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Annotation. This article explores the role and impact of phraseological units in 

mass media and advertising. It highlights how idioms, collocations, and fixed 

expressions are used to attract attention, convey messages effectively, and create 

emotional resonance with audiences. The study analyzes examples from television, 

print media, and digital platforms, emphasizing the persuasive power of phraseology 

in shaping consumer perception and reinforcing cultural stereotypes. 
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Аннотация. В данной статье рассматривается роль фразеологических 

единиц в средствах массовой информации и рекламе. Особое внимание 

уделяется тому, как идиомы, устойчивые выражения и языковые клише 

используются для привлечения внимания, усиления выразительности текста и 

создания эмоционального отклика у аудитории. На основе примеров из 

телевизионной, печатной и интернет-рекламы анализируются функции 

фразеологии в формировании общественного мнения и потребительского 

поведения. 
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медиа-дискурс, потребительская культура. 

 

Introduction 

In the age of rapid communication and media saturation, language plays a central 

role in shaping public opinion, promoting products, and influencing behavior. 

Phraseological units—such as idioms, slogans, and catchphrases—are among the 

most powerful tools used by advertisers and media professionals to create 

memorable, persuasive messages. Their figurative nature, rhythm, and cultural 

familiarity make them ideal for delivering complex ideas in a compact and 

emotionally engaging form. 

Whether in television commercials, newspaper headlines, or social media 

campaigns, phraseological expressions are strategically employed to trigger 

mailto:s9376523@gmail.com


 
 

 VI SON                                                                                                                         Iyun, 2025 

95 
 

associations, evoke trust, and connect with the target audience. For example, slogans 

like "Taste the feeling" (Coca-Cola) or headlines such as "Time is money" instantly 

convey meanings rooted in shared cultural experiences. Moreover, phraseology 

enhances the aesthetic and mnemonic qualities of messages, ensuring greater impact 

and recall. This paper aims to examine how phraseological units function in the 

context of mass media and advertising, illustrating their linguistic, cultural, and 

psychological influence on modern communication. 

           Phraseological units play a significant role in shaping language in mass 

media and advertising due to their ability to convey meaning quickly, memorably, 

and emotionally. These units include idioms, collocations, slogans, and fixed 

expressions that are culturally recognizable and linguistically impactful. Advertisers 

and media professionals often rely on such expressions to create headlines, taglines, 

and campaign slogans that resonate with audiences and enhance brand identity. For 

instance, expressions like “break the bank,” “on cloud nine,” or “hit the jackpot” are 

frequently used in commercials or articles to imply success, joy, or economic value. 

Their familiarity allows for immediate comprehension, while their figurative 

meanings engage the reader or viewer emotionally. In advertising, phraseological 

units function as tools of persuasion by simplifying complex concepts into catchy, 

rhythmic phrases. A slogan like “Just do it” (Nike) encapsulates motivation, risk-

taking, and action within three simple words, drawing heavily from idiomatic 

structures. Mass media, including news headlines and television programming, also 

use phraseology to attract attention and evoke curiosity. Headlines such as “Bite the 

bullet: government pushes reform” or “Cold feet delays wedding” use idiomatic 

language to present news in a dramatic and relatable way. This stylistic choice helps 

ensure that information is not only informative but also entertaining and emotionally 

charged. Phraseology also reflects cultural values and stereotypes; for example, 

phrases like “American dream” or “time is money” mirror the values of ambition and 

productivity in Western society. In contrast, other cultures may use idioms in media 

to emphasize collectivism or tradition. Moreover, the creative adaptation of idioms is 

a common practice in advertising—modifying existing expressions to suit branding 

purposes. For example, instead of saying “spill the beans,” an ad for a coffee brand 

might use “spill the beans and enjoy the aroma,” cleverly playing on the original 

meaning while aligning it with the product. The emotional appeal of phraseology is 

particularly useful in campaigns that aim to provoke nostalgia, humor, or urgency. In 

political campaigns or social advertisements, idiomatic language may be used to 

reinforce national identity, moral values, or community solidarity. Additionally, 

digital and social media have accelerated the evolution and spread of modern 
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phraseological units such as “going viral,” “clickbait,” or “cancel culture,” all of 

which originated from online discourse and are now embedded in public language. 

These expressions illustrate how contemporary phraseology continues to adapt, 

reflecting changing cultural and technological landscapes. In sum, phraseological 

units in mass media and advertising are not just linguistic flourishes—they are 

strategic instruments of communication that enhance clarity, emotional connection, 

and cultural relevance. 

           With the digital revolution and the emergence of AI-generated content, 

phraseology in mass media and advertising has become even more dynamic and 

adaptive. One notable trend is the rise of interactive phraseology, where idiomatic 

language is embedded into hashtags and clickable slogans—examples include 

#LiveYourBestLife or #TasteTheAdventure. These not only carry idiomatic flavor 

but also serve as marketing tools that enhance user engagement. In addition, 

phraseological units are increasingly used in visual advertising, where the idiom is 

paired with imagery to intensify its impact. For example, the idiom “put your money 

where your mouth is” may accompany a visual of a person literally eating coins, 

combining humor with cognitive shock value to leave a lasting impression. Media 

creators are also borrowing idioms from non-English languages to enrich the global 

appeal of their content—this process is known as idiomatic cross-cultural borrowing. 

Phrases like the Japanese “koi no yokan” or German “Weltschmerz” are beginning to 

appear in English-language creative campaigns, especially in luxury branding, where 

exclusivity and cultural depth are desirable. Another emerging use is in audio 

branding, where brands use sound-based slogans with idiomatic roots—such as 

Intel’s iconic chime associated with the phrase “power inside”—to associate brand 

recognition with conceptual phraseology. Furthermore, idioms are also being 

hybridized in multilingual environments, leading to what linguists call code-mixed 

phraseological blends. For instance, in countries with bilingual populations, 

marketers combine English idioms with local expressions to increase relatability, 

such as “Feel the biryani vibes” or “No stress, just chai.” The result is a localized yet 

globally intelligible media language. Additionally, political and social advertising 

now uses adapted phraseology to promote awareness and solidarity, especially in 

campaigns against misinformation, climate change, and mental health. Phrases like 

“Don’t suffer in silence” or “Green is the new black” combine metaphorical language 

with a call to action. In virtual influencers and AI avatars, scripted dialogue now 

incorporates idioms to make these digital entities sound more human-like, increasing 

their influence among Gen Z audiences. Moreover, phraseological trends are being 

tracked and analyzed by neuro-marketers, who study which idioms stimulate higher 
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engagement rates or memory retention during ad exposure, showing that phraseology 

is not just cultural but also neurological. Lastly, predictive algorithms used in content 

recommendation systems are beginning to favor headlines and titles with idiomatic 

content, as they tend to have higher click-through rates, making phraseology not only 

a stylistic choice but a metric-driven strategy. 

Conclusion 

Phraseology has proven to be a central component of modern media and 

advertising due to its ability to capture attention, convey cultural meaning, and build 

emotional connections. Idiomatic and fixed expressions serve not only as linguistic 

shortcuts but also as powerful tools of persuasion and branding. In today’s digital 

landscape, their functions have expanded beyond traditional print and television into 

social media, influencer marketing, and even AI-driven content creation. 

Phraseological creativity—such as blending, localization, and visual or auditory 

reinforcement—allows advertisers to craft messages that resonate across cultures and 

demographics. Furthermore, phraseological elements enhance memorability, evoke 

shared experiences, and contribute to a unique brand voice. As globalization and 

technological innovation continue to transform communication, the strategic use of 

phraseological units will remain an essential element in media discourse, cultural 

storytelling, and consumer engagement. Understanding their linguistic structure and 

cultural implications is therefore crucial for both language learners and marketing 

professionals. 
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