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Abstract

Adpvertising slogans are one of the most influential tools for building brand identity and attracting consumer attention in today’s
competitive market. Despite their widespread use, many marketing professionals continue to face challenges in crafting effective
slogans, often leading to weak associations between brands and their slogans. This study aims to investigate the distinctive
syntactic features of English and Vietnamese advertising slogans, with the purpose of identifying both similarities and differences
between the two languages. A descriptive and comparative research design was employed, analyzing a corpus of advertising
slogans collected from English and Vietnamese newspapers and magazines. The findings reveal that slogans in both languages
frequently employ simplicity, brevity, and elliptical structures—such as noun phrases, adjective phrases, and verb phrases—
though English slogans show a greater tendency toward ellipsis and dynamic expressions. Additionally, repetition at the syntactic
level emerges as a significant device in both languages, enhancing memorability and persuasive power. These results provide
valuable implications for teaching and learning business English, offering learners and teachers deeper insights into the linguistic
mechanisms of advertising language. Furthermore, the study proposes practical guidelines for advertisers and copywriters to
design effective slogans that strengthen brand recognition and consumer engagement.
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1. Introduction

Advertising is a crucial tool that businesses use to introduce
products and services to customers. For advertising to be ef-
fective, language must be carefully selected, creative, concise,
and highlight the key features of the product to attract cus-
tomer attention and stimulate purchasing demand. Advertising
language must also be rich and aesthetically pleasing as it rep-
resents a unique form of text that combines scientific, artistic,

practical, and aesthetic qualities (V0 Thanh Huong, 2004).

Alongside names and logos, advertising slogans are one of
the three core elements of a brand. According to the Oxford
Dictionary, an advertising slogan is defined as “a short, strik-
ing, or memorable phrase used in advertising.” Similarly, Sin-
clair (2014, p. 1473) cites the definition of an advertising
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slogan from the Cobuild Advanced Learner’s Dictionary as “a
memorable short phrase used by political parties or other or-
ganizations to make people remember what they are saying or
selling.” Summarizing research on advertising slogans, Gali et
al. (2016, p. 1) describe slogans as “short phrases designed to
convey descriptive and persuasive information about a spe-
cific brand.”

Advertising slogans play a critical role in brand recognition
and contribute to brand equity. In today’s competitive market,
most brands use advertising slogans to enhance their image,
aid recognition and recall, and differentiate themselves in the
minds of consumers. While the importance of advertising slo-
gans is widely acknowledged, there is little consensus on what
constitutes an effective slogan. Consequently, even though
marketing professionals frequently use slogans, they often
struggle to create effective ones. This can lead to inefficiencies
and weak associations between the brand and its slogan, even
for well-known brands. As a result, there is growing attention
on the effective use of advertising language, especially in the
context of business globalization. Linguistic experts are in-
creasingly analyzing and evaluating the linguistic tools used
in advertising to maximize effectiveness and improve tech-
niques for crafting successful slogans.

Numerous studies have been conducted on the linguistic
features of English advertising (Romanenko, 2014; Pilatova,
2015) and Vietnamese advertising (Mai Xuan Huy, 2005;
Phan Thi Van Anh, 2011; Pinh Kiéu Chau, 2013). However,
few studies have focused specifically on the syntactic aspects
of advertising language in English and Vietnamese. This study,
therefore, aims to analyze the syntax used in the advertising
slogans of prominent domestic and international brands to ex-
plore how word arrangements convey specific messages. The
authors hope that the findings of this research will provide
practical recommendations for teaching and learning business
English, as well as for professionals working in the advertising
industry.

2. Previous studies on advertising slo-
gans

Research on the linguistic aspects of advertising slogans re-
mains limited compared to studies on brand naming. For in-
stance, Klink and Wu (2014) examined how marketers incor-
porate sound symbolism into brand names. Bao et al. (2008)
investigated the impact of brand name pronunciation on con-
sumer preferences, while Lowrey and Shrum (2007) found
that consumers tend to prefer fictional brand names featuring
vowels associated with desirable attributes for specific prod-
uct categories.

Studies on sound symbolism highlight the significance of
phonology in constructing meaningful brand names. Phono-
logical choices offer diverse possibilities for creating

impactful brand slogans. In English, research has explored
morphological processes at the lexical level, particularly the
use of prefixes and suffixes to generate variations related to
brand names. These morphological variations reflect compa-
nies’ efforts to persuade consumers to embrace a brand’s
unique vocabulary. For example, brand names ending in “-x,”
such as Lux soap, not only convey “light” through Latin ety-
mology but also evoke “luxury.” Names like Lux, Kleenex,
Rolex, and Moulinex are considered strong examples due to
their brevity, uniqueness, and phonetically appealing “-x”
ending (Room, 1991; Stvan, 2006).

At the syntactic level, recent research by Miller and Toman
(2015) suggests that moderately complex slogans, compared
to syntactically simple ones, engage more intricate cognitive
processing, thereby enhancing brand recall and interpretation.
At the semantic level, there has been a significant focus on
linguistic and visual metaphors in brand naming (Noble et al.,
2013).

A corpus of advertising slogans, composed of legally veri-
fiable and analyzable data, offers valuable insights into the un-
derstudied aspects of this advertising genre. Due to their legal
and public nature, advertising slogans provide an excellent op-
portunity for traceability. For instance, a systematic search can
be conducted to analyze advertising slogans and their current
legal status through resources such as the USPTO (United
States Patent and Trademark Office). By leveraging computa-
tional tools to analyze such data, researchers can generate sci-
entific findings on this specialized and underexplored area of
advertising language.

Advertising slogans and their significance: Alongside
brand names and logos, slogans are one of the three core ele-
ments of brand identity, serving as a key way for a brand to
communicate with the world around it (Kohli et al., 2002). For
example, “Just Do It,” Nike’s famous advertising slogan, is as
recognizable as the brand name itself, especially among ath-
letes worldwide. This example highlights the immense power
of an effective slogan.

Although each component of brand identity contributes to
the overall brand, they are distinct and serve unique functions,
with slogans playing a crucial supporting role in reinforcing
and amplifying the brand’s message.

Syntactic features of brand slogans: From a syntactic per-
spective, advertising language is recognized as a “block lan-
guage,” where sentences are constructed by limiting grammat-
ical structures (Leech, 1966). This “block language” is evident
in the omission of finite verbs within sentences, making slo-
gans more concise while still conveying essential information
through this technique. For example, “Absolut Attraction”
(Absolut Vodka) or “Strong and Smooth” (Daewoo).

Repetition is another characteristic feature in advertising
that exerts a strong pull on the human mind. According to
Galperin, “Repetition is also one of the devices having its
origin in emotive language. When applied to logical language,
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repetition simply becomes an instrument of grammar. Its
origin lies in the excitement accompanying the expression of
a feeling at its peak tension” (Nguyen Thi Ngoc Anh, 2012,
p.5).

Word and structural repetition is a significant feature in ad-
vertising, creating a memorable and emotionally engaging ef-
fect on consumers. For instance, slogans like “Pure Spirit.
Pure Experience” (Crystal Head Vodka) or “Sweet Sweet.
Sour Sour. So Delicious. So Cool” - Ngot ngot. Chua chua.
That ngon. That mat (Lif Kun) exemplify the use of repetition
to emphasize key product attributes and evoke emotional res-
onance.

3. Methodology

The descriptive method is employed to analyze and de-
scribe advertising texts in terms of both form and content. This
approach aims to identify the features and stylistic character-
istics of the language used in slogans in both Vietnamese and
English.

The comparative method is applied to highlight the similar-
ities and differences in the language of advertising slogans be-
tween Vietnamese and English. This analysis helps uncover
deviations in advertising language and identifies errors to
avoid in designing effective slogans.

4. Findings

4.1. Similarities in Vietnamese and English
brand slogans

Types of advertising sentences in Vietnamese and Eng-
lish based on structures:

Simple sentences:

In Vietnamese advertising slogans, simple sentences (in-
cluding both multi-component simple sentences and single-
component simple sentences) are widely used. Similarly, in
English advertising slogans, simple sentences also appear fre-
quently. However, English tends to favor elliptical simple sen-
tences, which typically consist of only a verb phrase.

Table 4.1. English slogans as simple sentences

Brand slogans Brands Vietnamese
Designed for lift Oppo Puoc thiét ké cho
cudc song.
L Lam bén gieo dié
Dirt is good. Omo SRt Atk
hay.
Toi yéu mét rdi.

I’m lovin’it. McDonald’s Cudc séng tuoi dep.

Life’s good. LG Vi ban xung dang.

Because I'm worth it. L’Oreal Chi c6 thé 1a

It could be only Heineken Heineken.,

Heineken. Thanh pho khong bao
) i0 ngl.

The city never sleeps Citibank gong

These examples illustrate that both languages utilize
simplicity and brevity in slogans, focusing on delivering a
clear and impactful message. However, English slogans often
achieve this through the omission of auxiliary or unnecessary
elements, creating a more dynamic and direct tone.

A notable similarity in English and Vietnamese advertis-
ing slogans is the characteristic simplicity, which is the most
commonly occurring feature across the types of sentences
used in advertising. This simplicity ensures that slogans are
easy to understand, memorable, and impactful, making them
more effective in capturing the audience's attention and con-
veying the core message of the brand.

i) Elliptical Simple Sentences — A Noun Phrase

Vietnamese:

Table 4.2. Vietnamese slogans as a noun phrase

Slogans Brands
Thudc ho cho ca gia dinh Prospan
Ban linh dan 6ng Bia Tiger
i Ngén hang Habubank
Gia tri tich lu§ niém tin Mykolor
Vin Group

Khéng chi 1040 mau son

Mai mai tinh than khéi nghiép Nuge khodng Lavie

Mot phin Tt yéu ciia cude séng Tiki
- . < Bia Dai Viét
Niém vui mua sam
Strc manh Viét Nam NEM
Vé dep quyén rii thoi trang Phap
NewNem
Vé dep quyén ril Bia Sai Gon

Niém tu hoa cua Viét Nam
English:

Table 4.3. English slogans as a noun phrase

Slogans Brands
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Style revolution Ninomax

Spice of life Khu du lich Chengdu
The happiest place on earth Disneylan

Ideas for life Panasonic

The art of performance! Jaguar

The king of beers! Budweiser

A daily detox for your skin! Bioré

ii) Elliptical Simple Sentences - An adjective phrase

V6i thanh t6 chinh 1a tinh tir, cic ngir tinh tir thé hién
chirc nang dién dat nhiing dac diém, tinh chét, dac trung cta
san pham dugc quang cdo.

Vietnamese:

Table 4.4. Vietnamese slogans as adjective phrases

Slogans Brands

Manh mé déy lich 1am Sita tim Romano

Tréng gi ma sang thé Bot gidt Viso

Am ap nhur long me Chin ga gbi dém Hanvico

Gia ré cho moi nha Siéu thi BigC

Hoa hop cting phat trién Hoa Phat

Manh mé&, bén b, tin ciy Cong ty vién théng FPT
Sé&n sang mot stc séng Sita C6 gai Ha Lan

Moi ltc moi noi Cong ty vién thong Mobiphone

brings to users. The content in the subsequent verb phrase in-

troduces the product that consumers should purchase to gain

those benefits.

Vietnamese:

Table 4.6. Vietnamese slogans as a verb phrase

Hay noi theo cach cua ban
Hop tac thanh cong

K& vai sat canh

Khoi nguén sang tao
Khéng ngiig vuon xa
Nang gia tri cudc sbng

Nang niu ban chan Viét

Slogans Brands

Sai canh vuon cao Vietnam Ariline

Panh bay moi vét ban Bot giat Omo

Gift tron niém tin Ngén hang Techcombank

Tap doan vién thong Viettel
Ngén hang BIDV

Taxi Vinasun

Ca phé Trung Nguyén

Céng ty vién théng Vinaphone
Ngén hang Viettinbank

Giay dép Biti’s

Son dau ciing dep Son Nippon

Viét nén cugc sdng But bi Thién Long

Ving tién vuon xa O t6 Trudong Hai Thaco Group
Vuon cao Viét Nam Vinamilk

English:

Table 4.7. English slogans as a verb phrase

English:
Table 4.5. English slogans as an adjective
Slogans Brands
Easy as Dell Dell
Simply romantic... Mana Island Resort —
absolutely magic... Honeymoons
Soft and strong like cloth Viva tissues - Every Day with
Rachael Ray

iii) Elliptical Simple Sentences - A verb phrase
The verb at the beginning of the verb phrase is repeated,
closely connected with the subsequent verb phrase. This com-

bination conveys the benefits that the advertised product

Slogans Brands
“Think different.” Apple
“Empowering athletes everywhere!” Adidas.
“Reach out and touch someone.” AT&T
“Just do it.” Nike
“Think outside the bun.” Taco Bell

In addition, there are many advertising slogans in Eng-
lish written in this way such as “Have a break, have a KitKat”
(KitKat), “Taste the Feeling” (Coca-Cola), “Inspire the Next”
(Hitachi), “Born to play” (Nintendo), “Connecting people”
(Nokia), “Exceed Your Vision” (Seiko Epson), “Make believe”
(Sony), “Look Inside” (Intel), “Don’t Be Evil” (Google), “Im-
agine” (Samsung), “Love the skin you’re in” (Olay), “Go
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Further” (Ford), and “Don’t leave home without it” (American
Express).

Complex sentences:

A complex sentence is a sentence that contains one main
clause and one or more subordinate clauses. According to Ca-
ples (2004), the most perfect method is: “Use long sentences
to describe the product, use short sentences to urge action. Do-
ing so avoids monotony and gives readers a greater sense of
urgency” (Caples, ,2004, pp. 77-78). This type of sentence is
used to convey certain messages that advertisers want to pre-
sent, emphasizing specific content. If such information is con-
densed, the advertising sentence in this case would lack per-
suasive power. Advertising slogans written in complex sen-
tences are more common in English.

Table 4.8. English slogans as a complex sentence

Slogans Brands
I don’t do fashion. I am fashion. CoCo Chanel
It’s everywhere you want to be Visa

In oder to be inrreplaceable, one must | Coco Channel

always be different.

If you don’t see the shack take it back!

Tommy
The jeans that built America!
Because life is a beautiful sport! .
Levi’s
When it absolutel itively has t
utely, positively has to Lacoste
be there overnight
FedEx

If you have oily skin, this is for you.

Hop mau trang diém
mat hiéu Maxi

using conjunctions such as and, but, or, nor, so, etc.

In Vietnamese, the structure of advertising slogans demon-
strates coherence and is often expressed through connectors
and relational word pairs. For example:

- Correlative pairs indicating an increasing relationship,
such as “cang...cang” (the more...the more), “khong chi...ma
con” (not only...but also), “vira...vira” (both...and).

- Subordinate relational pairs such as “néu...thi” (if...then),
“dau..nhung”  (although...yet),“vi...nén"m(because...there-
fore), etc.

The forms of repetition in advertising slogans are catego-
rized into four basic groups at the syntactic level.

Table 4.9. English and Vietnamese as repetition forms at the syntac-
tic level

Repetition at the syntactic level | Examples

Active wear — Active live —
(FOCI)

Repetition of elements at the
beginning of consecutive

tructu
structures Be good, Be bad, Be yourself

(CK Jean)

Luén luén ling nghe - Ludn
luén thau hiéu (Prudential)

It takes a lickin’ and keeps on
tickin (Timex)

Save money - Live better
Repetition of elements at the end | (Walmart)

of consecutive structures . .
Your potential - Our passion.

(Microsoft)

4.2. Types of English and Vietnamese advertis-
ing slogans classified by the choice of repetition
forms at the syntactic level

Repetition involves repeating the same linguistic element
within the same phrase or different linguistic elements, with
or without some changes or variations in meaning. In these
simple cases of repetition, rhetorical forms of repetition in-
volve the same or similar linguistic units, such as phonemes,
syllables, morphemes, phrases, clauses, or even entire sen-
tences within advertising slogans.

Additionally, elliptical compound sentences are also used to
enhance the effectiveness of advertising slogans. In English,
simple sentences or elliptical sentences are often connected

Repetition of the structure of the
previous phrase (changing words
combined with rhyming the
previous phrase or words that
bring positive changes)

Moi trudng an lanh. Chi phi
thdp. Chat luong gido duc cao
(Du hoc New Zealand)

Mbét két ndi. Muén loi ich.
Triéu niém vui (Mang Internet
Mega VNN)

Mot cay clu mang tén thanh
phd. Mét ban dio tran ngap
nhitng khoang xanh. M6t chén
an cu yén binh trong thanh phd
tré (QC cho cin ho cao cip ven
song Sai Gon - Hoang Anh)

Tam biét tan nhang, xua tan vét
nam (Sic Ngoc Khang)

Another form in advertising slogans involves the use of
inverted structures, a technique in the art of writing aimed at
enhancing brand communication effectiveness.

In Vietnamese, a typical example is the slogan for the
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natural milk latte drink:

“Khac la mdt vi ngon. Sang khoai nang lugng nhe. Hing
khoi tron ngay vui”

(“Aunique taste. Refreshing light energy. Excitement for
the whole day”) (TTVGD 2/11/2009).

In English, the slogan for Olay facial cleanser and skin
purifier is considered a hallmark of this structure:

“So purifying, it's like a mini-sauna for your face” (Par-
ents 6/2007).

Although this structure has a very low frequency, it high-
lights and emphasizes creativity and novelty in both the con-
tent and form of advertising slogans, aiming to enhance ad-
vertising effectiveness. The uniqueness of the inverted struc-
ture compared to the normal sentence structure captures atten-
tion, sparks interest, and stimulates readers to engage in the

process of receiving and understanding the conveyed message.

5. Conclusions and implications

5.1. Conclusion

Brand or product advertising slogans are a marketing strat-

egy aimed at persuading consumers to use a product or service.

This is a strategy for promoting products or services, thereby
increasing the impression and memorability of the brand and
product.

Effective advertising language exploits ways to awaken
consumers in general, making them more receptive and thus
helping to increase consumer appeal. Depending on their na-
ture, these methods of emphasizing through repetition at the
structural level can be classified into three main categories.

Firstly, the repetition of any element in an advertising slo-
gan enhances consumer awareness and increases the im-
portance of the brand, as repeating the name of the advertising
slogan boosts the likelihood of it being retained in consumers’
memory.

Secondly, the use of linguistic metaphors contributes to
stimulating a reaction in the recipient. Metaphors allow us to
relate an abstract concept to a specific object.

Thirdly, if the correct rhetorical form is used, the advertis-
ing slogan will attract consumers to purchase a specific prod-
uct or service. In this regard, a successful advertising slogan
includes at least one of the linguistic repetition methods de-
scribed here in this article.

The study was conducted with the aim of identifying the use
of semantic features in English and Vietnamese advertising
language to observe similarities and differences in the seman-
tic aspects of the mentioned languages and to provide sugges-
tions for further improvement.

The essential concepts of the study relate to advertising and

the language used, serving as the basis for the practical section.

The common characteristics of advertising language and the
semantic approach in advertising language have been

addressed accordingly.

Data for the study was collected by analyzing English and
Vietnamese advertising language from a syntactic perspective.
Descriptive analysis and comparative methods were simulta-
neously used in the analysis. The researcher divided the se-
mantic approach data into three main thematic categories to
study the patterns that emerged.

5.2. Implications

This article was written with the hope that this research will
be valuable for learning and teaching English for specific pur-
poses as well as for advertising writing.

For learners of English for specific purposes, especially
business English learners in Vietnam, the results of the re-
search serve as a foundation for understanding English and its
diversity. The findings contribute to learners' existing
knowledge of advertising language and provide them with in-
sights into the similarities and differences in linguistic and
rhetorical mechanisms in English and Vietnamese advertising
language.

For teachers of English for specific purposes, the research
can serve as an additional reference for teaching, contributing
to a better understanding of language usage and its benefits.
Furthermore, the study is considered a useful resource in lec-
tures on advertising in general and the power of language
within it.

For copywriters, the study provides informative knowledge
about English and Vietnamese advertising language and the
semantic approaches to these languages to maximize their
writing abilities. Additionally, the similarities and differences
in each advertising language can benefit content creators by
helping them craft slogans that fully meet customer expecta-
tions.
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