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ABSTRACT 

The use of pragmatic sentences in each ad ensures its uniqueness. Determination of the place of 

discourse in advertising is determined by the effectiveness of the advertising product. The main 

activity of advertisers in the preparation of advertising text is also the selected lexemes of 

pragmatic discourse to influence consumers. The use of the names of celebrities, heroes, places 

and works of art as trademarks is to some extent intended to make an informed impression on 

customers, while emphasizing that they are associated with the world culture. In today's era of 

globalization and economic stability, if we look at the socio-economic status of advertising 

products in developed countries, our advertising services are still in their infancy. The 

experience of marketing activities confirms that the effectiveness of advertising depends on how 

much attention is paid to its place in the system of movement of goods from manufacturer to 

consumer. Thus, the more creative the brand is in the ad copy, the faster the goal of attracting 

consumers' attention is achieved. 
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