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MULTIMODAL PECULIARITIES OF PRINTED ADVERTISEMENTS
OF MINERAL WATER IN UKRAINE

The article is devoted to the analysis of multimodal advertisements which play a very important role in the modern
social, business, and mass-media communication. As the means of creating advertisements are constantly changing our
task is to analyze the structure and semantics of the advertisements of mineral water in the Ukrainian mass-media
and business discourse. In the historical aspect, advertisement can be characterized as a targeted tool that is used by
a manufacturer or a seller of a product in order to influence a consumer and raise the sale levels. It was pointed out
that the main purpose of the advertisements is to attract the customers’ attention, make them think and change their
thoughts and/or behaviour. Due to the synchronic usage of different communicative modes and visual tools, modern
printed advertisements are complex and multimodal, consisting of verbal and non-verbal elements. The application of
verbal and non-verbal elements in an advertisement allows scholars to classify it as a multimodal text. Non-verbal
elements are present in almost every printed advertisement. The following non-verbal means have been distinguished:
images, pictures, schemes, logos, sketches, national symbols, fonts types and sizes, colour choices, position, location, and
design of a verbal text in an advertisement, etc. Visual images, typically, play a major role in the creation of the modern
language consciousness, because a visual perception is universal and it is able to integrate and reintegrate any other
systems of signals. Non-verbal means acquire a special importance, forming together with a verbal part the contextual
and pragmatic meaning of the advertisement. Non-verbal means, correlating with the verbal elements, either intensify,
or repeat and complete the meaning of the verbal messages. The variations of fonts (cursive, underlined, bold), sizes of
letters, their capitalization and colouring help to make the texts bright, eye-catching, and memorable. In the analyzed
examples, the majority of copywriters used the images of mountains and natural water to demonstrate the purity and
freshness of their product. It was stated that as such advertisements were created to promote a very popular and essential
product — mineral water, they are national, direct, lightly or medium segmented and commercial.

Key words: multimodality, advertisement, mineral water, verbal means, non-verbal means, correlation, promotion,
colour.
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MYJAbTUMOJIAJBHI OCOBJIUBOCI IPYKOBAHOI PEKJIAMHA
MIHEPAJIBHOI BOJIU B YKPATHI

Cmammsi npucesiuena anaizy MyTbmumMoOaIbHOI peKAamu, sKa 6i0i2pac 6axcaugy poib y CYUACHIU COYianbHil, Oilo-
8ill Ma MACMeOIlHItl KOMYHIKayii. Buxoosuu 3 moeo, uo 3acodu cmeopeHHs: peKiamu 3a3Haroms NOCMIUHUX 3MIH, Haule
3a60aHHs — NPOAHANIZYEAMU CIMPYKMYPY Md CEMAHMUKY PEKIAMHUX 020JI0ULeHb MIHEPATbHOL 600U 8 YKPAIHCLKOMY MAC-
MmeoitiHomy ma 0i3Heco8omy OUCKYpci. V ceoiil renesi pexnamy MONXCHA NpeoCmasumu K YilbosUull IHCMpyMeHm, aKuil
BUKOPUCTNOBYIOMb BUPOOHUKU Yl NPOOABY] NPOOYKMY 3 MEmOoI 8NIUBY HA CHOXCUBAYA, 4 MAKOXHC O/ NIOHAMMI pig-
Hi8 npooadcie. Byno ecmanosieno, Wo 20108He 3a80aHHA PEKAAMU NOIALAE Y NPUBEPMANHI Y8A2U CHONCUBAYIE 3 MIEI0
Memoio, wob Hadani 3acmasumu ix 3a0yMamucs ma 3MIHUMY ixXHi OyMKU 4u/ma noeeodinKy. 3a605Ku 6UKOPUCTIAHHIO
PDI3HOMAHIMHUX KOMYHIKAMUGHUX MOOYCI8 MA 8I3YANbHUX IHCMPYMEHMIE CYUACHA PEKamMa € KOMIIEKCHOI0 Md MYIbInu-
MOOANLHOW | CKIAOAEMbCA 3 8ePOANbHUX MaA HeeepbanbHuX Komnonenmis. CUHXpOHHE 3ACMOCY8AHHA BePOANLHUX M
HegepOANbHUX 3aC00i8 Y PEKILAMHOMY 020T0UEHHT OAE MONCIUBICIb HAYKOBYAM KAACUDIKYBAMU 1020 K MYTbIMUMOOATb-
Hutl mexcm. Hesepbanvui 3acodu npucymui matidice 8 ycix OpyKOBAHUX PEKAAMHUX 020N0UWEHHAX. Y MyTomumooanvHii
peKnami UOKpeMIIOI0mMb MaKi HAUYHCUBAHTWI He8epOalbHI 3aco0u, K. 300PANCEHHSA, KAPMUHKU, CXeMU, HAYIOHATbHI
CUMBONU, MUnYU wpughmie ma ixui poamipu, 6uOIp KOILOPY, POIMIWEHHSL, TOKAYISA, A MAKONC OUZAUH 8ePOATLHO20 MEKCNTY
ma in. Bizyanvui 306pasicenns 3azeudail 6i0ieparoms 0CHOSHY POJib Y CIBOPEHHI CYYACHOL MOBHOI C8i00MOCTI, OCKIIbKU
8i3yanbHe CHPULHAMMS — YHIBepcaibHe ma 30amHe inmezpyeamu ma peinmezpysamu 0yOb-aKi iHu cucmemu CUSHANIB.
Hegepbanvhi 3acobu nabysaroms 0coonusoi 3HaUUMOCMi, CIMBOPIOIOYU PA30M 3 6ePOATLHOI YACTUHOIO KOHMEKCMY albHe
ma npazmamuyre 3HAYeHHs PeKIaMHO20 oz2onoweHHs. Hesepbanvhi 3acobu 6 xopenayii 3 eepbanrbHuMU enemeHmamu
nIOCUNIOIOMb YU OONOGHIOIOMb 3HAYEHHS 6epOANbHOL Yacmunu nosioomienns. Bapiayii wpugdmosux poumis (kypcus,
niOKpecients), 3MIHU po3mMipie OYKe, iXHs Kanimanizayis ma Wil Kouip 00nomMazaioms 3p0oumu mekcmu ssCKpasumil,
3AXONTIOIOYUMU MA MAKUMU, WO 3aNam Smogylomsbcsl. [JoChiodicents noKkasano, wo 6 NpuKiaoax, aKi oyuu npoananizo-
6ani, OLnbWICMb KONIpamepie BUKOPUCTOBY AU 300PadCEeHHs 2Ip ma 600U OJisi OeMOHCMPAYIl YUCMOmu ma Ceixicoc-
mi pekaamoganozo npodykmy. byno ecmanosneno, wo ockinoku yi pekiamti 020n0uieHHs Oyiu CmMEopeHi O NPOMOYil
maxozo Oysce NONYIAPHO20 MA 8ANCIUBO20 NPOOYKMY, AK MIHEPATbHA 800d, MO 34 CBOEI0 NPUPOOOIO iX MONCHA 88ANCAMU
HAYIOHATbHUMU, NPAMUMU, Te2KO- YU CePeOHbO-Ce2MEHMOBAHUMU A KOMEPYIHUMIUL.

Knrwouosi cnosa: mynomumooanvricms, MiHepaibHa 6004, pekiamd, 6epOanbHi 3acobu, Heeepbaivbhi 3acobu, Kopens-
yis, NpOMOYis, Koip.

The scientific problem statement. Nowadays
advertisements play a very important a role in the
life of any social community, influence its business,
social and cultural spheres, and very often shape its
cultural values and beliefs. They are integrated parts
of mass-media discourse which play a very important
role in the modern social, business, and mass-media
communication. Advertisements are to be well-struc-
tured, designed and well-presented as their main
purpose is to attract the customers’ attention, make
them think and change their thoughts and/or behavior.
Due to the usage of different communicative modes
and visual tools, modern printed advertisements are
complex and multimodal, consisting of verbal and

non-verbal elements. In the historical aspect, adver-
tisement can be characterized as a targeted tool that is
used by a manufacturer or a seller in order to influence
a consumer and raise the sale levels (IToiskos, 2006).
The means and units that are used in advertisements
are constantly changing, taking new forms and com-
binations which, in its turn, requires the attention of
scholars and new approaches to their studies. Being
very powerful, influential and manipulative, adver-
tisements must be thoroughly analyzed, processed,
and understood.

The analysis of the conducted studies. There are
many scholars who devoted their works to the stud-
ies of modern multimodal advertisements: R. Bart,
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P. Messaris, D. Bezlatnyi, I. Morozova, N. Liutian-
ska, V. Poliakov, N. Valgina, N. Skukalenko, and
others. Such topics as the semantic and grammatical
structures of multimodal advertisements, the correla-
tion of verbal and non-verbal parts, means of achiev-
ing pragmatic, aesthetic, and manipulative effects
have become the centers of their scientific interests.
In spite of that, multimodal advertisements of min-
eral water have not been analyzed from the men-
tioned above multi-dimensional vectors, so they need
a detailed scientific analysis.

The purpose of the article is to conduct a com-
parative analysis of the multimodal advertisements,
devoted to the promotion of mineral water in Ukraine,
to find out its structural, semantic and pragmatic
peculiarities, national coloring and cultural value. In
order to achieve the purpose the following methods
and approaches have been used: a discourse analysis,
structural and descriptive methods, and a componen-
tial analysis.

Main body. A modern advertisement combines
the propaganda and modern advances that have been
achieved in the marketing field, in order to create an
“ideal product”. It is possible to claim that promotions
of products or services have become less informative
but more pragmatized and commercialized as well as
manipulative. The peculiarities of advertisements are
defined by their communicative and pragmatic goals
that could be noticed through the special selection
of verbal and non-verbal elements. If we talk about
their pragmatic character, the main goal is to make
a strong influence on a target audience which could
be achieved via multiple channels such as rational
thoughts and convincing, instincts as well as subcon-
scious emotions.

The application of verbal and non-verbal elements
in an advertisement allows scholars to classify it as a
multimodal text. Non-verbal means acquire a special
importance, forming together with a verbal part the
contextual and pragmatic meaning of the advertise-
ment. R. Bart (Bart, 2002) defined three types of cor-
relation and connection between a text and an image/
picture/non-verbal element:

a) a text and a picture duplicate each other;

b) a text performs the major role, and the seman-
tics of the picture depends upon it. We can say that a
visual component is an addition to a verbal element;

¢) a verbal component depends on the image.

N. Valgina contends that the majority of multi-
modal texts follow a pattern when verbal and visual
components are in synsemantic relationship (Valgina,
2003). This theory is similar to the third type of cor-
relation, suggested by R. Bart, when an image defines
the semantics of the verbal text.
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Non-verbal elements are present in almost every
printed advertisement. Scholars, who work in this
field, point out the following non-verbal means:
images, pictures, schemes, logos, sketches, national
symbols, fonts’ types and sizes, colour choices, posi-
tion, location, and design of a verbal text in an adver-
tisement, etc. Visual images, typically, play a major
role in the creation of the modern language con-
sciousness, because a visual perception is universal
and it is able to integrate and reintegrate any other
systems of signals (Skukalenko, 1992: 53-55).

The American scientist P. Messaris, while studying
the peculiarities of visual persuasion in advertising and
analyzing the role that visual elements play, asserts that
images can provoke certain feelings by stimulating an
appearance of a particular object or a person, can be a
visual proof that something really happened, as well as
install the implicit connection between an object, ser-
vice or a thing that is being offered, and other images
(Messaris, 1996). It is necessary to point out that
means of multimodality define how an advertisement
is going to be perceived. This gives extra importance
to the information provided, defines the understanding
of the message, a level of trust and influence that it has.

N. Liutianska states that the main goal of an
advertisement is to influence the consciousness of a
consumer and to stimulate him/her to perform a cer-
tain action — to buy a particular item. The main task
of advertising discourse is to convince the addressee
in the honesty and authenticity of the message (Liu-
tianska, 2014: 138).

According to I. Morozova, the core role in attract-
ing the attention of the audience, is given to the slo-
gans, that can modify verbal and physical behavior
(Morozova, 2017). As printed advertisements are
multifaceted phenomena that are targeted at a wide
range of consumers, there are different types of their
classification. D. Bezlatnyi defines 8 major categories
of them: 1) according to the target audience — highly
segmented, medium segmented, lightly segmented;
2) according to the targeted influence — commercial
(goods and services), and non-commercial (political
or social); 3) according to the scale of distribution —
global, national, regional and local; 4) according to
the method of transmission — printed, electronic and
outdoor advertising; 5) according to the way of execu-
tion — textual, visual and visually-textual; 6) accord-
ing to the method of influence — direct and non-direct;
7) according to the method of addressing — personi-
fied and non-personified; 8) according to the method
of payment — free and paid (Bezlatnyi, 2011).

Considering the suggested approaches, we have
analyzed printed multimodal advertisements of min-
eral water in the Ukrainian mass-media discourse with
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the focus on their types, structure, usage of non-verbal
elements and their correlation with the verbal ones.

The first advertisement (picture 1) was created by
the company called 4/ex. No slogans or messages are
seen in the picture; the only verbal elements are the
names on the bottles and the logo of the company. The
picture is rather self-explanatory — beautiful moun-
tains and water that symbolize a clear and ecological
product. The colour scheme is not too wide. We can
only see the colourful bottles, the rest of the back-
ground is done in different shades of green and blue.
Green is considered to be the colour of nature that has
the ability to control and comfort our emotional state.
Being in the center of the color spectrum it performs
the role of a life balance (Colour Affects). Green is
often used to depict and strengthen the fact that the
product is fresh and natural (How colours manipulate
your emotions). The application of the dark blue col-
our is justified by the fact that it is the only colour that
is used to describe the purity of water and its fresh-
ness. All of these attributes can be noticed and seen in
the advertisement. From the structural and pragmatic
points of view this advertisement is national, printed,
commercial, and lightly segmented.

The second advertisement (picture 2) is the ad of
the mineral and still water for children. We can again
see the usage of green and bluish colours to depict
the mountains that, in its turn, creates the feeling of
freshness and natural origin. But, unlike the previous
advertisement, we can see more colours here. There
are different animals drawn in orange, pink, blue and
purple. We can also see the verbal message — a slo-
gan that is written in green, red and blue colours. The
message says: “Natural drinking water for kids from
the first days of their life”. The iconic symbols under-
neath it — 0+ — duplicate the same information. The
text is written with the help of different fonts and is
a bit chaotic, which creates the feeling of fun and a
friendly effect. If we look again at the selection of a
colour scheme, we can say that the red colour, having
the longest wave, has a very strong effect on humans’
perception, quickly attracting their attention and stim-
ulating them to act. As to the blue colour, psycholo-
gists consider it to be one of the most favourite color in
the world (Colour Affects). They also believe
that it enhances to the mental processing and
arises a feeling of purity. The choice of the
pink colour can be explained by the fact that
it nourishes and, at the same times, calms
people (Colour Affects). Besides, if we take
into consideration some gender peculiarities,
we will find out that this colour is consid-
ered to be a strongly female colour (which is
important for the advertisements for children
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as these are the mothers who mainly choose and buy
products for their kids). Orange has a similar effect
as the red colour, but it stimulates emotional as well
as physical reactions. It also creates the feelings of
warmth, happiness, and protection. One more impor-
tant feature is the application of the pictograms of
animals, depicted sitting next to the bottles and on the
bottles. The name of the water — mopuunxa — is very
interesting as well, because it is a derivative from the
name of the water for adults — mopuuncoxa — and has
a diminutive meaning. So, we can say that the smart
combination of non-verbal elements (colours, iconic
elements, layout) and verbal elements makes this
multimodal advertisement very powerful and appeal-
ing. This advertisement is also national, commercial,
printed, and medium segmented.

Picture 1

Picture 2

Picture 4
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Another advertisement
(picture 3) promotes the same
mineral water Mopuuncora
(Morshynska) but for adults.
In this advertisement we can
see a very interesting correla-
tion of verbal and non-verbal
elements, when the text mes-
sage dublicates the image —
“Natural inside, perfect out-
side”. A picture of green, fresh
and pure mountains seems to
fall into the bottle, as the pic-
ture is created in the shape of water and the image of a
bottle design is believed to be “perfect”. A green col-
our in combination with white one, creates the feel-
ing of pureness, cleanness and freshness. On the basis
of D. Bezlatnyi classification, this advertisement is
national, commercial, printed, and lightly segmented.

Picture number 4 is an advertisement of a very
popular and well-known mineral water — Borjomi,
the name of which is repeated twice. The verbal
message — Live with the power of a volcano —
encourages consumers to be healthy and strong by
having a healthy life style, driving a bike, being
active and drinking pure water. The meaning of
the verbal message is intensified by the images of
mountains, green grass and a young woman on a
bike whose body language tells us about her phys-
ical power and freedom.

Picture 5
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The last example (picture 5) is an advertisement
of the mineral water Kapnamcvka Oocepenvha, in
which a very strong, relatively young man is depicted
in front of the beautiful mountain range, showing his
thumps up. The perfect figure of the depicted man
proves the positives of the advertised mineral water.
The verbal messages — 32 cm monodocmi (32 cm of
youth). Minepanvna 6oda Kapnam — are written in
blue, and create the feeling of pureness and cleanness.
The textual message — 32 cm monodocmi — indicates
that a 32 cm bottle will make you healthy and look
like the man in the picture.

Conclusions. So, we can say that verbal and
non-verbal elements are used in all types of multi-
modal advertising. Non-verbal means, correlating
with the verbal elements, either intensify, or repeat
and complete the meaning of the verbal messages.
The variations of fonts (cursive, underlined, bold),
sizes of letters, their capitalization and colouring help
to make the texts bright and memorable. In the ana-
lyzed examples, the majority of copywriters used the
images of mountains and water to demonstrate that
their product is fresh, clear and natural. The chosen
colour scheme includes blue, green and white colours
as it is required by the theme of the advertisement.
All of the chosen advertisements depict the closeness
to nature, life balance, calmness, and purity. As they
were created to promote a very popular and essential
product — mineral water — they are national, direct,
lightly or medium segmented and commercial.
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