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Abstract
This article deals with the multimodality in modern English-language advertising. The influence of
advertising on consumers has been a subject of many investigations among linguists. In this present paper, |
build on the theoretical and practical data gained by researchers who studied virtual influencers in
multimodal advertising, discussed the unique characteristics of the suggestion realization strategies in
political advertising, evaluated advertisement discourse influence formula in terms of positive and negative
orientation of the advertisement, investigated various functions of different contact languages in advertising,
the phenomenon of multimodality in the Polish advertising of pharmaceutical products with the audio-visual
spots. Scholars also used a pragmatic approach to advertisements in Britain and Japan and conducted a
multimodal discourse analysis of malaria drugs advertisement. However, the role of multimodality in the
context of pharmaceutical advertising remains understudied. Advertised pharmaceutical products have an
impact on human consciousness. Misleading or inaccurate information can seriously affect consumers,
including adverse health outcomes. The unique nature of pharmaceutical advertising makes pharmaceutical
advertising different from other types of advertising, like political or consumer advertising. The material for
this study consists of 500 samples in both paper and electronic formats. | hypothesize that the multimodal
character of pharmaceutical advertising, incorporating both verbal and non-verbal elements, significantly
enhances its persuasive impact by influencing consumer emotions and encouraging them to select specific
pharmaceuticals. To prove this hypothesis, | identified patterns of interaction between verbal and non-verbal
components through the prism of words, images, signs, and symbols. In this research, a multimodal approach
allowed to uncover both the intended meanings and the subtle manipulation tactics used in pharmaceutical
advertising.

Keywords: advertising, advertising text, multimodal text, multimodality, pharmaceuticals, pragmatics.

1. Introduction
Throughout the 20™ and 21% centuries, defining the concept of advertising, its structure, and
functions was among the scientific interests of many researchers. At the beginning of the 20"
century, advertising was defined as a medium through which one mind seeks to influence another
(Le Roy, 1921, p. 6), special pleading (Rorty, 1934, p.12), etc. Advertising is a complex issue with
numerous facets that has been attracting significant attention from scientists worldwide. Scholars
focus on a variety of characteristics of advertising, including gender, structure, stylistic, cognitive,
sociolinguistic, cross-cultural, and onomastic elements. In the late 20™ century, advertising
researchers described advertising as the structured and composed nonperson communication of

© Nasakina Svitlana, 2024 ‘ @ @



https://periodicals.karazin.ua/cognitiondiscourse
https://doi.org/10.26565/2218-2926-2024-29-04.
mailto:sveteacher@ukr.net
https://orcid.org/0000-0002-8288-0405

56 ISSN 2218-2926 Cognition, communication, discourse. 2024, # 29

information, usually paid for and usually persuasive in nature, about products (goods, services, and
ideas) by identified sponsors through various media (Arens, 1999, p.7). Beyond traditional media
such as newspapers, magazines, radio, TV, outdoor advertising (billboards, posters, flyers, etc.),
some areas wWhere advertising is also used appeared. There is advertising in social media — Meta,
Instagram, TikTok, etc., on websites, advertising within mobile applications.

Advertising in printed form is a type of communication that informs the audience about goods
or services in an appealing manner using words or images. Three essential elements form the
foundation of pharmaceutical advertising. First, it reflects, to some extent, human civilization’s
perspectives on health-related issues. Secondly, the link between pharmaceuticals, science and
medicine creates an associative relationship between advertising and scientific language. Thirdly,
the promotion of medicines differs from that of consumer items because pharmaceutical advertising
is associated with the concepts of life and health, which have always been among the most
significant to people.

On the one hand, advertising assists customers in selecting wisely from the range of options
available to them. On the other hand, persuasive strategies are used in pharmaceutical advertising to
convey to potential buyers what medication is best for them. It was stated in the earliest guides on
producing successful advertising that drawing the consumer’s attention is the first step toward
persuading them to purchase the goods. AIDA (Attention, Interest, Desire, Action) is a well-known
formula that later reflected the role of advertising (Vilanilam & Varghese, 2004, p. 11). AIDA states
that advertising should draw the recipient’s attention, pique their interest in the advertised good or
service, and motivate them to buy it.

Printed advertising conveys messages through semiotic complexes. Belova (2021, p. 15) states
that “lately verbal and semiotic acrobatics in advertising is not limited to persuasion, an inherent
characteristic of ads; it is used to provoke admiration, amazement, wonderment, so called wow
effect.” It is worth mentioning that because of the lack of a unified approach to the definition of
advertising, there is no generally accepted opinion on the structure and number of advertising text
components. There are a lot of approaches to the number of the main components of the advertising
text (Blakeman, 2004, pp. 52-58; Shah, 2010, p. 230). In some instances of pharmaceutical
advertising, the number of components may be different. In certain situations of pharmaceutical
advertising, a concise message can be conveyed effectively through just a headline and illustrations,
without any additional components (Ward, 1999, p.12). In my research, | follow Edelman (2009,
p.141) who considers such components of advertising text as the headline, illustration, body copy
(main text), slogan, product name, and standing details. As Baudrillard (1998) claims,

Every image and every advertisement imposes a consensus between all the individuals
potentially called upon to decipher it, that is to say, called on, by decoding the message, to
subscribe automatically to the code in which it has been couched.

The primary goal of pharmaceutical advertising is to attract attention and create demand for
advertised objects; according to Cook (1992, p.177), the advertising seeks to achieve contact
between reality and fiction, sending and receiving, characters and consumer, fantasy and fact, for
the passage of product to be feasible. | agree with Jabbar (2022, p. 40) that one of the goals of
pharmaceutical manufacturing companies is to design a distinctive logo, type and color of font, and
a prominent size, as well as the use of colors as a background for the brochure to be prominent, so
that the brochure appears in a distinctive marketing way that persuades the customers and attracts
their attention to the product.

In a world saturated with pharmaceutical advertising messages, multimodal texts help a
pharmaceutical company stand out from the competition. Because of this, the need to stimulate
attention to the product leads to multimodal advertising, and by engaging multiple senses,
advertisers create a stronger impact on the recipient.

The object of multimodal research becomes a variety of discursive spheres, such as English
advertising texts (Zhang, 2017; Bezuhla, 2019), English-language comics (lvasyshyn, 2018),
virtual influencers in multimodal advertising (Belova, 2021), social media (Shevchenko, 2023),
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picture books for children (Bieliekhova & Tsapiv, 2019), short fiction (Vorobyova & Lunyova,
2020), multimodal construction of negative emotions in film (Krysanova & Shevchenko, 2021),
political multimodal media texts (Shevchenko, 2024), the phenomenon of multimodality in the
Polish advertising of pharmaceutical products with the audio-visual spots is discussed (Szwed,
2020), a multimodal discourse analysis of malaria drugs advertisement (Olowu & Akinkurolere,
2015), etc. According to Kress (2001, p.20), multimodality highlights that meaning is not derived
from a single mode in isolation but from the complex interplay of various modes working in
concert. Although advertising researchers have extensively researched multiple facets of
advertising (Belova, 2021; Bezuhla, 2019; Cook, 1992; Kovalevska, 2020; Kutuza, 2014; Lee &
Johnson, 2005; Leech, 1966; Messaris, 1997; Piller, 2003; Tanaka, 1994, etc.), there remain under-
researched aspects, such as the multimodal characteristics of pharmaceutical advertising.

The objective of this study is to analyze pharmaceutical advertising texts in English through
the lens of multimodality. To achieve this goal, | have outlined the following tasks: to find out the
verbal and non-verbal components of the printed English-language pharmaceutical advertising; to
identify the functions of verbal and non-verbal components of the pharmaceutical advertising. The
research hypothesizes that the multimodal character of pharmaceutical advertising, incorporating
both verbal and non-verbal elements, significantly enhances its persuasive impact by influencing
consumer emotions and encouraging them to select specific pharmaceuticals. Previous
investigations into the genres of pharmaceutical advertising (Nasakina, 2018) and the functions of
proper names within this context (Nasakina, 2020) inspired the hypothesis that the multimodal
nature of pharmaceutical advertising, combining verbal and non-verbal elements, significantly
contributes to its persuasive effectiveness by influencing consumer emotions and encouraging the
selection of specific pharmaceuticals. Effective pharmaceutical advertising often leverages
emotional appeals to resonate with consumers' feelings, such as happiness or relief from pain.
Visual techniques can significantly enhance the persuasive power of the advertisements, making
them more memorable and impactful. According to advertising researchers, visual images can have
three main functions in an advertisement: they can arouse feelings by making a natural person or
object appear more natural; they can act as photographic evidence that something actually
happened; and they can create an implicit connection between the product being sold and other
images (Messaris, 1997, p.vii).

The object of this research is the printed pharmaceutical advertising texts.

The subject of this research is the verbal and non-verbal means of meaning making in
multimodal—verbal and pictoral—texts of advertisement.

Advertising belongs to mass media multimodal texts. Kress (2001, p. 4) defines multimodal
texts as making meaning in multiple articulations. Zhang (2017, p. 171) points out that “a variety
of modes are often used in the advertising strategy,” but “the majority of information is still
transmitted in language mode and image mode.” According to Nikiforova et al. (2023, p. 87), “the
multimodal approach to text and illustration investigates them as a combination of reciprocally
connected modes.” The target audience for pharmaceutical advertising typically does not evaluate
verbal and non-verbal elements independently. As a result, copywriters purposefully integrate these
components to effectively capture the audience’s attention.

Printed pharmaceutical advertising demonstrates multimodality, characterized by the
integration of visual elements—including images, colors, and graphic techniques—with verbal
(textual) components. This study investigates the synergistic interplay between verbal and non-
verbal elements in pharmaceutical advertising, analyzing how these components capture audience
attention and influence product selection.
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2. Method and data
Pharmaceutical advertising frequently employs emotionally charged language to accentuate the
positive attributes of medications. This language suggests that the product can alleviate health
concerns by focusing on consumer anxieties and aspirations.

Pharmaceutical advertising text is characterized by semantic precision. Conversely, images in
advertising can create associative links in the minds of consumers, possess persuasive power, and
enhance a manipulative effect by appealing to the consumer’s perception at a subconscious level.
Furthermore, visual elements can strengthen attention to the written message and improve
memorability. Images add dynamism to English-language advertising messages, rendering them
more engaging for consumers.

Additionally, they introduce ambiguity into the overall meaning of the advertisement, often
enhancing consumer interest. The multimodal advertising format enables advertisers to utilize
diverse persuasive strategies, and the interplay between verbal and visual components within
advertisements is instrumental to their compelling efficacy.

The methodological foundation of this research is a set of the following methods and
techniques: the continuous sampling method, general scientific methods of systematization, analysis
and synthesis, induction and deduction techniques, and the descriptive method. Among the unique
linguistic methods, multimodal analysis and semiotic and pragmatic approaches are involved.

The multimodal approach assumes that today, any analysis can no longer rely only or mainly
on language if it is aimed at interpreting the meaning of a text or a communicative event.
According to Barthes (1988, p. 177), the more duplicity an advertising sentence contains, or, to
avoid a contradiction in terms, the more multiple it is, the better it fulfills its function as a connoted
message.

The socio-philosophical paradigm conceptualizes advertising as both a form of mass
communication and a process of meaning transmission. The cultural manifestation of these
meanings is a myth, rooted in the archetypes proposed by Jung (1991). The works of Barthes
(1957), McLuhan (2013), and Baudrillard (1996) form the theoretical foundation for this analysis.
Any advertising creates a universe of signs without referents, which form a unique semiotic matrix.
As Baudrillard (1998, p.88) claims,

Advertising as a whole has no meaning. It merely conveys significations. Its significations
(and the behaviors they call forth) are never personal: they are all differential; they are all
marginal and combinatorial (highlighting — J.B.).

In this study, | posit that advertising, as a component of social semiotics, represents a significant
aspect of a broader semiotic system. According to McLuhan (2013), the steady trend in advertising
is to manifest the product as an integral part of significant social purposes and processes. Within the
pragmatic aspect, advertisement is considered an action that connects communicants—the author
and the potential buyer. According to the researchers, nowadays, a cognitive-pragmatic approach
satisfies the need of linguistics to complement the cognitive approach with pragmatic and socio-
cultural dimensions of inquiry (Shevchenko & Gutorov, 2019, p.302). The pragmatic focus of the
advertising text is the need to encourage the addressee to take some kind of response, which may
consist of changing the attitude towards the subject of the advertisement. According to Batsevych
(2010, p. 41), in the focus of pragmatic analysis there are such important concepts of
communication as strategies and tactics of communication, evaluative (axiological) aspects of
human interaction, laws, rules, and conventions of communication, etc. The addressee defines
communicative goals, tasks, and types of speech behavior. In turn, the addressee decodes the
received message, interprets explicitly and implicitly expressed thoughts. | agree with Shevchenko
and Gutorov (2019) that pragmatics is cognitive by nature. The process of interpreting the
advertising text by the addressee becomes intrinsically linked to the addressee’s subsequent
behavior, shaped by their perception of the advertising message.
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The semiotic method of analysis is utilized to uncover the sign-based nature of advertising
texts and to identify the combination of verbal and non-verbal means within the framework of
pharmaceutical advertising. The pragmatic method of analysis is utilized to single out the strategies
and tactics of the language of pharmaceutical advertising in diverse communicative contexts.

In his seminal book “Introducing Social Semiotics”, van Leeuwen (2005) discusses various
semiotic resources:

1. Images and photographs serve as powerful tools in advertising, conveying emotions and
messages quickly. They can depict lifestyles, ideals, or aspirations, influencing consumer
perceptions and desires. According to van Leeuwen (2005, p. 38), two elements of the content of
images are singled out as especially important connotators: poses and objects.

2. Colors can evoke emotions and set the tone of an advertisement. Different colors are
associated with various meanings, which can affect consumer behavior and brand perception. For
example, red often symbolizes passion or danger, while blue can represent calmness or trust. Van
Leeuwen (2005, p. 61) claims that in contemporary Western consumer society color also signifies
identities.

3. The choice of words, typography, and text arrangement contribute significantly to the
overall message. Advertisers often use persuasive language to evoke particular feelings from
recipients. The specific words used in an advertisement can influence its meaning. For example,
using of positive or negative vocabulary can affect the emotional impact of the message.

4. The direction of a person’s gaze in an image can determine the relationship between the
viewer and the subject. Direct gaze can create a connection or confrontation, while averted gaze
can suggest privacy or contemplation.

5. The arrangement of elements within an image can influence its meaning. For instance, a
central placement might suggest importance, while a diagonal composition can create a sense of
movement or dynamism. How elements are arranged within an advertisement affects how viewers
interpret the message. A well-composed layout can attract audience attention.

In pharmaceutical advertising, | study how semiotic resources create compelling messages
that resonate with the target audience and achieve desired outcomes. This study was carried out in
several stages.

The first stage consists of forming of the corpus of research materials using the continuous
sampling method. | used the descriptive method for the purpose of a systematic inventory of
advertising units and explaining the peculiarities of their structure and functioning. | examined how
visual and textual elements work together to convey messages and influence consumer perceptions.
After that | compared different advertising campaigns across various media (print, digital) to
identify successful strategies. This provided insights into effective practices in pharmaceutical
advertising. | defined the research questions and stated the hypothesis. | used general scientific
methods of systematization to categorize the various elements of pharmaceutical advertising, such
as visual and graphic components (images, colors, etc.), textual elements (headlines, body copy,
etc.), and regulatory compliance aspects.

In the second stage, the inductive method was employed to collect and categorize samples of
pharmaceutical advertising. By analyzing these samples, | identified patterns and trends in the use
of multimodal elements. Then the deductive method was applied to generalize these findings and
establish broader theoretical principles regarding the effectiveness of multimodal pharmaceutical
advertising.

In the third stage, | identified key semiotic resources as well as pragmatic strategies and
tactics within advertising texts. Using the insights derived from my research, | proposed theoretical
frameworks to explain how multimodal elements enhance the effectiveness of pharmaceutical
advertising. | concluded by evaluating the efficacy of multimodal pharmaceutical advertising and its

influence on consumer behavior.
| took the material for the research from the printed advertising texts of pharmaceuticals in
the form of booklets, catalogs, prospectuses, and from Internet sites. 500 examples of advertising




60 ISSN 2218-2926 Cognition, communication, discourse. 2024, # 29

were collected through continuous sampling. In this paper, | aim to address several key research
questions: What are the linguistic and semiotic choices employed by different pharmaceutical
companies to make their messages more effective? How does the multimodal nature of
pharmaceutical advertising contribute to its persuasive power? What specific emotional responses
are targeted by multimodal pharmaceutical advertising?

3. Results and discussion
The pharmaceutical market has always been a vital part of the global economy due to stable demand
the demand for pharmaceutical products. Marketing experts need to develop innovative advertising
methods to draw attention to the pharmaceutical products in the face of intense competition. That's
why advertising strategies are founded on strong emotional and are rational levels and carried out
with the aid of visually appealing and imaginative advertising. The main visual elements of the non-
verbal part of pharmaceutical advertising often become images of people, animals, pharmaceutical
products, and nature. In this research, | analyzed verbal means of pharmaceutical advertising at the
phonetic, grammatical, and lexical levels in their close connection with the non-verbal elements
(images, graphic and color components, illustrations).

In the sample below (Fig.1), the verbal mode in Lipitor advertising effectively presents it as a
medication designed to reduce the risk of heart attacks. The accompanying imagery enhances the
verbal message, aiding in interpreting of the advertisement’s intent. The central image of a man
captures the viewer’s attention, with his name displayed in large font to intrigue the audience.
Additionally, photography is strategically used to portray a typical consumer of the medication,
which is why the place where he lives and the date of the heart attack are mentioned. The dark color
palette serves as a crucial element, creating a somber backdrop that underscores the severe health
implications associated with heart disease (Fig.1).

) Lerror.
J GEONSLAtN COICArT Laliots

Fig.1. Lipitor advertising (Vecchione, (2008).

Attention to the advertising is attracted by the man’s close-up and frontal positions in the
advertising, which facilitate eye contact. With the help of the semiotic heterogeneity of advertising
texts, where information is encoded through various semiotic resources, a manipulative effect is
exerted on the addressee.

3.1. Phonetic and graphic level

At the phonetic level, advertising texts frequently employ diverse sound repetition techniques. |
identified the strategic use of rhyme, alliteration and assonance in the analyzed advertisements.
The text of the multivitamin advertising in Figure 2 is built in the rhyme: “Sleep. Eat. Repeat”.
These three words attract attention because they are written with the help of a bia font. In the
advertisement, an image of the advertised pharmaceuticals compensates the lack of photos of
potential consumer. Within the advertisement, the photo of vitamins (a non-verbal component) is
positioned in the foreground on the right, emphasizing their primary role as the focal point of the
visual composition of the advertising message.
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TAKE AUSTRALIA’S
“1 MULTIVITAMIN® DAILY
. 0

EAT.

Swisse
WOMEN'S

REPEAT, |

Abwopsreed thelabel snd fllw the diecions for ne

Fig.2. Swisse Multivitamins (Green, 2024).

Alliteration and assonance are often used in the advertising texts. In the following sample, there is
both alliteration (the repetition of phoneme d) and assonance (the repetition of phoneme 1) (Fig. 3).

rm in my 30s,
who knew I needed
todothe D?

We need vitamin D to

help our body use calcium
and phosphorus for strong
bones and teeth.

Fig.3. Vitamin D advertising (McQuigge, 2016).

| agree with Shevchenko (2022, p.71) that “in a multimodal narrative, different modes are not
inherently the main or subsidiary (verbal/visual/audial); their salience is contextual”. For example,
in Figure 3, both verbal and non-verbal components—image, graphical means, and color—matter.
Rightly selected color schemes and color contrasts add dynamism to this advertising message.
Furthermore, images of animals create a favorable background, thereby forming a positive attitude
towards vitamin D. Dog in pharmaceutical advertising (Fig.3) captures attention quickly and draws
viewers in, making them more likely to remember the advertisement. Productive techniques for
attracting attention include capitalization, highlighting words with a different font, color, or size. To
attract attention, the letters are often italicized to mimic handwritten text, creating a sense of
authenticity and trust. In addition, the question mark in this advertising is a powerful rhetorical tool,
inviting the audience to participate actively in the discourse and consider the implications of the
posed inquiry (“who knew I needed to do the D?”).

The important linguistic means that draws readers’ attention to the advertisement is the
repetition of the same or similar sound combinations, morphemes, words, etc. These texts are easily
remembered, for example, the repetition of the word smart in the vaccine advertising (Fig.4).
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CONTAIN

YOU'RE SMART.
BE SMART.

Get Your HIN1 Flu
Vaccination NOW.

Fig.4.H1N1 Flu vaccination advertising (HIN1 Immunization, n.d.).

Additionally, the persuasive strategy of addressing the consumer is exemplified by the imperative
phrase “Get Your HINI Flu vaccination NOW”. The above-mentioned sample contains keywords
that the advertiser emphasizes, which are printed in a large font. As it was mentioned earlier,
graphic symbols in the language of advertising can also include punctuation marks. The exclamation
mark in the slogan (“More Vitamins D For Strong Bones!”) attracts the recipient’s attention,
emphasizing strengthening bones that is an important characteristic of vitamins (Fig.5). Such
punctuation marks as a question mark and an exclamation mark provide the function of expressive
reinforcement of the significance of the content, so they are often used in advertising texts. They
give the language of advertising the characteristics of oral speech, lively dialogue, casual, friendly
communication of the advertiser and the reader.

Centrum +
- -‘@ws HESM

SELECT50+ [N = Giciiiw.conm

More Vitamins D’
For Strong Bones!

Fig.5. Centrum advertising (What Is Centrum Tablet, 2022).

In advertisements, both upper- and lowercase letters can be highlighted in bold to serve as keywords.
Consequently, the phonetic and graphic elements, as integral components of the multimodal
composition, effectively capture the audience’s attention to pharmaceutical advertising.

3.2. Grammatical level
Texts of pharmaceutical advertising are characterized by the predominance of adjectives with a
positive connotation, numerals, and pronouns.

Derkachova and Lazebna (2021, p. 130) claim that “in video advertising, significant importance is
given to first- and second-person pronouns, creating the effect of a dialogue between the manufacturer and
the potential buyer” (translation is mine — S.N.). | observe the same in printed pharmaceutical
advertising. For example, the pronoun | in the text “I am stronger than diabetes” allows to relate to
the image of a man in the advertising, and the adjective stronger in the comparative form expresses
the determination to fight the disease (Fig.6).
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Fig.6. Avandia advertising (Avandia, n.d.).

Numerals in pharmaceutical advertising enhance the persuasiveness of advertising messages by
providing concrete, quantifiable information. The use of specific numbers makes the advertising
message more believable, leading to increased audience trust. Advertisers use numerals to highlight
the benefits of pharmaceuticals (Fig.7) and make the advertising more appealing to potential
customers. The fact that the numerals are grounded in scientific research adds to the impact of

advertising.

incri eases the risk of
heart attack more than

Fig.7. Influenza vaccination advertising (Influenza vaccination, n.d.).

The alarming intonation in this advertising instills a feeling of anxiety in the addressee with the help
of the different modes (the image of the heart on the background, the numeral 10 in the large font,
the red and purple colors, the warning “Influenza increases the risk of heart attack more than 10”).
The feeling of fear is an ancient irrational feeling. The intimidation tactic in pharmaceutical
advertising is aimed at the fear of any person losing health. The use of this tactic blocks the
addressee’s ability to objectively evaluate information and therefore creates conditions for

manipulation.
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3.3. Lexical level

The use of proper names and images of real people, such as famous athletes and actors, helps create
an informal and unique level of trust in pharmaceutical advertising. Many psychologists believe that
one of the most important issues for successful advertising is trust in the source of information. It is
known that the more trust a communicator inspires, the easier it is for them to convince other
people. In the following sample, the photo of the American singer and actress Cyndi Lauper is used
(Fig.8). She has advertised Cosentyx, a prescription therapy used to treat psoriasis. Large font sizes
are designed to stand out, making Cyndi Lauper message more noticeable to the audience. Besides,
using large font helps establish a visual hierarchy within the advertisement, guiding viewers to the
most critical information first. This structure facilitates effective communication by enabling
audiences to quickly identify key points. In addition, hyperbole is used in this advertising to
emphasize the exclusivity of pharmaceutical product (thousands of patients).

““"(Zosentyx'
secubanuraby
I'M ONE OF THOUSANDS OF
PATIENTS ON COSENTYX AND

I'M READY FOR YOU TO SEE
ME LOUD AND CLEAR.

Cyndi is an actual patient who has been compensated for her time.

Fig.8. Cosentyx advertising (Tompkins, 2018).

Celebrities are often perceived as more relatable to the general public than faceless pharmaceutical
corporations, which is why seeing a familiar face can make a pharmaceutical product feel more
personal. Featuring celebrities discussing their illnesses helps normalize conversations around
health issues that may be stigmatized. Using famous people to promote a medicine makes people
believe that it will work. For example, the American actress Sally Field took part in the advertising
of Boniva (Fig.9).

1 wansed to stop my bowe hoss
B Tt more. [ reversed &
witk BONTIA”

P e Pt i o s wd pag MFTE
nrell today. Call 1-800 4474326 o Boniva'™
vear BONTVArewtriol com omed iy BONIVA free. -94_-:

e g o B B o

it ot a2 s+ e S 5 .-

Fig.9.Boniva advertising (Arnold, 2011).
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In Figure 9, the advertising is created with the help of different modes (the image of Sally Field, the
sea and sky at the background, the message “I wanted to stop my bone loss. But | did more. |
reversed it with Boniva”, and the repetition of the pronoun I). Sally Field evokes strong emotional
responses in viewers by sharing her personal experiences with a particular illness, and she creates a deeper
emotional connection with the audience. All these methods enhance the authenticity and reliability of
advertising, creating a trusting relationship between the advertising creators and the audience. Sally
Field’s direct gaze evokes feelings of trust and sincerity, as if she is personally addressing the
viewer.

As previously discussed, advertisements often employ nonverbal elements such as color
symbolism, font variation, and spatial arrangement of text (Fig.9). Celebrities promote a specific
vaccine or any other pharmaceutical and have large followings that are likely to be influenced by
their opinions. It is worth noting that several celebrities have partnered with Pfizer to promote
COVID-19 vaccines and boosters during COVID-19 pandemic as well; for example, Michael
Phelps advertised it on his Facebook (Fig.10).

",ﬁ m_phelps00 & 3

Fig.10. Michael Phelps Facebook page (Michael Phelps, n.d.).

Celebrity endorsements on social media platforms such as Instagram and Facebook (Meta)
regarding COVID-19 vaccination serve as a form of pharmaceutical advertising, mainly when these
endorsements are part of a partnership with pharmaceutical companies. Hashtags(#) in the Facebook
post (Fig.10) play a crucial role in increasing engagement. Besides, hashtags in Pfizer advertising
(Fig.10) offer contextual cues that deepen the meaning of the message, for example:

#ad I've been working on something that I can finally share with you. It wasn’t until recently
that | learned my struggle with depression puts me at high risk for severe #COVID19. Taking
care of my health is so important to me — it makes me a better dad, husband, son and friend.
That’s why I'm partnering with @PfizerInc to encourage people to know what risk factors
could put them at high risk for getting very sick from COVID-19
(https://www.facebook.com/michaelphelps/photos/ad-ive-been-working-on-something-
important-that-i-can-finally-share-with-you-it-/718810869607920)



https://www.instagram.com/explore/tags/ad/
https://www.instagram.com/explore/tags/covid19/
https://www.instagram.com/PfizerInc/
https://www.facebook.com/michaelphelps/photos/ad-ive-been-working-on-something-important-that-i-can-finally-share-with-you-it-/718810869607920
https://www.facebook.com/michaelphelps/photos/ad-ive-been-working-on-something-important-that-i-can-finally-share-with-you-it-/718810869607920

66 ISSN 2218-2926 Cognition, communication, discourse. 2024, # 29

3.4. Images in the pharmaceutical advertising
Any pharmaceutical advertising text acts within a suitably broad framework of its meaning,
advertising campaign, and culture, and could be connected to cultural, philosophical and
informational background. Sometimes, both the text and the picture (image) are used
metaphorically, for example, the Novartis advertising in Fig. 11.

Sophisticated engines
require fveque?\r!‘%are

U NOVARTIS

Fig.11.Novartis advertising (Novartis, n.d.).

The phrase “Sophisticated engines require frequent care” and the image of the engine used in
Novartis advertising serves as a metaphor to highlight the importance of ongoing attention to the
health of the man because Novartis is a global healthcare company that helps people with
cardiovascular and metabolic diseases, ophthalmology and neurology diseases, etc. Metaphors are
powerful tools in pharmaceutical advertising as they can enhance persuasion. The picture resembles
a heart, symbolizing that a man’s heart requires regular care, just like a car engine needs regular
maintenance.

Advertising often employs ethically questionable speech tactics, like intimidation, to
influence consumer behavior. The alarming intonation in such advertising instills a sense of anxiety
in the addressee. Intimidation tactics in pharmaceutical advertising target people’s fear of losing
their health. Such tactics impede the recipient’s ability to assess the information presented, fostering
an environment conducive to manipulation. For instance, the advertising campaign for Treximet
(Fig.12) exemplifies this approach by instilling fear about health conditions. This is visually
represented through a striking image of a headless woman accompanied by the text, “My migraines
are so excruciating | just want to take my head off”. The image visualizes conceptual metonymy:
CONTAINER FOR THE CONTENT (head for headache). The verbal resource builds on this metonymy to
create a metaphor PAIN IS A PHYSICAL OBJECT that can be thrown away. Together they form a
metaphtonymy “take my head off” that reads TAKE OFF THE CONTAINER (of pain) IS TO GET RID OF
THE CONTENT (pain). The cognitive-pragmatic approach allows to take a new look at the objects of
anthropocentric research, which include metaphtonymy, because according to Shevchenko (2019, p.
171), cognitive pragmatics concentrates on cognitive principles and processes, which underlie
meaning-making in the utterance/discourse or non-linguistic situational, social, and cultural
environment.

Within the framework of traditional linguistics, a structural-aspectual approach to the study of
metaphtonymy has developed, which only allows revealing partially the theoretical potential behind
this complex phenomenon. The term metaphtonymy was introduced by Goossens (1990) to define
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the interaction of two cognitive entities — metaphor and metonymy. To build on these ideas, scholars
considered cases of simultaneous interaction of several metaphors or several metonymies, as a result
of which endless chains were formed (Ruiz de Mendoza & Galera-Masegosa, 2011). The primary
task of metaphtonymy analysis in pharmaceutical advertising is to find out how metaphtonymy
models consciousness and reality.

.
IS SUPERIOR TO THE INGREDIENT IN IMITREX®TABLETS
AT RELIEVING MIGRAINE PAIN.

TREXIMET is a combination of IMITREX (sumatriptan) and
naproxen sodium (an NSAID). So it works two ways:

Fig.12.Treximet advertising (Ruiz, 2010).

The advertising campaign for Difflam, through its use of verbal and non-verbal elements,
exemplifies the use of metaphor, metonymy, and metaphtonymy (Fig.13). Depicting a throat as a
‘cactus’ evokes a vivid comparison between the discomfort of a scratchy throat and the prickly
nature of a cactus. This metaphor shows the painful feeling associated with sore throats, prompting
people to compare their symptoms to the picture in advertising. The advertising creators use
‘throat” to refer to all throat-related ailments or discomforts, it exemplifies metonymy by
substituting a part (the throat) for the whole sore throat symptoms. In Fig.13, Difflam advertising
utilizes metaphtonymy by blending metaphorical imagery with metonymic references to create a
compelling message that resonates with consumers. This strategy presents both the experience of
pain and the relief offered by the product, making it memorable and persuasive. Letters in black
against a light-colored background create a strong contrast, making it easy to read and understand.
They are associated with formality and professionalism, which is essential for pharmaceutical
advertising. Using a grimace in advertisements for sore throat remedies effectively communicates
pain, engages emotions, fosters the connection between the illness and medication, and serves as a
call to action for potential consumers.
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Fig.13.Difflam advertising (Sore throat remedies, 2022).

Pharmaceutical advertising often suggests that the medicine will help immediately and the effect
will be fast, although it is impossible to verify. The visual and verbal components of advertising
usually emphasize the effect which the advertised product aims to provide (Fig.14).

Lose 35 Ibs
with one
weekly shot

Fig.14.0zempic advertising (Berg, 2023).

The attention-grabbing slogan “Lose 35 Ibs with one weekly shot” is memorable and concentrates on
the pharmaceutical ability to help with weight loss. Advertising consists of two vertical panels that
promote Ozempic. The person is dressed in jeans and a red sweater. The abdomen in advertising is
associated with weight management and metabolic health. By highlighting this area of the body, the
advertisement directly addresses concerns related to obesity and diabetes, which are vital issues that
Ozempic aims to treat. This visual cue helps consumers immediately associate the medication with
weight loss and improved health outcomes. By focusing on the abdomen and the injection in its
advertising, Ozempic effectively uses visual metaphor and metonymy to communicate its health
benefits clearly and emotionally resonate with its target audience. Numerals from this advertising
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provide specific, quantitative information and help consumers understand the potential benefits of
this pharmaceutical. The sentence “Lose 35 Ibs with one weekly shot” is written in bold, large font.
Numerals create a sense of urgency or importance. The phrase “Over one year, based on 252 adults
starting at 23+ or 19% of your body weight on average” in tiny writing is below. Stating that “Over
one year, based on 252 adults starting at 23+ or 19% of your body weight on average 8 out of 10
patients experienced relief” motivates people to consider the medication seriously, as it suggests a
high probability of positive outcomes. The phrase “one weekly shot” indicates that weight loss is
simple.

So, images in advertising visually demonstrate the pharmaceutical product’s use or benefits,
they evoke emotions and create a connection with the audience and the medication and make the
product more memorable, they convey information quickly and efficiently.

4. Conclusions
This present study offers a multimodal approach in media linguistics, focusing specifically on
pharmaceutical advertising—a type of commercial advertising. This research has proved that
modern pharmaceutical advertising is becoming more complicated and multifaceted. Verbal and
non-verbal elements work together in advertising discourse to convey messages to readers and
shape their decisions and actions.

Pharmaceutical advertising involves various semiotic resources—verbal, graphic, and
visual—that are equally important for capturing the audience’s attention and persuading them to buy
the medication. The findings reveal the most typical advertising structure: an image, a headline, a
subhead, the main advertising text (or body text), an echo-phrase, and product details. Advertising
texts are designed to inform and persuade within the advertising message.

Images realize both pragmatic and cognitive functions: on the one hand, they are effective
instruments to attract readers’ attention; on the other, they contribute to meaning-making by
decoding the advertising creator’s multimodal message. The role of color and the choice of definite
color are important in pharmaceutical advertising. The research proved the hypothesis that
combining verbal and non-verbal components in pharmaceutical advertising can persuade people to
choose a particular medicine.

In future, analyzing pharmaceutical advertising on social media could provide insights into
the unique ways that ads combine different forms of communication to interact with audiences.
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AHoOTaIsA
Ls crarTs mpucBsiueHa MYyIBTUMOJAIBHOCTI B CydYacHIM aHTIIOMOBHIN pekiaMi. BB pekigamm Ha
cnoxuBaviB OyB TpeaMeToM 0araThOX OCIHiPKEHb cepell JIHTBICTIB. Y il CTAaTTi s COupaiocs Ha
TEOPETUYHI Ta TPaKTH4HI JaHi, OTPUMaHi JOCHIIJHUKAaMH, SKi BHBYQJIM BIpTyaJlbHHX iH(QIIOCHCEPIB Y
MYJBTUMOJIANIGHIN peKiaMi, 0OrOBOPIOBANIM YHIKaJbHI XapakTEPUCTUKU CTpaTeTili peamizawii cyrecTii B
MOJIITUYHIA peKJaMi, OIiHIOBaIH (OPMYIY BILUTUBY PEKIAMHOTO IUCKYPCY 3 TOYKH 30py IMO3UTHBHOI Ta
HETaTHUBHOI CIPSMOBAHOCTI PEKIaMH, JOCTI[KYBAIM Pi3HOMaHITHI (YHKILIi Pi3HUX KOHTAKTHHX MOB Yy
peKiaMi, sIBUIIEC MYJIbTHMOJAILHOCTI B TMOJBCHKiM pekyiami (apMaleBTHUHHX MpernapariB 3a JOMOMOTOI0
ayaio-Bi3yalbHHX pONHKIB. HaykoBIll TakoXK BHKOPHCTOBYBAIHM TparMaTWYHUN MiAXiJ A0 peKIaMu Y
Benukiit bpuranii Tta Smonii i mpoBenn MyJIbTHMOAANBHUNA AUCKypC-aHANI3 PEKJIaMH JIKiB Bix Mamspii.
OpHak podb MYJIBTUMOAATIBHOCTI B KOHTEKCTI (hapMalleBTUYHOI pPEKJIaMy 3allMIIAEThCS HEIOCTATHHO
BHBUYEHOW. PexiamoBaHi (hapmareBTHYHI MPOAYKTH BILTMBAIOTH Ha CBiOMICTh monuHH. OmaHimmBa abo
HETOYHa iH(opMaIlisi MOXKe Cepilo3HO BIUIMHYTH Ha CIIOKWBAYiB, BKIFOYAIOYN HECTIPUSTINBI HACTIIKH IS
310poB’sl. YHiKanbHa Npupoa GapManeBTHYHOT peKiIaMH Bifpi3HsE ii Bi 1HIIMX BHIIB PEKJIaMH, TAKHX 5K
MOJIITHYHA YW CIOXHMBYA. MarepiasioM st AociipkeHHs ciayryBanu 500 3pas3kiB y mamnepoBoMy Ta
eJIEKTPOHHOMY (opmaTax. S mpurmyckaro, 10 MyJbTUMOAATIBHUN XapakTep (apManeBTHUHOI peKIaMH, IO
BKITIOUAE SIK BEpOaTbHI, TaK i HeBepOaIbHI eeMeHTH, 3HAYHO TIOCHITIOE ii ePEeKOHYIOUNH BIUIUB, BIUTHBAIOYN
Ha eMOIlil CIOKMBadiB i CHOHYKal4W ix J0 BHOOpPY KOHKpEeTHHX (apmaneBTHYHHX mpenapartiB. [1[o0
JIOBECTH III0 TilmoTe3y, s BU3HAYMIIA 3aKOHOMIPHOCTI B3aEMOZil BepOaJbHUX i HEBepOATLHUX KOMIIOHEHTIB
Yyepes MPU3MYy ClIiB, 00pa3iB, 3HAKIB 1 CHMBOJIB. Y I[bOMY JOCIIDKEHHI MYJIbTUMOATbHUN TiIXi/1 I03BOJIUB
PO3KpUTH SIK TIPUXOBAaHI CMHCIHM, TaK 1 TOHKI TaKTUKH MaHIMyJMii, [0 BUKOPHUCTOBYIOTHCS Y
(hapMaleBTHYHIN PeKIIaMi.

KarouoBi cioBa: pexiama, pexnamHuii mekcm, MYIbMUMOOAIbHUU MEKCH, MYIbMUMOOANbHICY,
npazmamuxa, papmayesmuxa.
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