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ABSTRAKT
V této bakaléské praci se zabyvam vyrazovymi presiky v rekland na jidlo na zaklad

americkych psanych reklam z vybrany¢hsopisi. Teoretickacast vys¥tluje definice
termini nezbytné pro pochopeni vyzkumu a déle porovndzné zdroje a jejich
definovani danych termin Praktickacast se zagtuje na vyzkum vyrazovych prdaetki

v oblasti morfologie, lexikologie a syntaxe.

Kli¢ova slova: morfologie, lexikologie, syntax, stazdawgr, nové slovo, slovarevzata,
zkratka, sloZzena slova, komparativ, superlativeiex sémantické pole, podstatné jméno,
piidavné jméno, z4djmendjslovky, sloveso, interpunkcegty jednoduché, &ty slozené,
souwti sodadné, sousti podradné, cinny a trpny rod,cas, elipsa, &y tazaci, ¥ty

piikazovaci.

ABSTRACT

In this bachelor thesis | focus on linguistic mean$ood advertising which are found in

written form of American ads, picked from partiaulmagazines. The theoretical part
explains definitions of terms which are essential dnderstanding of the research and it
compares different sources and their definitionse Ppractical part is focused on the

research of linguistic means on morphological,dakand syntactical level.

Keywords: morphology, lexicology, syntax, contraati coinage, borrowing, abbreviation,
compounds, comparative, superlative, lexeme, seméstd, noun, adjective, pronoun,
numerals, verb, punctuation, simple sentences,ipfailsentences, active and passive

voice, tense, ellipsis, interrogative sentencepgenative sentences.
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INTRODUCTION

I have chosen this topic which is dealing with lirggic means in food advertising since |
am interested in analysis of English language anghct that thoroughly picked words and
structure of sentences have on a reader or pdtenstomer.

This bachelor thesis is focused on food advedisiamely printed food advertising in
America. The commonly known fact, that the Amergdove eating is reflected in such
food ads. Since eating and need of food is comrapalf people in the world the language
of food advertising developed from this fact andsitpresent in every food ad. The
Americans have a special relationship and apprta@ating as food is not only a means
how to survive but also a source of pleasure warilying every piece of food. All of us
know about frequently discussed thorny issue calleekitythat is the most remarkable in
America. Advertisers take this opportunity to dadith, junk or healthy food. There are
these that try to promote fatty or easy-to-pregacal that is not very healthy and as a
response there is another group of advertiserstwhio deal with the problem of obesity
and so they offer low-fat and healthy products.

My bachelor thesis is divided into two parts: ttegiwal and practical. For
understanding the practical part or the reseatdh,drucial to understand linguistic terms.
In the theoretical part, | try to illustrate difégit approaches to linguistic terms and choose
the most suitable definition. | also explain whg tthosen definition is the most convenient
and how it corresponds with the research. In teeaxch itself | explore different linguistic
means and the possible effects that these thorpumtiked words or structures have on
potential customers. It is evident that one of teans that influences readers of ads is
language and therefore advertisers consider theelod language properly, next to the
choice of, for example graphical side, placemeranaf ad, etc.

The aim of this research is to show how issuesiected with food and eating in
America is reflected in the chosen language. Thstsignificant fact that is present almost
in every printed, and in my opinion not only prititéood ad is the notion of informality.
Since food products are assumed to be somethingnoomsomething needed every day
and consumed immediately the language cannot bestmated but it has to be simple,
informal, addressing and also entertaining. As fa®dur everyday matter, all of us
consume it more times a day; therefore the languHgod ads has to be clear to
everyone. In my bachelor thesis | will try to proaed illustrate the relationship between

the issue of food and usage of language in fooerdiding.
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My work is based on American printed food ads thdtave found in different
American magazines. Some of them are found in idblbut since food is so common
these food ads can be seen in magazines dealihgmwate serious issues. My corpus
comprises of fifty-five different food ads but IVenot used all of them for features | am
describing later repeat all over again. | haved#di the ads into groups (healthy products,
products aimed at children, ready-to-serve prodant$ enjoyable products) but | do not
mention such a division in my bachelor thesis. Ighh be another topic to describe
different kinds of food ads and their features. Jain the idea about language of
advertising | have read two works about languagadekrtising but | have found out that
food advertising differs and therefore | have gédmeugh works found on the internet
aimed at food advertising. | have decided to wab®ut food ads from morphological,
lexical and syntactical point of view and throudje tvhole analysis | try to prove the fact
how language of food advertising is connected withryday life and the ways how it is
reflected. | also explain reasons why advertisas fhe particular words or structures and
the impact that such choice has on readers. Thexgga that are found in the practical
part of my bachelor thesis are specified by numherbrackets [ ] and the particular

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

It is essential to define morphology in order taderstand the research and its findings.
Printed food ads differ from any written piece exkitin terms of occurrence of features
typical in spoken language. The first part of reseds focused on the structure of the
words frequently found in food advertising.

Morphology is “the study of the structure of theords”. (Crystal 2003, 198)
(McArthur and McArthur 1992, 670) It is divided atthese two main branches:
inflectional and lexical morphology. Inflectionalamphology is focused on inflections.
Inflection is “a grammatical form of a word” (McArir and McArthur 1992, 516), thus
different forms of lexemes are expressed. Deriwvatficor lexical morphology can be
simply calledword-formationand it deals with various ways how words can bit op
(Crystal 2003, 198) by adding different elements stems (roots). (McArthur and
McArthur 1992, 1122)

Concerning inflectional morphology, inflectionscinde different kinds of means but
this text deals only with inflectional suffixes whi are added to adjectives, especially in

their comparative and superlative form.

1.1 Contraction

It is crucial to determine the term contraction fiooccurs frequently in written form of
food advertising. The remarkable fact is that caction is usually found in spoken
language or informal writing. Language of food adigéng uses contraction in order to
shorten expressions and to suggest informality.

Contraction is “a reduction in form, often markadEnglish in writing and print by an
apostrophe (°)". (McArthur and McArthur 1992, 24&javko Milekic and Steven E.
Weisler describe contraction in these words: “Thecess of contraction fuses certain
sequences of words into a single word, with thession of some of the sounds in the
input. In the English spelling system contractians typically marked with an apostrophe.”
(Milekic and Weisler 1999, 8)

Both definitions express similar ideas, nonettgléise latter is more exact than the
former one and therefore more appropriate for thayais undermentioned. Both views
coincide with each stating that contraction in &mglish spelling system is marked by

using an apostrophe ().
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Above-cited interpretations agree on these tw@sypn contractions: auxiliary and
negative contraction but they disagree in furtherstbn. Since the text deals with these

two kinds of contraction only there is no needdasider further differences.

1.2 Comparatives and superlatives

Comparatives and superlatives cannot be left withmidicing. They are found in food
advertising and in the analysis one can acquirekii@vledge about their usage and
purpose in written ads of food products.

“Comparative degree is the middle term in thedldegrees of an adjective or adverb.
The comparative is formed by addingr-to shorter words anchore to longer words.”
(McArthur and McArthur 1992, 242) “Superlative degris the third degree of an adjective
or adverb. This is usually formed either by addi#estto the uninflected positive or
absolute form of shorter words or by puttingpst before longer words and adverbs.”
(McArthur and McArthur 1992, 1005)

From the research it is obvious that comparatipksy main role comparing to

superlatives. Food advertising uses these fornasljetctives rather frequently.

1.3 Word classes

Since this thesis deals with word classes it iemss to define whatvord classexactly
signifies. In Oxford Companion one can find thipkxation: “Term in linguistics for a
category of words that have been grouped togetkeause they are similar in their
inflection, meaning, functions, or a combinatiortleése.” (McArthur and McArthur 1992,
1122)

From the definition, it is obvious that word classare not organized on the basis of
inflection only but other features are concerneal fbhis chapter is focused on different

types of word classes, namely nouns, adjectivesi\qams, numerals and verbs.

1.3.1 Noun
Nouns are the most crucial group of words in foddeatising from all word classes. They
usually carry the main ideas or notable facts apoaducts.

Noun is “A part of speech or word class typicaliged in a variety of sentence
functions such as subject and object. [It is] tiadally regarded as naming or identifying

persons and things.” (McArthur and McArthur 19920y “A noun tells us what someone
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or something is called. Nouns are the names wetgipeople, things, places, etc. in order
to identify them.” (Alexander 1988, 34)
Nouns are very common in food advertising and robthem are used to name things,

they particularly refer to products or ingredieimsluded in products.

1.3.2 Adjective

It is important to define the teradjectivesince it occurs in food advertising very often.
Adjectives usually precede nouns and give themiqudat qualities, in food advertising
they are no exception.

Adjective is “A part of speech or word class clyiefsed to premodify nouns and as a
complement to copular verbs.” (McArthur and McAmnthHL992, 14) Alexander describes
adjectives in this way: “An adjective describes pegson, thing, etc. which a noun refers
to. We use adjectives to say what a person, etkasor seems like.” (Alexander 1988,
106)

The second theory seems to describe adjectives precisely; consequently it is more
applicable to the research. Even though there @mee graces indicating that adjectives
function as a complement to copular verbs (McArtand McArthur 1992, 14), in food
advertising they mainly fulfill the function of moging nouns. They are mostly used to

give qualities to products or their ingredients.

1.3.3 Pronoun

Pronouns represent a crucial element not only od fadvertising but in all kinds of
utterances. The most common ones are personal yrsrwhich typically refer to subject
or object. The research is mainly focused on peaispronouns, namely andyou and it
provides a reader with a possible explanation eirttunction in the written form of food
advertising. The analysis also describes posseasgendefinite pronouns which occur in
food advertising and shows potential impact onamusts.

A pronoun is “A traditional part of speech thattypically used as a substitute for a
noun or noun phrase.” (McArthur and McArthur 199210) Alexander gives this
explanation “A pronoun is a word that can be useplace of a noun or a noun phrase. We
use pronouns likbe she it andtheywhen we already know who or what is referred to.
This saves us from having to repeat the name ondi@ whenever we need to refer to it.
However, we normally us&me you and we'us for direct reference to ourselves or the

person(s) addressed and not in place of nounsgxgkider 1988, 72)
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Both theories agree on the fact that a pronourstdutes a noun or noun phrase,
nonetheless, the second definition is more preicisgescribing its reference. From the
research it is obvious that the most common prosdaand in food advertising areand
you It typically refers to a product, an idea or a f&unt.the other hangpouis often used to

address unknown potential customers.

1.3.4 Numerals
Usage of numerals is another feature of writtertsteof food advertising. To avoid
ambiguity the ternrmumeralis more exact since the temmmbercan also mean singular or
plural form of nouns. It is indispensable to mentrmmerals in food advertising since they
introduce amount.

“[INumeral is] a word or symbol, or a group of werdr symbols, that represents a
number.” (McArthur and McArthur 1992, 716)

It is clear that this definition of numerals isitable for the analysis since many
numbers occur in symbols, sometimes connected atitr symbols (100%) and they are

rarely expressed by words.

1.3.5 Verb

Verbs represent core structure of every text arits tef food advertising are no exception.
Verbs are used in different ways, in various temsesforms, most of them being full verbs
but modal auxiliaries occur in food advertising asll for their ability to express
possibility, certainty or prediction. It is crucitd understand terms such as verb, full verb,
modal verb or phrasal verb. Verbs can be foundoodfadvertising frequently and
therefore the research concerns the way of usagerbs$.

Verb is “A class of words that serve to indicdte bccurrence or performance of an
action, or the existence of a state or conditigMtArthur and McArthur 1992, 1083)
Alexander provides a reader with this definitiod Verb is a word or a phrase which
expresses the existence of a state or the doiag attion.” (Alexander 1988, 159)

Even though both definitions express similar iddahg latter is more suitable and
better understandable than the former one if wéyapmto the research. From the analysis
it is clear that verbs in food advertising exprbsth, state or the doing of an action and
they occur either as a single word or a phraseex@ider 1988, 159)

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

understand their role and meaning. Crystal commentfull verbs: “Lexical verbs (also
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called full verbs) are those with a meaning thabh dse clearly and independently
identified.” (Crystal 2003, 212) From the definitiat is obvious that full verbs are clearly
understandable and therefore they are often ustmddhadvertising.

The research has proven the fact that modal \a#$ound in food advertising rather
frequently. “Modal verbs convey a range of judgrmseabout likelihood of events; they
function only as auxiliary verbs, expressing megsinvhich are much less definable,
focused, and independent than those of lexicalsveriCrystal 2003, 212) The analysis
explores usage and meaning of modal verbs in théexbof food advertising and it is
assumed that they serve such purposes as certanastainty or possibility.

Phrasal verbs do not occur so often as other omadi verbs but they are quite
important in food advertising. “One of the most eoan characteristics of the English verb
is that it can combine with prepositions and advealticles. Broadly speaking, we call
these combinations phrasal verbs.” (Alexander 19B®?) In food advertising their
function is to create the atmosphere of informaBtgce they are commonly used in

everyday speech.
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2 LEXICAL LEVEL

Lexicology, as a study of lexemes, describes wdrosy different points of view. The
second part of analysis explores lexemes, espgthair ways of entrance into a language.
It is focused on the structure of words and thenfor which they occur in written texts of
food advertising.

“Lexicology is an area of language study concemvét the nature, meaning, history
and use of words and word elements.” (McArthur M@Arthur 1992, 602) “Lexicology
might be defined as the study of the lexicon oisl€gpecified as the vocabulary or total
stock of words of a language)” (Lipka 2002, 9)

Both theories express similar ideas; in the re$gat is assumed that lexicology is a
study of stock of words (Lipka 2002, 9), in thiseaof English language. It does not cover
meaning therefore the first definition does notespond with the analysis exactly, since it
provides readers with description and explanatibfunction and role of lexemes in the

slogans and food advertising texts.

2.1 Lexeme vs. word

It is essential to understand the telexemefor the research is focused on lexemes
classified according to their ways of entrance mianguage. One should also consider the
difference between word and lexeme to grasp idedeeanalysis.

These definitions can be found in The Oxford Conipa to the English Language:
“Lexeme is a unit in the lexicon or vocabulary daaguage. Its form is governed by sound
and writing or print, its content by meaning ané.tgMcArthur and McArthur 1992, 599)
“Word is a fundamental term in both the general gethnical discussion of language.”
(McArthur and McArthur 1992, 1119) “[Word is] a urmif spoken language: a written sign
representing such an utterance.” (McArthur and Micér 1992, 1119)

It is generally known that opinions on definitiohlexeme and word differ. Linguists
cannot agree whether there is a difference or Ihas. supposed thdexemeis used in
technical terminology whereagord is generally known term and therefore it occurgano
often. For purposes in the research both termsd\aod 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 anlanguage. Since the language of
food advertising is special, only the most crugialys are mentioned in this work. These
means are significant, especially for their effbdety have on a reader of a printed ad. This
phenomenon is explained in the present analysis.nidst common and notable means are
coinage, borrowing and word-formation which inclsdeompounding, clipping and

abbreviations.

2.2.1 Coinage
Coinage plays important role on morphological fieespecially concerning the word-
formation. A lot of new words that attract readeatgention are created by this way.

In Oxford Companion to the English Languagree can find following definition of
coinage: “An invented word or phrase and the proadsinventing it.” (McArthur and
McArthur 1992, 230) On the other hand, another uss® determines coinage as: “a new
word, a word never used before. This is one oféhst used word formation processes and
is quite common in the naming of products to be.$¢Andrews 2001, 22)

Both definitions are suitable in different way.€elformer is not so precise because,
even though it describes coinage as an invented (xcArthur and McArthur 1992, 230),
it does not state that it has never been usedda®the latter one (Andrews 2001, 22). On
the contrary, the second definition points out thet that it is common way of word-
formation while inventing name of products. Thisalgsis deals with expressions
occurring in food advertising and it has been prolrere that coinage is used in describing

or naming food products.

2.2.2 Borrowing
Usage of borrowings is another typical feature tbimfood advertising and therefore it is
important to define this term on the field of wdmmation.

The termborrowing is defined as “taking a word or phrase from onglege into
another, or from one variety of a language intotlago Borrowing is a major aspect of
language change. Any language, under appropriatensstances, borrows lexical material
from other languages.” (McArthur and McArthur 19920) David Crystal suggests this:
“Quite a large number [of words] are simply takererofrom other languages; they are
called borrowings.” (Crystal 2002, 41)
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Both theories agree on the fact that borrowingsveords which enter the language
from other languages. However, the first definitexpresses an idea that not only words
but also phrases can be taken from various langu@igie Arthur and McArthur 1992, 140)
The definitions also concur in the fact that borirayvis 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 tevord-formation Concerning to Oxford
Companion, there are three different approachesaliraf them show different points of
view dealing with word-formation. The most suitalite the analysis is the following
formulation: “[Word-formation is] the formation d&ll words, simple or composite, from
more basic elements of language.” (McArthur and Mg 1992, 1122-1123)

Comparing to other theories, the present one spords with the research as it
expresses the idea about formation of all words,omby simple or composite ones. The
research is focused on complex words, especiatigerming compounding but it also deals

with more simple words or abbreviations that fumctas a word.

2.2.3.1 Clipping

Even though clipping is not typically found in foadvertising, there are some traces of it
and it is evident that the term clipping has toelplained for better understanding of the
research.

David Crystal specifies clipping as “A part of wlowhich serves for the whole, such
as ad and phone” (Crystal 2003, 120) Another resource describbgpmg as: “An
abbreviation formed by the loss of word elementsyally syllabic.” (McArthur and
McArthur 1992, 223)

Both definitions are acceptable since both of th@ply that clipping is not the whole
word in its original form but it has lost word elents, therefore a new, shorter word is
created by this way. From the text, it is cleart tthee most common way of clipping is
back-clippingwhere the end of a word is omitted (McArthur andAvthur 1992, 223) and

the rest is resulted in a new word.

2.2.3.2 Abbreviation
The term abbreviation is crucial for understandimg part of research which concentrates

on shortening words and explains the effect ofugage. Occurrence of abbreviation in
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food advertising is quite common due to the faat thallows better flow of information.
Abbreviations occur frequently but most of them ao¢ generally known, these that are
understandable and clear to almost everyone caediein food advertising very often.

Opinions on abbreviation differ as we can findsta type of initialism in one source
while other resources express opposite point af’.vi@ne theory comments on initialism:
“This type of word-formation process has its basishe written language: in the central
cases a base is formed by combining the initiaéletof a sequence of words. There are
two main types, abbreviations and acronyms.” (Batied. 2002, 1632)

Concerning David Crystal, it is obvious that ifisen is a type of abbreviation.
(Crystal 2003, 120Abbreviation is “the shortening of words and pheaaed a result of
such shortening.” (McArthur and McArthur 1992, 4)

In the analysis, the second opinion is preferredesabbreviation is used as superior to
initialism. Abbreviation from this point of view s not imply only shortening of words
by using first letters but it expresses an idea tards can be also created by omitting

vowels as in tsp. (teaspoon).

2.2.3.3 Compounds

Compound words often occur in food advertising tretefore they have to be taken into
account. The analysis describes usage of compamlg deals with compound adjectives
and nouns especially. It also explains the effeat tompound words have on a reader.

“A compound is a unit of vocabulary which consistsnore than one lexical stem. On
the surface, there appear to be two (or more) lesepresent, but in fact the parts are
functioning as a single item, which has its own mieg and grammar.” (Crystal 2003,
129)

This theory defines compounds as words that caeprof two or more lexemes but
the fact one has to consider is that compoundstitmas one word and can have quite
different meaning in comparison with original meags. From the research, it is assumed

that some compounds have notion of exaggeratitigeimselves. (Crystal 2003, 129)

2.3 Relationships among words - Semantic field
Since the ternsemantic fields present in the research it is crucial to reaitz meaning.
The analysis is aimed at semantic field of food mrudt of words described morphology

andlexicologysection are related to this semantic field.
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David Crystal comments on semantic field: “a nanaeda of meaning in which
lexemes interrelate and define each other in gpee#ys.” (Crystal 2003, 157) Another
resource describes semantic field as following:gt&up, pattern, or framework of related
words and word elements that covers or refers taspect of the world, such as colour
words, culinary terms, military ranks, and the @saf sport.” (McArthur and McArthur
1992, 913)

Both theories suggest that semantic field is aigraf words related to each other by
their meaning. In the research, tesemantic fields used according to this explanation and
notable amount of lexemes is connected with fobdrefore the ternsemantic field of

foodis introduced.
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3 SYNTACTICAL LEVEL

It is crucial to comprehend the term syntax asl#isé part of the research deals with it.
Syntax in written form of food advertising is une@gamong other written texts, especially
in terms of using structures typically found in gy speech.

In The Oxford Companion, syntax is determined“Asterm in general use and in
linguistics for the study of the ways in which werdombine into such units as phrase,
clause and sentence.” (McArthur and McArthur 199716)

This theory corresponds with the research whiglaegs different aspects of syntax of
food advertising. It deals with different types s#ntences, their structure, tenses, voices

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

3.1 Punctuation

Punctuation in written form of food advertising @,course, used as in any typical written
piece of text so we can find full stops, commas ather means of punctuation but some of
them are used in different, not typical way. Themtepunctuation is necessary to be
explained for clear understanding of special usdgein the food advertising.

Punctuation is “The practice in writing and proftusing a set of marks to regulate
texts and clarify their meanings, principally byagating or linking words, phrases, and
clauses, and by indicating parentheses and asi@ldsArthur and McArthur 1992, 824)

From the definition it is evident that punctuatiorfood advertising is used in the way
of making the meaning clear. (McArthur and McArthil892, 824) On the other hand,
punctuation can fulfill many other functions, sua$ indicating abbreviation and different

types of sentences, adding detailed informatioexaggerating the key facts.

3.2 Simple and multiple sentences
It is essential to recognize the difference betwdmse two types of sentences for they
have different occurrence and purpose in food didvey.

“Sentences which consist of just one clause dtetsabesimple sentenceSentences
which can be immediately analyzed into more thaa olause arenultiple sentences
(Crystal 2003, 216)

Since simple sentences are more frequently seévoth advertising it is essential to
identify and differ them from multiple sentenceseTdefinition stated by David Crystal

perfectly expresses the main idea about those tyfpesntences.
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3.3 Active and passive voice

It is crucial to explain the termoicesince it plays key role in food advertising. Thare
two types of voice, active and passive, but passoiee occurs in food ads rather rarely
comparing to active voice which is used to a ladggree. Both kinds of voices have
grammatical purpose but in food advertising thep diilfill special function.

David Crystal states that voice is “A categoryduge the grammatical description of
sentence or clause structure, primarily with rafeesto verbs, to express the way sentences
may alter the relationship between the subjectabjdct of a verb, without changing the
meaning of the sentences. The main distinctionetsvben active and passive.” (Crystal
2003, 495)

To distinguish active from passive voice is natafir each sentence or clause that
comprises of a verb uses one of them. From thewrelsét is evident that this definition is
suitable, especially while talking about “the redaship between the subject and object of
a verb” (Crystal 2003, 495) Choice of voice caruahce any reader as it is implied in the
analysis.

Active voice is “referring to a sentence, clauseverb form where, from a semantic
point of view, the grammatical subject is typicatlye actor, in relation to the verb.”
(Crystal 2003, 8) The research has proven thajeus&active voice outhumbers passive
voice and the most significant reason results fitbm fact that the subject is the actor
(Crystal 2003, 8) which allows affecting readershaf food ad.

Passive voice is “referring to a sentence, clauseerb form where the grammatical
subject is typically the recipient or goal of thetian denoted by the verb. In English, there
are passive sentences which have an unclear acitwgerpart.” (Crystal 2003, 339) The
term passive voicdias to be understood and explained, as the fadtq the definition
suggests, to gain the idea about usage and puopdsén food advertising, the second part
of definition is apparently the most relevant, es@éy when applied to the research.

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

voice, the recipient is not expressed.

3.4 Tense

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

therefore it is necessary to clarify what the téemserefers to and how it is marked.
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Tense is “The grammatical category, expressedimg of the verb that locates a
situation in time. In English, tense must be exgedsn all finite verb phrases. It is marked
by the choice of the first or only verb in the veatirase.” (McArthur and McArthur 1992,
1030) David

Crystal provides this definition: “[Tense is] A tegory used in the grammatical
description of verbs, referring primarily to the ywdne grammar marks the time at which
the action denoted by the verb took place.” (Ch2883, 459)

Both theories agree on the fact that tense detesnihe time at which the action
happened. Usage of different types of tenses segultlefying the time and therefore it
affects a reader of a food ad.

In food advertising the most preferred tense fralinof them is present simple. It
should be clear how present simple works and h@antinfluence readers.

“The simple present. With dynamic verbs, this éergpresses habitual activity and
timeless truths. With static verbs, it refers torasent or timeless state. With private verbs
expresses how things are.” (McArthur and McArth8®2, 1031)

When the definition is compared with the reseatble, most significant feature is
“timeless state” (McArthur and McArthur 1992, 103hpat enables readers to realize the

recent information.

3.5 Ellipsis

To understand the research properly, it is esdetatiantroduce the ternellipsis. It can
occur in more forms but some of them are typicalfé@d advertising as it is seen in the
analysis.

David Crystal comments on ellipsis: “A term usedyrammatical analysis to refer to a
sentence where, for reasons of economy, emphastgler a part of the structure has been
omitted, which is recoverable from a scrutiny af ttontext.” (Crystal 2003, 159) Another
resource states that ellipsis is “The omission fedement of language for reasons
associated with speech, rhetoric, grammar, and tpation. The omitted element can
usually be recovered by considering the contextiwdt has been said or written. In speech
and writing, sounds and letters are often left@utvords. Such contractions are informal
and usually arise from speed of delivery, econoreftort.” (McArthur and McArthur
1992, 344)
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Both theories point out the same fact that elbpse based on omitting elements,
nonetheless, the former definition shows reasonglfipses that match with the research.
It is assumed that the sentence is understandabteming context. In addition the second
theory describes contraction which has already begplained. Ellipsis is mainly

characterized by omitting subject in food adventisi

3.6 Interrogative sentences

Interrogative sentences are common phenomena ih &olwertising and therefore it is
essential to understand the structure and usatief. In written form of food advertising
one can find different types of interrogative seots, the most frequent are wh-questions
and declarative questions, and they also serveuspurposes.

Interrogative is “The grammatical structure throwghich questions are asked, and a
term used in the classification of sentence typegontrast with declarative, imperative,
etc. But some grammarians keep interrogative aategory of form and question as a
category of meaning.” (McArthur and McArthur 199225) David Crystal states that
interrogative is “A term in the grammatical clagstion of sentence types, and usually
seen in contrast to declarative. It refers to Viarns or sentence/clause types typically
used in the expression of questions.” (Crystal 2Qd3)

Both definitions agree on the fact that interrogatis used for classification of
sentence types and it is typically used in questibtowever, interrogative not necessarily
express a question, there are different typestefriogatives that can serve other purposes
and their structure also differs.

Inevitably, the term wh-question has to be inttlisince food advertising uses this
interrogative form the most frequently. One ha$é¢oable to detect the structure and to
understand its meaning.

“A wh-guestion is a term used in the grammaticad-slassification of question types
to refer to a question beginning with a questiomdyvo(Crystal 2003, 499) Another theory
says about wh-questions that they are “questioggnbmg with an interrogative word.
With the exception of how, these all begin with teiers wh-.” (McArthur and McArthur
1992, 834)

The second theory corresponds with the reseande sin interrogative wordow can

also be used in food advertising even though thst mmmmon are words starting with wh.
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The first definition is not clear enough at firgile and the ternquestion wordvould have
to be explained.

Another rather often occurred feature of intertvgasentences is usage of declarative
guestions. First of all it is important to defireettermdeclarative sentenc® understand
the structure and function of declarative questions

Declarative is “A term for the grammatical moodoiigh which statements are made,
in contrast with imperative, interrogative, and lartative. Although declarative is often
used interchangeably with statements, it is usefld means of distinguishing the syntactic
form of a sentence from its function.” (McArthurdaNIcArthur 1992, 281)

This definition suggests that declarative senterare usually used for statements. On
the other hand it is also assumed that the meafiagsentence does not have to depend on
its structure inevitably. This fact correspondshvitie research since declarative questions,
even though they have the structure of declara&vgences, do not express a statement but
they function rather as a question. In food adseng they have their own purpose why to

appear here.

3.7 Imperative sentences

Imperative sentences are one of the most signififemiures concerning syntactical point
of view. From the research it is obvious that tHeljill a special role in relation to
potential customers and therefore it is crucialnderstand the terimperative sentences
They are used frequently and one can find them stlimcevery written form of food ad.

Imperative is “The mood of the verb used to expresmmands, requests, warnings,
offers, and entreaties. Sentences with an imperatvtheir main verb require the person(s)
addressed to carry out some action. Hence, theedubf an imperative sentence is
typically the second-person pronoun you, which agmmally omitted.” (McArthur and
McArthur 1992, 500)

Comparing to David Crystal's idea that imperativae “typically used in the
expression of commands” (Crystal 2003, 227) ths fineory is more relevant concerning
the analysis. It has been proven that imperativeesees are marked by their typical
structure, nonetheless, they can serve differempgses, as it is implied in the first
definition. It is true that imperative sentencesfond advertising express commands in
their meaning but they are very clever in the weagytdo so. They never give direct orders

and they rather choose way of providing readert witers. In food ads, the subject is
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almost always second-person pronoggu 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 adiegt written texts from
morphological point of view. The most apparent #mese: contraction, compounds and
comparatives and superlatives. All of them haveaspect in common — they create notion
of informality. This chapter deals with impact thia¢y have on a reader.

In this part of research one can explore wordselsgnd what they have in common in
printed food advertising. The usage of these wthrdsare grouped in classes is typical for
food advertising, but one can also discover ratheg phenomena concerning features of
word classes. Not all word classes are mentiondlisnwvork, since it would be impossible
to describe all of them and therefore only the mauth as nouns, adjectives, pronouns,

numerals and verbs are discussed.

4.1 Contraction

Contracted forms are used to make written text naiteactive and less formal. It is
generally known that informal language, either spolor written, is typically full of
contractions that make language easier to flow.c€onng food advertising, it is a
common phenomenon largely utilized to create im@gaformal and friendly atmosphere.
Notion of informality is considered to be one o€ tbrucial topics while creating an ad
since food is believed to be everyday matter.
The most frequent are expressions using t@iireand negative formmot. Verbto be
Is, in most cases, attached to personal pronowpecilly third person singular. The
most common contractions are: it's, don’'t, won’guill, they're, that's, you're, we'll,
we’'re, she’ll, what's, I'll, they'll, 'm, here’s.
The expressioit’s, that is the most frequent one, can serve thesepesp
e to introduce characteristics of food products;
It's sweet and delicious... [5]
e to give areason why to buy particular product;
It's good for your heart. [16]
e to exaggerate the name of product, or brand.
It's not delivery, it's DiGiorno. [20]
From the research, it is evident that contractserse the purpose of evoking everyday
speech. They have only grammatical and visual fandh order to achieve informality and

familiarity.
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4.2 Comparatives and superlatives
These two are relatively common phenomena in faheising, although their number is
quite limited. The most frequently usedlésswhich is connected with the fact that the
particular product contains less fat and thankshts, eating such food is healthier for
customers and it is also suitable for people omn deessis also used wittmore to show
benefits of products, as in: more protein, moreerfidess sugar. [53] Other common
comparatives found in food advertising are: betwssier, more. On the contrary,
superlatives are quite rare to see and their ugugdose is to inform about the most
positive advantages. These that can be seen iremwets arenealthiesiandnewest

Usage of comparatives and superlatives in food radslts in exaggerating the
particular product that meets high-quality standarihe main purpose is to highlight

attributes that other products seem not to have.

4.3 Nouns

Nouns are the most common lexemes from all worsiselssand they can be found in either
singular or plural form. Singulars occur more ofteonetheless, the difference between
these two is not very significant. Notable partletemes of written food advertising
belongs to semantic field of food this can be destrated on typical examples such as:
sunflower oil [13, 18], potato [10, 13, 18], choatd [37, 43, 44, 46, 50], cheese [14, 27,
29, 31, 33, 39A], chicken [26, 27], fruit [3], waits [32].

The most frequent nouns that one can find in fadslare: taste [1, 2, 7, 10, 13, 18, 29,
33, 35, 38, 40, 41, 45, 53], fat [10, 12, 13, 18}, 17, 18, 23], grain(s) [4, 6, 11, 16, 23, 30,
40], kid(s) [21, 22, 23, 24, 25, 48], protein [5,1%, 21, 53], bar(s) [1, 5, 15, 52, 53], chips
[4, 10, 13, 18], snack(s) [4, 11, 33, 39A, B], aafe [9, 21, 23].

The remarkable fact of the lexenasteis that even though it also functions as a verb,
in food advertising it is usually found as a nound @s a verb it occurs rather rarely. It is
typically connected with adjectives that deterntine taste and give more details about it,
such expressions can include: home-baked tas#d]1great taste [13, 18, 53], fresh taste
[38]. There are also cases when thsteis connected with a particular brand and it is
presumed that this brand is generally known, eugsBll Stover taste [7].

From the research it is obvious that the mostueetly used lexemes in food
advertising are nouns, especially the ntastewhich typically functions as a noun, not a

verb. These nouns are characteristic for belonmginge semantic field of food.
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4.4 Adjectives

Adjectives are the second biggest group of wordghvban be found in written form of
food advertising. Both comparatives and superlatiwecur in this kind of texts but the
most common type of adjectives is their simple forfhhey are usually used to give
characteristics of products presented in the adceSthese ads are focusing on food
products, most of adjectives are related to semdrgid of food. They are informing
customers about qualities and try to exaggeratefligenvhich eating the product can bring.
The most frequently used word dglicious It carries the connotation of something very
pleasant to taste and it can be connected withnggnalize.

Commonly found adjectives in food advertising atelicious [5, 8, 16, 19, 26, 28, 29,
36, 40, 50, 52], new [4, 8, 19, 24, 26, 35, 43,%2,55], whole [6, 11, 16, 20, 23, 26, 30,
35, 40], good [2, 16, 17, 18, 23, 42], favorite 1¥, 26, 33, 34], free [9, 17, 30, 52, 53],
regular [13, 14, 18, 30] and words containing #weemes derived from the wordhture
Concerning the wordatural it is usually used in these expressions: all-rztir, 3, 36],
unnatural [2] or it simply stands alone as nat[8hl

Adjectives are supposed to create pleasant atrecspand intend to stimulate
customer’s imagination. They also describe (An ymalof language feature in English

advertisements) positive and special attributgsadticular food products.

4.5 Pronouns

All kinds of pronouns can occur in food ads, noetthks, the most frequent are personal
pronouns which are used to the large degree. TWwbseh can be found almost in every
text are:youandit. The lexemeyou refers to all customers and this leads to the tfzet
nobody is specified exactly and it is also usedreate atmosphere of informalityou
simply allows to address population that come intact with the ad, as in: One bite and
you'll discover what the buzz is all about. [26]n @he other handyou can be used in
special cases to make the ad sound informal asahitesemble slang: You guys won't last
a minute out here! [37].

It represents another frequently used pronoun wrachrefer to more different things
or ideas. Very ofteit can be identified as a reference to a particuladyrct, e.g. One taste
and you’'ll want it every day. [35]. Howevelt, can have other functions such as empty
subject: It's amazing how rich and flavorful ouair2% milk shredded cheese is. [1H].

can also refer to otherwise unknown fact whichadggrtly understandable to everyone, as
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in: If your kid can’t leave the table until he edtg probably needs some ranch. [25] — after
reading this ad, it is obvious thiatin this case means meal. Other expressions whese
included are connected with the name of brand odymt and they are trying to send a
message to their consumers to consume the praghkiot; CHEEZ-IT [33] and RITZ it up
[39B].

Pronounssheandhe occur very rarely due to the fact that they foon/ on specific
group - males or femalek.is not very popular in food ads since it refersatparticular
person and the notion of informality is highly lbed. When it is used it usually is a kind of
storytelling where people inform you about theipesience: This morning, | woke up in an
alley. [43]. First person pluralye, can be hardly found in food advertising, howevett,
occurs it refers to the producer of the food, @/g're so confident you'll prefer our great
taste and nutrition, we’ll give you 1 BAR FREE! [5®ronountheyis not typical as well
but it occurs in food ads commonly referring totakr products: They're made with 100%
Pure Sunflower Oil. [18], but they can also referpeople, as in. Some women know
exactly what they’ll be wearing this fall. [51].

Possessive pronouns are normally present in wiiitten of food advertising; the most
common one iyour referring to any potential customers’ possessigmfaithful to your
spouse — Play around with your salad. [36]. It @laies notion of informality and it has
the effect of addressing general publity is not commonly used in food ads, however if it
is there, it can refer to either customers or potgiu

e Oh, my aching jaw [55]

* If you're particularly faithful to just one of myeticious all-natural salad dressings,

why not loosen up and try something different? [36]
Our typically refers to the producer of the produstjra Start every day with our delicious
Special K cereals. [19]

There are some traces of indefinite pronouns, aselverything[4], nothing[13], and
something[36]. They are not concrete and therefore refemmounspecific amount of
products or group of people. They also allow takawmlyantage of customers’ imagination
as in: Everything you expect from an energy bathwine great taste you expect from
SNICKERS. [4], whereeverythingrefers to unspecific attributes which can represen
different expectations from customer to customer.

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

(you, your, it) are the most common in food adeenty and serve the purpose of
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addressing potential customers or referring to epasducts. They also give the feeling
that the customers are taken into consideration thatl they are a part of advertising

campaign.

4.6 Numerals

Numerals are frequently used in food advertisirspeeially when they want to exaggerate
positive qualities of the product or when they pdevcustomers with instructions how to
prepare the meal. Most of numerals are not writtewords but in numbers to save the
space and to make the meaning more clear. Thetevargypes of numerals mostly used in
food ads; the first group consists of numbers esging percentage points and the second
one comprises of numbers which demonstrate exastiahor time needed for preparation.
Percentage in these ads is usually introducedféonmreaders about special qualities that
the product has. It happens frequently that numpegsenting percentage are connected
with the fact that the product is healthier andef@e the most common expressions are
related to fat free food, as in: it's 94% fat ff@&], 33% less fat [14], 25% less fat [20]. On
the other hand the expression 100% is typicallydusedemonstrate high quality of the
particular product, e.g. 100% all-natural [3], 100Rassell Stove taste [7], 100% pure
sunflower oil [13].

Other commonly found numerals in food advertising those that express amount of
ingredients needed; hence they provide customersimstructions: 1 cup milk [30, 31], 2
tbs. soy sauce [31], 1 cup shredded mozzarellasenN@8]. They can also refer to the time
of preparation, as in: Prep: 5 min. Cook: 25 [Fgp: 10 min. Bake: 35 min. [30].
Numbers can also stand for nutritional informatedyout the product: 3g fiber [15], 59
Whole Grain [23], PROTEIN 179 [53].

Expressions with numerals are supposed to expressiphasize qualities of products
and they also inform about the preparation of rdadserve meals. It is assumed that
numerals provide their customers with nutritionaformation and they make the text

shorter and therefore more interesting to read.

4.7 Verbs
Verbs are found in different forms — gerund, irtfire, passive or active — and they are one
of the most essential groups of words in writteadf@dvertising. Majority of verbs are

monosyllabic as they are easier to remember andrstahd. They also occur in everyday
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speech for most speakers use them frequently. Seidis are: say, make, be, get, have,
give...

Be can function as an operator or as a full verb: dietting all the great taste without
all the preservatives, why should | make my sandwiith anything else? [2], A good taste
is what you'll find in every bag of Lay®sbrand potato chips. [18].

Different forms of verbs, concerning tenses, atentl in food ads but the typical one
is the form of present simple. On the other hamdiré tense is not very common as
present tense but when it is used it is usuallgpnéat bywill and it occurs in both positive
and negative form. Most of them serve these pugose

e promise
We're so confident you'll prefer our great tastel anutrition, we’ll give you 1 BAR
FREE! [53]
Flavor-packed choices like these mean you won’'togeéd before you reach your
goal. [16]

e assurance
well, that’s evidence I'll put my name on. [11]
Some women know exactly what they’ll be wearings tfall. The Godiva knows
exactly what she’ll be eating. [51]

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

can indicate continuous tense or ellipsis.
* No wonder chefs are acting so cold. [27]
e Spend less time preparing your meal and more tim@yimg it with new Bumble
Bee Prime Fillet Chicken Breasts. [26]

The most typical word isitroducingwhich gives a reader or customer an idea of new,
one might say, original characteristics of produdgpression ritroducing intends to
capture reader’'s attention and in most cases itesepts an introductory word of a
sentence, however, sometimes it can stand judstlf. Typical examples include these:

« Introducing the New Special K Challengg19]

« Introducing Bumble BéePrime Fillet" Chicken Breasts. [26]

« Introducing the goodness of oatmeal in a chocalaige cookie. [37]

e Introducing the PLATINUM Collection. [49]

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

the particular product. Nonetheless, in rare caseis, also possible to uspresenting



TBU in Zlin, Faculty of Humanities 35

instead ofntroducingwith the same meaning, as in: Presenting Chocdlalight Cookies
[44].

Due to the fact that these ads focus on food mtsdwne can find expressions from
semantic field of food, e.qg.: eat [1, 4, 16, 25|, 34stes [5, 21, 24], serve [17, 27, 29], stir
[29, 30, 31], bake [30, 31]. Most of them providestomers with information about
qualities of food or they simply give informatiobaut preparation. They also try to appeal
to customer’s senses and stir up their curiosityup and taste the product.

There are some traces of modal verbs in food atdshky are not so evident. Most of
them are in positive form, however negatives ase aked. The most common modal verbs
aremayandcan May usually indicates uncertainty, as in: Results manyv[16], Weigh
loss may vary. [19], where even though one is eomenended diet, nobody can guarantee
that they really lose weighitlay can carry not only notion of possibility but it calso help
to stir up action. This phenomenon is demonstratedhis food ad: When consumed at
work, they may cause incoherent speech, mind-wargland file-dropping. Inattention to
urgent emails and sudden loss of interest in spsbaets may occur. [28Can on the
other hand, usually expresses possibility andlg tee customer about further options that
the product or the company offer, e.g. Plus now, gan enjoy our new Protein Meal Bars,
Protein Snack Bars and SpecialX' Protein Water. [19] In some cases one can meet with
can suggesting certainty, as in: You can count on OBE438]. The intended message is
sent to reassure customers about the quality s@smdéthe product.

Another significant feature in food advertisingusage of phrasal verbs. They are
mainly used for the reason that they are able ty cetion of everyday speech and create
atmosphere of informality, especially with expressi like: put on [11], play around [36]
or check out [21]. Other used phrasal verbs inclimtk 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 finee in food advertising and they can
occur in different forms and tenses, including gesy actives, and passives. Modal verbs
are frequently used to express possibility or ulaely and phrasal verbs create notion of

informality.

From the morphological research, it is obvioust tifferent linguistic means are
commonly used not only to create level of infortyalibut also to influence potential

customers by carefully selected words with positte@notations, and to compare them



TBU in Zlin, Faculty of Humanities 36

with similar attributes of different products. la$ been proven that among the most
common techniques belong these two: contractiorcantparatives and superlatives.

The most crucial words in food advertising beld@aghese word classes: nouns,
adjectives, pronouns, numerals and verbs. All eé¢hwords can appear in different forms
depending on their characteristics. Notable pathem belongs to semantic field of food
and their main purpose is supposed to create tmesphere of informality and give

information about the product, either preparatiooharacteristics.
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5 LEXICAL LEVEL

From the lexical point of view it is intriguing find out how new lexemes enter into the
language of food advertising. The most common wags coinage, borrowing, clipping

and abbreviation, compounding. Most of them have feature in common, it is desire to
create the atmosphere of informality. All of theravl other means concerning the

influence on the reader. In this chapter functiohthese linguistic means are discovered.

5.1 Coinage

One of the most significant features of writtennfioof food advertisements is usage of
coinage. It is achieved by dashes that connecbtwnore words together and thereby form
new ones that are, in most cases, perfectly uratetable. Another way of word formation
is simple linking, usually of two words. These eeg®ions aim at gaining readers or
customers’ attention, thus the language of thesesaems to be innovative and compelling.
(Analysis of Advertising English Through Classifiicen)

The words express positive qualities of productare 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 onnmi@l style of writing only, but they are
one of means used for making text more attractnce@easing for reader’s eye. The main
reason for applying them is to draw reader’s aitv@nin order to read further information
about the product. Once this first battle is wod #me 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 consideretetdeading countries of the world’s
cuisine, their vocabulary is used to demonstratalityuof food products. They create
atmosphere of prestigious and highly evaluated fa®evell as draw customer’s attention.
Some of them describe qualities of food productstiqularly French ones, or they name
different kinds of food where English is in lacktbEse expressions.
entrées [26] sauté [27] creme [43] farfalle [27]

Borrowings are considered to be highly valuabdpeeially when we take into account

the fact that they carry different connotationsrmttiem. From the corpus it is obvious that
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borrowings in food advertisement should evoke thgh hquality of food. French

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

5.3 Clipping and abbreviation

Clipping is not found so often but there are somaeds of it. It is supposed to create
atmosphere of normal face to face speech and trerdaf leads to impression of
informality. Sometimes it is used in the type ofodoads which give instructions
concerning the process of food preparation.

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

Abbreviation, on the other hand, is used morengféspecially in food advertising of
ready-to-serve products. These ads resemble rettipesan be found in every ordinary
cookery book and as far as one follows instructitnesresult should be a delicious meal.
That is why expressions as following often occuwittten food advertising:
tbsp. (tablespoon) [30], tsp. (teaspoon) [30],(omnce) [30], 3-qt. (quart) [30]

The most common abbreviation found almost in evertiten ad isvww (world wide web)
so that all customers know where to look for furtinéormation.

These two forms of word formation are assumed &iertexts shorter and therefore
save the space as well as costs. It is easieedaler to go through a piece of text consisting
of 3 lines rather than 10 since customers and reaftee time is precious. The secondary

effect of using these two means is also notiomfafrmality.

5.4 Compound words
Compound words can be found often in food advagjsparticularly for the purpose of
showing the level of informality, as we they candasily detected in ordinary everyday
speech. The most common are compound adjectivem@nts but the interesting fact is
that compound verbs rarely occur in this kind of.ad
Compound adjectives:

* noun-adj: home-baked, honey-dizzled, mouth-wateflagor-packed, fiber-rich

* adj-adj: medium-high,

e adv-adj: all-new, all-natural,
Compound nouns:

« noun-noun: sunflower, heartbeat, meatball, lunchticatmeal, poppy seed,

e prep-noun: afternoon,
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It is clear that compounds are used to resemidecspbetween ordinary people in
order to create the same atmosphere. But theylsoeable to capture reader’s attention if

placed effectively.

It is obvious that entering of new words by clipgi abbreviation, borrowing, coinage
and compounding plays crucial role in written fooinfood advertising. Each means has
different functions but among the most common festbelong informality, shortage of
text, drawing a reader’s attention, providing ptdncustomers with further information

or usage of such words that carry connotation émth
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6 SYNTACTICAL LEVEL

Food advertising texts are special from the symalcpoint of view. This chapter deals
with different means of syntax and how their usage influence a reader. The most
crucial are punctuation, ellipsis and different dgpof sentences, voices and tenses.
Effective choice and combination of these means leare positive effect on potential

customers so that they can decide to choose thieyar product.

6.1 Punctuation

It is perfectly understandable that punctuation tkalse used in sentences, either complex
or simple for better understanding of the meaningveryday speech individuals can use
intonation, pauses or tone of their voice to cdatifie meaning and exaggerate key
information but in a piece of text one has to usiem@nt punctuation marks to make the
message clear. Punctuation in advertising is usedmly to serve better understanding but
also to add further information, give suggestiom®phasize benefits, ask questions and
many others.

The most common means of punctuation is the fap svhich cannot be omitted if an
ad consists of more than one sentence. Withoustafls the text would not be clear at the
first sight and this fact would influence a readerconsumer in the way of losing their
interest. Full stop, of course, is not found omiyhe end of a sentence but it can also occur
in different positions. Typical example in food adusing is referring to the website of the
company that produces the product where one canhsé&a more information about it, if
needed.

e soyjoy.com [1], www.bumblebee.com [26], nestle-sttom

Some slogans imitate and follow the structure ebvaddress 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 abdiews. This way is common in all
kinds of texts and in food ads they occur espsciathen giving instructions how to
prepare the food.

* min., oz, qt., [29, 30, 31], tsp. [30, 31], tsp1]

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

emphasized itself (different type of font, capifaad it fulfills the function of a slogan.
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Other commonly used punctuation marks are commbaghwusually separate
sentences, clauses or sentence elements (thewltypiallow adverbs). The purpose of
their usage is to make the text clear and whil@ingnit aloud commas also suggest a
pause.

» Before they realize it has 60% less fat, they'Wdaaten 100% of the bag. [10]

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

Dashes are found in food advertising as well. Taey mostly used to give further
information about the product and to stress itsligegs The sentence or clause that
precedes the dash carries the main idea and tbeviiot) information should support it and
thus convince the reader to purchase the product.

e It's amazing how rich and flavorful our kraft 2% lkishredded cheese is —

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

* Energized — without that extra weight dragging gown. [16]

The same purpose, to provide the potential customith detailed information, can
achieve usage of brackets and colons. However,jcapiph of the colon can be more
appealing for consumers and it contributes to leisision to take the action and buy the
product.

e It's right there on the bag: Chex Mix has 60% léststhan regular potato chips.

[10]
Brackets are usually found when the producer ageo give information or tips and
so it carries informative function.
e 2 cans (about 12 oeach) tuna, drained [30]
* abunch of bowls (for the perfect group snack) [33]
Colon is also used for giving more examples os tipw customers themselves can
improve the product by adding or replacing paracuhgredients.
e Choose from three delicious flavors: zesty GarlidH&rb, smoky-sweet Barbeque
or savory Southwest Seasonings. [26]

e For cheese lovers: Add 1/2 cup shredded Cheddarth& soup and omit the soy
sauce. [31]

+ Substitution Options: Use Campbef’88% Fat Free or 25% less Sodium instead

of regular soup. [30]
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Bullets are not used very often in food advertgsbut there are some traces. They
usually provide potential customers with tips havenjoy the product and make it taste
better.

* Serve itin a fun dessert glass.

» Accessorize with fresh fruit, such as strawberrigsnana slices, blueberries or

raspberries.

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

Even though quotation marks do not occur veryroiitefood advertising one can find
them in some cases. They can be used for exagggdtparticular words or in traditional
way for a direct speech.

* s it “Creamilicious Orangetastic” or “OrangeisgbCreaminess?” [45]

* “Toasted is always in Good Taste” George Hamili#h] [

Question marks and exclamation marks cannot beréghas well. Most of them
indicate the fact whether the sentence is intetheg@r imperative but the meaning of the
sentence does not have to be so clear. It can different functions from exaggerating to
their basic function: giving orders or asking quoass.

It is assumed that punctuation can cover and eehdfferent functions in food
advertising. The primary function is to make theamag clear to potential customers and
send the message effectively. Other functions aaneliaggerating of qualities, giving

further information, advising and providing tips.

6.2 Simple and multiple sentences
Sentences in food advertising tend to be simpléerathan multiple. (Analysis of
Advertising English through Classification) Thewbhao be clear and easy for readers to
remember in order to recollect them without anybpems. If they are too long nobody will
read them. Moreover, try to remember them. Howeniltiple sentences are found in
food ads as well but not to a large degree. Abbatd4ame number of compound and
complex sentences occurs in food advertising. Mbsbmpound sentences are connected
with the conjunctiorand but other conjunctions are used too.

e Mix one cup of marshmallows and one cup of walnwith Duncan Hines Milk

Chocolate Frosting and spread generously on cdwlteanies. [32]
The most common conjunction in complex sentencesbefore and whemeforecan

suggest an uncertain period of time or it can veaistomers in a way of notice.
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» Flavor-packed choices like these mean you won’tbgeéd before you reach your
goal. [16]
» Consult your physician before starting any die¢xgrcise program. [19]
Whenis often used in meaning dfand expresses condition. In these cagasncan
be substituted withf, sometimes change of structure is needed, withoyt effect on
meaning.
* When consumed at work, they may cause incoheresgcsp mind-wandering and
file-dropping. [28]
It is obvious that both simple and multiple sestsncan be found in food advertising,
nonetheless, simple sentences occur more frequantigler to send the intended message
directly and with the clear meaning. From multipentences either compound or complex

sentences are used and the number of them canrpacable.

6.3 Active and passive voice
Active voice is used almost in every food ad sit@@n address more potential customers
directly and while reading it they can feel thagythare taken into consideration as well.
This kind of voice is typically heard in common eemsation and usage of it suggests
notion of informality and it sounds naturally. Usagf 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 beacld][1

Concerning the passive voice, the most commonsphteat occurs in food advertising
is are/is made withwhich is supposed to inform about high qualityredients used in
production of the particular food product.

« New TOSTITOS Multigrain Tortilla Chips are made with the whaese

goodness of four grains. [3]

* They're made with 100% pure sunflower oil. [13]

It is clear that active voice is found to a ladggree in food advertising, mainly to
draw the attention as it sounds informally and radlyy On the other hand, passive voice
occurs rather rarely and if it does, it is usualbynected with production of food — is/are

made with.
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6.4 Tense

The most frequent tense that can be seen in foeertaing is present simple due to the
fact that it does not refer to exact period of timed so it can send the message
independently on it. This way the ad creates tleéirfg that it is still current for potential
customers and at the same time it can motivate dlesire to buy the product.
* With a variety of great tasting whole grain brea@spweat is the perfect fit for a
healthy life. [6]

Nonetheless, different types of tenses are alsadan food advertising, especially
future simple. It is mainly used for assuring custos of the future situation, e.g. quality of
products, ingredients... Frequently, it is connectatth high quality of products that will
not be changed in the future and some of them lsancanvince readers.

« And a good taste is what you'll find in every bdd-ay’s brand potato chips. [18]

There are some traces of present perfect, pagtiesi present continuous or present
future perfect but these tenses occur very raradlyanly occasionally. Past tense is usually
used for potential situation that customers cowadehexperienced and it is connected with
current problems in society, e.g. obesity and hoWose the weight. Further reading of the
food ad informs customers about acceptable sokition

* Did some extra weight sneak up on you over thesyeHI6]
e Morning got you down? [43]

It has been proved that the most frequently usadet in food advertising is present
simple which expresses continuity and thereforgives feeling of current information.
Future tense cannot be ignored as well, even thdugmot used so often. In most cases it

serves the purpose of assuring customers of quidlyoducts.

6.5 Ellipsis

Ellipsis is a part of everyday speech and due itoftct it is used in food advertising to a
large degree. It does not only make the ad sourme maturally but it can also save some
space. Language of advertising is special — evengh it is in written form it carries a lot
of features of informal and spoken language. Thesage to potential customers should be
clear in order to make them understand it propeBlybject is typically avoided while
describing a product that has already been mermttiohgpical examples of expressions
omitted in written form of food advertising areidt we are, they are.

* High in protein, vitamins and minerals. [4]
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« Introducing new Nature Vall&Cereal, with honey-drizzled flaks, crisp rolleda
and huge crunchy chunks of Nature Vall&ranola Bars. [8]

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

Another common case of ellipsis in food advergiss leaving out the expressitimat
is/are The message or information is perfectly undeddate without using it and it
sounds more natural.

* Crunchy pecans with toasted whole grains, plumgnmaiand dates, inspired by the

delicious taste of homemade. [40]

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

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

customers to read the food ad.

6.6 Interrogative sentences

Interrogative sentences are commonly used in falveréising and they can serve different
purposes. One of the main is to draw attentionli€dity Features of the Advertising
Slogan) of a reader but they can also make themk tifi what is the best from the product
range offered on the market. Even though somerogative sentences ask a question, they
do not expect the answer and it is up to a readanswer it. Some of them do not follow
the structure of questions but they are ended avihestion mark. These sentences are also
used to provide a potential customer with the smubn questions connected with their
current situation by answering it and giving readza arguments.

« Did some extra weight sneak up on you over thesge@ry the PoStEat 2 Lose 10

Plan". [16]

The most frequently used questions from the whobeip are wh-questions which use
especially these expressionghat andwhy to exaggerate characteristics of food products
and therefore they can motivate customers to takeadttion, some of them by answering it.

« Why Boca Burger? Because protein bars and ketamimpn’t mix. [9]

* What's the difference between making a resolutioth keeping one? the difference

is K[19]

Declarative questions are found in food advergi$oo but their structure is not typical.
As most of the questions, they also make their mi@te customers think of a possible
answer.

* Think you know one of the healthiest names in simgck[12]
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* Not big on raisins and dates? [40]
Interrogative sentences, such as yes-no questibesgrical or exclamatory questions are
used in food advertising but they do not occur \atgn.

It is supposed that interrogative sentences sheaftde the purpose of asking for
solution and exaggerating qualities of food produdthey also draw attention of readers
for if a question occurs customers are curiousli€dity Features of the Advertising Slogan)

and they want to find out the answer.

6.7 Imperative sentences

Imperative sentences are commonly used in foodrasivegy and one can see them almost
in every single one. They fulfill different funchie but the most significant one is to
motivate and possess reader's desire to own thecylar product. Imperatives can
influence potential customers through their ematiand due to this fact they can decide to
try the particular product. Subject in these serdens not expressed and the target group is
customers that are addressed directly, as if tbeesuwasyou Imperative sentences can
arouse customer’s curiosity to find out more alibetfood product and they also give tips
where to find the further information.

» Look for inspired snack ideas at ritzcrackers.c88H]

Some imperative sentences focus on customertsi@gtiand they try to change it by

giving reasonable explanation about characterisfitBe food product.

* Eat like you mean it. Say no to preservatives. Aetleve in naturally nutritious
nutrition bars. [1]

Imperative sentences also suggest ideas how dy enjmprove your food and how to
change it to make it better.

* Follow this helpful recipe to make your next mowuight with friends a hit. Gather
your fellow movie-lovers and enjoy one of your fat® films with the classic big
cheese snack, chee?:if33]

Some imperative sentences influence customer®lbggt them directly to take the

action.

* Try New Honey Bunches of Oats with Cinnamon Clusstig5]

It is clear that imperative sentences are fredyersied in food advertising and their main
function is to motivate customers, to stir up tha@sire for the food product. Food ads can

suggest improvements or they can simply try to ghahe attitude of a reader.
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It is evident that syntactic structure of writtesod ads is special in their form and
purpose that they can fulfill. The most significdeatures are: referring to non-specified
period of time, clarifying of the meaning, drawipgtential customers’ attention, saving
space, giving solution and imitating everyday speiacorder to make the ad sound more
naturally. These effects are achieved by usage iftérent means, such as: ellipsis,

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

The aim of my bachelor thesis was to illustrate thlationship between the choice of
language and promotion and consumption of foodfitsexplained how the fact that food
is needed every day affects the choice of langwdgeod advertising and how such a
choice influences potential customers. The mostnsomphenomenon in food advertising
IS to create the atmosphere of informality.

From the research it is obvious that different ngeare used to gain the attention of
readers and to stir up the desire to buy the péatiproduct. These means are explored on
morphological, lexical and syntactical level. To keaahe research understandable for a
reader it was necessary to choose and explain ¢isé snitable definitions. In the research,
it has been proven that the relationship betweenctivice of words and structures and
food issues in society exists. It is obvious thaweatisers pick the particular words and
structures with intention to influence readers kadcting to thorny issues is also quite
common feature of food advertising.

As it is evident from the practical part, the mostnmon phenomenon in all food ads
is the atmosphere of informality. Different kindk limguistic means are used but | have
described just structure of words, words and stirecbf sentences. Since food products are
so common the language of food advertising resesnthles fact. It tries to reflect the
language of everyday speech which is more undetatd@ for common people. In the
research there are described the most common désafaund in the language of food
advertising and the impact they have on a reader.

On the basis of this research it would be intergsto do the comparison of the
language of food advertising and language of diffetype of advertising, especially of
products that are not used daily. Such languagesgdwdbffer in relation to the target group
of customers. Another idea that comes from thisaesh is to analyze language of food

advertising concerning different types of food prot.
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APPENDICES

Pl Printed food ads.



PRINTED FOOD ADS

APPENDIX P |
Food ad [1]

US Weekly April 23, 2007



Food ad [2]
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Food ad [3]

Four wholesome grains.
One great-tasting snack
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People July 10, 2006



Food ad [4]

. Lose your goal and you have lost your way:
v Eata badrenergy b¢n lose your lunch.

igh in protein, vitamins and mmér} Is. Evg(ything you expect
: ol expect from SNIGKEHS?

People July 10, 2006




Food ad [5]
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Food ad [6]
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Food ad [7]

Rest assured that Russell Stover,
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Food ad [8]
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Food ad [10]
-

It's right there on the bag: Chex Mix hus 60% less fat than regular potato chips.
But just ane tuste of that crunchy, mouth-watering mix, and words won't matter.

US Weekly October 16, 2006




Food ad [11]

starred in the designer’s fall
2006 ad camipaign. “When
Iggy said yes, it was like, ‘Oh.
my God, we've arrived,””
says Varvatos. “He’s
like the godfather of

¥ punk.”
The two men
honded after sharing

“old stories from
Detroit,” and Pop
regularly wears Var-
vatos’s clothes. “It’s
gratifying that my
icons growing up
have alotof respect for
whatTdo,” suys Varvatos,
“The biggest turn-on is
seeing people wholove to
wear your clothes.”

By Molly Lopez in New York
City
Varvatos outfitted Joaquin
Phoenix in a black virgin
wool suit for the 2005 GQ
Men of the Year Awards.

ASIE KEEHANISIPA

FROM LERT. JOHN SCIULLWIREIMAGE; STE

« THE SUIT Varvatos doesn’t want any client to
feel “like he's wearing a penguin suit. He should
feel sexy.” Right now, that means a one- or two-
button jacket with “a narrower lapel versus a wider
lapel,” and slim-cut pants with a flat front, as seen
above on David Arquette, whom Varvatos dressed
for the Golden Glabes,

» THE SHIRT There’s a little flexibility here, with Var-
vatos suggesting “either a straight or point collar, with
a pleated or plain frant.” There is, however, one
absolute: “French cuffs, for sure.”

« THE TIE Most men should stick to “a skinny tie in
black or silver, or a bow tie.”

+ THE SHOES “No patent leather!” Varvatos says.
Instead, he recommends “either an elegant slip-
on shoe or a simple black tie-on shoe,”

People March 5, 2007
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NAVIREIMAGE: NICHAEL CAULFIELD/WIREMAGE

FROMLEFT; LESTER COF:

Jack Whites

requested
higvest; :
hirt and tie
rom the & 4

of the desi;
who, as a kid, fell asleep most nights

listening to Led Zeppelin on his head-

phones. After a brief, requisite foray
into rock—he played guitar and sang in
ahigh school band—Varvatos “got very
into clothes, because music has a big
influence on fashion,” he says. Even so,
he didn’t start as a designer: In 1977,
after graduating from the University

Presenter Lule
Wilson went witha
classic pavy suit.

of Michigan in Ann Arbor, Varvatos

continued his job working as a sales-
man in men’s stores, eventually moving
to Manhattan to become vice president
of sales for Ralph Lauren in 1983.

Tt was only then that he began to for-

mally study design, taking night class-
es at the Fashion Institute of Technol- -
ogy. In 1985 his penchant for mixing
vintage and contemporary clothes
caught the eye of Lauren himsclf, and
at 29 Varvatos landed his first gigas a
designer. A stint as men’s designer for
Calvin Klein (during which he
launched the CK brand) followed,
beforc Varvatos branched out on his
own in 1999. “It was a period of time
when everything was black,” he recalls,
“Ithought, ‘If there’s ever a timeto do
something different, it’s now.’”
Celebrities agreed. In 2003 he out-
fitted Taye Diggs and his groomsmen
for the actor’s wedding, and later that
year Hugh Jackman wore Varvatos’s
line while promoting X2: X-Men Unit-
ed. Even so, Varvatos—who lives in
Marhattan with wife Joyce Zybelberg,
42, acontemporary art consultant (he
has two kids from a previous marriage,
Lyndscy, 20, and John Jr., 22)—says
he can still feel alittle starstruck when
meeting some of the rock heroes from

_his childhood, like Iggy Pop, who

People March 5, 2007
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ECTIOM RIGHT:

FAN KHANJLOS ANGELES TiMES

People March 5, 2007
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Did some exira weight sneak up on you over the years?
Try the Post® Eat 2 Lose 10 Planr Replace 2 meals a day,

each with a bowl of a tasty Post® Healthy Classics Cereal,
as part of a reduced-calorie diet and exercise program.

Lose the fat, not the muscle. It’s good for your
heart, and good for your body. Drop up to 10 Ibs in 12
weeks. And up to 3 inches from your waist*

Variety breeds success. Flavor-packed choices
like these mean you won’t get bored before you reach
your goal. These hearty, fiber-rich whole grains are as
satisfying as they are delicious.

Feel like you did 10 lbs ago!" Energized — without that
extra weight dragging you down. Answer the call. Start the Post
Eat 2 Lose 10 Plan today.

See box for details, or go to Eat2Lose10.com
“Results from a study by a leading cardiologist; 50% of subjects lost 10 or more lbs. Average weight loss 11 Ibs.
e Consult your physician before starting any diet or exercise program. Results may vary. © 2006 KF Heldings.

People July 17, 2006
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People December 25, 2006

a ég,’.’l find jn every hag 55‘Léy’é® brand p’}otksv{’tov
¥ 00% Pure Sunflower Oil. They have gl the
1.50% less saturated fat than regujar. potato chips

Thins hava 10t ttef ot and 30 saturated fat par 1 02 sorving. LAY'S patata chips
70056 purc sunflower oil have 10g Lotal fatand 19 saturated fat per 1 0z2. serving.
'S Logh are trademarks used by Frito-Lay, Inc @ 2008 Frito-Lay Morth Ameriga, g,




Food ad [19]

FS/RITOIN SOLHANA Q1N LSOFSMOYrd HIEOA RYIMEELITT 0L KO IEMD0T

\
i
i
|

*Consult your physician befwe siaring any diet or exarclse program. Average welght loss when replacing meats wilh hwo ceredl mecals Is & pounds. Weighl loss may very., h 9
h b i
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]  Serve up more SHOUT OUT LOUD-able lunchtime fun for your k

§ check ot all of pur nutritional i‘mprpvemept‘s at‘lundhablggmom com
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MAX isn't just forspace walkers, -
deep sea dwellers and rainforest
critters anymore, Superman

“Returns’s the latest Hollywood film

to'simultaneously screen in conven-
tional theaters and the extra-large

" format once best known for nature

- documentaries. Apollo 13 was the

first blockbuster o hit the very big

“screen in'2002, but IMAX struck its

most sizable box-office jackpot with
a 3-D versionof 2004's The Polar .

- Express, which qrossed over $45 mil-

“lion domestically in‘two releases.”

What's the draw? “With bigger TV *:
screens, video ‘gamnes and DVDs, the
publicwants something different to
get off the couch,” IMAX co-CEQ

& Rlchard Gelfond says. ForSuper— :
man, IMAX audlenceswdl put on :

" Big Thero: Superman Returns will open in11TIMAX theaters worldmde.

glasses to view four 3-D scenes totalmg
20 minutes, including a rescue
sequence with a plummeting plane,
Who will be next to fight evil in 3-D?
Harry Potter and the Order of the
Phoenix, due in 2007, will likely have
3-D segments, insiders say, and execs
are mulling the idea for Spider-Man 3.

And IMAX has three ani
films on tap Iate_r this ye

Then there’s the wish list. ] think
you!'ll see some rereleases in 3-D,"”:

would be Indiana Jones. Or ET
—KRISTEN MASCIA o

Bully, Open Season and Happy Feet, . = '

Gelfond says. “My personal favorite *; i

SO VM

Olcemak®2003

Turkey & Cheese
Sandwich

Ham & Cheese
Sandwich

Yogurt with Granola

THE NEWEST CHOICES ON

People July 10, 2006

THE WENDY’S" KIDS’ MENU

An escape frum the typical

. kids’ mea! thls menu has Itall.

/ Do what tastes rlght

Enter for a chance to

.~ Movie Gashw.or
- Wendy's Bucks: Go to

S WWWLCOENCrIave: . om

E57 on March 4, 2006 and ends st 11:58:59 M, EST on.
October 15,.2006. For complcta Olficial Hufes, visil
. omefraves.coin, Yoid whero prohibited.

win a DVD, hook, CD, .~

N PURCHAGE NECESSARY. Open o legal U3, iesidents - ¢
18 years or older, There wil be a Lotal of 4 Instant Win
Gares & Sirespstokes. Game begins al 120001 AM,




Food ad [23]

¥ Onceina Lifetime: The
Extraordinary Story of the
My York Cosmos Anentertain-
ing documentary looks at the brief glory
days of pro soccer in the U.S;, focusing
on the rise and fall during the '70s disco
& era of the flashy New York Casmos team.
Star player Pelé is much mentioned, but

nixed an interview, (PG-13} % * *

; TMGTHY.

FROM LEFT:

ey CHARAETER m@w Pm m‘arrled Wit
: chlldren Lets start’ there I l|k<

hopplng She hates shopplng [love'it:
WHAT WAS T LIKE WORKING

People July 17, 2006
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DLD FASTIIONED

HAMBURGER

People July 17, 2006
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THE WAY

Star November 28, 2005
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Gethooked on Bumble Bee’
m a whole new way.

. Introducmg Bumble Bee’ ane Fillet Chlcken Breasts
Mmst dehcmus chlcken breast entrées. From pouch to plate in 30 sec nds' i

Spend less time preparing your meal and fora time enjoymg
twith Bumble Bee Prime Fillst hicken Breasts: Moist:
nd tender whole chicken breasts: that are pre-seasoned
nd ready-to—serve in:30- seconds; Just add yaur favorite
side dishes and yolir meal is complete. Choose . from -
three delicious: flavors: zesty Garlic & Herb, smoky-sweet
arbeque or savory Southwest Seasonlngs You: canfind
‘these delicious chicken breast entrées in the canned
una and chicken section of your favorite grocery store.
- One bite and you'll discover what the buzz is-all about
©2007 Bumhls Bee Foads:LLC e o

OK! March 12, 2007

Wwwbumblebse.com.
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People March 5, 2007

‘St st
ey

CAUTION Contenis are exiremely deliclous, When consunied at work, they
may cause, incoherent speech; mind-wandering:afid file-dropping: Inattention,
to lrgent emails. and sudden-loss of: Intérest in spread-sheats may occur.
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A unique combination of swaet fomato taste and savory italian seasonings is inside every jor of Prego®

 Italion sauce: So you don't need to add thing fa fiven up any Italian: digh.

People March 5, 2007

Prego® Easy Meatball Pdrmv Hero

;Prep: 5 min. Cook: 25 min.  Makes: 4 sandwiches

2 cups: Prege® Traditlonal Halian Sauce
16 (1 0z aach) frozen cooked meathalls
4 long hard rolls; split

1 cwp shredded: mozzarello cheose
Grated: Parmesan: choose -

1. Heat: suuce and medathalls in 3.gt. saucepan over medivm-high
. heat to a hoil. Reduce heat to low. Cook for 20 mir. or until meathalls
- are heated through, stirring occasionully:

¢ mesthalls and sq

+ MAKBUP TONYA NLANG/MARK EDWARD INC.
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2 cans (10 3/4 or. each) Campbell’s@ Cream of
Mushroom Soup

l.cup milk

drtired i CoringWate s Casual Collections avaitable ac ivwiscorni

: L : rea"‘ "
Mm! ! Good! ~m\§shr00“‘,

People March 5, 2007
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St a colorfil ]/é s

e pipper with the soup, :
/l/;{ //erczgu s/:rs{p{cl{

Y sonp anf osmit b q‘sb_;/ suice

People November 13, 2006
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Ih.ll\ll\l.’, th lmr for your Lmul)‘ trust Duncan Hibes.
Bm\vmu ‘lnd Duncan Hines Frosting:
tional, froseed braw nic récipes;

LCOm. : D006 el Ciroup (i

People November 13, 2006
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"sBup|oH I3 50029
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YOU GUYS WON'T LAST A MINUTE OUT HERE!

INTRODUCING THE GOODNESS OF

US Weekly April 23, 2007
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—

Cheyenne Kimball

The Day Has Come

d This overachieving 15-
year-old—who prevailed as NBC’s
America’s Most Talented Kid at 13 and
now stars in MTV’s Cheyenne—willwin
over even the meanest girls with a pop-
rock debut that beats anything by
Ashlee, Hilary or Lindsay. Kimball plays
guitar and cowrote every song, strong-
ly suggesting that her dayhas come the
old-fashioned way.—c.a, % * % &

¥ DOWNLOAD THIS: “Hanging On”

ELLAN: JILL DAV A/STARTRAKS

FROMTOP. STEPHEN LA

blues ocker “Wear You Down at
“ newboherians.comn. o
MARIC VAZQUEZ (|eft) the
American Idol dropout resurs::
<faces with the heartfelt ballad
+ *Gallery,” at I Tunes, com
SIOHMN MAYER channels Crtis’ o
Mayfield on*“Waiting ori the World
to Change,” a funky preview of his
upcoming CD, at iTunes.com,
JURABEICR the alternative hip-
hop act, teams up with the Dave
Matthews Band on the uplifting”
“Work It Out,” at buymusic.com.

People July 17, 2006

OH, I WiSH_
tHiS Bite CoulD Last
foReVeR.
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or the Latest Photos, News and Gossip
Updated 24 Hours a Day

IT’S FRE

* (NoSign-Up Neede)

OMLEFT: SPLASH N
\CIFIC COAST NEWS; KAZDEN,

" cLockviISE FROM BOTT
JOHNETONE/PA

< wwiNabiscoWorld.com: - wwwihraftoods.com -

People July 17, 2006
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od whole grains, plump raisins and dates, -
aste of homeade. Not bigon raisins and dates?

with jis crunchy pecans,.

corsal provides 29 g of Wholéﬁrain.  ©2008 KE Holdings.

People December 25, 2006
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EM&?EEBE&RY
POPEYSEE, D
hY

RED RASPBERRY V|NAIGRETTE WITH POPPVSEED DRESSING.
DAZZLING RUBY RED HUEs AND FLAVORS TO.MATCH:. A GREAT BURST
(13 TANGIN!—:s_s "WITH BRlGHT RASPBERRY TONES.. TANTALIZING ON
THE. PALATE, CRISP. AND BRILLIANT, ‘NOT UNLIKE YOUR'SALADS.

People July 17, 2006
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Morming got you down?
Try new Nestle Stixx. 5 erispy wafer sticks filled with a smosth créme widtie and dippett in Nestlé® chocolate, Give your afternoon a lift
: vith now Nestlé Stixx

People July 17, 2006

nigstle-stixe.con
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Vanity Fair October 2005
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Cosmopolitan August 2007
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