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Topical Importance:  the necessity to study this issue is determined by the fact 

that currently the features of representation of the category of emotivity in 

advertising texts are rather poorly examined. However, the emotive vocabulary 

itself is one of the main elements of advertising texts. It is one of the main 

components of attracting attention of customers and influencing their emotional 

sphere in order to convince them to purchase a particular product. 

Goal: to study the means of representation of the category of emotivity in the  

English and Spanish advertising texts. 

Tasks:  

1. to describe the theoretical basis of the concept of the category of emotivity and 

its components; 

2. to present various classifications of emotive vocabulary in fundamental 

linguistic works; 

3. to analyze the features and characteristics of advertising texts; 

4. to determine the features of the emotivity category in the advertising text; 

5. to identify, describe and compare the main language means of representing the 

category of emotivity in the texts of English and Spanish advertising. 

Theoretical value of the study lies in the fact that it will demonstrate and describe 

various linguistic means of expressing the category of emotivity, the results of the 

work can contribute to the creation of the necessary base for further research of 

advertising texts in English and Spanish from the standpoint of the category of 

emotivity. 

Practical applicability: the results obtained can be used for further study of the 

topic, writing effective advertising texts or analyzing advertising strategies 

developed at the linguistic level by large companies that produce goods, as well as 

for studying English at courses and seminars on lexicology and stylistics. 

Results: the results of the study are interesting and compelling. The conclusions 

are well-designed, robust and solid. 

Implementation advice: the materials of this work provide the basis for further 

investigating of the category of emotivity in modern linguistics and advertising 

sphere.  

 


