 

 

 



 

 

Food ad [52] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [53] 

 

 

People March 5, 2007 

 

 



 

 

Food ad [54] 

 

 

Cosmopolitan August 2007 

 

 



 

 

Food ad [55] 

 

 

People July 17, 2006 

 


