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ABSTRACT: In the article, occasionalisms as individual authored new formations in Slovak, Bulgarian and
Ukrainian advertising texts were researched. The state of studying the selected scientific problems was analysed, as well as
different views of scientists on the interpretation of the concept of ‘occasionalism’ and the use of various terms for its
designation (occasional derivation, advertising new formations, potential words, etc.) were considered. Attention was drawn
to the distinction between the terms of ‘neologism’ and ‘occcasionalism’. In the article, the reasons for lexical innovations
appearance in advertising language were also studied, its functions were considered. According to the grammatical affiliation
of occasionalisms in the advertising language, occasional verbs, nouns, adverbs, and adjectives were analysed, the
peculiarities of its formation and use in advertising texts were found out, as well as a comparative analysis of some lexical
units functioning in the texts of Slovak, Bulgarian and Ukrainian advertising was performed. A particular attention was
given to occasional phrases, which acquire new shades in advertising due to an unexpected combination of words.
According to word formation classification of occasionalisms, such ways of its creation were considered as prefix, suffix,
prefix-suffix, word compounding, word stem compounding, and graphic derivation. Graphic occasionalisms occupy a
significant place in the advertising texts, which arise from the type of highlighting certain letters, replacing individual letters
with different symbols or borrowed letters, etc. Based on the material analysed, the influence of occasionalisms on the
consumer during the perception of advertising texts was determined.
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Advertisement as a permanent source of information is changing and being updated day by
day; it never stands still. In order to get the consumer interested in some new information and
eventually succeed, advertising uses all possible persuasive techniques. Creating efficient advertising
texts is a process that requires the copywriter to select certain language means in addition to
possessing the sense of speech, creative thinking, ability to play with words, so that to make the
recipient’s address both informative (delivering the content and ideas) and involving as well as
efficient. For this purpose, advertisers enrich the language with occasional, newly-coined words.

The problem of nonce words in the discourse of advertising has been studied by Ukrainian
and scientists from different countries such as O. Orgonyova, V. Malikova (2005), P. Obornik (2013),
D. Todorova (2008), L.Khavkina (2010), L. Dyadechko (2009), O. Makedonova (2016) among
others.

However, taking into consideration a continuous process of information updating, little
attention has been paid to Slovak advertising copies, while advertising copies containing nonce words
in Bulgarian and Ukrainian require deeper investigation.

Rationale. The accumulation of advertising copies containing occasionalisms is a matter of
growing interest to both the recipients and advertisers, which encourages in-depth study of the
specific features of occasionalisms in advertising copies.

The purpose of the study is to analyze the functioning of occasionalisms in the texts of
Slovak, Bulgarian and Ukrainian advertisements (according to the grammatical and word-formation
classification), and to determine their impact on the recipient in the process of perceiving advertising
texts.

The source of the factual material for this study were commercial advertising copies which
appeared in the Slovak, Bulgarian and Ukrainian media space during 2012-2019. A significant
amount of material are the texts of outdoor (street) advertisement (billboards, leaflets and booklets);
texts recorded in the periodical editions and on www.youtube.com; as well as texts on Slovak,
Bulgarian and Ukrainian television.

In the linguistic science, it is believed that the concept of occasionality was first grounded by
the German philologist G. Paul in 1880. The term “occasional” (from the Latin occasionalis —
random) was first used in 1957 by the researcher N. Feldman. Today, scientists use different terms to
refer to these lexical units. In this context, it is worth mentioning the study by A. Turchak (2013)
analyzing scientific literature dedicated to the problems of occasionalisms, where she notes that
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researchers allocate more than 30 terms for the designation of these lexical units (for example,
occasional word, disposable neologism, author’s neologism, coinage, and others).

Apart from various terms used for the designation of these concepts, scientists interpret the
term “occasionalism” in somewhat different ways, noting that the term is not clearly defined.

In order to clarify the essence of the “occasionalism” concept, for J. Kolois, “it is necessary to
seek new, non-traditional approaches, since the traditional ones are not suitable anymore for the
research of the entire variety of occasional phenomena, which, as a result of derivational processes,
are represented as newly created lexemes, sememes, grammemes, phrasemes and syntax nomemes”
(Kolois, 2007, p. 10). In view of this, the researcher points out the term “occasional derivation”,
which is “a process of materialization, actualization of language potentials, the process of formation
of new nominative units (in particular lexical ones but not limited to them) on the basis of the used
material adapted in the” linguistic space” (ibid.).

In terms of advertising, according to L. Khavkina, the term “occasionalism” is not considered
as universally applicable in the analysis of advertising discourse, since such words are formed not by
chance, but for a certain purpose; in addition, they may be used out of context and even come into
vernacular usage” (Khavkina, 2010, p. 274). The researcher highlights advertising innovations, which
include neologisms, and considers occasionalisms as a kind of neologisms — neologisms as such
(ibid.).

It should be noted that scientists’ opinions regarding the delineation of the terms “neologism”
and “occasionalism” are ambiguous. Neologisms are regarded as new lexical units, which denote a
new, previously unknown, non-existent concept, subject, branch of science, occupation, etc.
(Malarchuk, 2015, p. 138). Note that the subject of research by many scientists is precisely the criteria
for the differentiation of occasionalisms among other new lexical units. For instance, L. Dyadechko
(2009) suggests the following criteria for differentiating: lexicographic (occasionalisms belong to
speech, not the language, they are not recorded in dictionaries and used irregularly), word-formation
(the emergence of occasionalisms is often accompanied by language deviation), expressive-stylistic
(occasionalisms have a high degree of expressiveness adding to emotionality of the text).

In linguistics, experts exploring occasionalisms single out another term for the designation of
new lexical units — “potential words”. For example, L. Kravchuk names the main features which are
different in occasionalisms and potential words (regular, usual formations whose structure is found in
existing lexical units), noting that “the interpretation of occasionalism as an unusual, mostly
expressively coloured word formed on the basis of an available word or phrase, sometimes in
breaching the laws of word formation or the linguistic norm, which exists only in the context it arose
in is linguistically grounded” (Kravchuk, 2016, p. 6).

The most distinguishable functions of occasionalisms include evaluating, emotional,
nominative and advertising function of occasional. Some researchers, for example, E. Romanchuk
(2011), call the characterizing function as the main one. Defining a new object or phenomenon in
advertising, occasionalisms perform a nominative function, but unlike with neologisms, it is not the
main one. First of all, occasionalisms in advertising trigger a certain emotional reaction from the
consumer by means of enhancing the expressiveness of the whole statement with the original
disclosure of additional features of the product advertised. Therefore, in my opinion, the advertising
function of occasionalisms is in combination of the emotional, positive evaluating, and nominative
functions, which collectively make up the function of characterizing.

I believe that in the discourse of advertising, it is important to distinguish between the notion
of “neologism” and “occasionalism”. Thus, we will put an increased focus on some of the advertising
neologisms which are quite often considered as occasional.

A good illustration are neologisms fixed in advertising copies which are created using the
borrowed prefixes super-, mega-, ultra-, extra-, etc., prove the influence of foreign language culture
and emphasize that the advertised product is on the cutting edge, however, no longer will they
surprise the consumer with a novelty in terms of form or content. We can assume that this is also due
to the appearance of a large number of similar promotional texts. For example:

Lidl. Super vikednd,; Mobelix. Mega vypredaj konci; (Slovenské letaky, 2018); SolarStrap.
Ultralahka solarina nabijacka pre vsetky typy mobilov a mp3 prehravacov (Slovenské letaky, 2012);
Datacomp. Extra porcia pamdte zadarmo (Slovenské letaky, 2018);

Savex. Cynep necno, cynep apomamno (youtube, 2018); Texnomapxem. /o -30% ceea nao
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2000 meza npeodnoxcenusn outlet;, Tesi. ¥Ynmpa mvuka moanemuna ceoanxa, Metro. Extra opepmu;
Corega. Excmpa cunen. Opueunanen éxyc (Bulgarian brochures, 2019);

Savex. Cynep nopowox 3a cynepyinoto (Ukrainian promotional cards, 2018); @oxcmpom.
Meza Posznpooasic Bref. Yavmpa eghexmusnuii y eciii oceni (Ukrainian promotional cards, 2017);
Color Expert. Exempa cmitikuii kornip (Ukrainian promotional cards, 2019).

It should also be noted that in the analyzed advertising texts these prefixes are spelled in
different ways: both together and separately; in languages that use the Cyrillic, Latin is sometimes
used.

It is apparent that advertising copies with neologisms are easy to remember, but in my
opinion, they have fewer competitive advantages compared to the texts that contain occasionalisms,
which make the advertisement unique and recognizable. That becomes evident while exploring
advertising occasionalisms in the research.

Researchers such as T. Zabolotna and N. Khristich consider “advertising coinage as the
author’s individual creative work, since during the creation of an advertising text, the idea can be put
in various ways, using a lot of lexical-stylistic shades of meaning” (Zabolotna, Khristich, 2014, p. 192
— 194). In view of this, scholars consider the highlighting of initial letters or individual words in large
print, onomatopoeia, puns, acronyms, etc., as such newly-coined lexical means. It should be
mentioned that researchers often consider this phenomenon within the limits of graphical, phonetical
and other methods of word-play in advertising. I consider such a range of research appropriate, since
the origin of the word-play in advertising is the creative approach to the creation of the text.

This study will consider occasionalisms in advertising as individual, created by a particular
copywriter (although hidden, unknown to the public) new lexical units (original and expressive) that
operate in specific texts of a particular advertisement which is one of the most popular kinds of the
word-play. It should also be stated that occasionalisms may also be borrowed from other languages.
Advertising occasionalisms are always characterized by a sense of novelty, something unusual,
abnormal, and distinctive.

According to the grammatical nature of occasionalisms, as the analysis shows, Slovak,
Bulgarian and Ukrainian copies are saturated with occasional verbs, nouns, adverbs and adjectives. To
illustrate, it is common to come across occasional verbs which are derived from the name of the
product:

Zwack. Zwackni si pravy citrus, Kofolonizuj svet. Kofola (Slovenské letaky, 2012); Twistujte
s nami! AXE TWIST (Slovenské letaky, 2013); Laysni si viac! Zemiakové lupienky Lays (Slovenské
letaky, 2014);

®@anma. @anmazupaitme (Bulgarian brochures, 2013);

SHAKanemo, 6¢6i. Shake (Ukrainian promotional cards, 2012); @auma. ®AHTAuyemo
npueoou (Ukrainian television, 2014).

It is obvious that all the appeals to the consumers are easy to remember and catchy, dynamic
as they are used in the Imperative Mood for the 2™ person singular or plural and the 1% person
singular and encourage the consumer to act. However, in the course of the study, I discovered that
such occasional lexemes in Bulgarian and Ukrainian advertisement have a narrower range of
functioning compared to Slovak advertising texts.

It should be noted that not all occasional verbs are derived from the proper name of the goods,
there are those that affect the content of the text due to associations they have to the subject of
advertising:

Susienky Oreon. ... omliekujes a potom zjes (Slovenska televizia, 2015);

@panupait 1smomo. Nescafé frappé (Bulgarian brochures, 2012); Leki. Brycmuxnu ce!
(youtube, 2018); Cynuuka. 3uma e! 3acynu enada!; Avon scentini. “Koxkmeunuzupaiime” cmuna cu!;
Cnvuuakam me! Ilokana 3a cpewa na Cronueg opsie. Lidl (Bulgarian brochures, 2019);

Hozypmu 6i0 Danone. Hozypmyii panmacmuuno (youtube, 2018); Lion Just Wild Apaxic.
Oxpymmimu moocrna (Ukrainian television, 2018); [Tuenuti uemnionam 9 uepens. ®ymooniemo
pasom! (Ukrainian promotional cards, 2016); Maiicmepxknacumo? 3abicaii 6 Byounox izpauiok
cesmxyeamu ma 6 iepu epamu (Ukrainian promotional cards, 2019).

The language of advertising texts sometimes contain occasional verbs which distort already
known literary words (with the replacement of one or more letters), or individual words are presented
in their abbreviated form, usually to emphasize the name of the advertised product:
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Fiber (instead of vyber) si na Vianoce nieco extra. FiberNet. FiberTV. FiberTel v nasej
najlepSej ponuke roka. Orange (Slovenské letaky, 2012);

Yincu Jlroke. Kuesu, sx mu aro (instead of ro6uws)! (Ukrainian television, 2018).

Occasional nouns owing to their novelty, intensity and accuracy nominate certain
phenomena, objects, notions, etc.:

HRAtislava (instead of Bratislava) je vikend plny hier — pridte ho zazit' (Slovenské letaky,
2013); Fajn Life. Znackova kvalita za Fajn cenu (Slovenské letaky, 2018); Kebab. Cool ponuka
konct; Vianocna reklama podla Funfonistov. FunFon (Slovenské letaky, 2019);

Bszemu BIO pewenue 3a oens!; Kubep nemwvk. 23-24 noemepu 2017; Jacobs Monarch.
Yuuxanen wapomam (Bulgarian brochures, 2018);

Kemuyn Yymax. Hacmae xineywv cipum onroouam (youtube, 2015); Actimel. Axkmumenamro
3aeacou npunocums kopucmsv (Ukrainian television, 2015); Enixyp. Csiscuii kyp (instead of csivca
xkypsmuna) (Ukrainian television, 2018); Watsons. LLleopux oapoceam! (Ukrainian promotional cards,
2016); Axmyans. 3ycmpiuatime AKTYAJ/Ibnux ceincaminie (instead of eimawminie);, Prostor.
H]acmunka wacms (instead of uwacmunxa), Mobinuu ons ceoix. Cmapmosuii nakem Kuiecmap,
Xomxa. Max oocmarxcennn (Ukrainian promotional cards, 2018); Biduyii edockonanene bazamcmeo
apomokcamumy. Jacobs obarch (youtube, 2018); 3uosy 6 Tam Tam. Kasxoea uydonauoia. lllanene
cesimo 0z ycix dimeut! (Ukrainian promotional cards, 2019).

Occasional nouns formed by means of the borrowed component -mania are also popular
colouring the advert with passion and drive:

Vikendomania len do nedele. Mall.sk (Slovenské letaky, 2017);

Tonama cezonna wonunz manus! Avon (Bulgarian brochures, 2015); Nerf. Nerf manus.
Camo 6 Xunoneno (Bulgarian brochures, 2016);

Tinoxu na watsons.ua. Illonine Manin (Ukrainian promotional cards, 2018).

Interestingly, the occasional noun in Slovak advertising of the Kofola drink, is where Fofola
is different from the name of the advertised Kofola product with just one letter. On the basis of that,
copywriters derived new words in the slogans of this advertisement (represented not only by nouns
but also verbs), such as fandale (instead of sanddle), pfipravil fom (instead of pripravil som) that
emerged as a depiction of the dog’s (that is the main character of the ads) articulation disorder:

Das si Fofolu? Kofola (youtube, 2015); Pfipravil fom ti fandale. Kofola (Slovenska televizia,
2015).

In my opinion, such humorous word distortion draws even more attention to advertised items.

Occasional adverbs are derived from the proper name of the goods as well as those
associated with the product:

Bonus Book. Zi bonusove! (Slovenské letaky, 2012); Aegon. Myslite aegonomicky (Slovenské
letaky, 2013);

Fa. Yyscmsaii ce Fanmacmuuno (youtube, 2015);

3onoma Amghopa. Kueu amgpopuuno (Ukrainian promotional cards, 2014); Lipton. Kusu no-
yaiinomy, Tyk. Xpycmamo mane!; I'epxynec. fzuuxam uymmniwe! f3uuxam wnioxuiwe! AHzuuxam
suoniwe! (Ukrainian television, 2018); Eniyenmp. @eepuuno-canmexniuno, Hosa Axmusia. I1oobaii
npo cebde cynepsnaxoeo! (Ukrainian television, 2019).

It should be pointed out that in Bulgarian and Ukrainian advertising texts, occasionalisms
often arise as a result of the merging of the Latin (the name of a foreign product, for example, Fa) and
the Cyrillic (Fantastic).

The quality of the advertised product is clearly emphasized by occasional adjectives that are
bright and emotionally coloured:

Funko. Funtastickad (instead of fantasticka) hudba (Slovenské letaky, 2013); Vsetky kabelky
su kabelkové, ale nase su Najkrajsie. www.najkrrajsiekabelky.sk (Moja psychologia, s. 123);
Halloweenska cenova party. Elektro (Slovenské letaky, 2017);

Fanta. Fantacmuuen nemen sxyc (Bulgarian brochures, 2012); Rufflex maxx. Maxx xpynkas.
Maxx evanuuxu. Maxx exyc (youtube, 2016) (NB! Apart from the occasional adjectives, the text
contains two occasional nouns: Maxx svinuuxu. Maxx éxyc);

Jacobs Millicano. Haiixae’apuiwma xasa edoma; Iaruyuna. ucmo-monounuir (Ukrainian
television, 2018).)

In addition to occasional verbs, nouns, adjectives, and adjectives, it is worthwhile paying
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attention to the use of occasional collocations in the language of advertising under which we
consider the words which acquire new shades of meaning different from standard language meanings
owing to unexpected combination of words:

Nasa XXL ponuka je zaujimava pre vsetkych. Lyreco (Slovenské letaky, 2017); XXL tyZdne
v Lidli; Alza.sk. Masaker cien (masaker — hromadné zabijanie, krviprelievanie) (Slovenské letaky,
2018);

Lidl. Excnnoszuenu npeonosycenus XXL; Ceomuua XXL. Lidl; Pazmanawu npeonoscenus!
Lidl; Apomamusupaii n1amomo. Deo (Bulgarian brochures, 2018); Ilpecmwvnno eéxycen. Kpoacan.
Lidl (Bulgarian brochures, 2019);

Coca-cola. JTumon eéparcens (instead of minviion epascens); Cytrus.ua. Ilinu nnagnamoca!;
Metro. Jlamaemo wuinu; 3ycmpivail ce3on wopruunux oowgie. Somersby (Ukrainian promotional
cards, 2018); Ilym6. He koncepegyitme ceoi 2powi (Ukrainian promotional cards, 2019).

It is common for Ukrainian texts to replace one word or collocation with the name of the
product or other words:

Norven. 3 Norven porxom! (instead of 3 Hosum poxom!); Lfine-Kone (instead of Kine-Kone)
nputiwios — yinu mpiyams! Cinono (Ukrainian promotional cards, 2018).

Another classification of occasionalisms different from the grammatical one is word-
formation within which it is common to single out prefixation, suffixation, stem composition,
telescopy, and graphic derivation:

Mestsky vkus — ukaz tvoj Zemsky Styl za wow-ceny. VAcsi vyber oblecenia na bonprix.sk;
letaky, 2017);

Koka-xona. Kaxcooeacumen (Bulgarian brochures, 2012); Xuno mon namanenue Ha
uzbpanu uepauxu. Xuno Land (Bulgarian brochures, 2019);

Hoea Jlinis. Hoeopiunuti huzekoyin (Ukrainian promotional cards, 2014); Cup Xpym. Beamyii
MOHCmPO20100, sucpasati npusu,; Koemo-cupuuii nocomun, cup Iupamun — ¢pasopum (Ukrainian
television, 2018); Jueoneuuso Opeo, Ilnanemo Kino. Tsoe kinoutocw!; [pows. 3asanmasicyii
Mmobinvruil  0ooamox  “I'powomania” ma 30ilichu peecmpayiio  Oesxkowmosno, Hawa Psba.
beskomnpomicnuii mama-konmpons; Mama-koumponw sikocmi (Ukrainian promotional cards, 2018).

Derivation by means of prefixes adds a lot to creating new words in advertising:

Avenue. Najnakupy (instead of najlepSie ndkupy) azabava v Humennom,; Bdjecna zena.
Maxicislo, ktoré si zamilujete (Slovenské letaky, 2018);

Pexnamnu yenyeu. Mynmu ousaitn EOOJ[; Lila. /luzatinepcka maxcu mooa cv3oaoena 6
bwacapus! (Bulgarian brochures, 2019);

Mupzopoocvka naziona. Aumu Zombi epexm; Axeanapx ropcvkozo nepiody “Dream Island”.
Axea-eecenuit Hosuii Pix (Ukrainian promotional cards, 2018).

Suffixation is another productive method of coining advertising occasionalisms:

Terno LETAKovka (Slovenské letaky, 2017); Exquisit. Exquisitnd kvalita na sviytocnii
naladu; Ziskaj BBDR boxik (Slovenské letaky, 2019);

Lidl. l]acmauso 6edcmeo (Bulgarian brochures, 2019);

Paoio Jhoxce. JTrokcosa komanoa;, @oxcmpom. Konitiuyscka — ynixanvha yina, wo e aimae;
Moposzuso TM “Pyov”. Obmin pyouxie (Ukrainian television, 2019).

Prefixation and suffixation are obviously more productive in nouns and adjectives, and less
often in verbs.

In Ukrainian advertising texts, word-formation with both prefixation and suffixation is used
for coining nonce words:

Yymax. Haitnomioopuima momamua nacma;, Haiikaeosima rasa. WOG (Ukrainian
promotional cards, 2018).

Graphic occasionalisms are getting more and more popular, and their impact is hard to
underestimate. For example, certain letters within a word are capitalized, which make up the product
name or the action related to the advertised object. In such a way, one word (sometimes altered, e.g
MAMAnenvka) conveys two meanings thanks to graphics (e.g. mama and manenvia).

Ziskaj prEVAhu nad mestom. Novwithin y Peugeot 107 eva v limitovanej edicii len za 8 490 €
(Eva, 2012 p., s. 11); BYVANO. Ano pre vase byvanie (Living reality, s. 13); Bud’ moje BaBy. BB
Cream (Eva, s. 17); Naj Elektrodom. Decem BER 5000 smartfonov zadarmo, Vypre DAJ az do 50%
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menej za techniku. Naj Elektrodom; Planeo Elektro. Vieme, Ze mate radi zlavy a preto
vypreDAVAME (Slovenské letaky, 2016); Home elektro. oktoBER, zlavy BER! (Slovenské letaky,
2019);

Lidl. Tonsxoea ce omYAHsam... Ipocmo cu ce obe3goonuna... Kusomvm e po3os
(Bulgarian brochures, 2017); Kaufland. KOPEuno paziuuna KOMounayus; Pexnamna acenyus Pro
Solution. OmIIE9YATai Teoume uoeu ¢ Hac; /[3I1. /fa ce 3abasnsseaws Ilocmosnno; Lidl. Deluxe
Brie. C suno e opu-n1aumno, Lidl. A eono epeme, kamo 0sx CTYAEHm, Lidl. He ce mpesoacu 3a
xkunol PAMHme 6 neoens; Lidl. [l]lacmuemo e nooHOCA mu! (Bulgarian brochures, 2018);

Effie. Effiecenna nacopooa (Ukrainian promotional cards, 2016); Koopexc Maxc epun.
MAKCumym cunu 6 1 0osi (Ukrainian television, 2017); Bifidus. MAMAneunoka niozapsoka;
Kowmn romepnuii ececeim. [1O/JAPYHKU TPHmait (Ukrainian television, 2018); Hosa wTYKa 6i0
eonody. Tuc cmemana 3 yubynero (Ukrainian promotional cards, 2018); bepu yuacmo 6 axyii ma
suepasati keumku Ha konyepm “Oxeany Envsu” 6 Kuesi. Biokpuii c6OE cepye. Iluso Jlvgiecoke
(youtube, 2018).

It is obvious that in some texts not only are separate parts of words capitalized but also the
words themselves are spelled as two separate words (e.g., Decem BER). One cannot miss such
graphic occasionalisms and so they are visually perceived and remembered.

Consumers’ attention is also drawn to bright texts with various symbols instead of letters. The
most common case is the use of % symbol instead of certain letters in the word. Such an encoded
sense is observed in advertising copies in different languages. Besides, graphic derivation most
frequently occurs with the letter -o:

Sme zlavy, z ktorych %dpadnes.sk. (% instead of -0) www.odpadnes.sk (Slovenské letaky,
2013); Quatro. Nakupte Sik0%vne (% instead of -0); Potraviny Kacka. Cenové bomby (-o is replaced
with a bomb with a % symbol) (Slovenské letaky, 2019);

Emag. B%ack (% instead of -I) friday. /lewsm c uaii-mnozco u mati-eonemu HAMALeHUS
(Bulgarian brochures, 2018); e%a.bg (% instead -h). [lopman 3a namanenus (Bulgarian brochures,
2019);

Envoopaoo. Cynep pozcmp0%uxa (0% instead of -0) na eci epynu mosapie (Ukrainian
promotional cards, 2013).

It is also popular to replace -o with a picture of a smile:

Experiment Ambi Puru. Dychajte s radostou (youtube, 2013); Bon Pari (a smiling apple
instead of -0) (Slovenské letaky, 2018);

Hoso!!! (the picture of eyes instead of both -o letters with a mouth under the letters) Maeaszun
Acmpornomus 3a deya (Bulgarian brochures, 2018); Smilebox. Ilodapu ycmuseka 3a npasuuxa Ha
mobosma (Bulgarian brochures, 2019).

Other graphic symbols have also been noticed in advertising. For example:

WC + BIDET. Dva V Jednom (letter -o is replaced with a construction 2vl1 placed in a circle
(Slovenské letaky, 2013); Valentinske kefky od Curaprox. Cisté zuby pre krajsie bozky (letter -o is
replaced with a heart) (Slovenské letaky, 2019).

Tpasna. Kpwveue cradocm (-o is replaced with a cookie) (youtube, 2015); Kyaunapro.bg (-o is
replaced with an apple); Bcuuxo 3a xymunapusma (Bulgarian brochures, 2018); Jomawen (-o is
replaced with a heart) unmepnem ne mu ce uznusa. Eepoxom HET; Philicon (-o is replaced with a
tomato). llxymbama nromenuya, Billa. Xna6 (one part of the letter -x is replaced with a picture of a
loaf of bread) na mecey mapm (Bulgarian brochures, 2019);

EKO Mapkxem. babo$u (symbol $ instead of -c in a slang word 6abocu) ons 6oca; Cnpobyii
eapbysoee name ( -o is replaced with a pumpkin). C Wog cafe (Ukrainian promotional cards, 2018).

There are a few texts in Slovak and Bulgarian advertisements in which occasionalisms are a
mixture of figures and letters which make up a single word:

Sloboda 100ji (instead of stoji) za to! S novym pausalom Sloboda 100 volas a datujes v celej
EU bez viazanosti! (Slovenské letaky, 2018);

OMV. Hu100 u npo100 (Bulgarian brochures, 2018).

As evidenced by this research, some advertising occasionalisms can be considered both at
graphic and phonetic level. In advertising, these are occasionalisms that distort literary words (by
replacing one or more letters, which are sometimes borrowed) usually to emphasize the name of the
advertised product. It should be noted that the phonetic coincidence of single letters in the word might
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not be noticed by the consumer, but at the graphic level, this conscious phonetic deviation is reflected
in the advertisement rather vividly:

Park Snow. Dovolenka snow (instead of snov) pre celu rodinu na Donovaloch! (Slovenské
letaky, 2012); Hovor vitkym (instead of vsetkym) aké mas Ago (instead of ego) s novou SIMkou
FunFon si médzi (instead of medzi) sebou volate len za 6 cintov (instead of centov) za minutu
(Slovenské letaky, 2017);

Camo xadxcu BIIAGOLAPA. Globul (Bulgarian brochures, 2012);

Kynyii Waacne (instead of eracue) — manopyii xaacuwo! Watsons (Ukrainian promotional
cards, 2018); Dynamix Energy. Z-Z-Zapsoucs! (Ukrainian television, 2018).

A recent advertising text showed an example of onomatopoeia, which is typical of not only
Ukrainian texts, but also Slovak and Bulgarian. Such a word play results in the occurrence of
interesting occasionalisms, which are represented at two levels — phonetic and graphical:

errr

rrrrrrr

prave teraz. Mall.sk (Slovenské letaky, 2018);

Eepobanx. Muooozo sucoxa nuxsea 28% (Bulgarian brochures, 2013); Bcuuxku Q00! 6uuam.
Leki npO0O!dykmu; Ilazapysaii u neuepu Hacpaou. Metro. Hmame 20000001 (Bulgarian brochures,
2018);

Jo-no-noxwuna Ponmon. Ozo sxa! (Ukrainian television, 2018); Prostor. Cmpawi-ui-ui-ni
oonycu. Tinoku 31.10.2017 (Ukrainian promotional cards, 2017).

It is remarkable that occasionalisms are generally able to transform into oral communication
between consumers, however, it is not the introduction of these innovations into a common use that
matters to advertisers, but the presentation of advertising information in a way that is original, and
therefore effective.

Conclusions. Occasionalisms make advertisements original, creative, expressive,
entertaining, unique, and standing out from a variety of similar ones, and at the same time easy to
memorize. Occasionalisms indicate the development of the advertising language, the abundance of
the linguistic expression of the recipient, and the creative individuality of its creators. It is worth
saying that in the analyzed advertising copies, I did not observe occasionalisms with negative
connotations, but neutral and positive only. Therefore, the analysis of occasionalisms with negative
semantics either in the mass media language, or within the scope of political advertisement survey
will be an interesting aspect of the study.

BIBLIOGRAPHY:

Bouarapekn opomrypu  Bbearapcku Opomrypu. 2012; 2013; 2015; 2016; 2017; 2018; 2019. (Bulgarian
(2012 -2019) brochures. 2012; 2013; 2015; 2016; 2017; 2018; 2019.)

Hdsaneuxo, JI. (2009) Oxa3ioHaTI3MH B CYYaCHHX DPEKJIaMHHX TEKCTaX: KOTHITHBHO-IParMaTHYHUH 1

couiodynkuionansuuii acnexkru // Studia linguistica, c. 76 — 83. (Diadechko, L.
Occasionalisms in the modern advertising texts: cognitive, pragmatic, social and
functional aspects // Studia linguistica, p. 76 — 83)

3a0oJioTHa, T. & H. Oxa3zioHaJIi3MH B aHTJIOMOBHiH pexnami // Teopemuuna i ouoakmuuna ¢hinonozis,

Xpucruu (2014) Butl. 18, c. 191 — 194. (Zabolotna, T.& N. Khristich. Occasionalisms in the English
language advertising texts // Teoretychna i dydaktychna filolohija, vyp. 18, s. 191 —
194.)

Kounois, 7K. (2007) OxaszioHaslbHa JIepUBAlis: TEOPETUYHHH Ta  (QyHKIIOHAIBHO-TTparMaTHIHIN

acriektd. ABroped. mc. Jokropa ¢inon. Hayk, cren. 10.02.01 “VYkpaincbka moBa”.
Kuis. (Kolois, Zh. Occasional derivation: theoretical, functional and pragmatic
aspects. Avtoref. dys. doktora filol. nauk, spec. 10.02.01 “Ukraiinska mova”. Kyiv.)

KpaBuyk, JI. B. (2016) CemaHTuKO-(DyHKIIOHAJIBHAN ITOTEHNIaJ OKAa3iOHANI3MIB Yy TEKCTax 3aco0iB
MacoBoi iHpopMmarii mouatky XXI cromitra. ABToped. mic. ... KaHx. (uron. Hayk,
cnen. 10.02.01 “VYkpainceka moBa”. Kuis, 22 c. (Kravchuk, L. V. Semantic and
functional potential of occasionalisms in mass media texts at the beginning of the
XXI century. Avtoref. dys. ... kand. filol. nauk, spec. 10.02.01 “Ukraiinska mova”.

Kyiv, 22 ¢.)
Makenonona, O. MexaHi3MHd TBOPEHHSI OKa3iOHANI3MIB Yy CYYaCHHX aHIJIOMOBHHUX PEKJIAMHHX
(2016) Tekctax // @inonoeiyni nayku, xH. 1, ¢. 63 — 66. (Makiedonova, O. Mechanisms of

50



Mauasipuyk, O.B.
(2015)

Pomanuyk, C.€.
(2011)

Tonoposa, /1. (2008)

Typuak, O. M. (2005)

‘Ykpainchki pexsiamui
gucriBku (2012 —
2019)

Ykpaincbke
Tenedayenns (2014 —
2019)

Xaskina, JI. (2010)

Eva (2012)

Eva (2013)

Living reality (2012)
Moja psycholégia
(2013)

Obornik, P. (2013)

Orgoiiova, O.,
Malikova, V. (2005)

Slovenské letaky
(2012 - 2019)
Slovenska televizia
(2015)

Youtube (2013 — 2018)

»ORBIS LINGUARUM®, VOLUME 18, ISSUE 1

creation of occasionalisms in the modern English language advertising texts //
Filolohichni nauky, kn. 1, s. 63 — 66).

Oco06aMBOCTI TBOPEHHS HEOJIOT13MIB-TEJIECKOITI3MIB y CyYacHiH aHIIIHCHKIH MOBI
(ma matepiani jexcukorpadiuaux mxepen) // Hayxoeuii sicnuk [[pocobuybkozo
0eparcasroco nedazoziunoeo yrigepcumemy imeri Isana @panxa. Cep: dinomnorivni
Hayku (MoBo3HaBCTBO). Ne3, c. 137 — 140. (Maliarchuk, O. V. Peculiarities of
creation of neologisms-telescopisms in modern English (on material of
lexicographic  sources) // Naukovyi visnyk Drohobytskoho derzhavnoho
pedahohichnoho universytetu imeni Ivana Franka. Ser. Filolohichni nauky
(movoznavstvo). Ne3, s. 137 — 140.

OxazioHaNi3MH SIK OKpeMa TIpylla HeoJorismiB // Bicnux JKumomupcvkozo
OdeparcasrHoco yHigepcumemy. @inonoeiuni ayku, Buil. 58, c. 52 — 55. (Romanchuk,
S. Ye. Occasionalisms as a separate group of neologisms // Visnyk Zhytomyrskoho
derzhavnoho universytetu. Filolohichni nauky, vyp. 58, s. 52 — 55.)

3a HiIKOM 0COOCHOCTH Ha €3WKa Ha pexiamMHuTe TeKcToBe // LiterNet, 23.03.2008,
Ne 3 (100), <http://liternet.bg/publish22/d _todorova/reklamni.htm>. (Todorova, D.
On some peculiarities of the advertising texts language // LiterNet, 23.03.2008, Ne 3
(100), <http://liternet.bg/publish22/d_todorova/reklamni.htm>)

OxaszioHasi3MH y MOBI ykpaiHchkoi mpecu 90-x pokiB XX ct. ABTOoped. muc. ...
Kauz. ¢inon. Hayk, cnen. 10.02.01 “Ykpainceka moBa”. {ninponeTpoBchk, 2005.
19 c. (Turchak, O. M. Occasionalisms in the language of the Ukrainian press in the
90s of the XX c. Avtoref. dys. ... kand. filol. nauk, spec. 10.02.01 “Ukraiinska
mova”. Dnipropetrovsk, 2005. 19 s.)

VYkpaiaceki pexnmamui jmctiBku. 2012; 2013; 2014; 2016; 2017; 2018; 2019.
(Ukrainian promotional cards. 2012; 2013; 2014; 2016; 2017; 2018; 2019.)

VYkpaiaceke tenebauenns. 2014; 2015; 2017; 2018; 2019. (Ukrainian television.
2014; 2015; 2017; 2018; 2019.)

CyuacHuil ykpaiHChkuii pexiaMHAN Mid. X.: XapKiBCbKe iCTOpHUKO-(ilosoriuHe
toBapuctBoO. (Khavkina, L. Modern Ukrainian advertising myth. Kh.: Kharkivske
istoryko-filolohichne tovarystvo.)

Eva. 2012, ¢. 1. 188 s.

Eva. 2013, ¢. 1. 188 s.

Living reality. 2012, ¢. 9 — 10. 28 s.

Moja psychologia. 2013, Februar. 132 s.

Ko(mo)difikacia jazyka // Jazyk a kultura: internetovy casopis, roc. 4, Cislo
16/2013, Filozoficka fakulta PreSovskej univerzity v Presove. 02.10.2019.
<file:///C:/Users/User/Downloads/ obornik.pdf>

Jazykové varidcie sucasného reklamného textu. Teodria a sociolingvisticky
prieskum. Ceskéd a slovenska slavistika na pocatku 21. stoleti. Brno: Masarykova
univerzita, s. 171 — 188.

Slovenské letaky. 2012; 2013; 2014; 2017; 2018; 2019.

Slovenska televizia. 2015.

www.youtube.com. 2013; 2015; 2016; 2018.

51



