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[bookmark: Пятая]Introduction

The overall purpose of advertising is to sell or at least, to make the public conscious of the given product or service, as well as of the elements that they are composed of. In other words, it could be stated that advertising attempts at communicating a given message to a group of people and its aim is to persuade them to act in a particular manner. In the contemporary world, advertisers are becoming more and more creative in preparing advertising content. Such creativity manifests itself in the frequent implementation of sounds, images, or some special slogans the purpose of which is to subtly manipulate the recipients. 
Nevertheless, it should be noted that advertising is also a necessary social service because it informs people about given goods available on the market. However, a problem may appear when advertisements lead to the consumption of products or services that are not in fact needed by consumers. Furthermore, when creating a message, advertisers frequently use tools that evoke certain emotions or feelings in the audience and hence, make the recipients feel more attached to the given brand. 
The purpose of this study is to investigate the linguistic tools that are applied in the world of sportswear industry in order to manipulate the consumers and encourage them to make a purchase. The thesis consists of three chapters. First of all, a theoretical approach to advertising is presented, i.e. a definition of the term is provided, its classification is mentioned and the theoretical background of advertising slogans is discussed, as well as their linguistic features. The second chapter of the study investigates manipulation as presented in subject literature. The chapter defines the very concept of manipulation and analyzes its persuasive aspects, as well as highlighting the linguistic tools used therein. The final chapter of the thesis offers an analysis of linguistic manipulation instances as presented in the slogans of YouTube commercials featuring sportswear.




1.3.2. Linguistic features of advertising slogans
There is a plethora of various linguistic devices that enhance the effectiveness of advertising slogans, which may be roughly divided into phonological and syntactic devices.
           The phonological aspects include rhyme, which is a phonological technique associated with creation of the specific sound pattern at the end of a given line (Cuddon 1999: 750). Employing rhyme in advertising slogans makes them easier to remember. One of the examples of introducing this device into advertising can be seen in a Pringle’s slogan: “Once you pop, you can’t stop” (see Figure 2).
    
[bookmark: _Hlk66540694]Figure 2. Rhyme usage in a Pringles slogan 
[bookmark: _Hlk66547047](Source: https://www.youtube.com/watch?v=Iqnls4KPHMc)
The second issue associated with phonology is alliteration, which is defined by Cuddon (1999: 23) as “a figure of speech in which consonants, especially at the beginning of words, or stressed syllables, are repeated”. An example can be seen in Jaguar’s advertising slogan: “Don't dream it. Drive it.”
Then, assonance includes a repetition of a similar vowel sound to obtain an effect of euphony (.i.e. the acoustic effect produced by words so formed or combined as to please the ear) (Cuddon 1999: 58). Comparing it to alliteration, assonance is not very evident in advertising slogans and is more difficult to identify, e.g. in the following Cover Girl’s slogan: “Easy, breezy, beautiful” (see Figure 3).
     [image: Image for post]
[bookmark: _Hlk66540888][bookmark: _Hlk66451363]Figure 3. Assonance usage in Cover Girl’s slogan
[bookmark: _Hlk66547073](Source: https://dayoneperspective.com/easy-breezy-beautiful-coverboy-8eede852ba3c)
Rhythm is a combination of all the three above-mentioned tools is defined as “the movement or sense of movement communicated by the arrangement of stressed and unstressed syllables” (Cuddon 1999: 754). It is mostly perceived in a subconscious manner and serves the purpose of making a slogan more memorable. It can be exemplified by the following slogan of Heinz advertisement: “Beanz. Meanz. Heinz”(see Figure 4).
   [image: The Close Relationship Between Poetry and Advertising: Experts Weigh In [by  Susan Elliott Brown] - The Best American Poetry]
[bookmark: _Hlk66540922]Figure 4. Rhythm usage in Heinz’ slogan
[bookmark: _Hlk66547096](Source: https://www.shropshirestar.com/news/2009/01/31/beanz-to-mean-heinz-once-more/)
As for syntactic devices, the first term in this category is anaphora, which relates to the repetition of the first part of successive sentences (Cuddon 1999: 43). It can be exemplified by the slogan by Nestle: “Have a break, have a Kit Kat”( see Figure 5).
       [image: Tribe | A rhetorical question]
[bookmark: _Hlk66540949]Figure 5. Repetition usage in Nestle’s slogan
[bookmark: _Hlk66547112](Source: https://kelseykeetch.wordpress.com/2018/09/27/have-a-break-have-a-kitkat/)
Epiphora, on the other hand, refers to the repetition of the same word or words at the end of successive sentences and is the counterpart of anaphora. Both of them are used in order to make the advertising slogans more memorable and influencing the emotions of the recipient of the advertising message, e.g., “Touch the rainbow, taste the rainbow!”, a slogan by Skittles( see Figure 6)
         [image: Slogan inspiration: 7 companies with killer slogans - Bulldog]
[bookmark: _Hlk66540984]Figure 6. Epiphora usage in Skittles’ slogan
[bookmark: _Hlk66547127](Source: https://adsreviewedtoday.wordpress.com/2013/03/05/skittles-midas-touch-advertisement/)
             Then, inversion is used in advertising slogans in order to grab the audience’s attention to the product or service that is being advertised (Botleva 2008: 89). An example can be seen in the slogan of “Impossible is nothing”. This is not really an inversion. 
I’d say you should replace ‘inversion’ with ‘fronting/preposing’, because it is more likely to appear in slogans. Fronting involves moving a part of the sentence which is not the subject to the front of the sentence. You need to find a source of that kind of definition – even a good grammar textbook, like the one by Downing and Locke (2006, I believe) should explain it. In this way, “Between love and madness lies obsession” could be treated as an example of fronting of the adverb of place (between love and madness):
Obsession lies between love and madness  a neutral sentence
Between love and madness lies obsession  a sentence with one part fronted 

Furthermore, ellipsis is used when a part of the sentence is omitted (Botleva 2008: 61); it serves the purpose of making the advertising slogan more convenient and effective, e.g. Crairol’s advertisement: “Does she….or doesn’t she?”. 
As far as semantics is concerned, the first term in this category is personification, which is a particular technique is common in advertising slogans and it involves speaking of an object as if it could possess human attributes and perform some specific actions (Botleva 2008: 209). An example of personification usage can be seen in a Dunkin’s Donuts advertising slogan: “America runs on Dunkin” (see Figure 7), in which …. is personified
              [image: America Runs on Instagram. How Instagram is Changing Geography | by David  Perell | Medium]
[bookmark: _Hlk66541228]Figure 7. Personification usage in Dunkin’s Donuts slogan
[bookmark: _Hlk66547152](Source: https://www.designyourway.net/blog/inspiration/creative-advertising-slogans/)
Simile is based on comparison of two things and always use like or as (Botleva 2008: 211); its implementation in advertising slogans allows to highlight the specific features of the product or service advertised. What is its grammatical structure? A simile is used in Chevrolet’s advertising slogan: “Built Like A Rock” (see …)
               [image: like-a-rock-slogan | Theology Mix]
[bookmark: _Hlk66541247]Figure 8. Simile usage in Chevrolet’s slogan
[bookmark: _Hlk66547171](Source: https://theologymix.com/biblical-studies/jesus-drives-chevy-trucks/attachment/like-a-rock-slogan/)
The next term is known as hyperbole (Botleva 2008: 71), which is related to using an exaggeration in the description of a given product or service. Figure 9 presents hyperbole usage in Burger King’s slogan: “It will blow your mind away”.
                       [image: Burger King's Super Seven Incher – It'll Blow your mind away.” This ad  definitely does, but for all the wrong reasons – Natalie Cupac]
[bookmark: _Hlk66541348]Figure 9. Hyperbole usage in Burger King’s slogan
[bookmark: _Hlk66547185](Source: https://www.researchgate.net/figure/The-2009-Burger-Kings-Itll-blow-your-mind-away-ad-Source_fig2_344626798)
Finally, metaphor is a popular tool in advertising slogans that includes describing of the object by equipping it with the features of a different object (Botleva 2008: 174), e.g.: Red Bull’s slogan:” Red bull Gives you wings”,  in which… 
                                        [image: 950c2c2a2aca58fbcf42c989a7f2aad3]
[bookmark: _Hlk66541373]Figure 10. Metaphor usage in Red Bull’s slogan
[bookmark: _Hlk66547208](Source: https://positiviteaseinet.wordpress.com/2014/05/11/red-bull-advertisement/)

I decided to add the images of ads but I’m not sure it is needed. Do I need to write additional information to each linguistic features or is it all right? Yes, 1 sentence per each device.
All things considered, the main purpose of the above chapter was to provide atheoretical insight into advertising that will be vital, considering that the further research is devoted to the manipulative instruments in the advertising slogans within the sportswear industry. First of all, the chapter explained the concept of advertising and provided its basic categorization. Then, the discussion on advertising slogans took place. 






Chapter Two: 
Manipulation as presented in subject literature
2.1. Definition of manipulation 
The purpose of the second chapter is to provide the theoretical background of manipulation. Moreover, A definition of this particular phenomenon will be discussed and then, the differences between persuasion and manipulation will be outlined. Finally, the linguistic tools in manipulation will be analyzed. They will cover syntactic manipulation, lexical manipulation as well as metaphors. 
As for definition of manipulation, Goodin (1980: 59) perceives manipulation as “a deceptive and covert influence adopted by a speaker (a manipulator) to intentionally and directly affect someone’s beliefs, desires, and/or emotions in ways typically not in his self-interest or, at least, not in his self-interest in the present context.” Therefore, this approach suggests that the most important aspects of manipulation include beliefs, desires and emotions of manipulator. 
Similarly, Ware (1981: 149) who states that it is a type of covert impact of the speaker on the manipulated person who is not aware or does not have any knowledge of the manners by which the manipulator is able to affect their choices (Ware 1981: 150). Consequently, Perceiving the analyzed phenomenon in this manner allows assuming that the entire process it can be regarded as a pragmatic process that achieves its objectives without specific detection of the communicative covert intention. In those manipulative situations, as noted by Tarasov (1990: 26), the speaker, in a witting way, choses a form of utterance which does not have any direct clues of their intentional situation. This can be observed when the receiver is not able to grasp the hidden intention of the speaker behind what is actually being said (or written). Therefore, manipulation with this regard is contrasted with Grice’s (1975, 1989) ‘quality’ maxim because of the fact that manipulator behaves in an insincere way in order to influence their interlocutor without letting the latter notice this. 
Furthermore, Coons and Weber (2014: 59) believe that manipulation includes significant connotations of cunning and it occurs characteristically unbeknownst to its victim. Additionally, manipulation allows for deceptive influencing somebody against their putative will. and affirm the unprecedented fact that what is classifiable about manipulation As a type of influence, it is unique not because of using is not its application of specific means, i.e. covert means of impact or negative arguments disguised as positive ones, but rather because of having a distinctive effect on its target (Coons and Weber 2014: 59). Moreover, it uses the weakness of the target or influences them with no improvement of their understanding of the entire situation (Coons and Weber 2014: 46).
Fadden and Beauchamp (2014: 70) recognize three distinguishable types of manipulation: manipulation of options (options in the environment are being altered by increasing or decreasing availability or by rewards or threating punishments); manipulation of information (the target’s perception of options is being altered by non-persuasively influencing the person’s understanding of situation) and psychological manipulation (the person is affected by causing changes in their mental processes different that the ones engaged in understanding). 
2.2. Persuasive aspects of manipulation
The following subsection attempts at explaining the persuasive issues associated with manipulation. First of all, it will explain the differences between persuasion and manipulation. Then it will discuss the problem of intention, as well as withholding truth. 
2.2.1. The difference between persuasion and manipulation
It is worth noticing that according to some researchers, manipulation should be viewed as a type of defective persuasion. For example, Mills (1995: 111) claims that what is distinguishing about manipulation is that it intends to be a legitimate type of persuasion that includes positive reasons, but in fact, negative reasons are offered. In addition to that, Blass (2006) perceives manipulation as a type of deception, which attempts at influencing the recipient in such a manner that their behavior or action is used as a tool to achieve the manipulator’s objectives. The latter, in their turn, act, unforced, in such a manner that the recipient (the target) does not recognize the former’s actions (Blass 2006: 187). One may observe that this point made by Blass (2006) is in fact a combination of Goodin’s (1980) and Tarasov’s (1990) ideas that were cited in the previous subchapter since it contains expressions such as “deception” and “influencing the target”. 
The above deliberations make it possible to assume that manipulation is with no doubt a form of deception because of its covert nature. Blass (2006: 188) provides a practical example and states that “it is quite acceptable to say: Can I persuade you to …..? but it is very odd to say Can I manipulate you to …… ? ” Therefore, the hidden nature of manipulation is apparent. Blass understanding of manipulation is rooted in McCornack’s (1992) work concerning Information Manipulation Theory (IMT), which was originally developed as an extension of Grice’s (1975, 1989) works of “conversational implicature”  definition
According to the above-mentioned theory, it is possible to distinguish two forms of manipulation, i.e. deception and persuasion. McCornack (1992: 223) believes that “manipulative messages are deceptive in that while they constitute deviations from the principles underlying conversational understanding, they remain covert deviations”. Thus, the person that is manipulated is not aware of the fact that the information is being manipulated. IMT suggests that deception that is associated with manipulating information generates a false implicature (Jacobs 1994: 200). As noted by Jacobs (1994: 219), “in ordinary conversations, individuals monitor the information that they divulge along four various primary dimensions: amount, veracity, relevance, and clarity”. At this point it is worth citing Sahlman and Canary (1996: 18), who present a positive contribution to IMT by proving that the theory requires that the violation has to be unrecognizable by the recipient and that it is quite enough for one maxim (and what is a maxim?) to be violated in order to be viewed as deceptive. 
Contrary to manipulation, persuasion is an activity of conviction that relies upon such an influential setup which causes a whole and incorporated assimilation of the claims induced in the personal change (Netle and Roque 2002: 380). As far as persuasion is concerned, the sensation the other Here, the addressee individual must feel obtain, that they understood what they were told, that they integrated the motivations of the change and that utterly all subsequent decision belong to them, with no external impacts are of the utmost significance (Herbert 1965: 34). Richard (2010: 112) claims that persuasion shall be treated as a process of guiding people in order to adopt specific attitudes or actions (more or less rational) on the basis of the discussion and “the attractiveness of the presentation” instead of incorporating different means of conviction, whereas manipulation is also treated as a form of impact, but for the benefit of only one party on behalf of another. 
Tokarz (2006: 194-195) perceives the meaning of persuasion as the specific intention attempting at provoking some kind of change, which can include a change of behavior or attitudes and beliefs of a given person. The author supports his claim by various definitions of different authors who delt with the problem, in which the aspect of change is the most significant point being made. Tokarz (2006: 196, 199, 220) places most emphasises the fact that the change of attitudes and behaviors in a specific communicational context (containing specific time, place, channel, sender, receiver) is the most characteristic feature of the contemporary approach to the problem of persuasion. In addition to that, Tokarz (2006) elaborates on the above problem and states that “we can say about a message β that it is overtly persuasive when – interpreted adequately to the circumstances, in which it has been produced – it constitutes a suggestion, request, instruction etc., aimed at making the receiver create some particular situation t, detailly stated in the message. The situation t is then called a persuasive meaning of the message β.”  block quotation. See Style Sheet (Tokarz 2006: 206).
                The above citation allows to draw a conclusion that a technique known as overt persuasion contains a clear expression of the real persuasive purpose of an utterance, therefore the purposes of the sender are not hidden, but expressed in an overt manner. This, on the contrary, is not expected from manipulation, as already noted. 
Then, an interesting point is made by Kudra and Kudra (2004: 93-95), who do not treat manipulation and persuasion in terms of opposition but perceive the first term as a negative instance of persuasion while the latter as “positive persuasion simulation”.
On the contrary, Borkowski (2003: 20-21) distinguishes between the two terms by states that linguistic manipulation has two significant characteristic features. First of all, it serves the purpose of persuading the recipient of the message with linguistic means to do or believe in something. Secondly, it is against the recipient’s intention but in line with according to the author’s of the message will, which means that it is always planned and hidden. Therefore, manipulation is treated by the author in a negative manner, similarly to lies. Borkowski (2003: 22) also adds that it is possible to distinguish between persuasion and manipulation based on the evaluation of the sender’s intentions. 
2.2.2. Intention please review the literature you’ve been using + shorten this section
One of the most Characteristically, features of manipulation is that this particular phenomenon is always intentional on the part of the manipulator. This is why it cannot occur accidentally, i.e. unintentionally, as proved by Blass (2005: 12). In consequence, in an average manipulative situation, it is not possible to grasp the manipulator’s covert intention by the target. Otherwise, manipulation would be unsuccessful. 
In addition to the above, it is worth mentioning that The concept of intention obtained a lot of attention in academic research and pragmatic theories. For example, Sperber and Wilson (1994: 80) developed Relevance Theory, in which they distinguished two types of intention on the part of the speaker manipulator???,  sorry, that’s absurd which has to be acknowledged by the recipient in order for the interpretive process to happen. In this particular theory, the first stage of communication is associated with the need for the recipient’s identification of the the speaker’s manipulator’s??? communicative intention. Hence, the author of the message makes it clear to the recipient that there is a stimulus intended to be communicated to them. This type of identification causes expectation of relevance, i.e. anticipation for the utterance to be adequately formatted to communicate significant assumptions at a lower interpretative cost, and thus, allows for inferential processing to take place (Sperber and Wilson 1994: 81). It just so happens that I know a lot about this theory and it is not a theory of manipulation. It is a theory of communication, and that is a huge difference. 
Secondly, the communicated message is not decoded in a simple manner but is pragmatically improved (as in a deductive non-demonstrative scheme of information processing  definition maybe? examples). The entire interpretation is perceived as a set of assumptions regarding to what the speaker manipulator “means” by the utterance that is being produced. This particular set of assumptions stands for the informative intention of the author of manipulative message, and contains all significant propositions deduced in course of the interpretative process (Sperber and Wilson 1994: 81).
The central position of a deceptive intention hidden in manipulation covers the gap between theories concerning argumentation and pragmatic account which view intention as a central component of communication, especially in the area of Gricean pragmatics, as assured by Carston (2002: 113). Please define Gricean pragmatics. A footnote would be fine.
When the In Relevance Theory is applied in any type of communication, it should be pointed out that communicative intention includes making it mutually manifested to the audience and a communicator that the latter has this particular informative intention. No matter what type of the intention that one would be (objective or manipulated), a communicator’s primacy is questionable in the process of manifesting the intentions and creating a specific cognitive outcome on the target (source). 
The above idea is strengthened by Tokarz (2006: 23), who believes that in the real human communication a pure informative function of the message is not possible to exist, take place, and vice versa – it is not possible to persuade the recipient to do anything without giving them some amount of information that they will consider satisfying. As observed by the researcher, communication is not associated with the sematic discussion on the literal contents of the message but the intentions of the speaker (Tokarz 2006: 58, 248). 
De Saussure (2005: 117) identifies the following basis for manipulation to obtain its effectiveness and also stresses a significant problem, which can be assessed on the basis of the following assumption: “[t]hus to manipulate a human being may be about using a person, i.e. have that person adopt specific behaviors to fulfill the needs and interests of the manipulator, regardless of the ones of the manipulated. But an individual, contrarily to an object, has a cognition that enables him to pursue his own interests; therefore, our first step is to admit that a manipulation first of all manipulates some aspects of human cognition, notably reasoning, checking for likeliness, emotions, etc.”  block quotation. See Style Sheet
The researchers who focus on manipulation frequently tend to stress apply obstructions associated with the fact that the manipulated person is not aware that thr manipulative process takes place. De Saussure (2005: 118) claims that they  who/what??? are built up with concealed strategies and their purpose is to mislead the hearer whose commitment to the conveyed prepositions is on the contrary open and genuine. 
2.3.3. Withholding the truth  
Withholding the truth is perceived as the so-called manipulation by omission. Grice (1975, 1989) in his theories claims that the speaker!!! has to be as informative as required by specific communicative situation without being ambiguous or redundant. Argumentation allows the manipulator???  sorry, that’s absurd to determine their utterances by withholding information or expressing it in a manner that is suited some specific manipulative results. ‘Omission’ is associated with the fact that the true information is withheld regardless of the fact that it could be important for the recipient of the message in a given position (Grice 1989: 192). Again: this is my specialty. This theory is not a theory of manipulation. It is a theory of communication, and that is a huge difference. If you have read those sources, you should know.
When the manipulator is simply withholding some specific information, omission is seen as passive. In this case, they author of manipulative message prevent the recipient from forming beliefs they would have otherwise been able to deduce. Blass (2005: 190) points out that in this case, the manipulator does not try to distort or present a false reality.
On the other hand, an active omission takes place when the goal of manipulator aims is to make the recipient of the message acquire or continue a belief that they intend the latter to accept. In this case, manipulator can resort to lies, half-truths (distortions), evasions as well as equivocations (Blass 2005: 192). 
Therefore, it can be assumed that the main point of manipulation is not to make the target to believe the untruth but to control the believes that they can accept and can act upon. Consequently, manipulators may withhold some significant information from the person they direct their message to that could be viewed by them as significant (Wilson and Sperber 2000: 193). Same here. RT is a theory of communication, and that is a huge difference. 
2.3. Linguistic tools in manipulation
The purpose of this section is to analyze the aspects of linguistic tools as employed for manipulative purposes. It will discuss syntactic manipulation (active and passive voice, modality and nominalization) and lexical manipulation (emotionally loaded words and culturally loaded words). 
2.3.1. Syntactic manipulation
Syntactic manipulation includes using implementation of such facilities as transformation, substitution and translation which are indispensable for development and maintenance of natural language application systems in which language structure operation is of the utmost importance (Kawasaki et al. 2001: 281). Therefore, this particular manipulability is viewed as the most significant factor to be analyzed for creating a scheme of sentence structure representation model. The following subsection investigates the syntactic manipulation tools which include active and passive voice, modality and nominalization. 
2.3.1.1. Active and passive voice
Considering how blame or credit should be spread out among the participants of a given action, there is a choice between active or passive voice to be made. The role of a participant can be stressed, minimized or omitted altogether in an entire way. As stated by Beard (2000: 30), in order to emphasize or minimize the role that is performed by a participant, “foregrounding or backgrounding” shall be employed. 
Active voice is used when there is a need to focus on the actor, entailing responsibility for the action performed. Fowler (1991: 78) claims that “[t]here seems to be a schema for English which assumes that the left-hand noun phrase refers to an agent unless or until there is evidence to the contrary”. On the other hand, passive voice provides the message with an entirely new orientation and results in a different effect. When the utterance is transformed into the passive, the actor becomes less prominent and the person or object affected by the action is stressed. This is exemplified by Ng and Bradac (1993: 157), who provide two sentences that carry the same meaning but structured in a different manner:
Police shots blacks dead as meeting turned into riot.
Blacks shot dead by police as meeting turned into riot.
Blacks shot dead as meeting turned into riot.
Of course, there is no denying that the first of the above sentences declares in an overt way that the police is responsible for the killing, whereas in the second sentence the mentioning of the police has a more secondary meaning. On the contrary, in the third example, the actor is deleted, therefore the responsibility of the act is left open, i.e. nobody is explicitly accused. Reah (1998: 88) explains that newspapers frequently tend to omit the actor because “the paper is able to imply illegal conduct without actually making an accusation that could leave them vulnerable to legal action”. On the contrary, this could take place deletion of the actor can also be performed since the actor remains actually unknown. 
2.3.1.2. Modality please shorten this section and add examples of manipulation via modality in slogans 
Modality is associated with various manners that allow expressing attitudes towards a person, a situation or an event, providing alternatives regarding what is to be judged as true, likely or desirable. Modality is expressed by the implementation of modal auxiliary verbs, which include can, could, may, might, must, ought to, shall, should, will, would, disjuncts, e.g. necessarily, possibly, unfortunately or modal adjectives, e.g. unlikely. When modal verbs are applied in a frequent manner, the meaning becomes more expressions enhance the aspects of subjective, which, as stated by Fowler (1991: 64), gives “the illusion of a person with a voice and opinions”. Reach (1998: 95) states that using the implementation of modal auxiliary verbs and choosing specific adverbs allows the manipulator to present opinions and speculations that can be perceived as actual facts by the recipients of the manipulative message. 
Although there are vast categories of modality presented in the available literature, there are some differences in categorization criteria applied by the scholars in the field. For instance, Jespersen (1924) categorizes modalities into two main groups: the ones that include a component of will and the ones that do not contain this specific element. Von Wright (1951), on the contrary, distinguishes four categories of modals: alethic (necessary, possible, contingent, impossible), epistemic (verified, undecided, falsified), deontic (obligatory, permitted, indifferent, forbidden), and finally, existential (universal, existing, empty). 
                Furthermore, Palmer (1986) stresses the significance of the second and third of the above categories, while Palmer (2001) distinguishes perceives categories of modality such as the division between propositional modality (epistemic and evidential modality) and event modality (deontic and dynamic modality). Propositional modality is associated with the sender’s attitude towards the truth value or factual status of the proposition, whereas event modality is related to events that are not actualized and are mostly potential (Palmer 2001: 8). 
Fowler (1985: 72) distinguishes five basic categories of modality which highlight the senders’ attitudes to the proposition that is being uttered by them: “the attitudes fall into the areas of validity – the speaker expresses greater or lesser confidence in the truth of the proposition; predictability – the future events referred to are more or less likely to happen; desirability – practical, moral, or aesthetic judgments; obligation – speaker’s judgment that another person is obligated to perform some action; permission – speaker allows addressee to perform some action.” Again, a block quotation.
                The first two of the above-mentioned categories (validity and predictability) are associated with epistemic category of von Wright (1951) and of the category of Jespersen (1924) that contains no component of will. Then, the remaining three categories in the above model, i.e. desirability, obligation and permission are associated with von Wright’s (1951) deontic category and the Jespersen’s (1924) category that contains the component of will. 
2.3.1.3. Nominalization 
As pointed out by Ng and Bradac (1993: 160), nominalization is one of the most common types of transformation, applied which is implemented in order to delete information from the utterance. Nominalization is perceived as a process that contains the exchange of a verb phrase for a single noun or a noun phrase (ibid.). + an example! In consequence, it is possible to delete such elements of the sentence such as the action, participants, indication of time and modality. The authors claim that the main purpose of nominalization can be to represent “an unpleasant activity carried out by one person to another as an unpleasant event that has no named participants” and that this particular event “is timeless and has a fixed uncontrollable outcome” (Ng and Bradac 1993: 161). 
According to Fowler (1991: 80), nominalization forms the habits of concealment, especially in the areas such as power-relations and the attitudes of the authors of manipulative message. Similar opinion is also expressed by Thompson (1984: 121), who believes that “[t]he use of nominalization and other devices helps to reduce complexity; but ‘reducing the complexity of an argument and limiting the terms which it can contain is a drastic intervention. Showing less means someone else seeing less. And seeing less means thinking less.’ Transformations involve the suppression and distortion of material contained in the underlying linguistic structures.” Again, a block quotation.
2.3.2. Lexical manipulation
Manipulation on the lexical level begins with choosing and using words with large conceptual meaning enduring argument (Sperber and Wilson 1985: 199). The tools applied for lexical manipulation investigated in the following subsection will include emotionally loaded words, culturally loaded words and metaphors. 
2.3.2.1 Emotionally loaded words please add examples!
Loaded language is associated with a situation the term that in rhetoric is applied when a sender uses words and phrases with strong emotional connotations in order to invoke an emotional reaction in the recipient and/or exploit stereotypes (Weston 2000: 6). One of the most characteristic features of loaded language is associated with the fact that  It includes important emotional implications and contains a strong positive or negative response beyond the literal meaning of the words applied in the message. 
Murray and Kujundzic (2005: 90) contrast emotional appeal with the ones of logic and reason. The authors distinguish between “prima facie reasons” and “considered reasons” and state that an emotion evoked by emotive language can form a prima facie reason for action, but further work is obligatory before it will be possible to obtained a considered reason (Kujundzic 2005: 91). 
2.3.2.2. Culturally loaded words please leave 1-2 definitions, preferably those by Lakoff and Johnson, and add examples!
As pointed by Hu (1999: 159), culturally loaded words and expressions are filled with some specific national cultural information and provide an insight into national culture. This particular vocabulary can include single words, idioms or phrases which have a typical meaning in a given culture. Therefore, they are rooted in their distinctive culture and foreigners frequently fail to comprehend their cultural implications. Hu (1999: 160) states that in the process of communication, the references to culture loaded words can be extended or diminished because a person who learns a foreign language frequently acquires some information about the foreign culture for the purposes of communicative abilities. 
Another definition of culturally loaded words is provided by Lado (1975: 18), who claims that “culture loaded words refer to those lexical items that are similar in primary meaning in both L1 and L2 but different meaning in connotation”. Nevertheless, it should be noticed that the above definition does not include some cultural specific words which specifically are a component of culturally loaded words. 
Finally, Baker (2000: 99) defines culturally loaded words by stating that “the words from the source text may convey a concept utterly new for the target culture. Be it abstract or concrete, the concepts are culture-sensitive”. Therefore, in this approach, the concepts mentioned above can be associated with anything that is connected with a culture.
2.3.3. Metaphors please shorten this section to max. one page (Lakoff and Johnson are the most important names here) and add examples
According to Lakoff and Johnson (1980: 3), metaphors are a pervasive component of the everyday life which are a significant component not only of the language itself, but also of the thoughts and actions. Therefore, they are the typical conceptual system of people that determines their manner of thinking and acting. 
Charteris-Black (2004: 21) states that a metaphor should be treated as “a linguistic representation that results from the shift in the use of a word or phrase from the context or domain in which it is expected to occur to another context or domain where it is not expected to occur, thereby causing semantic tension”.  Thus, in this particular definition there is a belief that a metaphor is significantly connected with the shift from the contexts which is not typically expected to occur.
The term metaphor is mostly understood as a device that allows for the structuring the conceptual system of people, and, at the same time, is a tool which provides a specific way of comprehending reality and representing human experience. Therefore, as observed by Lakoff (1993), it maps or sets a correspondences from the source domain (physical and more concrete reality) to the target domain (conceptual reality). Consequently, Hellin Garcia (2009) observes that a conceptual metaphor originally matches two semantic areas or domains. For example, in the semantic aspect of war (target domain) is mostly explained with terms connected to body, buildings or race (source domains). It should also be pointed out that “[m]etaphorical conceptualization in natural situations occur under two simultaneous pressures: the pressure of embodiment and the pressure of context determined by local culture” (Kövecses  2002: 204). Furthermore, the most attention should be paid to specific values when creating metaphors, (Lakoff and Johnson 1980). Consequently, “[the] metaphor is a very effective means through which potential leaders can communicate with the “voice within” because it creates evocative representations of the speaker and their policies by arousing emotions and forms part of the process by which an audience reconstructs the causal relationships of an argument” (Charteris-Black 2005: 10-11).
Herrero Ruiz (2009) observes that metonymy are a device which only includes one specific conceptual domain, i.e. the mapping takes place withing a given domain and not across domains, as it is in metaphors. For instance, “the soul stands for a person”. They are mostly used as a reference, hence humans are able to refer to an entity in a given schema by providing references to different entity within the same schema. It should also be explained that many times, metonymy can marge with metaphor creating metonymic metaphors. Goosens (1990) refers to them as metaphonymy, and states that they are grounded in bodily and social experiences that recur structures rooted in personal perceptions and functions of the body (Lakoff and Johnson 1980: 192). Examples of everyday expressions?
In the area of Conceptual Metaphor Theory, various researchers suggested different typologies of conceptualization of metaphors relying upon different criteria. Regarding that a lot of conceptualizations are not based on people’s daily experience, Grady (1997) provided a division into “complex metaphors” (e.g. “theories are buildings”) and “primary metaphors” (e.g. “logical organizations in physical structure”). Complex metaphors contain primary metaphors, which at the same time are correlations of a subjective experience together with a physical experience. Grady (1999) states that “correlation metaphors” frequently tend to be referred as primary metaphors because they rely upon two experimental domains which, although independent by principle, easily co-exist in the minds of people. For instance, “states are locations” (Grady 1999: 82). Contrary to that, resemblance metaphors are not associated with sensory-motor experiences, but rely to the non-literal view of some characteristic that are shared by the source domain and the target domain, e.g. “people are machines” (Grady 1999: 83). Examples of everyday expressions?
Lakoff and Johnson (1980) also managed to describe the so-called “ontological metaphors”, which are derived from people’s experience in association with physical objects. Hence, they are primary metaphors and “orientational metaphors”, i.e. the ones that organize “whole system of concepts with respect to one another” (Lakoff and Johnson 1980: 15). Another category is of metaphors provided by the above-mentioned scholars are the so-called “animal metaphors” which provide a following organization of entities: humans, animals, plants, objects and artifacts. Animal metaphors permit to comprehend the human features in terms of others that are culturally attributed to animals and vice versa (Lakoff and Johnson 1980: 16). Examples of everyday expressions?
All things considered, the purpose of the above chapter was to discuss the problem of manipulation as presented in the available literature. First of all, a definition of manipulation was provided. Then, its persuasive aspects were explained. Finally, the linguistic tools in manipulation were analyzed. The next chapter of the present study will include the analysis of linguistic means of manipulation of advertising slogans in sportswear industry.
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