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FUNCTIONING OF ADVERTISING SLOGANS 
IN CONVERSATIONAL DISCOURSE 

Liudmyla Dyadechko  

National University of Bioresources and Nature Management of Ukraine 
Heroyiv Oborony 15, Kyiv, 03041, Ukraine 

luda_dyadechko@mail.ru  

The article focuses on the principles of advertising slogans functioning in the speech of Ukrainians. 
It provides data obtained from opinion polls. The author believes that studying advertising slogans, which 
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tend to become collocations, is only possible in socio-cultural context since human mentality is formed 
under the influence of ethno-cultural values.  

Key words: advertising slogan, advertising collocation, cognitive potential, socio-functional aspect.  
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