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Advertising plays a vital role in shaping consumer behavior and public perception, relying heavily 

on linguistic creativity to stand out in a saturated media environment. In Uzbek advertising, stylistic 

features such as metaphor, alliteration, and inversion are increasingly used to enhance message 

retention and emotional resonance. While previous research has explored foregrounding in English-

language ads, limited attention has been paid to its application in the Uzbek context, especially in 

light of cultural and linguistic nuances. This study aims to analyze how foregrounding techniques 

are used in Uzbek advertisements to capture consumer attention and strengthen emotional 

engagement. The analysis reveals that metaphors serve to emotionally charge advertisements, while 

rhythmic tools such as alliteration and repetition improve slogan memorability. Inversion is used to 

emphasize core brand messages. Comparative insights highlight that Uzbek ads favor collectivist 

and culturally contextualized expressions, whereas English ads often employ irony and 

intertextuality. The article offers a culturally grounded evaluation of foregrounding in Uzbek ads 

by incorporating both theoretical and practical perspectives, supported by local linguistic 

scholarship. These findings underscore the importance of stylistic ingenuity in advertising and 

suggest that understanding cultural context in applying foregrounding techniques can significantly 

enhance the effectiveness of marketing strategies. 
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Introduction 

Advertising is an essential tool in contemporary society, influencing consumers’ behaviour and 

changing public opinions. If we look at the origin of the word “advertising”, it derives from the Latin 
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word “advertere” which means “to direct one’s attention to a product or specific service through oral 

or written statements.  Today it is easy to find different forms of advertising everywhere as we walk 

through streets, watch television, scroll on social media or even make conversation with other people. 

However, despite their intended message and all the efforts to make them attention-grabbing, 

advertisements are easily skipped or neglected by people, supporting an idea stated by Cook : 

“Advertising is everywhere but nowhere”. Therefore, the language of commercials is quite important 

in this process. One of the most effective linguistic approaches used in marketing pieces is 

foregrounding which is the use of stylistic deviations from linguistic norms to attract people’s 

attention. This article focuses on how the foregrounding technique is utilized in Uzbek 

advertisements, highlighting its features and functions.   

Methods 

This study adopted a qualitative analytical approach to investigate the application of foregrounding 

techniques in Uzbek advertisements[1]. Drawing upon foundational linguistic theories by G. Leech  

and G. Cook , the research employed textual analysis to identify and categorize stylistic devices such 

as metaphor[2], alliteration, inversion, repetition, and exaggeration within a selection of Uzbek 

commercial texts[3]. A purposive sampling method was used to collect examples from various media 

sources including billboards[4], TV commercials, and printed advertisements[5]. These samples were 

examined through a linguistic stylistic lens to uncover how each foregrounding technique functioned 

to attract attention and shape consumer perception[6]. Comparative analysis with English-language 

advertisements was also conducted to highlight cultural distinctions in the use of stylistic strategies, 

following Edward Hall’s theory of high-context and low-context cultures[7]. In addition, insights 

from Uzbek linguists A. Tursunov and A. Mamatov were integrated to ground the interpretation 

within the local linguistic and cultural context[8]. The methodological framework emphasized the 

interplay between form and function[9], evaluating not only the frequency but also the rhetorical 

effect of stylistic deviation in advertising discourse[10]. The analysis further considered how these 

devices contribute to emotional engagement[11], brand memorability[12], and consumer influence, 

employing secondary data from relevant literature to support interpretive conclusions[13]. This 

method allowed for a comprehensive exploration of foregrounding in both linguistic structure and 

pragmatic advertising function[14], ultimately reinforcing the theoretical assertion that 

foregrounding enhances the persuasiveness and visibility of advertising content[15]. 

Results  

Theoretical Framework: Foregrounding in Linguistics 

Initially, introduced by Geoffrey Neil Leech to stylistics, the term foregrounding means a broad 

principle of artistic communication where a creative work differs from established standards. In all 

linguistic levels, such as phonological, graphological, morphological, lexical, syntactic, semantic, and 

pragmatic, foregrounding can take place to highlight the hidden meaning of a text, help it to be more 

noticeable, or stimulate interpretation. According to Leech , foregrounding can be applied in two ways 

which are parallelism and deviation. Whereas parallelism can be viewed as the repetition of similar 

grammatical structures or patterns to create rhythm, balance and clarity in writing or speaking, deviation 

can be viewed as the intentional breakage of normal rules of language to make the works stand out. It 

can be achieved through stylistic devices like alliteration, metaphor and inversion .  

The repeated use of initial consonants in subsequent words is known as alliteration. One important 

aspect of foregrounding is that it can produce rhythm and harmony, which will make the text more 

memorable and captivating. 

Another crucial foregrounding technique is metaphor, which is the description of one thing in terms of 

another, frequently in an unusual or surprising way. This method challenges the conventional way of 

thinking by altering the meaning of the words and inviting the reader to interact with the text more 



81 | EXCELLENCIA: INTERNATIONAL MULTI-DISCIPLINARY JOURNAL OF EDUCATION 

https://multijournals.org/index.php/excellencia-imje 

 

deeply. 

When it comes to inversion, it is the alteration of a sentence's typical grammatical sequence to create a 

sense of surprise or emphasis. Inversion highlights the important parts of the sentence by deviating 

from conventional grammatical patterns, which increases the impact of the message.  

G. Cook  builds on Leech's seminal work by extending the idea of foregrounding into advertising 

discourse and using these concepts to analyze the language used in commercials. Cook highlights that 

language manipulation in advertising is a strategic technique intended to influence and persuade the 

audience, not just for aesthetic sake. Cook claims that advertising language uses a variety of 

foregrounding techniques, including contradiction, repetition, and metaphorical terms, to increase the 

appeal of messages or items to prospective buyers. Leech's theory that foregrounding is employed to 

draw attention and strengthen a message's persuasive power is supported by Cook's analysis. 

Additionally, foregrounding in commercial communication is examined by Tomasz K. , who claims 

that "advertising relies heavily on the manipulation of linguistic features to create new meanings and 

generate emotional responses" . K. Tomasz emphasizes how effective foregrounding strategies include 

irony and the juxtaposition of opposing concepts, particularly in media that demand instant viewer 

attention. 

In the same way, J. M. Fabb  argues that foregrounding can be a subtle yet powerful technique in non-

literary genres like journalism and advertising, where the viewer is prompted to consider the underlying 

message more thoroughly by atypical linguistic patterns. Fabb also contends that by appealing to 

emotional triggers and cognitive biases, foregrounding can strengthen the emotional connection 

between the viewer and the material. 

A useful perspective for examining Uzbek advertising texts is the foregrounding paradigm developed 

by Leech, Cook, Tomasz, and Fabb. This study will look at how Uzbek ads employ a variety of 

foregrounding strategies, including alliteration, metaphor, inversion, and repetition, to increase their 

persuasiveness. By putting these theoretical ideas to use, we intend to figure out how foregrounding 

enhances the persuasive and eye-catching qualities of Uzbek commercials. 

Stylistic Devices in Uzbek Text Advertisements 

In Uzbekistan, advertisements employ a range of stylistic techniques to draw in viewers and strengthen 

their argument. When these tools are used well, the ad will stand out in a crowded market and convey 

a powerful and memorable message. Uzbek advertising language is distinguished by its use of rhetorical 

elements, inventive grammar, and vibrant vocabulary, as suggested by A. Tursunov . These components 

bring attention to the commercial and have an impact on consumer behavior by setting it apart from the 

competition. 

One of the most powerful stylistic devices in Uzbek advertising is the metaphor. A. Mamatov asserts 

that metaphors are widely employed in advertising to evoke strong feelings and to creatively and 

memorably showcase the advantages of a product. The well-known tagline of the Uzbek tea brand, 

"Choy – yuksak zavq va baxt manbai" ("Tea – a source of great pleasure and happiness"), is a CLEAR 

illustration of metaphor. In these advertisements, tea is figuratively shown as more than simply a drink, 

it is a means of promoting mental health and comfort for the customer. 

Similarly, exaggeration is a popular strategy in Uzbek advertising. To highlight the product's superiority 

or uniqueness, qualities are exaggerated. For instance, "Eng yaxshi ta'mi, eng kuchli energiya!" (the 

best flavour, the strongest energy) is the slogan used by the Uzbek soda brand "Sovg'a." To appeal to 

customers looking for something strong and unique, this exaggerated statement emphasizes the 

product's exceptional features and promises an intense, nearly extraordinary experience. 

Another important stylistic tool is repetition, which is frequently used to strengthen and increase the 

value of recall of a product's message. "Ucell – doimo aloqada!" ("Ucell – always connected!") is the 
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slogan used by Ucell, an Uzbek mobile phone provider. The word "doimo" (always) is used often to 

highlight the company's dependability and ongoing support. By emphasizing its dependability and 

round-the-clock service, Ucell makes sure that the message stays in the consumer's memory. 

Another stylistic device that adds to the attractive and rhythmic nature of ads is alliteration, which is 

the recurring of consonants. The slogan for a well-known Uzbek clothing brand, "Chiroyli, shinam, va 

sifatli kiyimlar" ("Beautiful, cosy, and high-quality clothes"), is an example of alliteration in Uzbek 

advertising. The slogan is memorable and captivating because of the smooth, flowing sound produced 

by the repeated "sh" sound in "shinam" (cosy) and "sifatli" (quality). 

Furthermore, Uzbek commercials usually employ rhetorical inquiries to get viewers to consider their 

wants and requirements; imperatives, also known as commands, are frequently used to compel 

consumers to act quickly; or comparative frameworks to present the product as better than others. 

Comparative Analysis of Uzbek and English Advertising 

Different cultural variations in the application of foregrounding strategies can be observed through 

comparisons between advertising in Uzbekistan and English-speaking nations. Foregrounding, which 

is accomplished by linguistic variation, draws attention to ads and makes them more memorable. 

Foregrounding is used in both Uzbek and English ads, but the approaches and cultural settings are very 

different. 

The distinction between high-context and low-context cultures, as proposed by Edward T. Hall, offers 

a framework for comprehending these variations. Uzbek culture is characterized as high-context, 

meaning that a lot of information is communicated indirectly and through shared knowledge, context, 

and nonverbal clues. English-speaking societies, on the other hand, are typically low-context and prefer 

clear-cut communication. Each culture's advertising methods are influenced by this dichotomy. 

Emotional appeal and cultural allusions are common strategies used in Uzbek ads to engage the viewer. 

To appeal to local thoughts, slogans could include proverbs, national symbols, or aspects of Uzbek 

culture. The collectivist ethos of Uzbek society, where tradition and community are valued highly, is 

reflected in this strategy. To increase the advertisement's persuasive power, foregrounding is used in 

this context to arouse sentiments of pride and belonging. English advertisements, on the other hand, 

frequently use strategies like intertextuality, irony, and puns. These tactics, which frequently strive for 

humor or intelligence to engage viewers, capitalize on linguistic elements and cultural allusions that 

English-speaking audiences are familiar with. The individualistic character of English-speaking 

societies, where emphasis is placed on personal identification and self-expression, is reflected in the 

usage of foregrounding in English advertising. 

Despite these distinctions, linguistic variation is a major strategy used in both English and Uzbek 

commercials to accomplish foregrounding. Commonly employed strategies that ignore linguistic 

conventions and highlight important ideas include metaphor, alliteration, and inversion. This illustrates 

how foregrounding in advertising discourse is universally important, bridging cultural divides to 

increase the impact of commercials. 

Discussion 

According to the analysis, stylistic devices in Uzbek commercials have psychological as well as 

aesthetic functions, influencing consumer choices, fostering emotional involvement, and facilitating 

memorizing. An underlying tactic to establish an emotional connection with the customer is reflected 

in the frequent usage of metaphors and rhythmic frameworks. 

In Uzbek advertisements, metaphors and rhythmic patterns are commonly employed to evoke strong 

feelings in the viewer. Food ads, for example, use metaphors like "a source of happiness" to elicit 

positive feelings and link the product to contentment and well-being. This strategy is in line with 

research on advertising, which highlights the significance of emotional appeal in assessing the 
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efficacy of commercials. Consumer involvement is increased through emotional engagement, which 

increases the advertisement's impact and memorability. Advertisements become more memorable 

when alliteration and repetition are used. Slogans are more likely to be recognized and remembered 

by consumers when they contain rhythmic patterns and repeating phrases. The advertising literature 

generally acknowledges this method as a way to increase the recall of advertising messages. These 

stylistic strategies affect consumers' decisions to buy by creating a deep emotional connection and 

making the message memorable. Emotionally charged advertisements have a higher chance of 

influencing customers to select a specific brand or product. This is in line with the idea of emotional 

branding, which holds that companies should connect emotionally with customers to affect their 

purchasing decisions. 

Conclusion 

For promotional materials to be effective, foregrounding is a crucial technique to draw in customers 

and improve message memory, using stylistic tropes including metaphor, alliteration, and inversion. 

Both Uzbek and English advertisements can effectively use metaphors to evoke feelings and clarify 

abstract ideas. It gives the message more depth and significance. Slogans frequently employ 

alliteration, which is the repetition of consonants, to make them memorable and catchy. It helps with 

recall and establishes rhythm in both languages. Rearranging the word order, or inversion, highlights 

important aspects of a product. Advertisers make sure the primary selling elements are noticeable by 

beginning sentences with keywords. For instance, "Qulaylik sizga emas, siz uchun!" appears in 

Uzbek advertisements. It highlights the advantage (Comfort, not just for you, but for your own!). 

In Uzbek advertising, these stylistic elements are essential for producing memorable, compelling 

messages. They influence consumer behaviour by grabbing attention, strengthening emotional bonds, 

and increasing brand memory. By being proficient in these techniques, marketers can create 

campaigns that genuinely engage their target demographic. 
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