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аork;ăSelonl‟Кrgent,ă lКăЛesogne;ăCumăeăplКtК,ă γТă luМrulȚă(ellТpsТs).What we 
did not expect to find, is such a big number of antithesis. We explain this 
phenomenon by the fact that people have a quite contrary attitude toward 
money which makes them see both the negative and the positive at the same 
time. E.g.:șWСereăgold speaks every tongue is silent; CсndăЛogКtulăvorЛeγteă
lumeКă Кmuεeγte;Oùă l‟oră parle, toute langue se taitȚ.ă Since some of the 
stylistic devices, such as repetition, might add in length, we made the 
hypothesis that they should be infrequent in proverbs because this is in 
contradiction with the quality of proverbs of being brief.  

The English proverbs have the biggest number or syntactic and lexical 
devices. They contribute to the fact that English proverbs are very witty. 
Humor results out of the well-shaped, unexpected combination, if 
“ЮnОxpОМtОН” МoЮlН ЛО ЮsОН аТtС rОРКrНs to proЯОrЛs. Romanian proverbs, by 
contrast, have much rhyme which allows us to speculate that our people and 
our language has a tendency to lyricism and musicality, proverbs included.  
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LINGUISTIC AND PRAGMATIC ANALYSIS  
OF POLITICAL SLOGANS 

AnКăGROГA,ăFКМultКteКădeăLТmЛТăşТăLТterКturТăStrăТne 

LuМrКreКărepreгТntăăoăКnКlТгăăКă37ădeăslogКneăpolТtТМeăeleМtorКleăЛrТtКnТМeăγТăКă30ă
americane. Sloganele sunt analizate din punct de vedere fonetТМ,ă sТntКМtТМă γТă
prКgmКtТМ.ă ReгultКteleă КМesteТă КnКlТгeă suntă preгentКteă ьnă МompКrКεТe,ă pentruă Кă
evТdenεТКăpКrtТМulКrТtăεТleăslogКnelorăpolТtТМeăКmerТМКneăγТăЛrТtКnТМe. 

PolТtТМs Тs К ЯОry poаОrfЮl tool of rЮlТnР tСО аorlН, ТnflЮОnМТnР pОoplО‟s 
life and activity that it is, practically, impossible to make an individual de-
cision. Modern politics became too problematic nowadays. A good example 
here is Republic of Moldova, which has a so complicated political situation 
already for a couple of years. However, politics is our life and nothing can be 
НonО КЛoЮtέ It mКnТpЮlКtОs pОoplО‟s opТnТons mКТnly аТtС tСО СОlp of РooН 
discourses. One of the causes why these are so influential is the fact that 
politicians use effective and powerful slogans, which are short expressions 
associated with political advertising meant to express ideas, aims or the 
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nature of an individual or organization in ways that are simple and easy to 
remember or to communicate [2, p.21-22]. It sounds strange, but namely 
slogans make the audience change their thoughts, opinions and actions.  

One of the most important elements of a good slogan is the rhyme which 
brings a musical sound to the slogan. According to the British linguist, Simon 
Kewin, there are the following types of rhyme: end rhyme, identical, slant, 
internal or rich rhyme [3, p.27]. In this way the memorability level is higher. 
In the examples used for the research were identified 9 slogans with rhyme: 
ОnН rСymОs Тn 4 ОxКmplОs („If yoЮ ЯКlЮО Тt, ЯotО for Тt‟– Tony BlКТr‟s 
government), internal and identical rhymes that can intermingle each other in 
УЮst 3 sloРКns („NОа LКЛoЮr, NОа DКnРОr‟– Tony BlКТr‟ РoЯОrnmОnt), and 
onО for slКnt rСymО ЛotС from AmОrТМКn sloРКn lТst („BОttОr Н/О/Н tСКn R/О/Н‟, 
An anti-Communist). Only the rich rhyme and one example of eye rhyme 
cannot be identified in the list of slogans used here, maybe in order not to 
confuse people while pronouncing the words, as far as this type is similar 
with homonyms. Americans usually use short utterances with an interesting 
sounН, Кs Тn tСО sloРКn „BОttОr НОКН tСКn rОН‟έ TСЮs Тn orНОr to КttrКМt pОoplО 
they do not put the accent on the powerful sounds as British do using the 
alliteration very frequently. Americans, being more cheerful and playful, use 
rhyme, while British use alliterations in order to make their listeners put an 
effort into understanding better what is said namely in the speech presented. 
It can be mentioned that alliteration is mainly characterized by the presence 
of the consonant /b/ (in 5 examples out of 67), МonsonКnt „l‟ (4 oЮt of 67), 
consonant /p/ (3 slogans out of 67) and just one example with the consonant 
/s/ and one with /h/. Another linguistic devise used equally in slogans from 
both countries is the assonance. Though in comparison with alliteration, 
assonance is not such an obvious type of scheme and it is not so preferred by 
the politicians. 

DЮО to Rέ QЮТrФ‟s syntКМtТМ МlКssТfТМКtТon of ЮttОrКnМОs tСО sloРКns аОrО 
grouped in four classes. [4, p.39] The first group is that of statements, which 
here they constitute the most part of the slogans, 39 out of 67. The second 
type is linked with questions and they are subdivided into 3 smaller classes, 
but only 2 slogans can represent the first and the third subgroup of questions. 
Most of the slogans used for this research take part of the third class which 
represents the slogans that are characterized as command. Here one can find 
23 slogans out of 67. The last group from this taxonomy is made up by 
exclamations which are not so frequently used in slogans, especially with 
their explanative mark at the end. Just one example of this kind: „BТРРОr 
МКРОs! LonРОr МСКТns!‟ МКn ЛО foЮnН Тn AmОrТМКn lТst of polТtТМКl sloРКnsέ A 
common characteristic is that both countries prefer imperative type of 
sentences. British speakers manipulate people by making them to think that 
they are co-participants of a great political unity, but, in fact, they are acting 
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as they decided already. If British speakers like imperatives, Americans 
consider the declaratives as an important factor in creating effective slogans. 
They seem to be more democratic in a way, because they leave more space 
for pОoplОs‟ oаn НОМТsТonsέ TСТs МКnnot ЛО sКТН КЛoЮt BrТtТsС spОКФОrs аСo 
are not afraid of influencing people, but in an intelligent way. 

In any political activity, the audience is a paramount factor. British people 
here seem to be much experimented and they want to be closer to their 
people. According to the taxonomy of Angela Goddard, the types of narrator 
become very important when studying slogans, especially from two different 
countries. [1, p.30-31] From the list of American slogans only 5 slogans out 
of 30 СКЯО somО ФТnН of nКrrКtor, nКmОly „СО, I, Тt, аО‟ КnН КРКТn „аО‟έ 
Whereas, when studying the British slogans we identify 11 out of 37 slogans 
аСКt ОmployОН „аО, yoЮ‟, КnН „Тt‟ typОs of nКrrКtorέ TСО pronoЮns „yoЮ‟ КnН 
„аО‟ СКЯО К ЯОry spОМТfТМ fОКtЮrО of МlosОnОss аСОn ЮsОН Тn spООМСОsέ TСО ЮsО 
of these types of narrator is beneficiary for the political actor as they address 
the audience and the last perceived the message as being address to him/her, 
thus the slogan can be easer internalized. The candidate or political party has 
only to win after this. 

Pragmatic functions are also very good tools of manipulation. An 
interesting fact is that the only group, that of imperatives as in the example 
„Don‟t ComО to tСО UέKέ‟ (BrТtКТn‟s nОа sloРКn), Тs ОqЮКl Тn BrТtТsС КnН 
American list of slogans (4 and 4 slogans). The common feature is the 
negative construction, which has a great role in making people act on the 
contrary. It is a powerful tool in manipulating people and the speakers use it 
frequently. The classifications presented in the thesis emphasize the fact that 
British people are not afraid at all to influence in a more vivid way. However, 
the both politics, that of Great Britain as well as American one, are very well 
organized. It is not clear how namely, but they know how to make people to 
act, to be interested in what is going on in the country. The concept of 
patriotism is powerful there.  

Clear steps and solutions that must be introduced in order to change the 
situation of the politics in a specific country are not written yet, but to fight 
with it worth being made daily. The ability of politicians to make citizens to 
act somehow is always important. In this thesis are specified the main 
principles of making a powerful discourse by using effective slogans. 67 
slogans were studied and analyzed in detail with the help of inductive and 
deductive methodology related to the specific observations and 
generalizations, comparative analysis between different types of 
classifications and the syntactic method that characterizes the structure of the 
utterances used as examples for the thesis. All these help at identifying 
another important feature present in both American and British political 
slogans, and namely that the punctuation is not as common for manipulation 
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Кs tСО КnКlysТs МКn sСoа „ВОs АО CКn‟ (Bέ OЛКmК)έ TСТs Тs Кn ТmportКnt 
element for a persuasion text. Punctuation make people observe or hear more 
details than it is need in a political campaign. When people hear a good, 
rhythmic or humouristic slogan they are more likely to believe in what they 
are listening to.  

This research supports my idea that society is ruled by the upper class 
people, sometimes even if people are sure that they are making the rules or 
the life. This is not quite true. People are not yet able to be independent 
enough to live their lives to the fullest and those persons who are more 
capable of this are ruling the country, the rest are just surviving under 
somОonО‟s Мontrolέ BЮt I СopО tСКt onО НКy Тt аТll ЛО НТffОrОnt, Кll of Юs аТll 
have the opportunity to rule his or her own territory in a true and own way 
without hurting or subjugated the others, without crimes and low salaries, etc  
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HISTORICAL APPROACH TO METAPHOR 

Diana CAZAC, FКМultКteКădeăLТmЛТăγТăLТterКturТăStrăТne 

LuМrКreКă dКtăă repreгТntăă oă КЛordКreă teoretТМăă Кă studТerТТă unoră pКrtТМulКrТtăεТă Кleă
fТgurТlorădeăstТlă (metКforeТ)ă lКănТvelurТă lТngvТstТМ,ă lТterКr,ă soМТoМulturКlă şТă estetТМ.ăRolulă
lТmЛКjuluТă lТterКră ьnă МКlТtКteă deă lТmЛКjă speМТКlТгКtă Мuă МonĠТnută proprТuă şТă oă serТeă deă
МКrКМterТstТМТăspeМТfТМeăvКrТКгăăьnădependenĠăădeăsТstemulălТngvТstТМ.ăTotuşТ,ăТndТferentădeă
lТmЛă,ăoămКreăpКrteădТnătrăsăturТleăsКleăspeМТfТМeăesteăeбplТМКtăăprin ТnfluenĠКăfКМtorТloră
istorici, culturali, sociКlТăşТăpolТtТМТăКsuprКălТmЛКjuluТălТterКrăКlăМomunТtăĠТТălТngvТstТМe. 

TСО EnРlТsС mОtКpСor НОrТЯОs from tСО 16tС Мέ OlН FrОnМС mцtКpСorО, 
аСТМС МomОs from tСО LКtТn mОtКpСorК, “МКrryТnР oЯОr”, Тn tЮrn from tСО 
GrООФ μεταφορȐ (mОtКpСorп), “trКnsfОr”, from μεταφȑρω (mОtКpСОrō), “to 
МКrry oЯОr”, “to trКnsfОr” КnН tСКt from μετȐ (mОtК), “ЛОtаООn” φȑρω 
(pСОrō), “to ЛОКr”, “to МКrry”έ 

The metaphor has generally been understood as a figurative expression 
which interprets a thing or action through an implied comparison with 
something else. Aristotle, who is usually considered the originator of 
„МompКrТson‟ tСОorТОs of mОtКpСor, НОsМrТЛОН mОtКpСors Тn tСО RСОtorТМ Кs 
elliptical similes – МompКrТsons of „tСТnРs tСКt КrО rОlКtОН ЛЮt not oЛЯТoЮsly 
so‟ аТtСoЮt ЮsТnР „lТФО‟ or „Кs‟έ AММorНТnР to ArТstotlО, tСО ЛОst or „most аОll 
lТФОН‟ typО of mОtКpСor trКnsfОrs Тts mОКnТnР from onО sЮЛУОМt or „rОРТstОr‟ to 
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