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ABSTRAKT

Cilem této bakak&ké prace je zkoumani intertextuality jako vyrazav@rostedku, ktery

je vyuzivan v reklamach k zaujeti, ovlidmi a geswdceni zakaznika. Prace se sklada z
teoretické a praktickéasti. Teoretick&ast podava teoreticky zaklad k analyze korpusu
reklam s intertextualnim skbnim. Praktick&ast popisuje, analyzuje a klasifikuje korpus

reklam vyuZivajicich intertextualitu.

Kli¢ova slova: reklama, ti&a média, diskurz, intertextualita

ABSTRACT

The aim of this work is analyzing intertextualitys aan expressive mean used in
advertisements for the purpose of attracting, erflting and persuading the customer. The
thesis consists of the theoretical part and thetjgad part. The theoretical part functions as
a theoretical basis for the analysis of the cogfuelvertisements using intertextuality. The

practical part describes, analyzes and classifies dorpus of advertisements using

intertextuality.

Keywords: advertising, printed media, discoursteriextuality
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INTRODUCTION

David Ogilvy, an advertising genius, once saidtgkes a big idea to attract the attention

of consumers and get them to buy your product. Unless your advertising contains a big
idea, it will pass like a ship in the night.” (Brainy Quote) The truth is that making an
unforgettable advertising demands great effort fritenproducer, their perfect language
skills, communicative abilities and the art of emya However, the success of an
advertisement greatly depends on the recipienhefaidvertising message. It depends on
how the recipient interprets the message and if e affected by the message. People
may be attracted to the advertisement and persutmldally the product by various
advertising instruments. A catch phrase may appegleople. It is easily learned but
difficult to get rid of. A picture may attract argen's attention. A song or a tune may make
the advertisement unforgettable. Humour may be rg wdluential way how to appeal
to the audience of advertising. Another possibleedtsing strategy may be ug
intertextuality. Intertextuality can make a remdnlkatrace of an advertisement in a

person's memory.

Many advertisers make use of intertextuality nowadaecause this phenomenon seems to
function as an imaginative instrument in advergisiddvertisements recycle situations
from books or films or quotes of famous people. édigers adapt those statements to
make them convenient and suitable for advertisedymts. Customers see, read or hear the
advertisement and they call back the original seurc

In my bachelor thesis | will focus on the corpuspohted English advertisements which
seem to use intertextuality as an instrument ofymesion. | will try to classify chosen
advertisements into categories according to thecsoaf intertextuality they use. Focus
will be placed on the forms in which intertextuglgppears in advertisements and which
situations are referred to to affect people. My aull be to qualify and measure the
importance of intertextuality in advertising. Myskawill be to examine how the choice of
the original text may affect people and what thesgl ivhen they recognize intertextuality. |
will consider different types of original texts p#e are affected by when they face
intertextual advertisements. | will look for theots of intertextual messages and how they
are perceived by the audience.

My thesis focuses on intertextuality in printed adising. In the first chapter | will try to

explain what advertising is, its functions and godlo understand how advertising came



TBU in Zlin, Faculty of Humanities 12

into existence and when intertextuality startebéaecognized in advertising | will briefly
describe the emergence of advertising. Advertigrgprocess of communication therefore

I will describe its participants and their functionthe advertising communication. | will
further focus on the receiver of the advertisingssage because these are the potential
customers that should be influenced. Furthermovd|l Iclassify advertising according to
the target group. Each class of advertisementsheillefined and the possible appearance
of intertextuality will be discussed. After thawlll concentrate on the media as the channel
of advertising campaigns. Their classification adogg to their impact on receivers in the
advertising process will be done. | will try to nrseee advantages and disadvantages of the
most frequent three types of print media and thwsl kry to investigate the power of print
media in appealing to readers. The next step valllibguistic approach to advertising
which requires explanation of the term ‘discoursed its three parts. | will focus more on
context and related phenomena which make the cnteh a message because
intertextuality belongs to these phenomena. Afteplaning linguistic terms | will
concentrate on the topic of my thesis — intertdikud will explain what intertextuality
means, how the term came into existence and hcartéxtuality is used in advertising.
After that intertextuality in Czech advertising aitsl sources will be discussed as a basis
for further comparison with English advertisementsch | will examine in the analytical
part of my thesis.

In the analysis | will try to classify collectedrpois of English advertisements according to
the source of intertextuality used in them. | wijl to explore in what forms intertextuality

appears in advertising and which of them is thetnmélsiential.
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1 ADVERTISING

Advertising is a branch of business that helps rothesinesses increase sales and make
profit. In the words of Encyclopaedia Britannicdyartising means:The techniques and
practices used to bring products, services, opinions, or causes to public notice for the
purpose of persuading the public to respond in a certain way toward what is advertised.
Most advertising involves promoting a good that is for sale, but similar methods are used

to encourage people to drive safely, to support various charities, or to vote for political
candidates, among many other examples. In many countries advertising is the most
important source of income for the media (e.g., newspapers, magazines, or television
stations) through which it is conducted. In the noncommunist world advertising has
become a large and important service industry.” (Encyclopaedia Britannica)

Advertising influences all population in the wayfarces people to do certain things and
behave in some way. Nonetheless it is no longey ankay of presenting a new product
and persuading customers about its qualitiesstt Became to exist as a whole industry. In
these days there is a huge competition among caegand they have to find the best way
of affecting people to choose their goods. Givem ¢ircumstances, businesses seem to
invest more and more money in their marketing cagmsaand promotions. Many
companies make use of the services provided byrasing agencies. Those create
promotion campaigns for the companies and maketmbthe companies' effort to beat
the competition. The agencies have to fulfil vasidasks to satisfy their customers. These

tasks are tightly connected with the targets otatilsing discussed in the next paragraph.

1.1 Goals of advertising

There are basically three aims of advertising.tlirpromotion has to be considered. A
company uses advertising to show its new produceovice. The marketing department
creates a strategy how to present a new produseaple in the best light. The reason is
that people are those who decide if to buy the it@mot. It is a marketing task to make
people remember a new product and choose it whey db shopping. The advertiser
wants to draw people's attention and make peopi& tf the product.

Secondly, there is the aim of persuading a potectistomer to buy the product. The way

of carrying out this mission may be via praising tjualities of the goods. Advertisements
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never seem to familiarize customers with the weaktg' instead they highlight the
strengths.

The last aim - to increase sales of the advertgedis - goes hand in hand with the goals
mentioned earlier. When people get to know somgthimout the new product or service
which persuades them that the goods is high-quaitity beneficial they prefer buying this
brand of goods to another one when in a storetl@e2002, 4)

The goals of advertising are the engine which ®rcempanies to pay for advertising
campaigns. To fill those tasks, especially the oheersuading the customer to buy the
product, intertextuality is one of the means useddvertising. | suppose intertextuality is
an imaginative instrument that forces people tonkhiabout an advertisement.
Consequently, people remember the advertisementtl@admay be the reason to buy

advertised goods.

1.2 Emergence of advertising

The history of advertising is quite old but in s times nobody called it advertising.
Craftsmen together with tradesmen used advertisibtes on their workshops and stores
with the name of their company and services pravidedraw attention of passers-by. The
bigger and more expressive the sign was the m@®mmers it attracted. A stick with red
and white stripes used to imply the offer of badhaervices and a pawnbroker's was
recognised by three balls outside the shop. Thiges sight have been early examples of
intertextuality viewed from its broader sense —etaphor. The three balls in front of the
pawnbroker's shop associated with coins might hefegred to the financial services of the
pawnbroker. (Peatley 2002, 4)

Today advertisers use more powerful means of éticapeople’s attention including the
media, billboards or illuminated banners. At thejibaing of the 19 century the most
important advertising means were posters, leafletadvertising engine&’ (Peatley 2002,
4)

The need for advertising broadened in the timendustrialization when the population

was growing. Towns were expanding and numbers wfsteres and producers came into

! not considered the tobacco industry which is addry law to warn about the health issues
2 wooden towers covered in posters driven by horses
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existence. The producers needed to make their gawmgn in areas distant from the place
of manufacture. Their aim was to sell a wide raofjproducts and they had to attract as
many customers as possible. Advertising agencatestappearing in 1800. The agencies
which helped with setting the ground rules of thieics of advertising, operational style
and marketing strategies were those of CharlesdBaakd George Street. They began to
flourish in the early nineteenth century. Curreit &yencies benefit from what Barker and
Street invented and implemented into practicek{def2000, 2) These early agencies gave
birth to advertising as a business and enabledtexteality to become one of the
instruments that help agencies influence custoraeds make profit of manufacturers'
increased sales.

Newspapers and magazines increased their importartte middle of the 19 century.
Television and radio took over a great deal of ailiag business in the Z0century.
There are undoubtedly rising numbers of advertisgésnén the media nowadays. This
phenomenon evokes different reactions from theprewis. According to 2002 research in
the United States, an average 18-year-old had agproximately 350,000 commercials.
(Peatley 2002, 4-5)

Intertextuality needs to be considered as an adirggtinstrument present from the early
beginnings of advertising although it was not diésct until 1960s when Julia Kristeva

continued with the work of M.M.Bakhtin and succegtie define this phenomenon.

1.3Sender and receiver

Participants of any kind of communication are tlewho create the meaning of the
message. Understanding a message depends on #ierspentention and the hearer's
interpretation. Additional terms for a speaker araeader, a receiver, a recipient, a
consumer or an addressee. These participants ofelaionship receive a piece of

information from a writer, a sender, a produceraor addresser. Each recipient of a
message understands it according to their experiand knowledge. The current state of
mind and mental situation of the participants tbgetwith the environment in which the

communication takes place has to be taken intousmtcés far as advertising is concerned
the situation is not different. The advertiser mite to persuade the customer to buy the
product. Regarding this, the advertiser should sandear message about the goods

qualities. Another task is to know the charactesstof the target group which the
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advertisement is aimed at in order to find the lapgiroach. The audience of advertising is
always the most important. (Goddard 2002, 23-28)

There is the difference between the aimed audiemog a simple viewer of an
advertisement. (Goddard 2002, 28) For example anengial on a youth magazine uses
teenage slang and promotes the topics that youngigare interested in to persuade them
to buy the magazine. A viewer of different age canmderstand the message because they
are not used to the different pattern of languausk they are keen on distinct topics. An
adult can be confused by the message and not tiaens. Consequently, an older viewer
is not persuaded by the content of the advertisen&milarly, not every viewer of an
advertisement understands the intertextuality ietplin the advertising message. The
original text may be only known by the target gr@uma a viewer who is not the addressee
might not discover the hidden meaning. Therefdre,advertisement may not persuade a
viewer to buy the product if they are not awarehef original text. However, | assume this

IS not a major problem, because intertextualitstiis widely used.

1.4 The receiver's attitude to advertisements

The receivers of the advertisements include viewlesteners, users of the Internet and
even public transport passengers or drivers andgpeans who are affected by billboards
or advertisements in the public transportation regan the walls of buildings or on cars.
Everybody from small children to elderly peopleeisposed to advertisements and deals
with the experience somehow.

A large amount of recipients believes in the trubhdéss of information presented and
wants to buy such a great mistake-free products@loeistomers have been influenced by
the advertisers' effort and they actually makegahes of advertisers successful.

Another group consists of people who do not minchim@rcials on television and banners
on the Internet and they think that they are faiesunaffected by them. However, they
perceive the content unintentionally and a subdonsc memory trace remains.
Intertextuality may have an impact here. The vieaean advertisement might not care
about the promoted product but the intertextuatigy be discovered. Thus, the viewer is
reminded of the original source of intertextuaktyrich makes them think. The viewer
remembers the advertisement and a trace of thaigroemains in the viewer's mind. As a

consequence, when the time of shopping comes amdcubtomer faces a shelf with
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different brands of goods, they may choose thetbag have noticed in the commercial
without thinking.

The last group of viewers hates commercials aneéridements of all types and they may
simply turn off the television when the commerdmdbck comes or turn the page in
newspapers. Such antagonists are annoyed by adveents and they may even fight
against an interruption in the middle of an intérggactivity whether it is watching a film
or listening to the news. These recipients usulyot pay attention to advertisements and
when deciding what to buy they choose accordintpécusefulness of the product, its price
and quality.

A research published in the magazine Marketing Waek28 February 1993 revealed a
surprisingly high numbers of interviewed adults waxpressed distrust to advertisements.
The researchers divided participants of the sunmy three dominating groups. The
majority of 46% was called the ‘advertising immunsho do not pay attention to
advertisements. In comparison, 41% of the ‘momslistere against advertising. This
number outweighed the hardly comparable ‘enthusiastho like advertisements, which
was 9%. Even those participants watching advenisgs and finding them amusing
admitted that they did not believe everything wisasaid about the product. Nonetheless,
this does not influence their final purchase. Thesferably choose the advertised product.
(Jefkins 2000, 4)

Intertextuality may have a word in this process. tican advertiser uses a quote of a
famous person or a proverb or a general truth therisement may seem much more
reliable to the recipient. Even if the recipienedmot believe in the great qualities of the
advertised goods they choose the advertised prddeetuse they believe in the truth of the

original text used for intertextual reference.

1.5 Classification of advertising

Advertising can be viewed from many aspects. At fit can be studied from the aspect of
the producer who wants to sell their goods. Orother hand, the promoted product has to
be considered. In addition to this, there is thgebuwho should be influenced. As
mentioned before, the recipient or the audiencadekrtising is the most important. As far
as the receiver of an advertising message is coadedvertising can be divided into

several types. To establish a complex picture efrttatter all of them will be explained
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and described. However, | suppose that interteityualostly appears in the advertising

aimed at the regular customer, which is the cas®wdumer advertising.

1.5.1 Consumer advertising

A consumer is the user of goods and services. Bodgybuys necessities and luxuries to
satisfy their needs. Whether it is food and costsetiars and places to live or services as
hair cutting, car repairing or Internet connectigeople pay for these things to feel
satisfied and reach certain standard of livingtk{de 2000, 35)

However, the modern definition of a consumer dasisnctlude only consumer as a user of
products and services. The consumer is seen apmiesuof money too because the
consumer is the one who decides what to spend mamegdefkins 2000, 35) Therefore,
consumers become important for the advertiser: #ieythe advertiser's target group and
the source of income.

The people who buy things to satisfy their wansdppose to making moryare called
‘ultimate consumers’. Consumer advertising is ainadhe ultimate consumer or the
purchasér who passes the product to the ultimate consuf@ales 1978, 3-4) What
concerns consumer advertising, the most influencirannels are the media.

Majority of consumers watches television, listemghe radio, reads newspapers and uses
the Internet. The audience tends to be affectedtmt they see and hear. The advertiser
takes this into account and uses media as anegftieidvertising channel for persuading
people to buy the product. The advertiser needatw a lot about people to appeal to
them. The approach of an advertiser to the consu®eends on the social class of the
consumer, their sex, age, race, religion, educaiuhlanguage. (Jefkins 2000, 35) When
an advertiser uses intertextuality in an advertesginthe characteristics of the target group
need to be considered too. The reason is thathibiee of the text or situation referred to
must be understood by the target group and hawsitiye effect on people belonging to

this target group.

% like a constructor buying material and machinesto@se them for his own satisfaction but for pepose
of making money
“ e.g. pet owners who buy food for their dogs artd.ca
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1.5.2 Business-to-business advertising

Business-to-business advertising advertises predarad services which are not bought by
a consumer because the consumer lacks specificledgevand skills needed for using the
goods. The goods are bought by companies instezalibe they do not produce everything
for their businesses on their owJefkins 2000, 37-38)

The channels of business-to-business advertisieg far more specific than that of
consumer advertising. The ways of advertising spieeid products and services are via
technical journals, catalogues, conferences amsl daiexhibitions. (Jefkins 2000, 37-38)
As far as intertextuality is concerned, specialéstghe target group of business-to-business
advertising may be influenced by a reference tdee $ources of intertextual references
may be researches, statistics or famous expertd asepromoters of goods. Similar

resources of intertextuality may be used for thie¥ang classes of advertising.

1.5.3 Trade advertising

The goods are produced in a company and they aighbby consumers. However, there is
the important link between these two participants tioe market — a distributor,
importer/exporter or wholesaler. These are theetaggyoup of trade advertising. The
advertiser's aim is to attract the distributor g potential profit coming from reselling the
product. (Jefkins 2000, 38-40)

The channels of trade advertising are trade ptesse fairs or direct mail. The intertextual
resource influencing wholesalers to distribute gheduct may include statistics of sale of
the goods or researches on the share of the gootdleonarket. These help the distributor
imagine how many people will be exposed to consusdeertising and willing to buy the
product. The distributor can count the possiblefipaf reselling the food according to
these two criteria. (Jefkins 2000, 38-40)

1.5.4 Retall advertising
The best examples of retailers are supermarketsi@partment stores but a retailer can be
a petrol station or a restaurant as well. They dpyds from the distributors and sell them

to consumers. Retail advertising creates the liekwben the trade advertising and

® e.g. constructing companies have to buy matesiadsmachinery, doors, windows and inside furnishing
hire services of an architect, water, gas and @tatsystems experts and painters to finish theitldings
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consumer advertising. Apart from store retail, itietgq can have the form of direct mail —
sending catalogues to consumers (Jefkins 2000, @Onternet purchase.

The usage of intertextuality may be possible ftait@dvertising too. A retailer may use a
sign with an intertextual reference attractinghe store or a famous person as a promoter
of the store. The retailer may organize the staming to the year season and use all
objects and smells reminding the viewer of the afphere of certain year season and the

feelings connected with the atmosphere.

1.5.5 Financial advertising

Financial advertising is aimed at users of finans@vices such as investors, loan takers,
mortgages payers or bank account holders. The elaof financial advertising can be
either mass media — television, radio, newspaperdirect mail — or letters to customers,
information about new services or leaflets and grsstn public spaces, telephone calls
from banks or websites of the banks. (Jefkins 2@6p,

Financial advertisements have to carry reliables and useful information such as interest
rates and returns on investments. (Jefkins 200D ,Int6értextual sources in this kind of
advertising may be popular people hired to prontmtefinancial services of a certain bank

or quotes of experts in finances to make the pesvid financial services more reliable.

1.5.6 Recruitment advertising

The inserters of recruitment advertising can be twemployers who want to complete the
staff in their companies and recruitment agencrdered by companies to do this task for
them. (Jefkins 2000, 47-48) Recruitment advertisgmare aimed at potential employees
with certain skills and abilities needed by the &yer.

| believe that recruitment advertising does notegwmuch space to the usage of an
intertextual reference. However, some innovativeedisements could refer to proverbs
and sayings about money — such as ‘Beggars canhdmsers’ — to attract people to apply
for a certain job. People's explanation of usinghsa proverb could be that if they do not

apply for the job they will not earn money and aatreiford a certain standard of living.
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2 THE MEDIA

The media seem to be the most influencing advedishannel. Therefore, | will explain
what the media are and which types of the medist.ekuthermore, | will focus on print
media as the channel for advertising in which tetduality may appear and how
influential print media advertising is.

| suppose that everybody is influenced by the mdé@ople are constantly exposed to the
media almost every hour of every day. A probabke afshe media during the day follows:
After being woken up by the radio people turn oa thlevision and occasionally catch a
glimpse of the news broadcasted in the early mgrhimurs when getting dressed. People
sit down behind the table and read newspapersdovbat happened the previous day
when having breakfast. People listen to the radileagetting to work by car. At work
people check e-mails and browse the Internet |gpkam information needed for work.
People watch television, listen to the radio anelthe Internet at home in the afternoon.

In my opinion, this was a very probable situationpeople's lives describing how media
could influence people every day. In all of thesedra advertisements appear more and

more often because advertisers know that the naediperceived by so many people.

2.1 Classification of the media

The media may be classified into two categoriesirt mmedia and electronic media. Print
media include newspapers and magazines, billboapts} stadiums signs or direct mail
and yellow pages. The electronic media are theoradievision and the Internet. The main
difference between the classes of the media isrdtee to which the user of the media
controls the content the user is exposed to. (Ra@7, 2-3)

Therefore, the electronic media seem to be moreeany to people what concerns
advertising because viewers cannot simply skipdbm@mercials and continue watching
their favourite TV programme or jump over the adigarg block to next song when
listening to the radio. People perceive the adsemients and a trace remains in their
minds. As a result, intertextual references maglibeovered and discussed by more people
when they are used in the electronic media. Conugrthis, intertextuality may create

most potential customers from the lines of user@ftronic media.
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2.2 The media and advertising

Advertisements in the media have not only the mfative function but they can entertain
the viewers too. Advertisements carry a lot of infation about new products, their
manufacturers and the use of the products. A witieace would not know about an
innovative product if it was not advertised. Howe\eeople can be even keen on reading
and watching advertisements because they are stitegeand attractive for them in a way.
It is the task of the advertiser to make an adsenient as likeable for the target group as
possible. (Katz 2007, 6) Intertextuality may bedises a challenging instrument which
encourages people to think and discover the hidaesning and thus people feel involved

in the advertising message and the advertisemeoties more entertaining.

2.2.1 The advantages and disadvantages of print advertisgy

Print advertising will be examined in the analytipart of this thesis. As far as advertising
is concerned, there are many advantages and a ilasvdntages of print media. The
newspaper advertising, consumer advertising anthéss publication advertising will be
analyzed in the next paragraphs.

The least powerful advertising instrument is bussnpublications because the numbers of
readership are quite small. Nonetheless, the rslgers very specific and avid. All the
readers are interested in advertised products wigigte to their business aims. Another
advantage could be reading the business publicatimmg working hours when the
readers are concentrated on business and theydeonsing advertised products in their
business plans. In addition to this, in businessnals there are no distractive entertaining
news, only business topical. A major disadvantagbusiness-to-business advertising is
high competition of advertisers. (Kelley and Jugenter 1955, 37)

Magazine advertising is aimed at the ultimate coresy which means that the audience is
wide. Most of magazines use high-quality colourd paper to become more attractive to
the reader. The timing is flexible enough to gilie teader a chance to choose, the reader
buys the favourite magazine quite regularly. Thet@mer buys the magazine according to
their topics of interest so that the market is sexgged and advertisers promote particular
products in topical magazines. Magazines are bsioged by the reader therefore the
influence of the advertisement remains longer. H@arein comparison to the radio and
television, the advertisements in magazines cagabiy ignored and skipped. (Kelley and
Jugenheimer 1955, 37)
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Newspapers are very similar to magazines in thppr@priateness as a channel for
advertising. Newspapers appeal to all kinds of ebecause they are easily accessible.
They are edited for broad readership — they apfmeahen, women, adults and youth.

Newspapers are published daily and advertisemeatsreact to up-to-date situations.

Local newspapers influence different geographicaligs of people who are interested in

different things. Advertisements can be connectéth wurrent issues discussed in the
newspapers. Disadvantages are too many shapesramat$ for the reader to choose from,
colours of poor quality, short life and readingarhurry. (Kelley and Jugenheimer 1955,

36)
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3 ADVERTISING AS DISCOURSE

The study of discourse — the discourse analysiges diot only focus on language and its
use. Discourse analysis studies communication, ghdicipants of communication,
communication channels and the language acts thatused in communication.
Features such as pictures and music used in ask@ents in addition to language are also
examined by discourse analysis. (Cook 2001, 3)

What concerns advertising, discourse analysis axasnithe target group and its
characteristics, the producer and the advertisedyat. All these three subjects have to be
considered to make the advertising message unddedile. Language and context (or
situation) are interconnected.

There are three important parts of communicatiert, tcontext and discourse. A text is
constructed by linguistic means without regard tntext, the situation in which
communication takes place. (Cook 2001, 4)

A context is formed by many factors. One is thessace — the physical material which
carries the text. A substance of newspaper adirggtis paper. Another feature of a
context may be pictures and music included in tihedising message. (Cook 2001, 4)
Printed advertising often makes use of visual irsdggrcause they are more attractive to the
reader than a simple text.

Another important factor which creates the cont@xtommunication is paralanguage. In
printed advertising it is limited to the type otters (font) and to the size of the letters.
(Cook 2001, 4) Printed advertising uses capit&ttetand unusual fonts for the information
which should be highlighted and small indistinctie¢ters for additional information or
announcements that the advertiser does not waamjghasize. Such information could
discourage consumers from buying the produdh personal communication the
paralanguage consists of gestures, facial expresgo pitch and melody of the voice.
(Cook 2001, 4) The paralanguage is very impresankefficient in communication.

The situation in the text belongs to the importiedtures of the message. A situation
includes the relations between objects and peopldved in communication as viewed by

the participants of communication. (Cook 2001, 4y Example a situation in printed

® e.g. health warnings in tobacco industry adveriisets
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advertising for Kofola is the relationship that thewer has to the brand and the drink and
the experiences that this name reminds the viefver o

Another feature is a co-text that precedes or ¥adldhe contemporary text and helps the
reader understand it. (Cook 2001, 4) What conceemgspaper and magazines advertising,
some companies have a series of advertisementshéhapublish one after another. The
latter advertisement reminds the recipient of threner one and all the feelings connected
with the original.

An intertext is a piece of text that the recipiessociates with the received message. The
intertext belongs to different discourse nevertbeldhe reader connects the intertext with
the current message for some reason. The intdr&dps the participant with interpretation
of the new information. (Cook 2001, 4) Intertexityain advertising will be dealt with later
on in more details.

The participants of communication are the most irgyd. The sender is the one who
sends the message (an advertiser) but the senelénoébe the addresser. The addresser is
the person who carries the message. In a newspdpertisement an addresser can be a
famous person in a picture who promotes a proddonsequently, a receiver of an
advertisement may be everybody who notices theragement whereas the addressee is
the target group. Every message is influenced ley féelings and experience of the
participants and by the situation and mutual retethips they appear to be in. Each
participant of communication interprets the infotima in a different way. (Cook 2001, 4)

As a last part of context, there is the functiortted text. The function of the text means
what the sender or addresser intends to say andheveceiver or addressee understands
the message. (Cook 2001, 4) It is not always easyake a message understandable for the
receiver in the way the sender meant it.

Discourse is a text together with a context. Thecalirse is influenced by both the
participants' cognitive process and the culturepgheicipants of communication live in.
(Cook 2001, 4)
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4 INTERTEXTUALITY

The theory of intertextuality is based on the féheit a text as the narrowest structure - a
piece of writing - cannot stand alone because uild/oot function as a unified system. The

reason is that the writer of the text has readtafdexts which influenced the piece of

writing. All texts are full of references and quitas from other texts and the structures
used in a piece of writing have already been usedThere is the interdependence of two
texts either in using different sources to createxa or in elaborating additional ideas to

other writer's work. Intertextuality can also megsing certain patterns of communication

which were used in a specific historical periode Hocial context is the most influencing

instrument in writing a text and understandingnita broader sense. (Worton and Still

1990, 1-3)

4.1 The origins of intertextuality

Ferdinand de Saussure, the founder of modern Btigaj assumed that every text is
compared to another texts and linguistic structufé® reader notices similar systems of
meaning occurring in different works. (Allen 20@313)

The word ‘intertextuality’ firstly appeared in theork of Julia Kristeva in 1960s. Kristeva
introduced the work of a Russian literary theorddt, M. Bakhtin to the world. Bakhtin
claimed that communication is influenced by theuaibn and participants of the
communication. Language relates to previous utte®mnand their meanings and
consequently creates a basis for understandingwiolh texts. No text can be seen as
monologic and carrying a single meaning. Each ted a broad background of former
texts and seeks for further development of ideahéyeaders. (Allen 2000, 14-19)
Kristeva described intertextuality as an effectapearance of one text in another text
which helps the latter text to be understood. (Woednd Still 1990, 22)

4.2 Intertextuality in advertising

Intertextuality is an interesting phenomenon fa thsearchers of advertising to examine
because it appears in many advertisements as ajinatiae instrument. Advertisers can
make use of the fact that people remember mang telich left a trace when being read
and seen. Any text can benefit from people's kndgde of other texts. Therefore,
advertisements can refer to original texts and leeqet the impression that they

understand what is being said and that they cak to@ugh the intended meaning of the
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message. Even if people cannot remember the origgrg they feel that there is some
meaning hidden behind and they may ask one anuothat the meaning of the message is
and what is going on. This is the main aim of atisements — to be talked about — to leave
a trace in people's mind and persuade them bugdhiertised product instead of another
one. If an advertisement is ignored it has nagdilits task. (Goddard 2002, 51)
Supposedly, one of the reasons of intertextuaditjoi make an advertisement interesting
and attractive to receivers. If the viewer of anatisement feels challenged and wants to
discover the hidden meaning, the advertisement hbesomuch more interesting and
remarkable. People feel clever if they reveal a neastion between the current
advertisement and a former one or an original fgboddard 2002, 52) It may be deduced
that another reason of intertextuality in advemtismay be its usage as an imaginative
instrument. Intertextuality makes people think abthe advertisement and imagine the
hidden meanings.

Many advertising campaigns refer to world-knownrisrof popular culture such as films,
television series or songs. Such campaigns briegspire to their receivers because they
prove their cultural awareness. In addition to papiculture, advertisements make
reference to so called high culture too. High aeltincludes fine art, opera and classical
theatre. Advertisements borrow slogans from theptotures from fine art and music from
opera. The items referred to are mostly well-knauech as Shakespeare's characters or
artwork such as Mona Lisa to address as broad rceli#s possible. Advertisers either use
pieces of art in their original version or theyreste them for the needs of the promoted
product. A slogan can be made out of a part obdia in a Shakespeare's play etc. (Taylor
and Willis 1999, 83-84)

The usage of former advertisement's characterssatithgs also makes the viewer feel
included and knowledgeable. People remind themsai/¢he previous advertisement and
the feelings connected with it. If they liked thegmal advertisement they will probably
like the new advertisement too. (Taylor and Willg99, 83-84)

4.2.1 Intertextuality in Czech advertising

Because of the fact that the focus of my work ignexing appearance of intertextuality in
English advertisements, it will be worth compariitgwith intertextuality in Czech
advertising and find out if there are any differenin the usage of intertextuality in Czech

and English world of advertising. The article by Cmejrkova titled ‘Cultural specifics
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of advertising in Czech: Intertextuality and intealrsivity’ will be used as a suitable
source of translations and ideas about Czech askerénts including intertextuality.

Intertextuality in English advertising will be exarad in the analytical part of the thesis.
4.2.1.1 Sourcesof intertextuality in Czech advertising

4.2.1.1.1International sources

As well as in other cultures Czech advertisingrofteakes use of intercultural texts. They
are widely known by many people and become fredpemed in people's speech.
(Cmejrkova 2006, 77) An example is the Bible. In @®ech culture, the quotation from
the Bible “In the beginning was the word” (ibid 7®jas used for advertising financial
services: “In the beginning was light. Then camanayo Money needs a bank.” (ibid 77) A
quotation from the Bible is a very powerful instremmh how to appeal on people because it
is known by the world's population from the Chass through Jews to the atheists.
Another intercultural source of intertextuality guotations of scholars. Usage of
sophisticated statements for reference influenep®rés who are aware of the original.
Therefore, such advertisements appear mostly ihnteal and business journals with
educated people as the audience. (ibid 78) Theimfeimed journal Week used Rene
Descartes' statement “Cogito ergo sliag a source for their transformed slogan “Week.
You think. Therefore we are”. (ibid 78) When thedmmce recognizes the original
guotation they feel impressed and they know thay tare the educated addressees who
should read the journal full of information. (ibi@)

An advertisement may refer to pieces of art sucldrasna, films and music. Hamlet's
statement “To be or not to be” was recreated ferusage of the electronic system Adobe
and its promotion: “Adobe, or not to be... thathe question” (ibid 78). The target group -
the potential users of Adobe - imagines the possessd usage of Adobe as one of the

vital life needs and this association makes theynthe software.

4.2.1.1.2Cultural sources



TBU in Zlin, Faculty of Humanities 30

The most influencing source of intertextuality idvartising is sayings, proverbs and
idioms that are deeply rooted in cultural conso@ss. People learn them from early
childhood and their trace remains in minds of pedpt the whole life.

Skoda used the Czech “Measure-twice-cut-oha@gbid 79) and transformed it into
“Measure twice before buying a new car” (ibid 7&very small child in the Czech
Republic knows that they have to think twice beftirey do something. This advice was
told to children by their parents who were supposette always true. In the slogan of
Skoda the Skoda manufacturer acts as an advisas, Bkoda appears as the seller of the
best cars and people should obey what the manuéactays, go and buy their car.

Another source of Intertextuality may be Czechréditere, films, television programmes
and songs. The title of Comenius' book ‘Schola &itlimspired many advertisers such as
the creators of advertisements for roofing systesns transformed the title into: “Roofing
by playing” (ibid 79). With regard to the Comeniusbok as a respected source of
knowledge the roofing company seems to be respdotedin addition to this meaning
there is the implication of Comenius approach m#ke things easy — so the implication
may be that hiring this company is an easy wayatceta new roof built.

Many advertisements appeal to the Czechness ofh€z#tey refer to the Czech history
and qualities of Czechs. The advertisement of tapany Heinz: “Heinz. Forefather
Ketchup” (ibid 82- 83) reminds Czechs of their gduistory and the man who came up the
hill Rip and established a country in the neighbourhBedple associate the brand Heinz
with its important role as the first and unique guoer of ketchup. (ibid 82-83) Beer
advertisements are often ironic or humorous sucthatsof Staropramen: “Staropramen.
Guys to themselves” (ibid 83). This slogan refershie sign on the curtain in the National
theatre in Prague “Nation to itself” (ibid 83). Theis a shift from the meaning of the
original source. Instead of encouraging all nationget closer a more selfish message
“Guys to themselves” associates men with the timee @mfort they devote to themselves
while drinking beer.{mejrkova 2006, 77-85)

"means “| think, therefore | am”
8 English “Look before you leap”
° Learning by playing
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Advertisements use the general knowledge of petopdppeal to them and influence them
to buy promoted products. It is always working whmsople feel that they are clever,
involved in social conventions and a part of aeystThis comes from the people's need
for company and self-fulfilment. Advertisers arayefficient in influencing people and
they use powerful instruments, such as interteitjualt is the task of customers to decide
whether to buy a product just because the adverése is entertaining or rely on own

sense and experience.
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5 VERBAL INTERTEXTUALITY

Intertextuality used in advertisements may havetutdx origins. The sources of
intertextuality may be either quotes from films,oks, quotations of famous people or
sayings and proverbs adding a new meaning to aeri@gslng message. Another possible
way of using a text as a source of intertextuatityy be adapting a name of a brand or a

name of a music group into a statement usefuhferadvertisement.

5.1Quotes

One advertisement promoting the brand of the cioofireducer DIESEL used the famous
quote “Long live the Queen” and transformed thiotquinto their slogan “Long live
stupid”. The original phrase has been used in i@seway. It is not common to use this
phrase as a daily greeting. Using such a slogangoanthe trademark DIESEL special
signification and people wearing their clothes rhayseen as important and remarkable.
“Long live the queen” was included in a French estegént meaning “The King is dead.
Long live the King”, which was used as an offigebclamation of heritage of the French
throne. The first part of the declaration announttezl death of preceding king and the
second part celebrated the succeeding heir tohtiome. Thus the transformed statement
“Long live stupid” could carry the meaning that peoshould change from being clever to
act stupid. The period of clever and polite peaplght have ended because such people
care about others and are bound by rules. The newtyng people doing silly things could
live happier and more entertaining lives. As fathas original quote is considered, people
may associate its meaning with an important turndsleath of a king and taking up his
role by a new king). Therefore the advertisemeny p@rsuade people that serious life
could be diverted from usual stereotype to somgthew and unusual.

The original phrase may be connected with the Quafethe United Kingdom and the
quote is used in order to honour the Queen. “Lorgdtupid” is a daring derogation of the
clause. According to the advertising slogan it @appehat it is honour to be stupid and
stupid people deserve long lives. Stupidity maycbenected with happiness in people's
minds because stupid people usually do not havie axpectations and they live lives
according to what they like or do not like and du nonsider the consequences of their
actions. Maybe the advertisement persuades people take things too seriously and not
to give up when something goes wrong. Instead gesipbuld try doing new things and

gaining new experiences. Here comes the associatitnthe brand DIESEL which is
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presented as an instrument of changes. People rakg the association that if they wear
clothes of this brand that will help them see teingdifferent light which will be fun and

unusual.

5.2 Health warnings

Another group of advertisements using intertextyalnight be the advertisements
containing health warnings. Health warnings whica aormally seen on the packets of
cigarettes are perceived by viewers as somethipgritant and alerting. People know that
the warnings should help warn them and make tifeihkalthier. Everybody seems to be

affected by health warnings even non-smokers pexdbem and know about them.

5.2.1 National No Smoking Day

An advertisement promoting the National No Smolay uses the pattern and statement
usual for health warnings on the packet of cigagetlt may have the function of alarming
people that there is something important in thesags of the advertisement. The warning
informs people about the harmful chemicals the smo&ntains. This information is
important in connection with environment and heallifestyle. There is an additional
statement “If you really want to save the planéts. Start with your own.” Such a
statement connects the harm to people's lives dalmgesmoking with the harm to the
environment which cannot be devastated any more.

| think that showing people how they may affect tjiebal situation by their own
behaviour is very useful. People feel involved iaking the life on Earth better and they
want to do something with the bad situation. Thegytmay try to participate in the No
Smoking Day and thus better their health togethin the planet's environment. When
people try not to smoke on the No Smoking Day thaye the chance to experience no
smoking. They may see that it is not so difficultiahat it is very healthy and also helpful

to other people's healthy lives.

5.2.2 Mazda car

On the contrary, health warnings may appear in ideenents in a parodic way when they
warn about something good happening with the coesuithey buy promoted goods. An
example may be the advertisement of a Mazda cdhigradvertisement there appears the
pattern of a health warning which catches peopl#éntion. In addition to the form of the

statement, the statement carries a headline ‘WARNINhich recipients associate with
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something important following. The warning itsetfys “Driving may cause considerable
increase in heart beat, sudden rise in blood presand a temporary state of total
harmony.” The first two symptoms are usually coneeavith not feeling well but in this
case they are put into contrast with the third sgmpand used for describing pleasant
conditions. They describe the state of body whepemson is excited and the adrenalin
rises. People know such a situation very well arel tconnect the feeling with driving

Mazda car which would be the cause of pleasannfgzl

5.3Wedding

Advertisements commemorating important events wesliof people may be also very
influencing. These are typically advertisementsnamted with the wedding which are
mostly aimed at women. Every woman probably dreafrteer wedding day and wants to
have everything perfect. Possibly it is the finstldhe last day when a woman is the only
and special one in the centre of interest. The ¢hefra wedding also implies beginning of
something new which may last for the rest of |Aelvertisements use the situation of a
wedding as a background for promoting a producmdty make people think that the
product is really special and useful for a longetior that the memories from using the

promoted product remain.

5.3.1 Maldives

The advertisement promoting Maldives as a holidestidation uses the phrase “You may
now kiss...” which people know from the weddingesaony. This comes after finishing
the ceremony when people are already married andntirriage is confirmed by a kiss of
the newly married couple. The association of therrimge phrase with a holiday
destination may be that people feel that in thi® something important happens.
Something special begins and the memory will stathe minds of participants forever.
The phrase from a wedding ceremony may also recominMaldives as a place for
honeymoon because the honeymoon comes after theageaas well as the important kiss.
Honeymoon is usually the first time the two peapley spend together as a newly married
couple and it is full of joy and happiness. Peapaally enjoy each other and do nothing
demanding in the honeymoon and it is the assoaciathich should be made with
Maldives. The advertisement carries an intendedningaof Maldives as a pleasant and

calm and relaxing destination for unforgettabledep/s.
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5.3.2 Tiffany

Another advertisement using intertextuality of twedding as a way how to appeal to
people is the one promoting the diamond ring predddffany. There appears the phrase
“From This Day Forward” and a picture of a bridedaam groom. The bride is wearing a
diamond ring on her finger. The intended meaning bwthat the Tiffany diamond rings
become a part of your life for the rest of youe l&s the marriage should last for the whole
life. The advertisement may also appeal to thentiatebridegroom and persuade the man
to buy a Tiffany diamond ring for his woman becatisen she will not deny. These two

people will stay together for their whole lives.

5.3.3 Diamond Trading Company

Another company, the Diamond Trading Company, Isutltkir promoting campaign on

weakening the significance of the wedding clichépdrodies lifelong love and says that
every woman should be able to buy a ring for héesad not wait until somebody proposes
her. The advertisement states “Your left hand dee@afnlove. Your right hand makes

dreams come true. Your left hand lives happily eaféer. Your right hand lives happily

here and now. Women of the world, raise your righhd.” Such an advertisement
compares the two worlds — the real world which anan can affect and adjust it for

herself and the fairy-tale-like life of dreams whishe may only wait until it comes true.
The left hand symbolizes the unreal life of expgotes because it is the hand which
usually carries the wedding ring. Right hand rirege a usual product which is not
connected with wedding. The right hand seems tanbee powerful and able to make
things different.

There can be also the intertextuality of most ped@ing right-handers and doing most
activities with their right hand. Thus women hake tight and power to gratify themselves
and buy the ring for money they may have earned thie help of their right hand. The

Diamond Trading Company distributes diamond rirggsttie right hand which women can
buy themselves and do not have to wait until sordgliays a ring for them. Women feel

more independent when they may affect their lives.

5.4 Transformed words
The Nando's Restaurants transformed the vidndlesterol’ into ‘cholesterror’ and used it
in their advertising slogan “No cholesterror”. ¢t @ world play which the recipient may

associate with the cholesterol affecting human thebadly and connect it with terror
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which is also a negative word. The words ‘no’ atefrbr’ are written in bigger letters
which attracts the reader's attention to these weods. It may highlight the intended
meaning that meals prepared in Nando's are notfaohtim consumer's health — they
contain no cholesterol.

The Nando's chain of restaurants is spread all theetJnited Kingdom. Therefore in the
times of threat of a terroristic attack on the ©diKingdom another aim of the slogan may
be to calm down people and make them sure that ®&nekstaurants are calm and safe and

the customers may enjoy their meals without worries
5.5Taboo issues

5.5.1 Glassing

The Glassing company which produces glasses u$ed danguage expression ‘Kiss my
ass’ transformed into “Kiss my glass” in their adis@ment. It is quite a courageous way
how to attract people's attention. The truth ig gheerybody knows such expressions from
their lives and people know what they mean. In eotion with a company producing
glasses using such an expression should intenchéaming of self-confidence and taking
things easy.

In the advertisement there is a picture of a wonvaaring sunglasses whose face looks
like buttocks. I think that this should presentttidnatever you look like you should be
proud of yourself and you may feel self-confidehtyou wear glasses made by this
company.

By wearing black glasses people may show that @ineyinapproachable and not interested
in what other people think of them. This is alse theaning of the expression “Kiss my
ass”. They do not want to be bothered by other lgel@cause they think they are always
right.

5.5.2 Jane's and Mike's Language School

Advertisement of Jane's and Mike's Language Scheek another abusive expression
‘Suck my dick’ transformed into “Sick my duck”. Uatheath the sign there is a statement
“You'll never make it with girls if you stay out afchool”. This advertisement persuades
people o learn English in the language school tscdley will need the knowledge in
practical life. When people do not know the ruldsaolanguage they cannot express

precisely their thoughts and requirements.
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Reference to bad language and taboo issues adaptedveakened for the purpose of
advertisement may be perceived by some people @sivaband inappropriate but most
people might be attracted by such advertisemenitsnk people have always been curious
about taboo issues and even if they do not spealstdbem they notice such topics and
think of them. Transforming bad language into avestising message seems to be a daring

attempt to attract people's attention. In my opiritanay work with some people.
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6 VISUAL INTERTEXTUALITY

Using pictures and other visual instruments to madeople think and give an

advertisement a new meaning is very usual. Pictofemathematical signs, common
objects or pictures of film characters may appRaitures seem to be a simpler intertextual
instrument than a text as an original source dafriektuality because more people may

recognize the hidden meaning in pictures.

6.1 Scientific signs

Signs used in advertisements may be axes, diagragraphs together with time axes and
family trees or mathematical sets. Mathematica s®y show interconnection of different
things and imply how a product is important forisas moments in life. Mathematical
signs and lines may be perceived as a carrier pbitant information which is accurate
and measurable. They are usable for different magpoOn an axe almost everything may
be explained and a graph may show a process efelif actions. People know such signs
as results of various resources which they mayt tstasause they were done by experts.
People may assume advertisements using mathematstaiments are trustworthy and
professional and the information carried in theeatisement is important and verifiable.

In a Panadol advertisement a nice family tree wittnded meaning is expressed. There is
a picture of a wife who seems to be stressed ahdppy. The reasons are obvious from
the other branches of the family tree. Her husharah alcoholic (it is demonstrated by a
picture of bottles) and the man is very good iattehships with women. A viewer of this
advertisement may recognize it by a chain of wonnesherwear linked with the husband's
branch. There are some subordinate links whichesgmt the offspring of this particular
family. Unfortunately some of them are linked te thther women's branches which every
adult receiver recognizes as the existence ofitillegte children. Another contribution to
the wife's worries is her own children. They gaméuhel live unhealthy lives or they crash
cars. One of them is even in prison.

| think using a family tree to show trouble of gmerson which is rooted in the family life
iIs a very good way how to involve the recipient grdvoke their imagination. Every
viewer of this advertisement recognizes commontdalay problems and assimilates them
to their own problems. As soon as the recipiemtd the situation similar to their life they
may believe that Panadol pills may help with hebaddike they are presented as a help for

the woman in the picture.
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6.2 Things of daily use

Various tools, objects and patterns of situatiom$oiy to everyday routine. People
understand the meaning of situations and usagemisiwhich they know from everyday
life. For example, if an advertisement includesaupe of a traffic sign, people notice the
shape and the usage of the original source. Thelyifeluded in the message of the
advertisement because they are coming into contattt the item daily. In such
advertisements pictures of instruments from schi@lor leisure time appear. In spite of
the fact that these pictures may be slightly chdrigethe purpose of advertised goods the

recipient decodes an association with the origimal.

6.2.1 AXE

One of print advertisements promoting the compaiXy Avhich produces antiperspirants
uses the set of graduation photographs. Theseoanenonly seen in the shop windows
before secondary school graduation exam period. AXES this pattern as a suitable
instrument for demonstrating so called ‘AXE effeof’ their products. The Axe effect is
known by receivers of preceding AXE advertisemeltitss the situation in which every
woman wants a man who has used an AXE antiperspifae reason is that women are
physically attracted by the smell and they canredp themselves — they have to follow
their sexual instincts.

A set of photographs of graduates creates a grasé¢ bor showing relationships and
attraction among males and females. Every gijbtss turned to one man in the tableau
and some of the girls are even blowing kisses tdsvéine man. All the girls demonstrate
passion for the only one lucky man although the maes not even remotely look like
Adonis. He does not seem to be special and integest any other way. However, the
probable reason of the female schoolmates' affedsBothat the man has used AXE
antiperspirant which discreetly appears in a photthe corner of the tableau. AXE is
presented as a way for less handsome men to agfirdset The graduation photographs
remind the recipient of their school years whiclkeytmay connect with the period of
passionate feelings and creating first relatiorshfuch a set of pictures is a perfect way
how to demonstrate desire and physical attractimiclwborders on magnetism.

Adults experienced the process of adolescenceallitihe firsts — first love, first kiss and
other first experiences — and they usually likealiémy emotions connected with studies.

This may be the main reason for using a pictura t#fbleau as an advertising instrument.
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Viewers of the advertisement associate the adeengat with positive feelings. Therefore
they remember the product which may later perstiagi®a to buy the product.

Another reason for men to buy an AXE antiperspirarty be remembrance of how
difficult it was to become a sex symbol at schdéale customers may believe in AXE
helping them attract women as it helped the orglin@an in the tableau. At least it is worth

trying — men's vanity may be very persuasive irhtases.

6.2.2 IDA

Another object typical for schools used in advergsmay be a school board as in the
campaign of IDA. IDA (Industrial Development Agencys an inward investment
promotion agency which advertises and supportdgormvestment in Ireland. In one of
their advertisements they promote investments lnyimg Google, one of the corporations
which have already invested in Ireland. In IDA'somative advertisements a green school
board appears. It functions as a medium for presgmformation. Presenting information
and making it clear and understandable for the @rews also the original purpose of
boards at school. A school board becomes a suiiabteument for IDA's advertising
campaign because most investors are familiar with object and it reminds them of
school years. Another association may be that mmédion written on the board is trustful
and precise because at school information weretenribn the board by the absolute
authority — an infallible teacher.

The most desirable investors are rich owners abéished companies. Such people are
supposed to be experienced and thus not fresh afesllbbut people over 40 and more.
People of this age remember green boards and chatkgheir childhood instead of white
boards and white board markers which are common. #gpealing to such potential
investors may be another reason for the board tyden.

The green colour of the board may refer to theonali colours of Ireland and to the pride
and strong identity of its citizens which may beerseas a proof of Ireland being a
reasonable and reliable investment target.

A repeating pattern of IDA advertisements is thelioe of the geographical shape of
Ireland. The viewer of the advertisement recognizéch country it is and imagines
where it lies. The visual shape of the Irish larmyragain refer to the identity of the Irish.

In this particular advertisement with Google thelioa of Ireland is filled with lines

running into irregular directions all over the lamdhich may create the connotation of
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searching Internet. Such connotation connectsndelsith its investor — Google. There is
supportive information confirming this theory — twtatements accompanying the picture
on the board: “Google googled the planet for thdgoe location for their business” and
under the outline of Ireland: “They came up withldnd.” The recipient of such a message
imagines the process of searching the Internetrandvers the hidden meaning — the
outcome of understanding Ireland as the best nfatcdn investment target. Another proof
of such an idea for the recipient may be the fhat tGoogle is the most used Internet
search device. | suppose potential investors ast greaple know this fact and investing in

Ireland seems more reliable if such a powerful coapon has already invested in Ireland.

6.3 Medical symbols

Some advertisements use medicine as the souragenfeixtuality which implies a new
meaning to the advertisement. Such advertisemeetgither a heart beat line or an X-ray
picture or a picture of a snellen chart used bymetrists to measure the quality of sight.
These pictures are very symbolic because everybudjht have noticed them and
everybody ever coming into contact with doctors #redr work probably knows meanings
of such symbols. The intended meaning of using ca¢digns in advertisements may be to
alert people and to emphasize the message. Peapéision is attracted by using medical
signs because they know them and the message ddirertisement leaves a trace in
people’'s minds.

The same advertisement promoting the trademark Mamtlich was described in
connection with using the health warning uses arotiedical sign which may be
recognized by many people. A cardiogram goes throaiy) five pages on which the
advertisement appears. In the first picture thera iman driving a red Mazda and two
parallel heart beat lines run above his head. festant “Don't just drive the car” is added.
The two heart beat lines may demonstrate the pateeoman's heart beat and the pace
which the car runs. The lines have the same patéelikely association is that the driver's
heart beats at the same gallop as the driven @&8. do the second picture the two heart
beat lines join into one cardiogram. The connotatd merging of the driver's heart beat
and the pace of his car is emphasized in the stateatcompanying this picture “Be the
car’. The aim of this advertisement is to make peamagine that the car and the driver

become one body. Driving Mazda car is presente@l gmphony between the driver and
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his car. The recipient of this message is persuatledt coexistence of a car and the driver

in an extraordinary symbiosis which is expressedbyging of the two heart beat lines.

6.4 Films and other artifacts

Some advertisements use either characters fromeasavi film advertising posters as a
background for promoting different products. Sudweatisements work effectively when

they use the pattern of a famous film which haslseen by a large population and the
characters and quotes from the film are well-knoRaople usually remember the plot,
quotations and scenes from their favourite film #orlong time and if they see an

advertisement using a part of the film it refrestiesir memory and all pleasant feelings
come back. The association with something relaxmgke people remember the

advertisement and the advertised product.

6.4.1 Volkswagen

An advertisement of the Volkswagen company usessifja typical for the famous
character Superman. The advertisers transformedSthm a triangle which Superman
used to wear on his dress into the trademark ofdngpany ‘W’ which has a typical circle
shape. The ‘W’ is red in yellow background insteddvhite in blue background as the
original trademark. The colours had been changesl/t&e the Superman's sign. Most of
recipients of such an advertisement connect thenedyellow letter with the Superman's
symbol because it is widely known. The viewers lod idapted symbol may assimilate
brave characteristics of the superhero with the praducer and get the feeling that
Volkswagen cars have as good qualities as Supemo&s. These qualities may be
strength, fastness, accuracy, good visage and extaordinary abilities which make
Superman distinct from other human beings. Consstyi¢he cars made by Volkswagen
may be perceived as something special, extraordenad exceptional, as cars with better

qualities than the other cars have.

6.4.2 McDonald's

A series of advertisements promoting McDonald'sngdjrservices incorporates antagonist
characters from movies such as Darth Vader fromr Btars and King Kong. These
advertisements show the antiheros as consumers obDoNald's services. The
advertisements are accompanied by French writiren&2 comme voudes” which means

“Come as you are” in English. The possible conmataimay be that everybody is invited
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to McDonald's restaurants and everybody will beestias willingly as possible. Nobody is
prohibited to enjoy meals and drinks of this bramdl everybody is welcomed. These
advertisements are supposed to demonstrate thatitheo discrimination involved in the
company policy of McDonald's and that the staffolerant and willing to serve anybody -
even people who think they are somehow expellea fitee society and feel like outsiders.
There could be the intertextual meaning of an ami&y character from the movie
transformed into an exceptional human being whosdoet fulfii standards and
conventions. But | cannot get rid of the feelingttthese characters who are both black —
Darth Vader and King Kong — should represent blae&ple. | think black people might
feel offended by the advertising mission “Come as wre”. | am sure they want to be
incorporated in the society and they would not lkewing themselves as something
different from the majority.

In addition to the hidden meaning of differences Hdvertisements may seem interesting
and attractive for people who like Star Wars anchgKiKkong movies. At least the
advertisements attract attention of the viewersbse they would not expect presence of a
movie character in a McDonald's restaurant. Thidccde another reason for including a
famous movie character in an advertisement — teuaele people that this chain of
restaurants is something special — even fictiveradtars make use of their services as
customers. That could be really interesting foresce-fiction fans. Maybe it would

persuade them to come and have food in McDonald'sae what is so special about it.
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7 MIX OF VERBAL AND VISUAL INTERTEXTUALITY

In most advertisements pictures appear togethdr avitvritten text. Connection of two
instruments makes the message of the advertisemerd interesting and more hidden
meaning may be recognized by the recipient. Intamdio this, people who do not like
reading texts may be attracted by the picture dedefore they read also the written
information because they have already been atttadte this chapter | will analyze

advertisements that use both textual and pictedatces of intertextuality.

7.1 Celebrities and their quotes

Many advertisements from the corpus | collectedaipdioto of a famous person together
with their quote or a piece of writing which seemosbe a part of speech of these
celebrities. Celebrities are used mostly in adsentients promoting luxurious brands. |
think their purpose is to introduce luxurious gotalsniddle class people. Ordinary people
are those who are influenced by the mass cultudetla@y are mostly aware of famous
people in show business. If middle class people @eface of a celebrity in the
advertisement they may make an association thahdgpgvomoted goods makes the buyer
feel part of the glittering world of fame. In addit to this reason there may appear other
associations with a popular face. People may Fexlif the celebrity who is successful and
rich promotes the goods, the goods should be samgetipecial. Connecting a photo of a
famous person with a piece of writing which look® Ithe person's quotation may confirm
the possession of the goods by a celebrity.

A picture of a celebrity together with a piece aftimg which is or may be the celebrity's
quote appears in a wide range of advertisementgy Hre mostly promoting quite
expensive goods. | think that when people see &kmelvn face in an advertisement
together with a quote the celebrity could have #gamlay have a big influence on ordinary
people. Quotes seem to be more powerful if theysar@ by famous people and recipients
of the advertising message believe in what is bseaid. Mostly the quotation is connected
with the use or purpose of advertised goods someadrave celebrity talks straight about
the advertised product. There can be only a dagmmif a product under a picture of a
celebrity and it seems to the recipient that thes celebrity's opinion on the product.

A great example would be an advertisement on Saitesethe producer of luggage. There
is a picture of the famous actor Jean Reno withams®nite suitcase and a quotation

“Character is all about retaining a strong idertityhe words ‘CHARACTER’ and
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‘IDENTITY’ are capitalised. The quotation seems have no connection with the
advertised product but the receiver may understahé way that ‘if you carry a Samsonite
suitcase you will get a strong identity and youlwike considered as a charismatic

personality.’

7.2 An underground sign

The company Kennedy + Castro uses in their adeengésit the sign used for London
Underground with a different notice. The notice URRGROUND which is written on the
underground sign is replaced with the quote “GODVEA'HE PIG”. Kennedy + Castro is
a global advertising agency which has its headgqugrin London. The source of this
intertextual quote is the title of British anthe@dd save the Queen”. | believe the title is
known worldwide and it is connected with Britisheebsing this text in an advertisement
may refer to the seat of the company which is & Wtinited Kingdom. It may emphasize
that the company is proud of being British and ity use long British tradition and
quality to help their customers.

On the contrary, the company describes themselyétha first unconventional boutique
agency”. As far as this fact is considered, tramsifiog the title of the British anthem may
have a parodical meaning. It may represent diversimm the established stereotypes and
taking a different way in advertising.

Their logo is a picture of a black pig with the reaof this trademark written inside the pig.
In this sense, using the object from their logag()pin the powerful words “God save the
Queen”, well-known by British people as well as tést of the world, instead of ‘Queen’
is a great promotion of the company. The statusQaken in the United Kingdom
represents the highest position and great authdiitys, the company Kennedy + Castro is
presented as the leader in advertising.

The picture of the sign used for recognizing Londidmderground may have association
with the information written at the bottom of thévartisement saying “Kennedy + Castro
is in London at 68 King William Street”. It may ergss that the company's seat is
accessible by the Underground in a simpler conmmotain the metaphorical sense the use
of Underground sign may refer to Britishness andleprof British people of their

Underground. The company again shows that theyreadbe strong British identity.
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7.3Newspaper and magazine patterns

Quite a number of advertisements shows the pattenewspaper format and organization

of text. The main reason may be that people knowtwiewspapers look like and they

expect newspapers to carry important informationyaror less trustful. The pattern of

newspapers may be perceived as a proof of serissis®® the other hand, a magazine-like
advertising text or using of comics features makenaeople feel relaxed and amused and

they may consider the advertisement to be fun.

7.3.1 Walker Evans' exhibition

The advertisement inviting to a photographs extubibf the photographer Walker Evans
uses the pattern of a newspaper article. The ngespes a vintage historical appearance.
It is very suitable because the photographer etéhibstorical pictures from the period of
the Great Depression in America in 1929. In my mpinevery recipient interested in
history would be attracted by an advertisementiloplas old newspapers and they would
continue reading the advertisement to get to knamsenmformation.

Using newspaper pattern as a background for anrizkment is very smart also because
the important information or an interesting statetnenay be highlighted via being
presented in the headline of such an ‘articlehihk this would definitely attract people's
attention.

In addition to this, people may expect the advedtiproduct or service or event as an

important and trustworthy one if it is presentecasewspaper article.

7.3.2 Goodlife

Another advertisement uses a pattern of a comi& ktary. The advertisement promotes
food for cats. The comic looks of the advertisenatracts the viewer because comics are
supposed to be fun and entertaining. The viewer taag to read the content of the story
because it is very easy to read the bubbles acaoymga pictures. Imagination works
easily on that basis. It seems to me that suchrasements are much more attractive to
read and learn the information involved in compariso reading a simple text without any
pictures. Supposedly, the advertisement may alseebeinteresting for children who are
often owners and carers of pets. They easily rergertite advertisement using a comic
story pattern and persuade their parents to bgypditicular brand of pet food when in a

shop next time.
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7.3.3 Yeladim

Yeladim.org, a site helping abandoned and maltdedesvish children, uses a pattern of
comic books in their advertisement too. The adsentient is not only aimed at abused
children but also at adults to give a hand andtadte blind to bad behaviour towards
vulnerable kids. The advertisement is comprisedusbles looking like a comic book
conversation. In the bubbles there are differerdespes of unhappy children. These
complaints are irregularly scattered all over tdeestisement and there are black spaces
between them. In the middle of the advertisemeamba “HELP” may be recognized. The
recipient of this message may understand the mganithe way that if children say “I
won't ever talk again” or “I love snoopy becausenbeer hits me” they are calling for help.
The recipients of such an advertisement learnakatessed speeches of children may have
hidden meanings. They may realize that somethingpisg wrong in the households of
their friends or acquaintances. The advertisemisntencourages action by a bubble at the
bottom of the advertisement under the word “HELBMmanishing to take initiative and

turn to Yeladim if people recognize “what's betwéesm words” of children.
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CONCLUSION

In the theoretical part of my bachelor thesis edrito explain the facts crucial for
understanding the function of intertextuality invadising. | described what advertising is,
how and why it was created. | classified differ&mds of advertising. | described the
channel via which advertisements are communicatgetople. | explained different media
channels and their impact on advertising. Aftert theocused on the linguistic roots of
advertising and how the message of an advertisernesgnt between the participants of
advertising communication. | explained the tédiscourse’ which allowed me to discover
and examine the intertextual part of the advegigliscourse. | mentioned when the term
‘intertextuality’ was invented and how it was definelhen | tried to explain how
intertextuality works in advertising and how powgrit is. The last chapter of the
theoretical part | devoted to intertextuality in &h advertising which | found to be
suitable for comparison with English advertisemeritsbelieve that the sources of
intertextuality in English advertisements are venmyilar to those in the Czech ones. In
both languages things which are close to the pewphl as intertextual sources, such as
popular culture, objects of daily use, proverbstdry and of course signs of national
identity and pride.

People connect emotions and opinions with evergitasations, objects, pictures they see
and texts they read. Intertextual advertisementsemese of this fact and transform the
state of affairs known by people for the purposdhef advertising message. People are
encouraged to think of the advertisement when tbegal a reference. They try to discover
the intended meaning of the advertising messagey frtake associations with the original
text and transfer the meaning of the original disse and emotions related to it to the
newly perceived discourse. After the imaginativegesss a trace remains in the minds of
people. Remembrance of an interesting advertisemeay persuade people to buy
promoted goods when being in a store. The adveréesés use intertextuality as an
imaginative instrument which helps people rementiheproduct.

After examination of the corpus | found out thatsthof advertisements use texts, pictures
or a combination of verbal and visual instrumergsaaform of intertextuality. | found
different sources of intertextuality in the corfumsl | tried to classify them.

The verbal sources of intertextuality were quotesnf films, songs and quotations of
famous people. People are aware of cultural soutwa®fore they discover the hidden

meaning easily. Smart people may understand arteértaal reference to quotations from
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theatrical plays or quotes of people importanthe history. Another verbal source of
intertextuality may be health warnings. Warningsehanformative and alerting functions
which make the advertised message more signifiGtatements known from important
situations in lives such as the wedding are greatces of intertextuality. These situations
are associated with unigueness which may be aadguidities of the promoted product. A
referential source of intertextuality may be alsmmes and words adapted for the purpose
of the advertising message. People know the meaniitite original words which gives an
additional meaning to the advertisement. Even tabsoes and taboo expressions may
function as a source of intertextuality. They arestlty transformed to moderate the
meaning but they remain a provocative and intarggtinking stimulant.

Visual intertextuality includes pictures of scidiatisigns, axes, objects of everyday use,
medical symbols or traffic signs and pictures friims. Pictures make the advertisement
easily noticeable. Pictures are simpler than autdxinessage. Some people may prefer
looking at a picture and deducting its meaningeading a text and discovering a hidden
message. If people know the original picture thasilg recognize the transformed picture
and associate their meanings. A new meaning iscatidthe advertisement with reference
to the original picture.

| suppose the most powerful intertextual sourcddésmix of pictures and texts. This kind
of intertextuality works twice — the picture mayratt the viewer's attention and the text
gives the reader additional information. The twarses of intertextuality — the picture and
the statement — both make the viewer of the adesrent think and try to discover the
intended meaning. If an advertisement is intergséind challenging for the recipient it
becomes remarkable and stays in the mind of thpieet¢. That is the core of the process
of persuading the viewer to buy the product. Aftemembering the advertisement the
viewer may either consciously or unconsciously refrihemselves of the memory when in
a shop which may encourage them to buy the adedrppsoduct. The advertisement has

fulfilled its role.
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APPENDIX: PICTURES OF ADVERTISEMENTS

Smoke contains
benzene,
nitrosamides,
formaldehyde

and hidrogen

Breathe, relax, enjoy -
this is your time together.

your toes and
2. Watch the
sun set over the Indi you savour the

fresh seafood and tropical 1

www.visitmaldives.com

From This Day Forward

TIFFANY & CO.

YOUR LEFT HAND DREAMS OF LOVE. YOUR RIGHT
HAND MAKES DREAMS COME TRUE. YOUR
LEFT HAND LIVES HAPPILY EVER AFTER. YOUR RIGHT
HAND LIVES HAPPILY HERE AND NOW. WOMEN
OF THE WORLD, RAISE YOUR RIGHT HAND.

WARNING: Driving m

rise in blood pr

1 heartbeat, sudden

harmon

bethecar.com/bose Ll

Total oneness with what you're driving. Total oneness with what you're watching. Would that be totally cool, o
what? Go to bethecar.com/bose today to register to receive future updates about the all-new Mazda MX-5 Miata—
and for a chance to win your own BOSE® Lifestyle® 38 Home Entertainment System, which digitally stores up to
200 hours of music and adds ffe to your movies! Your ight o0t and your two ears will be totally glad you did,

www.bethecar.com/bose
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Golf R32. 241 Bhp.

Don't just drive the car.
Be the car.
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GOD SAVE THE PIG

OF DELICIOUS
CHICKEN

/AND VEGETABLES.

THEGOODLIFERECIPE.COM

NO NEED TO APOLOGIZE MITTENS,

IT'S PERFECTLY NATURAL FOR A CAT TO
PROTECT REAL FOOD AND THE GOODLIFE
RECIPE 1S PACKED FULL OF IT.

HERE’S TO THE GOODLIFE™

BEFORE TAKING HIS PHOTOS.

WALEER EVANS. THE S0P CENTURY'S DREATEST AMERICAN PHOTIRAPIER

AND HIS HISTORICALIMAGES FROM THE GREAT DEPRESSIDN I 1920.
AT MASP, FROM OCTOBER 15 T0 JANUARY 10™,
R i i ; fed

‘ no one wants. .~ Iome. i lmlm"wm, I for i
I don't wanta hug o be my friend| e | don't wang 2 hua !‘ you as| rit
. . I'm a bad boy b - TR
!hateycu'/ _‘ . .-.‘ Im};ﬂ(
. |wanttosleep [ iy bt my doll hurts

he never hits me
|
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