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Abstract

Thesis deals with the linguistic characteristics of selling advertisement texts in modern English.
Advertisement texts are considered as directive speech acts. Accordingly, the first part of the
thesis deals with the theories about speech acts, classification of speech acts, directive speech
acts, presupposition and implication. The theoretical part also concerns an advertisement as a
variety of a text and includes general characterization of linguistic techniques used in
advertisements. The next part of the thesis is followed by the research. A hundred
advertisements of modern era and ten advertisements of previous century are analyzed in the

research part.

The thesis is an attempt to analyze what linguistic techniques are characterized for selling

advertisement texts in modern English.

On the one hand, the theories of John Austin and John Searle about speech acts and on the other
hand, the work of Jeffrey Leech about successful advertisement texts have been used in the
research. The empirical data have been obtained from 100 modern advertisements and 10

advertisements from previous century.

Key words: advertisements, direct and indirect speech acts, attention value, readability,

memorability, selling power.



