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Abstract. This article examines stylistic foregrounding in English and Uzbek advertising discourse, 
focusing on how creative language is used to attract and persuade audiences. Through analysis of 
selected advertisements, the study identifies key techniques such as metaphor, repetition, rhyme, and 
cultural references. English ads often favor lexical innovation and direct appeals, while Uzbek ads 
emphasize cultural expressions, politeness, and repetition. The findings highlight how stylistic 
choices reflect broader cultural values and communicative traditions. This comparative study offers 
insights into the role of language in advertising and contributes to cross-cultural understanding of 
persuasive strategies. 
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Introduction 
Advertising has become one of the most powerful and pervasive forms of communication in the 
modern world. It shapes consumer behavior, reflects social values, and increasingly uses stylistic 
innovation to capture attention in a competitive media environment. Language plays a central role in 
this process, not only as a medium of information but also as a tool for persuasion, emotional 
engagement, and cultural resonance. Among the various linguistic strategies employed in advertising, 
stylistic foregrounding – the deliberate deviation from linguistic norms to achieve emphasis or effect 
– serves as a crucial technique for making advertisements stand out. 
Foregrounding, as developed in the works of Jan Mukařovský and later elaborated by Geoffrey Leech, 
refers to the use of linguistic forms that deviate from ordinary language patterns or exploit parallelism 
to draw attention to specific messages. These include phonological features like rhyme and 
alliteration, syntactic deviation, lexical innovation, graphological play, and the use of figurative 
language such as metaphor and metonymy. In advertising discourse, such devices are not used 
randomly; they are carefully chosen to appeal to a target audience’s cultural expectations, aesthetic 
preferences, and cognitive engagement. 
While numerous studies have explored stylistic devices in English advertising, fewer have 
comparatively examined how such techniques function in non-Western contexts, including Uzbek 
language media. Uzbekistan, with its rich oral traditions, collectivist social structure, and evolving 
advertising market, provides a unique case for exploring how foregrounding strategies differ from 
those in English-speaking contexts. Uzbek advertisements often rely on repetition, cultural allusions, 
and politeness strategies that resonate with local values, such as family unity, tradition, and respect 
for elders. These linguistic and stylistic preferences offer a contrast to the often bold, metaphorical, 
and individualistic tone of English advertising. 
This study aims to examine how stylistic foregrounding operates in English and Uzbek advertising 
discourse, and how the differences in language use reflect broader cultural and communicative norms. 
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The research will analyze a small corpus of print, television, and digital advertisements from both 
English and Uzbek sources, identifying and categorizing the stylistic devices used. Special attention 
will be given to linguistic deviation (lexical, grammatical, graphological) and parallelism (repetition, 
phonological patterning), as well as culturally specific expressions. 
Stylistic foregrounding is a central concept in literary and linguistic stylistics that refers to the 
deviation from linguistic norms or the use of parallelism to create emphasis and draw attention to 
specific elements of a text. Originally rooted in Russian Formalism and later developed by the Prague 
School, particularly by Jan Mukařovský, foregrounding was introduced as a mechanism for 
enhancing aesthetic experience. Mukařovský distinguished between automatic language use and 
foregrounded language, the latter being marked by its deviation from ordinary communicative norms 
and its potential to evoke heightened attention, emotion, and cognitive response. 
Later, Geoffrey Leech (1969) elaborated on the concept of foregrounding in his influential work A 
Linguistic Guide to English Poetry, identifying two primary types: 

1. Deviation – breaking the rules of linguistic convention to produce a novel effect. 
2. Parallelism – creating regular patterns through repetition or structural similarity to enhance 

memorability and rhythm. 
These concepts have been widely applied not only in the analysis of poetry and literature but also in 
advertising discourse, where the manipulation of language is essential to impact and persuasion. In 
this context, foregrounding is not merely an artistic device but a functional strategy designed to grab 
attention, convey brand identity, and influence consumer behavior. 
Types of Foregrounding in Advertising. Foregrounding in advertising operates on multiple 
linguistic and stylistic levels, each contributing to the effectiveness of an advertisement by creating 
surprise, emphasis, emotional impact, or cognitive engagement. These techniques are intentionally 
used to deviate from routine communication and draw the audience's attention, ensuring that the 
message is both memorable and persuasive. The major types of foregrounding in advertising include: 
1. Phonological Foregrounding. This involves the use of sound patterns to create musicality and 
rhythm, which enhances memorability and aesthetic appeal. 
Ø English example: Rhyme and alliteration in slogans like “Finger-lickin’ good” (KFC) or “Maybe 

she’s born with it. Maybe it’s Maybelline.” 
Ø Uzbek example: Use of rhyme and rhythm in slogans such as “Ishonch bilan yanada ishonchli” or 

repetitive sounds in folk-inspired advertising jingles which echo traditional Uzbek poetry and 
music rhythms. 

Phonological devices in Uzbek ads often reflect oral poetic traditions, using rhythmic repetition to 
evoke emotional warmth and cultural pride. 
2. Graphological Foregrounding. Graphological foregrounding involves the visual aspects of 
written language, often manipulated to increase impact and visibility. 
Ø English example: Use of bold fonts and color in logos, e.g., the distinctive red and white of Coca-

Cola; capitalization for emphasis in slogans like “JUST DO IT.” 
Ø Uzbek example: Advertisements may use decorative calligraphy styles inspired by Arabic script 

or Uzbek ornamental patterns to visually connect with cultural heritage, along with colorful 
typography in print and digital media emphasizing words like “Sifat” (Quality) or “Ishonch” 
(Trust). 

These visual elements reinforce cultural identity while attracting viewers’ attention. 
3. Lexical Foregrounding. Lexical foregrounding involves creative word use including neologisms, 
wordplay, and unexpected choices. 
Ø English example: Puns like “Redbull gives you wings,” or invented terms like “Lite” for light 

products. 
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Ø Uzbek example: Use of traditional proverbs or idiomatic expressions with slight twists, such as 
“Har bir uyda shirinlik bo‘lsin” (Let there be sweetness in every home) used to promote sweets, 
or catchy neologisms like “Tezkor yetkazib berish” (Fast delivery) becoming a popular 
advertising phrase. 

Uzbek lexical foregrounding often incorporates culturally familiar phrases, making ads feel relatable 
and trustworthy. 
4. Grammatical Foregrounding. This involves unusual syntactic structures to draw attention. 
Ø English example: Elliptical slogans like “Because you’re worth it” (L’Oréal), or inversion in 

“Impossible is nothing” (Adidas). 
Ø Uzbek example: Use of polite imperative forms and respectful constructions, e.g., “Bundanda 

ko‘prog‘ini kuting” (Wait more than this), or fragmented sentences such as “Sifat. Ishonch. Siz 
uchun.” (Quality. Trust. For you.) to create emphasis and rhythm. 

Uzbek grammar foregrounding respects politeness norms while still achieving attention-grabbing 
brevity. 
5. Semantic Foregrounding. Semantic foregrounding plays on meaning through metaphor, irony, or 
hyperbole. 
Ø English example: Metaphorical slogans like “A diamond is forever” (De Beers), or hyperbole in 

“The best a man can get” (Gillette). 
These semantic devices evoke cultural values and deepen emotional connection with the audience. 
Cultural Sensitivity and Audience Expectation. The effectiveness of foregrounding techniques is 
deeply influenced by the cultural context. English advertisements often prioritize innovation, 
individuality, and directness, favoring bold lexical and semantic foregrounding. Uzbek advertising, 
rooted in collectivist values and rich oral traditions, frequently uses repetition, proverbs, and 
respectful language to build trust and emotional warmth. Understanding these differences is vital for 
creating advertisements that resonate with local audiences and communicate effectively across 
cultural boundaries. 
Conclusion. This study has explored the role of stylistic foregrounding in English and Uzbek 
advertising discourse, highlighting how linguistic creativity is employed to capture attention, convey 
persuasive messages, and resonate with culturally specific values. English advertisements often 
utilize phonological and grammatical foregrounding techniques that emphasize individualism, 
directness, and innovation. In contrast, Uzbek advertisements rely more heavily on semantic and 
lexical foregrounding, incorporating culturally rich metaphors, proverbs, and repetition that reflect 
collectivist values and social harmony. 
These findings underscore the importance of cultural and linguistic context in shaping advertising 
strategies. Foregrounding is not merely a stylistic device but a culturally embedded communicative 
tool that must be adapted to fit the target audience's expectations and cultural norms. For advertisers 
and translators working in cross-cultural environments, understanding these nuances is essential to 
crafting messages that are both effective and culturally sensitive. 
Future research could expand this comparative framework to include other languages and media 
forms, further enriching the understanding of stylistic foregrounding in global advertising. 
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