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The subject of the article is pragmalinguistic characteristic of selected automotive
magazines as a representation of brand press available on Polish market. The material basis
of the consideration consists of Polish-language brand periodic with branding function
issued between 2012-2016: «Volkswagen Magazyn», «Das Auto. Magazyn» and «Experience
Magazine. Magazyn marki Peugeot w Polsce». Listed magazines are characterised by mostly
regular columns and their structure and language are ancillary to perlocution, which direct
purpose is convincing the reader to the brand and encouraging him to buy specific model of
car. Different kind of language and non-language mechanisms are used for persuasion. The
integral part of analysed magazines is though the graphic layout as an expression of visual
communication.
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The presented text is a continuation of academic interests which I started by publishing
the article Names of VW Brand Car Models [1]. The material basis of the taken analysis
was among others Polish-language issues of «Volkswagen Magazyn» quarterly, published
by Kulczyk Tradex since December 2014. During five years of research I have created a
series of six articles, which themes are: Personification as a way of branding VW on the
Polish market shown on the example of ,,Volkswagen Magazyn» and ,,Das Auto. Magazyn»
[2] and The Joy of the Drive as Language Signal of Creating Brand [3]. The next three
texts awaiting for release in domestic and foreign publications are: The Tactile Aspect of
Communication in the Trade Press of Peugeot and Audi Brands, The connotations and
Symbolism of Lion in Peugeot Brand Press as an Element of Creating Brand and «To the
Knights, to the Nobility, to the Bourgeoisie» — About the Recipient Category in Peugeot
Brand Press.

Brand/specialist press, also this issued by automotive combines, is weakly represented
in polish linguistic press studies. This subject was analysed in the publications of among
others Maria Wojtak [8], [9], who focused mostly on cycling magazines. As Matgorzata Kita
noted in the review of my earlier mentioned article about the tactile aspect of communication
in the brand press of Peugeot and Audi, this kind of analysis are filling «the gap in the
research about language in press and are a good example of harmonic fusion of modern
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linguistic instruments and marketing research»*. The analysed magazines though often
have marketing — advertising character and are important part of the strategy of creating
positive image of the brand. The branding should be here understood wider than advertising
itself. It is a precisely considered, consequently pursued and updated process, that consists
of strategic analysis, design of the brand’s identity, its external, including linguistic, signals
and graphic image. The purpose of a specific brand’s developers is creating its positive
image and fixing it in the awareness of real and potential clients [compare about this Filip
2012, 2014 and 2015]. The confirmation of operations led to gain this goal are, among
others, texts published in quarterlies released by automotive combines.

The observations I have published until now do not empower me to form conclusions
about brand press in general, but though they allow to form some pragmalingustic remarks
related to specific brand’s magazines. At this point the range of material basis must be
specified. It consists of following Polish-language brand periodics created for branding,
published between 2012-2016:

«Volkswagen Magazyny, published by Kulczyk Tradex since December 2014. Since
June 2012 it is renamed as «Das Auto. Magazyn.». It is a free magazine issued in quarterly
cycle addressed to fans and owners of Volkswagen vehicles. The current publisher of Polish
version of the quarterly is Volkswagen Group Polska Sp. z 0. 0. (previously Kulczyk Tradex)
and the international coordinator of the magazine is Riidiger Schingale from Volkswagen
AC in Wolfsburg.

«Audi Magazyn», owned by Volkswagen Group Polska Sp. z o. o, the international
coordinators are Fleur Cannas and Claudia Stiehl from Audi AG in Ingolstadt, Germany.
The publisher of polish version is Yo Media Consulting, with Joanna Wysocka as the editor
in chief.

«Peugeot Experience Magazine. Magazyn marki Peugeot», published since 2016 in
new graphic layout as «Experience Magazine. Magazyn marki Peugeot w Polsce.», issued
according to the seasons: winter, spring, summer and autumn.

The listed magazines have mostly regular columns. Here is an example collation of
tables of contents:

«Peugeot Experience Magazine» nr 11/2015: Current Affairs, Interview, Plank,
Innovations, Model, Peugeot Design lab, Worth to Know (diagnostics, service arrangements,
etc.), Feuilleton, Lion’s Recommendations (book, music, film, applied art), Culture, Bon
appétit, Travel, Sport, Emotions, Partner,

«Peugeot Experience Magazine. Magazyn marki Peugeot» summer 2016, selected
article titles: Motion: Not Using Hands — Hands-free Side Door Opening System;, #Drive To
Tenis — Even closer to world’s tennis, Expert in the Field of Innovation — the New Peugeot
Expert; Peugeot wins! — successes of Polish Drivers on the Rally Paths, New Chapter — The
Presentation of New Peugeot 3008; i-Cocpit® — Another Scene of New Peugeots Interiors;
Quest: Four Seasons — 1100 km through Poland Driving Peugeot 308 SW Seeking for
Automotive History Traces; Emotion: No Compromise — Peugeot 308 GTi on the Prologue
Rally Road; Common Denominator — Two Disciplines, Two Different Cars, One Driver;
Lion’s Claw — Peugeot 208 GTi in the Eyes and Lens of Automotive Enthusiasts; Star Cast —
Brilliant Lion 2016 — PEM Readers Plebiscite. Film — Automotive Contest with Prizes.

* The text mentioned here is a chapter of co-edited by me monograph Senses. Linguistic — Cul-
tural Aspects, which will be published in 2017 by Rzeszéw University Publishing House.
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At this point it is worth to mention the opinion of Jerzy Dyszy, rally driver considered
nowadays as one of the best automotive journalists in Poland. The author pays attention to
changes in the character of automotive press which took place during last several dozen of
years:

«The automotive magazines than was something completely different than the
contemporary ones, which are focusing evidently on selling (the goods shown by advertisers
obviously). Major automotive magazines, such as «Quattroroute» was enabling to learn
something important about the construction of the car. Nowadays this knowledge is in
the big part available in the Internet, one just need to know how to seek for it and how to
understand it. Sometimes these are press information, sometimes scientific and sometimes
from research institutes» [7, 23]. A little controversial, but not wrong, may seem — coming
from autopsy — Jerzy Dyszy’s views on competence of contemporary journalists:

«I must say though, that accurate and good knowledge about anything can distract in
journalism, instead of helping. [...] A regular journalist knew, what was the result: one drove
worse, the other better. I knew how it happened, but I couldn’t write it. And when I did, the
half took offence and the other half was only unsatisfied. Journalist is a person who writes

about something he doesn’t know on. About what he finds out, about what he comes to,
but if this knowledge was full, it could turn out, that he shouldn’t show it... [...] Inquisitive

journalists isn’t needed by contemporary media [underline G. F.]. More important is the
ability to share the knowledge that he has or gained for the needs of even one single article,
in such way, that the reader will want and be able to take something for himself out of it.
Want — which means it must be attractive and can — which means this knowledge must be
applicable. It’s a hard art. And what’s worse, if you do it, it’s not so obvious that there will
be a publisher or advertiser interested in such material... [7, 24].

The structure and language of contemporary brand periodics are therefore ancillary
to perlocution, which direct purpose is convincing the reader to the brand and encouraging
him to buy specific model of car. Different kind of language and non-language mechanisms
are used for persuasion. The integral part of analysed magazines is though the graphic layout
as an expression of visual communication. Here must be emphasised the communicational
power of the format of photographs, on which some car parts are sometimes filling the
whole page of a specific issue.

A characteristic of all the analysed periodics is conceptualisation of cars in the category
of family, in which each member (respective car model) with common genes have specified
character, fulfil actions typical for a human, play specified social roles: companion, partner,
athlete, hero/strongman and sometimes even lover, as in the case of VW brand. In creating
images emphasised are though mostly masculine features, but when in it comes to Peugeot
also the femininity of smaller models is accentuated. The newly introduced models are
metaphorized as baby or a young/non grown up person in general, e.g. busybody lion cub.

The offer of cars conceptualised this way is presented to various target groups. The
specification of target includes mostly professions, interests and family status of the potential
buyers. The direct recipients of the texts published in the automotive magazines are e.g.
businessmen, architects, musicians or restaurant owners. David Guerin in the interview with
Przemystaw Kozera says: «Each of our brands [combine PSA Peugeot Citroen, note G. F.]
is creating its own world. Has its own receivers, who have different expectations» [6, 12].

No matter what associations, connotations and symbolism is shown by car names
or brand logo, the creators of each brand take care about making the image of brand they
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represent carry positive emotions and values, as shown in another extract from Peugeot
magazine: «The Peugeot brand is a carrier of strong values. It knows what is a driving
experience, what joy comes out of driving a car, how much pleasure can a visit in the
showroom give» [6, 12]. It is an informed operation, what can be confirmed by the analysed
texts, in which — no matter the brand — strongly emphasised are the safety and comfort of
drive, joy of having a car and driving it, as well as new technologies that improves driving
a car and replace drivers.

The determinant of automotive magazines is the dialogue character of published
texts, for what a representative genre example are interviews. Accordingly to eruditive
ambitions of the redactions, the invited guests are not only automotive brand specialists,
but also sociologists, computer scientists, travellers, athletes, musicians, photographers or
actors, such as e.g. Catherine Deneuve and Gerard Depardieu in the autumn 2011 issue of
«Peugeot Experience Magazine» or Jennifer Lopez in the first issue of «Audi Magazyn»
in 2013. Contemporary mass media set the dialogue as a trend. Conversations dominated
over the other ways of broadcasting and became a media phenomenon which popularity is
still increasing [compare 4]. Not without significance is in this case the pragmatic function
of conversation — getting closer to the recipient and enhancing chances to convince him to
presented views. For a major, or even prevailing, number of recipients of today’s mass media
the dialogue is a more attractive form than the first- or third-person narration. That is why
the elements of discussing with reader are brought to also other press genres than dialogue.
Without a doubt this kind of communicational mechanisms have perlocutive purpose.

The feature of analysed brand quarterlies is also communicational polyphony. This
term I take after Maria Wojtak in reference to the lecture Communicational Polyphony
in the Contemporary Press delivered by the author on November 29" 2016 at Rzeszéw
University, and also to her report performed during the conference «Language Our Native»
on February 215 2017 at Polish Philology Institute also at Rzeszéw University. Linguists
consider though, if the publicist style exist at all [compare 10]. In this case it can be rather
discussed as an interference of different functional variations of Polish speech, depending
on thematic diversification of publicist texts. The basis is colloquiality as a base of any
kind of communicational behaviours, variant depending on the reader’s background.
Satiety of press articles with lexical determinants of colloquiality depends also on the
magazine’s profile and its target group. Consciously I use here the marketing terminology,
because — what is confirmed by media experts — it would be naive nowadays to think, that
an unbiased information independent of economical market laws do exist [compare articles
from anthology Kita, Loewe 2012]. The indicators of the reading, listening and watching
rates are what determines contemporary media market. The level of colloquiality in the
press articles is also depending on specific journalistic genres. In the widespread belief
the decrease of language register is aimed at reduce the distance towards reader and as a
consequence to convince him to presented opinions and encourage to buy newspaper or
magazine.

Not all of this remarks are referring to the analysed automotive brand magazines.
They are free quarterlies though, sent to — registered in database — clients of specific
brands authorized showrooms. The direct aim of this kind of press publishers is therefore
not selling a magazine, but fixing brand’s positive image and as a result gaining clients.
The marketing aim is therefore wider extended, what determines the linguistic-stylistic
shape of magazines. Quarterlies can also publish non ordered texts, wherein redactions
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reserve a right to edit the sent texts, they can also refuse publishing announcements and
advertisements which content or form conflicts the character of magazine. The assumption
of publishers is that the magazines have an elite and specialist character, hence e.g. stressing
elitism, uniqueness, luxury as values in «Audi Magazyn». Noticeable is that brand creators
are taking big care about the tastes that readers and the real owners or potential buyers of
cars have. For the sake of thematic diversification of columns the magazines offer therefore
not only another cars promotion, but also an interesting reading of press genres, e.g. from
the field of culture, cultural studies, anthropology or geography. The published texts are
written mostly using the official version of Polish language, what certifies the knowledge of
linguistic correctness rules. It does not mean though, that they have no colloquial elements.
I dedicate another currently prepared text to this matter, so here I only list determinants of
colloquialism that exist in analysed quarterlies. It is above all colloquial lexis, e.g. sz/ifowac
hobby or zaliczy¢ drift, professiolectal univerbizations based on colloquially characterized
suffix —ak lub —ka, e.g. dostawczak, rajdowka and colloquial provenance idioms like phrase
dwiescie osemki sq migkkie jak diabli, which I have included in the title of mentioned text.

Pragmalinguistic remarks about brand press specificity arise from marketing character
of presented automotive magazines. Subdued to this aim is the expansion of rhetorical
means noticeable in every text published in automotive quarterlies. From the viewpoint
of the reader who is aware of this kind of media actions it is not difficult to notice the
persuasion in Jerzy Dyszy’s statement: «In «Plejady» [Subaru brand magazine, note G. F.]
we try to act just like that: treat Readers more seriously than other magazines treat average
users of carsy [7, 28].
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Lst cTaTTs € MPOMOBKEHHSIM JOCIIIIKCHHS, SIKe aBTOp posnodaia B 2012 pori myOmika-
€0 CTATTI Mmij 3arosioBkoM «IIpo Ha3Bu Momeseit aBTomMo01iB Mapku Volkswageny [Dimin
2012]. Bopomosx I’sITH POKiB IOCIII)KEHb BUHUK LIUKJI 3 [IECTH CTAaTeH, TEeMaTHKa SIKUX CTO-
CYETHCSI MOBHUX CHTHAJIiB aBTOMOOLIBHOI'O OPEH/TIHTY.

lany3eBa mpeca, a TaKOX Ta, 110 BUAAETHCS aBTOMOOIBHUMH KOHIIEPHAMHU, CJ1a00 mpe/-
CTaBJIeHa B MIOJIbCbKOMY TIPECO3HABCTBI 3 MOBHOT'0 OOKY. 3aIIpOIIOHOBaHa aBTOPOM TeMa 3aroB-
HIO€ SIKYCh MPOTAJUHY B AOCIIIKCHHSX 100 MOBH MIPECH 1 € MPUKJIAIOM IHTEp- a00 TpaHC-
JMUCIUIUTIHAPHUX aHali31B, B SKUX JIIHTBICTHYHI METOIOJIOTIT MOB’sI3aH1 3 TOpoOKOM 3i chepu
MapKETUHTY 1 )KypHaJICTHKO3HABCTBA. ['amy3eBi )xypHalu, sKi IpoaHali30BaHo B CTATTi, Ma-
I0Th MapKETHHTOBO-PEKJIAMHUIT XapaKTep 1 € CyTTEBUM €JIEMEHTOM CTpaTerii CTBOPEHHsI 10-
3UTHBHOTO 300pakeHHs Mapku. CaM OpEeHIIHT CJIi] pO3YMITH HIupIie, Hixk pekiamy. Lle 100pe
MPOJyMaHHH 1 HEYXUJIBHO peasli3oBaHUil Ta akTyaJi30BaHUM MPOLEC, HA SKOMY TPYHTYETh-
Csl CTpaTeriyHuil aHai3, IPOEKTYBaHHS TOTOKHOCTI MapkH, ii 30BHILITHIX MOBHHX CHUT'HAJIiB
4i TpadiyHOro 300pakeHHs. MeTO KpeaTHBHUKIB 1i€] MApKU € CTBOPEHHSI i1 IIO3UTHBHOTO
IMIJIKY, @ TAaKOX TpuBaJia (ikcallis oro y cBiZJJOMOCTI HasiBHUX Ta MOTEHI[IHHUX KJIIEHTIB.

[ligTBepmKeHHIM UX po3ayMiB € Bugani B 2012-2016 pokax mojasCbKOMOBHI IEPIOIUTHI
rajxy3eBi BumaHHs npo GyHkiiro openaunry: «Volkswagen Magazyny, «Das Auto. Magazyny,
«Experience Magaziney, xypHan Mapku «Peugeot». 3ramaHi mpecoBi BUIAHHS XapaKTEpH-
3YIOThCSl BIAHOCHO MOCTIHHMMHU pyOpHKamH, a iX CTpyKTypa i MOBa IiJIOpPSIKOBaHI TaKii
MOBHIH JIISJIBHOCTI, HACIIJIKOM sIKOi OyJie CIIOHYKYBaHHS 4MTaya 3BEPHYTH yBary Ha MapKu
aBTO. 3 METOI0 CHIOHYKYBAHHSI JI0 SIKOICh /i1 y BUJAHHSIX OCIYTOBYIOTHCS PI3HUMU MOBHHUMH
i M03aMOBHMMHM MeXaHi3MaMU. L{iJIiCHUM CKJIaJHMKOM aHaJli30BaHUX XXYpPHANIIB € rpagiaHuii
MAaJIFOHOK SIK BUPa3 Bi3yaJbHOT KOMYHIKaIlii.

3aBasku TeMaTHuHIld audepenuianii pyOpuK 3anpornoHoBaHa He TIJIbKH peKjiaMa MoJie-
Jieii aBTo, ane i IiKaBuil U YUTA4diB BUKJIA]] THIIIB IPECH, HANIPHUKIIA, 31 chepu KyJIbTypH,
KYJIBTYpoJIorii, autpormojorii un reorpadii. TekcTu, siki po3MillieHi B )KypHajax, HalucaHi
nepur 3a Bce oQiniifHUM Pi3HOBHIOM IMOJIBCHKOT MOBH, IIO TiATBEPIKYE 3HAHOMCTBO 3 IIPUH-
IUIIAMU MOBHOT KOpeKTHOCTI. L{e mepeayciM 3araibHa JeKCHKa, HAIIPUKJIaI, «IL1ihyBaTH X00-
01», «3apaxyBaTH Oiii», mpogeciitHi 3BOPOTH, IO IPYHTYIOTHCS Ha IIPUXOBAHOMY cydikci —ak
abo —ka.
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Jist BCix mepionnyHUX BUAAHB, SIKI MU JIOCIIDKYBalli, XapaKTEpPHUM € KOHIICTITyalli-
3alisi aBTOMOOUIIB y KaTeropisix ciM’i, Juist IKol OKpeMi KOHKPETHI MOJIeNi aBTO BUKOHYIOTh
THTIOBY JUISI JIFOAUHH (DYHKIII0, MAalOTh BU3HAUEHHH XapaKTep, a TAKOXK BiJIIrPalOTh CXOXKI1 y
CYCHIBCTBI pOJIi: TOBApuIIa, MapTHEpa, CIIOPTCMEHa. Y CTBOPEHHI 00pasy MiJKPECIIOIOTHCS
«YOJIOBIYi» 03HAKU aBTOMOOIJIIB.

[Ipono3uriis Mmozeel aBTOMOO1IIB CKepOBaHa Ha Pi3Hi IIBOBI TPYIIN KIIIEHTIB. Y crienu-
¢ikarii mporo3uiii BpaxoBy€eThHCs MEPII 3a Bce Mpodecis, 3alliKaBIeHICTh, a TAKOXK CIMEHHHIA
CTaH MOTEHIIMHUX MOKYMIIB aBTOMOOLIiB. He3ane:xxHo Bija acolialliii, CAMBOJIIKH aBTO, SKi
3rafiyloThesl y CTATTSX Ha HIMAJIbTaX aBTOMOOLITBHOT TPECcH, pO3pOOHUKH OKPEMHUX MapoK J0a-
10Th, 00 00pa3 KOHIEPHY, AKUI pelpe3eHTOBAHO Yepe3 HUX, OYB HOCIEM CHJIBHUX IIIHHOCTCH.
Lle cBinoma fist, miATBEPIKEHHS YOT0 MOYKHA 3HANTH B IPOaHAJI30BaHUX Y CTATTi TEKCTAX, B
SIKAX, — HE3aJISKHO BiJ MapKH, — MiKPECICHO Oe3MeKy 1 3pYUHICTh 3111, EMOIIiF0 PaIOCTi Bif
BOJIOJIIHHS aBTOMOO1JIEM 1 13/T1 Ha HbOMY, & TAK0K HOBI TEXHOJIOT'11, IKi BIOCKOHATIOIOTh KEpPY-
BaHHs aBTOMOOIJISIMY 1 € OLTBII JOCKOHAJIMMH J1J1s1 BOAITB.

Knrouosi crnosa: dpena-npeca, OpeHIUHT, IEPEKOHAHHS, TParMaJliHTBICTHKA, KaTEropis
PEIUIIEHTIB.



