MIHICTEPCTBO OCBITHU I HAYKH YKPAIHHA
KNIBCHbKUHN HAINIOHAJIBHUH JIIHT BICTUYHWHA YHIBEPCUTET
®AKYJBTET TEPMAHCBKOI ®LJIOJIOI'TI I TEPEKJIALY

Kadenpa repmancbkoi ¢inoJorii

KBagigikaniiina podéora maricTpa 3 JiHIBiCTUKHI
Ha TeMy: «IIpoco/inyHa opraHizailisi TEKCTY MOTITUYHOI PEKITAMU»

ctyaenTa rpynu MJla 51-23

(bakynbTeTy repMaHChbKO1 hUJIOJIOTTi 1
nepeKsaay

OCBITHBO-TIpO(eciitHoi mporpamu CydacHi
dbutonoriyni crymii (aHmIificbKka MOBa 1 Ipyra
1HO3eMHa MOBA): JIHIBICTUKA Ta
[EePEKJIaJI03HABCTBO

3a coermaibHICTIO 035 Distonoris

CynmuMOBCBKOTr0 AHApig AHIpIHOoBHUYA

Honyweno oo saxucmy HaykoBuii kepiBHUK:
«__» POKY KagauaaT GhUI0IOTIYHUX HAVK, JTOLIEHT
AnexkcieBentb Oxcana MukosiaiBHa

3asioysau xageopu cepmancvkoi’ i  HarmioHanbpHa 1mkana

Qino-yeopcwvkoi ginonoeii Kinbkicts 6aniB
TTOKTOP (DUTOJOTTYHUX HAYK, Omigka €EKTC
mpodecop lllyroBa Mapis
OJsekcanapiBHa

(rioru) (11b)

KHUIB - 2024



MINISTRY OF EDUCATION AND SCIENCE OF UKRAINE
KYITV NATIONAL LINGUISTIC UNIVERSITY
Faculty of Germanic Philology and Translation

Department of Germanic Philology

Master’s Qualification Paper

PROSODIC ORGANISATION OF POLITICAL ADVERTISING TEXT

Andrii Sulymovskyi
Group MLa51-23 (LLe)
Department of Germanic Philology and

Translation
Research Adviser

Associate Professor Alexiyevets O. M.
PhD (Linguistics)

Kyiv — 2024



CONTENTS

INTRODUCTION ...ttt 4
CHAPTER L. oo 7

THEORETICAL FOUNDATIONS OF THE STUDY OF PROSODIC
ORGANISATION OF THE TEXT OF ENGLISH-LANGUAGE POLITICAL

ADVERTISING ..ottt ettt r e e s 7
1.1. Political advertising as an element of the communication process .............cc....... 7
1.2. The structural elements of the political advertising text...........c.cccovviviveieennnnnn, 11
1.3. The role of prosodic means in actualizing the text of modern English-language
POITICAl AAVEITISING ...veeivieieie ittt e e e enee s 14
ConClUSIONS 10 ChAPLEI L ....veeiieciece et snne s 20
(08 1 el I L SRS 22
PROGRAMME AND METHODOLOGY OF THE EXPERIMENTAL RESEARCH
..................................................................................................................................... 22
2.1. Programme Of the STUAY .......ccoouiiiieieci e 22
2.2. The methodology of auditory analysisS..........ccevverieriieiiesie e 24
ConCIUSIONS 10 ChAPLEE 2 ....veeieecie et e e e 25
CHAPTER 3.ttt sttt st e sre et sreeneeanes 26

THE RESULTS OF THE EXPERIMENTAL STUDY OF PROSODIC
ORGANIZATION OF THE TEXT OF ENGLISH-LANGUAGE POLITICAL

ADVERTISING ..ottt te e ne e 26
3.1. Analysis of the experimental material ..............cccoov e, 26
3.2. Linguistic interpretation of the results ..o, 71
Conclusions 10 ChAPLEr 3 ........vciieiie e e e 75
GENERAL CONCLUSIONS ... .ottt 76
PESBHOME ..o 78
RESUNME ... .ottt sttt e b e s ae e te e s e e nteeneesneentenneas 79
REFERENGCES ..ottt st ente e sneenaennes 80
LIST OF ILLUSTRATION MATERIALS ......oo oot 87

APPENDIX L. e 89



INTRODUCTION

Our daily life is deeply intertwined with politics. Political advertising is a crucial
part of political campaigns. Through the political advertising political figures promote
their policy communicate with voters, gain support and improve their visibility in the
community. Every year the influence of the advertising is becoming wider and wider.
Advertising shapes the public opinion, create connection between people, and influence
electoral outcomes.

Advertising is an indispensable part of our life. It is everywhere, we can see it
scrolling the phone, walking around the city, we can hear it driving to work.
Nonetheless, advertising and political advertising are the parts of the communication
process. The purpose of the information carried out from the sender to the audience is
to promote certain product. In terms of political discourse, the product is a policy or a
candidate for an election. It persuades voters to take certain actions and participate in
political life, which is impossible without communication. It is important to note that it
is not only the written text itself that contributes to the effectiveness of advertising, but
also the way it is delivered, the means used to emphasize certain information and attract
people's attention. This is where prosody comes in.

Prosody is an essential part of advertising discourse. Its characteristics play a
major role in the effectiveness of political advertisements, in the delivery of the
message, in the conveyance of emotions, and contribute to the overall memorability of
the text as well as to the reception of the message. It is known that advertising, as a
general social phenomenon, cannot be limited to one sphere of human life, but takes its
place in society as a whole.

Mass media, reality shows, radio and PR are the keys to winning voters, gaining
sympathy and political advantage. To get the most out of political advertising, PR
managers need to be able to write persuasive copy and use all the tools at their disposal
to get results. This means that prosody plays a crucial role in communication, conveying

a range of information beyond the literal meaning of words. It has a significant impact
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on how we understand and engage with the information provided by the text.
Advertising can have a greater impact through the use of prosodic features.

Relevance. Our research is particularly relevant in the current socio-political
landscape, as 2024 marks the pre-election period in key democracies such as the United
States, United Kingdom and Australia. At this stage, politicians are preparing their
strategies for the election campaign. By studying the use of prosody in their
advertisements, my research aims to understand the dynamics of political message
development, as well as to gain a general understanding of the intonation of English
advertising text.

The purpose of the work is the identification and analysis of prosodic means in
political advertising text.

To achieve this goal, there is a need to consider the following tasks:

1) to identify the place of the political advertising in communication process;

2) to define the general structure of the political advertising text;

3) to analyze the prosodic features present in English political advertising;

4) to develop the programme and methodology of the research;

5) to establish invariant prosodic models for the different types of political
advertisements’ realization.

The object of the research is the oral representation of political advertising
discourse.

The subject of the work is the features of the prosodic means of the English
political advertising text.

Materials used in this work are 16 recordings general duration of which is
1140 seconds. They are taken from the advertising campaigns of different political
leaders.

Methods of the research. Our research uses general scientific methods such as
the method of the scientific modelling, qualitative analysis and comparison. Moreover,

the methods purely connected to phonetics like auditory analysis.
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The theoretical value of the paper consists in introducing the theoretical basis
for further investigations in this field, and for more thorough study of prosodic means
used in political advertising.

The practical value of the study lies in the fact that its results can be used to
improve linguistic and phonetic courses, as they give an idea of the complex aspects of
prosody and provide some methodological recommendations for auditory analysis.

The approbation of the research. The results of the research were presented at
The International scientific and practical conference “Ad orbem per linguas” (Kyiv,
May 16-17, 2024) and in abstracts (1 publication).

Structure of the research. The paper consists of introduction, three chapters,
general conclusion, references, illustrated materials and appendix.

The thesis is arranged as follows:

The introduction substantiates the relevance of the study, defines the aim and
tasks of the investigation, the theoretical and practical value of the course paper, the
approbation of the work and its structure.

Chapter 1 focuses on the state of study of prosodic organization of English
advertising text.

Chapter 2 touches upon the methodology and the results of auditory analysis of
the political advertising.

Chapter 3 specifies prosodic features of the English adverting text.

General Conclusions section provides the findings of the research, both
theoretical and practical.

Resumes contain the brief information about the paper.

References contain the list of bibliographic materials used in the process of the
research (69 positions).

List of illustrated materials incudes recordings of the political advertising.

APPENDIX presents the data of experimental research.



CHAPTER 1

THEORETICAL FOUNDATIONS OF THE STUDY OF PROSODIC
ORGANISATION OF THE TEXT OF ENGLISH-LANGUAGE POLITICAL
ADVERTISING

1.1. Political advertising as an element of the communication process
Firstly, it is important to define the phenomenon of communication. Merriam-

Webster sets communication as a process of interchange and transfer of information
between people or groups in the form of oral and written messages, the body language
and voice or the other types of speech (Merriam-Webster, 2024).

Secondly, before we establish a definition of the political advertising, we need to
determine advertising itself. Before we establish a definition of the political advertising,
we need to define advertising itself. Advertising is a non-personal communication, in
that it has to speak to a large number of people, so the message has to be clear for all
the target audience to understand (Blythe & Martin, 2019, p. 220). Van Steenburg
mentions that it is just a part of political marketing campaign (Van Steenburg, 2015, p.
197). However, we should analyze this definition more broadly. Glavas defines it in
OSCE regulations as an advertising whose central focus is the marketing of ideas,
attitudes, and concerns about public issues, including political concepts and political
candidates (Glavas, 2017, p. 7).

Despite numerous changes in the methods of running modern political campaigns
over the past years, one significant constant remains: the crucial role of political
advertising as a key way for candidates to communicate with the public. Broadly
defined, political communication is the role of communication in the political process.
It can take place in a variety of forms (formal or informal), in a variety of venues (public
and private) and through a variety of medium (mediated or unmediated content). It

includes the production and generation of messages by political actors, the transmission
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of political messages through direct and indirect channels, and the reception of political
messages. Political advertising should be considerate as a broad concept as any
message primarily under the control of a source used to promote political candidates,
parties, policy issues, and/or ideas through mass channels (Kaid, 2004, p. 156). As B.
Gervais mentions, political communication is the dissemination of political information
among and between political elites, mass media organizations, and the public (Gervais,
2016). Communication takes a pivotal role in politics, as through its political entities
gain political points, promote their ideas and adjust their campaigns to the social
interests. N. Liutko brings up purposes of the political advertising:

1) to establish a contact between power holders or worthy candidates and people;

2) to accumulate basic concept of electoral campaign in advertising message
(Liutko, 2015, p. 72).

The function of the advertising as a part of communication is to provide
information on a certain product or in terms of the political ads, about the policies and
the candidate (Mounir, 2023, p. 28). The interchange of the information happens
between the sender (political actor) and the audience (electorate).

Political advertising is an important part of shaping political perspectives,
representing a fundamental platform for engaging with voters. It is produced by
politicians or political entities with the objective of garnering widespread attention.
Political advertising attempts to influence or comment upon a matter which is currently
the subject of extensive political debate. Typically, its proliferation escalates during the
pre-election phase, although it may also manifest as periodic publications spotlighting
the endeavors of specific politicians or political factions. Such publications are more
used by the local forces as the high positioned politicians receive a lot of attention in
newspapers, TV or mass media.

There are two types of communication channels. Traditional and Internet-Based
and Wireless Communication Channels. Traditional include newspapers, magazines,

television or billboards. Internet-Based and Wireless Communication Channels consist
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of email, social media, web sites or massage-based apps. Both of them are frequently
used by political actors to get as much support as possible and provide valuable ground
for communication and debate. According to L.Nott, online advertising is more
effective than TV advertising (Nott, 2020). However, the politician is required to use
both of the channels to reach out to wide audience and different age groups. In 2008,
the number of television channels per household was more than six times what it was
in 1985 (Webster, 2014, p. 26). That means it is segmented by different interests and
watches different TV programs, however the politicians are able to use this to reach a
broader audience.

The use of newspapers declined significantly over time, as did political
advertising in newspapers. Print publications have shifted to news websites.
Nevertheless, periodicals appear during the pre-election period to cover the minority
who don't have access to the Internet. With the raise of the digital age lawmakers
received much more opportunities for advertising and general recognition with the help
of the Internet. The usage of both digital and traditional communication channels leads
to effective political campaigns and expanding the support by the public.

A study conducted in 2008 by Dr. Gordon in Orange County, California shows

that ads in the newspapers are still effective to deliver a political message.

Media prefer to receive political messages.

78%

TV Newspaper Radio Internet Mail

|l TV B Newspaper B Radio B Internct B Mail|

Figure 1.1. Media preference of receiving a political massage.
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At the beginning of 2020, almost 60% of the world’s population used the Internet.
According to the calculations of the statistical average of the Global Overview analysis,
a person uses the network for 6 hours 43 minutes and 40% of the night mode. More then
a half of the online time humanity spends on smartphones (50.1%) (Manpunk, &
Anaciok, 2021, ¢.76).

Today, politicians and political entities leverage a multitude of platforms for
personal expression, media dissemination, and advertising. These platforms encompass
popular social media channels such as Instagram, Facebook, TikTok, YouTube, X
alongside various messaging applications. These platforms have many millions of users,
making social media advertising an effective tool as it allows you to reach a large
audience. Also, social media acts as the basis of the communication between politicians
and the possible voters.

We can assume that each post in social media from a political entity serves as a
promotion. It is due to the fact that politicians inform the audience about the policies
which were imposed with the help of their party, it emphasizes the action of the specific
political actor and increases their recognition. The message engaged a discussion in the
comment section, which helps to identify the interest of people and make the
adjustments to the campaign to get more support and share ideas with a broader
audience. S. Stieglitz & L. Dang-Xuan point out that social media allows social
networks, personal information channels and mass media to connect. (Stieglitz & Dang-
Xuan, 2012). It is true that social networks are deeply interconnected Thus, the
advertising message spreads among millions of users, triggering a broad debate among
people, where politicians can be involved and the campaign can be analysed. The mass
media have therefore moved to the centre of all social processes and have begun to
reconstruct the public sphere and the world of politics (Cwalina & Falkowski, 2006).

In summary, political advertising plays an important role in the communication
process, political advertisement plays a huge role in the communication process. The

main purpose of political advertising is to gain people's trust to accept ideas and, in the
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case of political campaign advertising, to influence their vote. This is achieved through.
Nowadays, political leaders have a wide range of tools and platforms at their disposal
to reach audiences and communicate their message. Communication channels can be
divided into two groups: traditional and Internet-Based and Wireless Communication
Channels (digital). These tools make it possible to debate, comment and communicate
with the voters and to adapt political campaigns to the interests of society. Political
advertising, like any other, provides information so that the “consumer” is informed and
interested in the “product”. It is part of political marketing, a tool used by political
parties and individual candidates. They try to popularize the party/candidate, draw
attention to their activities and development plans, attract citizens to their side and

convince them of their advantages.

1.2. The structural elements of the political advertising text
Advertising text remains one of the most researched topics among linguists. This

is due to the versatility of its structure and meaning. The effectiveness of political
advertising is many in what depends on how accurate it will be its central idea is
conceived, is it well planned (Babina, 2021, p. 15). Issues of language and political
discourse form a very dense framework for theories and studies (Kuchyk et al., 2023, p.
315). Valigura, mentions that in terms of modern pragmalinguistics an advertising text
is a speech form of social influence on the addressee (Valigura, 2020). The
communicative-pragmatic analysis of advertising texts involves carrying out the
following tasks, such as defining an an advertising text as a component of the author-
text (message)-recipient structure (Seidenova & Nurkhanov, 2023). Abdullaeva,
defines the advertising text as a type of text of mass communication, the purpose of the
pragmatic impact is to induce the recipient to purchase a product or service (Abdullaeva,
2021). The main feature of the advertising is its size. The volume of the advertising
texts can be reduced by 100 to 150 words (Maistrenko et al., 2021). Therefore, the text
should outline the ideas in the short forms. It has to be creative, understandable and

contain many ideas relatively to its quantity. Hnezdilova argues that the syntactic
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structures and vocabulary used in political speeches are carefully chosen to intensify
the emotional impact of the message. This helps to gain the listener's approval,
encouraging them to accept, internalize, and align with the intended emotional tone
(Hnezdilova, 2003). This applies not only to political speech, but also applied to
political advertising, since the function of the advertising is gain support from the
audience.

The language of political advertising can include public speech and the language
of political propaganda (Jlecrok, 2022, c. 51-61).

Advertising language frequently employs techniques similar to those found in
poetic texts. The mnemotechnical effect of so-called mnemonic devices (rhyme,
rhythm, alliteration, and assonance) is advantageous (Kosimbetova & Suyarova, 2023).
These linguistic means help to make a text more memorable and catchier.

Another prominent feature of the advertising text is slogan. Safire's Political
Dictionary gives an introductory definition of slogan as “a rallying cry; catch phrase; a
brief message that crystallizes an idea, defines an issue, the best of which thrill, exhort,
and inspire” (Safire, 1978). Generally speaking, slogans bare the main point of the
message. A political slogan is a catchword or rallying motto distinctly associated with
a political party or other group (Newsome, 2002). Thematically, slogans can effectively
focus the candidate's promises on a particular area. The slogan simplifies a potentially
intricate political initiative into a broad concept. They also serve as a call to action in
political advertising. Their purpose is to convince the viewer to choose a particular
option, either by creating a sense of urgency or by convincing them that a recommended
choice is best for them (Indeed Editorial Team, 2024). Examples of such phrases are
“Vote for change”, (#voteforchange, 2008), “Change we can believe in”, “Make
America great again” (Britannica, 2023).

The political advertising text belongs to an advertising discourse. It means that
we can view it through the general specifics of the commercial texts. Panasenko and

Mudrochova suggest that if we consider and advertisement as a text, we will see that it
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has a specific structure, the obligatory elements of which are a headline, sub-headline
and body text. Each of these elements is important and has a specific function
(Panasenko, Mudrochova, 2021). The message can be put into the title (headline) and
the text. It is one of the most important elements, which includes the main advertising
message and the main advertising argument. This title must be well formulated and
expressive, as well as its effectiveness depends to a large extent on the extent of
consistency between the title and the other elements such as graphics, images and
content (Mounir, 2023, p. 29). Shytiuk & Hniedkova suggest that advertising text has
to be concise, clear and contain a large amount ideas and new thoughts, to be creative
in its content (ILLutiox & I'meaxosa, 2021).

The AIDA model can be used to analyse both political and commercial copy. It
assumes that a customer goes through several stages before making a decision about a
product (Vakratsas, Ambler, 2021). AIDA consists of attention, interest, desire and
action. The main task in creating an advertising text is to make it more acceptable to the
viewer (Pavlishina, 2019).

If we apply AIDA to political advertising, A - attention will state for a eye-
catching headline, | - interest will sate for the message regarding the policies or the
candidate, D - desire will state for the reason why the people should choose the specific
candidate or a party, it is based on the inclination for something new and A — action will
state for the conclusion of the message, usually with the a call to action phrase (Hanlon,
2023).

Substantially, the text of the political advertising consists of:

Headline

Sub-headline (it may be omitted in short advertising texts)
Body

Call to action phrase or echo phrase.

The political advertising text can also be viewed through the hypothesis of
SOURCE-PATH-GOAL (Tincheva, 2012, p. 1296). As for example the adverting from



14

Kamala Harris. “In this election we each face a question. What kind of country do we
want to live in? There are some people, who think we should be a country of chaos, of
fear of hate, but us we choose something different; we choose freedom. ” In this part the
SOURCE is the political leader. “The freedom not just to get by but get ahead, the
freedom to be safe from gun violence, the freedom to make decisions about your own
body, we choose a future, where no child lives in poverty, where we can all afford health
care, where no one is above the law, - path or how we can be successful. “We believe
in the promise of America and we're ready to fight for it. Because when we fight we win
S0 join us go to kamalaharris.com and let's get to work on themselves. ” —a goal, to win
an election (Kamala Harris, 2024).

The success of the text depends on the following factors: its fluidity, its shortness,
and its distance from the complexity in the formulation of alienation in order to be able
to understand it. Preference is not in length or shortness as much as the ability of the
text to attract public attention. Even if the commercial and political advertising text have
a lot in common such as the basic structure, simple vocabulary and the presence of
slogans, they have their own specifications. For example, they are aimed at a different
audience; political ads do not sell a product, but rather the policies that will be
implemented if a particular candidate or party wins the elections. In terms of text,
political ads can be much more aggressive in their context.

Outlining all of the above, the text of a political advertisement has its own
structure. It works in the paradigm of author — text (message) — recipient. The message
consists of the title and the text itself. Usually, the text of the political ad contains

slogans and calls to action, which are essential for a successful ad.

1.3. The role of prosodic means in actualizing the text of modern English-
language political advertising

Prosodic means are significant part of political advertising. Factors such as stress,

emphasis, pitch variations, tempo and pauses influence our perception of information
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and make us more resilient to ideas presented in advertising. Accurate usage and
structure of the text makes the advertisement more persuasive and engaging. Just a small
change in the structure can change the meaning completely.

Ward and Hirschberg mention that the prosody of a sentence can sometimes
affect a listener’s conclusion about the speaker’s beliefs, attitude, or intention (Ward &
Hirschberg, 1985).

Speech comprehension requires listeners to make some hypotheses about the
linguistic elements present in the utterance they are trying to interpret. This hypothesis
is built with the help of the prosodic means (Dahan, 2015).

Gussenhoven suggests the following scheme of the prosodic hierarchy
(Gussenhoven, 2002, p 1).

(K utterance

intonation phrase
/TL\ i \
c

Figure 1.2. The scheme of the prosodic hierarchy.

phonological phrase
phonological word

foot
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——¢
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This framework helps to understand how prosody functions at different levels of
speech. It consists of syllable level, foot level, phonological phrase, intonation phrase
and finalized in utterance.

Syllable level is the first level in the scheme; it involves the arrangement of
sounds (phonemes) into syllables; the structure of it affects the stress patterns and
rhythm. There are different types of syllables such as close / open, vowel-consonant-e
(VCE) syllables. Recent studies of the topic shows that people tend to choose the

products from the ads the names of which have open syllables (Zeroual, 2022, p. 70).
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Generally, in the advertising discourse, marketing specialists use short words which has
up to three syllables, as for example Trump's promotional video for a recent 2024
campaign uses catch phrases like “Keep pushing forward”, “Keep going forward”
(Trump, 2020) or “Motown is a Joe town” (Biden, 2020). They play a crucial role in
creation of stylistic devices such as alliteration and rhyme and stylistic devises make
the text vivid, as well as helping in getting an emotional response from the audience.

The metrical foot organizes the syllables of words into higher-order units built
around stressed syllables (Oostendorp et al., 2011, p 1). The metrical foot is a prosodic
constituent that intervenes between syllables and the larger prosodic word containing
those syllables (Bennett, 2012, p. 17). Basically, the foot is a combination of a stressed
and unstressed syllable; it creates rhythm and emphasis that makes a message more
memorable and impactful. There are two main types of feet: trochaic and iambic (Harris,
2000, p.5). lambic is an unstressed syllable followed by a stressed one, trochaic is a
stressed syllable followed by an unstressed one. There is a general rule connected to the
limited short time memory of syllabic sequences syllabic group can exceed 7 syllables
(actually this number depends on the speech rate) (Martin, 2013). Normally, advertising
specialist will not make long chunks of text because the audience would not be able to
comprehend the information from the large syntagms, which make delivery of the
statements blank and forgettable.

The next segment in the hierarchy is a phonological word. It is also called a
prosodic word. Hall defines phonological word as a prosodic domain in which
phonological features within the same lexeme may spread from one morph to another
(Hall, 1999, p. 1). In short, a phonological word is a unit which consists of one or more
phonemes and acts as a single entity within an utterance. The actualization of this unit
can be seen in the slogans. The phonological structure helps the words resonate more
strongly with the audience. Overall prosodic words contribute to the rhythm and

intonation which make an impact on the perception of the text and its comprehension.
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The phonological phrase is the constituent that groups together one or more clitic
groups (Vogel & Nespor, 2007, p. 72). It consists of phonological words which are
combined together. Typically, phonological phrases are divided by pauses.

Syllable, foot, phonological phrase and intonation phrase are concluded in the
utterance. Harris defines an utterance as a continuous scratch of talk before and after
which there is silence on the part of the person (Harris, 1963/2013).

Rising intonation conveys the attitude of positivity. Also, it encourages further
conversation, wondering, mildly puzzled, soothing vibe (Celce-Murcia & Goodwin,
1996). Falling tone expresses confidence and finalization. Ladd, mentions that the both
of the tones can be used in combination. The presence of the rising tone projects
incomplete information, which is completed by the following tone unit which contains
a falling tone (Ladd, 2009, p. 286).

The next step in the hierarchy is intonation phrase. Nordquist defines the
intonation phrase as a stretch (or chunk) of spoken material that has its own intonation
pattern (or tune) (Nordquist, 2023). The Crystal's dictionary gives another a defention
as a term used in the study of suprasegmental phonology, referring to the distinctive use
of patterns of pitch, or melody (Crystal, 2008, p. 252). The intonation phrase helps to
convey meaning and emotions. It includes all the other parts of the hierarchy such as
syllable, foot, prosodic word and phonological phrase. According to Zulfugarova,
intonation phrases break up the speech to more manageable segments which help the
listener to comprehend the text easier (Zulfugarova, 2018).

The utterance includes various aspects of prosody, such a tone, stress and rhythm.
It is the key feature which influences attitude towards the text and speech. Utterance
and the phonological phrase can appear similar however an utterance is a complete unit
but phonological phrase is a chunk of speech limited by intonation, rhythm or a stress
pattern.

Word stress is an essential part of intonation and rhythm. It assists in

communicating the message, highlighting important aspects, and capturing the
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audience's attention on specific terms. Emphasizing key words in a sentence brings
focus to them, causing them to stand out. Merriam-Webster defines it as the manner in
which stresses are distributed on the syllables of a word (Merriam-Webster, 2024).

Intonation as a prosodic unit is an essential part of the utterance. It is a
combination of various prosodic means such as rhythm, stress, pitch and tempo.
Intonation, bares a grammatical meaning as well as conveys speaker’s emotions and
attitude (Dale & Poms, 2005, p. 3). It means that for the presenter it is curial to use the
intonation to make his message clear. The choice of how we communicate is influenced
by various factors, namely: urgency, formality, confidentiality, complexity and
emotionality of information, the need for documentary confirmation, as well as certain
expectations of the addressee. The addressee is one of the communicators to whom the
transmitted message is intended (Komowmienp & Kymmnip, 2024). Consequently,
intonation is not something random, but a choice deliberately made to get the most from
the conveyed message.

It is important to mention that terminal tones bear a particular significance in
political advertising. Different tones carry emotional weight and communicative power,
they mark the ending of the speech segments and make it complete. Rising tones are
used to persuade people of critical thinking, convey the question as well as they provide
anticipation for a good future.

Tone can be used in both strategic or spontaneous utterances to convey a message
(Pipal et al., 2024). However, in form of advertising there is no such thing as
“spontaneous utterances”, even if it sounds like that. If it is present, it serves a particular
reason. It is due to the that political advertising is highly prepared. Falling tones signify
finalization, confidence and authority. It also marks the already fulfilled promises by
the candidate. The rising tone reflects many meanings such as adding new and vital
information, non-finality, informing the interviewer with surprised and unexpected
results, i.e., offering contradictory information, and continuation (Hussein Shitwi et al.,

2019). Although the vast majority of the sentences of political advertising are
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communicative in nature and therefore statements, the speech contains also
rhetorical questions that are efficient devices for involving the audience in the
proposed topic (Brede, 2017). A study conducted by Brede, suggest that in most English
statements (81%) in the political discourse end with low or high/medium fall (Bréde,
2013). That is due to the formality and pragmatic purpose of the political speech.
Although, she also mentions that in non-final tone units there is a predominance of
low/mid rises.

The prosodic feature of rhythm is a factor which makes an ad more pleasing to
hear. The change in rhythm and pace prevents the speech from being predictable and
boring to listen to. As well it has an impact on audience involvement. Rhythm
establishes a connection on emotional level, depending on the purpose it can give
reassurance and trust.

Rhythm is an important part of the prosodic means within the utterance.
A. Martynyuk & A. Ponikaryova determined that the ideas put within a familiar
rhythmic-syntactic pattern are being processed automatically, subconsciously without
much of critical assessment (Martynyuk & Ponikaryova, 2018). Also, it is considerate
as an important principle of phonological organization of the language (p. 565).
Therefore, we can say that the rhythm not only influence auditorial perception of the
text but also impact our subconsciousness.

When we take a look on a sound lave of the speech, which is important part of
the reception the message, as it also conveys emotions and evoke feelings among the
audience. In formal and prepared situations speaker will tend to use moderated loudness
(Bréde, 2011). A. Kalita and I. Andrushchenko note that the most common scales for
public discourse in English are the ascending and descending step scales. This is a
standardised marker for political advertisements in English (Kalita & Andrushchenko,
2019).

The linguists Friederici & Cutler mention that at the sentence level, prosodic

structure comprises an overall utterance rhythm, the various ways in which words are
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grouped together, and the patterns of relative prominence of the sentence constituents
(Friederici & Cutler, 1998).

Kurmanova suggests that effective voice communication has a special meaning
when people use language for socially significant purposes, and primarily in politics
and diplomacy (Kurmanova, 2020). The continuous variations of pitch, length, loudness
and voice quality which are superimposed on words affect the way they are processed,
and the same utterance with different prosodic features may be interpreted in different
ways (Labastia, 2022). Alexiyevets, concludes information above that at the prosodic level,
the dominant position of the point of view against its background the justification is followed
by the contrastive expansion of the tonal function, raising the tonal level, raising the pitch,
etc slowing down the speed of speech (Anekciesenp, 2017, c. 3). We considered that it
can be applied to our research, because in the political advertising political leaders
express their ideas on flashy topics.

To sum up, the advertising text is highly organized. It covers all elements of

prosody.

Conclusions to Chapter 1
Political advertising is an important part of the communication process. Political

advertising text can be viewed through the advertising discourse. Commercial and
political ads have a lot of features in common. Both of them are meant to sell the
product. However, for the political ads the product is the policies and a candidate rather
the item. They aim to influence the behavior of the people to persuade them to buy or
vote. They have the same structure consisting of headline, sub-headline, body, call to
action phrase or echo phrase. Usually advertising texts are short and easy to read, they
don't use complex vocabulary. Ads frequently use the means which are used in poetics.

This structure and components make text more memorable.
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Particularly every prosodic feature is actualized in political advertising text.
Stress, rhythm, intonation heavily influence the perception of the text and attitude of
the audience.

The subject of prosody is really important, as it conveys the emotion contour and
it persuades people. Strategically stressed words by politicians can highlight key
messages. Prosody itself influences the image of politics. In the next chapter we define
the most frequently used prosodic means and study their impact on the effectiveness of
the text.
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CHAPTER 2

PROGRAMME AND METHODOLOGY OF THE EXPERIMENTAL
RESEARCH

2.1. Programme of the study
The methodology of experimental phonetic research is based on a systematic

approach to speech analysis. Intonation, as a combination of prosodic means, plays a
crucial role in representing ideas and collecting the attention of the voters. By analyzing
intonation patterns, we can identify the peculiarities of prosodic organization of English
speech in political advertising. The research combines traditional scientific methods
such as qualitative analysis and observation, as well as purely linguistic methods like
auditory analysis.

The first stage of the experiment is to collect the advertising material taken from
open sources. Material included 16 political ads from all over the English-speaking
word. We have chosen this data range to show an objective median of the English
political advertising text. As we mentioned previously in our practical value of the paper
that this work can serve as a basis for further studies, which can consider the gender
factor and ascent variation. Accordingly factors such as gender and accent variation are
not taken into consideration. The total time of the recordings is 19 minutes. The average
time of the political advertising videos listed is approximately 74 seconds, or 1 minute
and 14 seconds. Even that average time of political advertising is 15-30 seconds
(Larrison, 2024). We have chosen the average time of ~ 1 minute to objectively analyze
the prosodic means, because within a minute intonation, pitch variation and loudness
can significantly change. The recording is easier to comprehend for the auditors as well
as for listeners.

Total amount of the syntagms in the 16 videos are 477. Average amount of
syntagms in the recording is approximately 29.

The second stage involved the auditors listening to the text and dividing it into

syntagms.
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In the third stage, the auditors recorded the prosodic parameters in the prosodic

protocol of the auditory analysis, which is presented in a three-sheet spreadsheet

containing the following parameters:

Table 2.1
The fragment of the prosodic protocol
Fast high
High Accelerated middle
i Tempo Moderate Moderated| low
Falling ¢ . . -
iRising high
Slow middle
Low Risin low
Type of the scale 4 -
Long Stepping
High filled Medium br.ol-<en
.. Short . sliding
Rising ¢ . . . - Falling
iRising] Intersyntagmatic pauses Perceptive scandent
) Long [truncated
Terminal Low Medium absent
tones
blank|Short
High Wide
Rise- [E1tra high Eltended
Fall (Rising High the range of the [z qq1e
intonogroup
Increased narrowed
Loudness
Low Moderated narrow
Low
High |Eltra low
Fall-rise iRising Common
Rhvih Staccato-like High
Low ythm Simple
Compound Types of pre-
0 heads Middle
one High
Fulfilmentofthe : tWO f  speed of change inthe ~ |Medium
rhythmic group  : three {direction of movement of the
four terminal tone Low Low
five+ Regular None
Conventional
) Secretive
Timbre -
Aspirated
Palatal
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The fourth step was to analyze collected data. We have calculated all instances
of the prosodic means and count the average percentage of them in collected material.
The fifth and the final step was to create a model of a phonetic structure of the English
advertising text. Instances which are higher than 50% can be included in the model. As
high average percentage can indicate a specific pattern of the in the language of political

advertisements.

2.2. The methodology of the auditory analysis
The auditory analysis is particularly relevant in our research. Auditory analysis it

involves examining the properties of spoken language to understand how sound
contributes to communication. In the context of this study, auditory analysis focuses on
the prosodic elements such as pitch, loudness, tempo, pausation, timber, rhythm
included in our protocol. The auditory analysis allows us to get a deeper understanding
of the prosodic organization of political advertising texts, as well as to get objective
information on the chosen recordings and to omit human factor in the speech analysis.

The main goal of auditor was to check accuracy of the analysis of the recordings.
Four people took part in the auditory analysis, one Master’s student, who was wring the
paper on a related topic, two PhD students of the faculty of Germanic languages and
Associate Professor of Kyiv National Linguistic University.

Speakers of the recording are popular English-speaking politicians from all over
the English-speaking world. The recordings were taken from the political actors from
the United Kingdom, the United States, Ireland, New Zealand, and Australia.
Recordings were taken from the open video source YouTube. The resources for the
research are the real advertising from different election campaigns as well as
promotional speeches. We consider recording as modern, due to the fact that they are
covering campaigns starting from 2016 election in the United States up until pre-
election videos of 2024. Speakers in the recording were clear in delivering their

messages.
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The informants put stress-and-tone marks and presented the tonograms as well as
analyzed the used of the prosodic parameters. First, the videos were transcripted into
text. The next step was to divide the text into syntagms. Each recording was listened to
several times in order to get an objective and adequate representation of the speech on
paper. Each syntagma was enumerated. This was done for better analysis. Here is an

example of the analyzed passage:

To'win the 'next e lection, | we 'need tode_liver,|®de_liver, |’ and de liver | for
Y i s .
the 'British _people. || "' I ~ know | " that 'our “country’s ~ best days| " lie a_head. ||

No special tools were used in the analysis, except for the stern phonetic fonts
downloaded from the Internet to put stress-and-tone marks. There were no technical or
other limitations that affected the results. Once the protocol was completed, the data
was summarised in a separate spreadsheet. One recording had a song added to the video,
but we decided not to divide and disregard it by also analysing as a separate syntagm.
It is due to the fact the is it heavily contribute to the impact and the emotional response
from the audience.

There were no technical or other limitations that affected the results. Once the

protocol was completed, the data was summarised in a separate spreadsheet.

Conclusions to Chapter 2
The experimental study shows that prosodic means bare an important role in the

advertising, they influence the perception of the text and impact the emotional response
of the speaker. The program of the study has shown that many approaches can be take
into the consideration while analyzing the speech. The study consisted of 5 steps
including. The analysis of the material conducted in the chapter 2 reveals several key
insights into the prosodic organization of English-language political advertising texts.
Sixteen recordings were analyzed, providing a robust dataset to assess the recurring

patterns in the speech prosody used in political advertisements.
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CHAPTER 3

THE RESULTS OF THE EXPERIMENTAL STUDY OF PROSODIC
ORGANIZATION OF THE TEXT OF ENGLISH-LANGUAGE POLITICAL
ADVERTISING

3.1. Analysis of the experimental material
While analyzing the speech of Liz Truss (The Telegraph, 2022), it is clear that

the speech divided into three distinguished parts. Let's take a look at the phrase at the
beginning of the recording “‘The U vhited ,Kingdom | %isa (great %country” initial
stress on “United” and “Kingdom” indicates the importance of a nation as a whole and
that the speech of the politician will be strongly connected to the unification and mutual
work in paradigm government — people. The emphasis on “un ¥leash” and “po tential”
underlines the speaker's vision of opportunity and forward thinking. The accidental rise
strategically utilized in the begging as well to shift the attention from general
information to the audience “tall the ,people . The reason for this rise is to make people
understand that she and the audience are on the same page, working together for a better
future.

This rising tone conveys enthusiasm, hope, and a call to action, it sets the mood
for optimism. Her speech is endearing and makes the audience to anticipate the policies
as well as the ideas which will be proposed in here talk. Overall, the rising intonation at
the bending helps to foster a sense of hope and positive energy, encouraging the
audience to focus on the speaker’s plans for the future.

Generally, the syntagms in the opening are pronounced in the high pitch and uses

a wide range of intonation
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Figure 3.1 The tonogramme of the utterance.

In the body of the speech, the word “deliver” is repeated several times (with
different emphasis). This emphasizes the speaker’s commitment to concrete action”
we vheed to de diver, | de diver, |and de Hiver | for the vBritish People.||” and the
speaker sounds really confident with what she says (The Telegraph, 2022). Key
political terms such as “Low ,taxes,| a vfirm grip on ,spending, | ¥driving tgrowth in
the e tonomy” are heavily stressed, reflecting the core conservative principles the
speaker is advocating. Speakers emphasizes immediacy of here action if she is elected

“who Vtan hit the ground vfrunning from “day one,” (The Telegraph, 2022).
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Figure 3.2 The tonogramme of the utterance
As can be seen in the tonogram, the speaker uses falling intonation in most cases.
he low fall is used in calm, emotionally colourless speech, in phlegmatic and indifferent
expressions, and also gives the expression the speaker's shade of neutral, calm
completion, certainty and determination. In this part the speaker confidently describes
the basic principles of her election campaign. The falling tone occurs when key

political ideas are mentioned, signaling that these are statements of fact or promises the
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speaker is committed to delivering. It is important to mention that a short pause appears
between syntagm #23 and #24. This is due to the length of the utterance, just to get
some air to continue it.

Toward the end, the falling intonation dominates “lead a 1 party in a
government 7, “fix the problems” (The Telegraph, 2022). The falling tone creates a
sense of finality signalling that a solution for a successful government has been found.
However, it is not only the falling intonation is used in the end of the speech, there are
some instances with the rising intonations “l've con ¥Sistently de,livered |when 1 have
vsaid | dwould. || As trade ,Secretary, | ¥1 netQotiated tdeals with Vallies like
Au tstralia and Japan. || And as Yprime ,minister, | ¥1 will con Ptinue to de diver |on
the %oppor vtunities of Brexit” (The Telegraph, 2022). It is used decisively to show
her previous experiences and that she would be as determined in her work as she was.
Her speech concludes with words of encouragement that even though citizens have
many hurdles to overcome, still under her government they will stive for greater good.
The accidental rise appears in the speech to shift the attention of the audience about
what “challenges” she is talking: “We vface major (challengesas a %country, | from
th e (conomy| to se Turity| to the en ¥ironment. ||And | (love our %country. || | Vvant
the (best for us %all, | and ¥1'm the (person| to dediver that. || (The Telegraph,
2022).

The tempo of the speech is relatively moderated. The rhythm is conventional and
the pauses between syntagms are short. The speed of change in the direction of
movement of the terminal tone is relatively low.

Concluding all of the above, the use of rising intonation is strategically
implemented at the outset of the speech to evoke enthusiasm and captivate the
audience. As the speech progresses, falling intonation becomes more predominant in
the middle and towards the conclusion. By emphasizing important policy points, the
speaker's tone changes to show commitment and conviction in their program, as well

as dedication to the basic principles of the party she represents. Liz Truss deliberately
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emphasises crucial political terms, such as “deliver,” “growth,” “opportunity,” and
“better life” and personal pronouns like “you” and “your family” to create an image
that all she does is for the people of the United Kingdom. All these prosodic means
used in the recording signal confidence and calmness which are the typical
characteristics of political leaders (The Telegraph, 2022).

The next recoding was the promotional video of Hillary Clinton for her
presidential campaign of 2016 election in the United States (Clinton, 2016). The pace
of the recordingg is pretty fast and the total amount of syntagms is 19. The speech
could not be distinguished into parts easily, because the speaker gradually accelerates
her talk from the beginning up until the end. She employs, low-rising intonation to

create a feeling of anticipation from the audience. “* 1 have vspent my en btire adult
Llife |2 Mooking for vays to even the ,odds, | 3to help ,people” (Clinton, 2016).

The phrase “even the odds” is stressed to focus on her goal of creating fairness and

opportunity for all. This rising tone fosters a sense of unity and shared purpose.
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Figure 3.5 The tonogramme of the utterance
She starts with at moderated tempo however accelerating it further which is
clearly seen on the phonetic protocol.
Table 3.1

The temporal organization of the advertising text.

Hillary Clinton
Fast
Accelerated

Tempo |Moderate

Slow
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Clinton puts a strong emphasis on the personal pronouns like “7” and “I'm” a
as well as nouns like “fight”, “way” and “challenges”. She wisely uses accidental
rises in to point out that she works for everyone “®I'm Wfighting for tall A,mericans, |
"not just 1some, for the (struggling, | 8the Wstriving, tand the su %cessful  (Clinton,

2016).
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Figure 3.6. The tonogramme of the utterance

She also uses accidental rise to ensure that her policies will make a better life for

every American.
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Figure 3.7. The tonogramme of the intonation group.

The emphasis on “been Vvknocked ,down” shows the strength and the
commitment to make life better “** v1'm Vfighting for ,everyone | ** vwho's ever been

vknocked ,down | *but re fused to be «knocked out.”” (Clinton, 2016).

Figure 3.8. The tonogramme of the uttarence
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In the end of the recording the speaker uses a combination of falling and rising

tones.
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Figure 3.9 The tonogramme of the uttarence

In particular, in the case of Hillary Clinton political ad, long syntagms with
many combinations of stressed and unstressed syllables are used, which is due to the
fact that the tempo of the speech is accelerated. The combination of low-fall, low-rise
and accidental rise makes the speech inspiring and lively. It effectively conveys her
message of inclusive leadership, perseverance, and empowerment. However, we would
suggest that the speech itself is more inspirational than persuasive, as Clinton sets an
example of herself as an accomplished woman. Falling intonation covers 53% of the
tones and 47% covered by rising tones. We can conclude that the speech sets more
questions than giving answers. Loudness differs between extra high, high and
increased. Loudness rises within the tempo. The use of prosody in her speech shows
that it possesses both emotional depth and rhetorical power, motivating her audience
to embrace her vision for the future.

The next recording to be analyzed is “Relentless” by Justin Trudeau (Liberal

Video, 2021) . It contains 28 syntagms. The table shows the distribution of tones.
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Table 3.2
Statistics on terminal tones.
% Cases
High Fall 0.00% 0
Middle Fall 0.00% 0
Low Fall 53.57% 15
High Rise 0.00% 0
Middle Rise 0.00% 0
Low Rise 46.43% 13

As we can see that there are only two prevalent tones in the speech of the
Canadian Prime Minister, which are low-fall and low rise. The recoding starts with the
moderate tempo and loudness. The speaker stresses the words that convey solidarity
and support “*In ,Canada, | 2 Ve have teach other's dacks. || *We valways chave.
|| “And though tvast ,lands |°> and Pmountain Vfranges vseparate us vfrom each
Pther, | ®'we vknow the Pbest way to overcome great ,challenges |’ is to Vwork
to gether. ||”(Liberal Video, 2021). These stresses and the positive attitude convey the
message of collective unity. Falling intonation ascertaining facts “have veach other's

‘acks”, ““ separate us from each other”.

Figure 3.9 The tonogramme of the utterance.
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The middle section contains action-oriented words such “°We vbuild ,stronger,
| 2think %bigger, |*2 vork ,smarter, | and Vpush ourselves vharder than vany other
Pplace on Earth. || 7 (Liberal Video, 2021) they also encourage forward movement

for a better future.

Figure 3.10. The tonogramme of the utterance.
The speaker pronouns utterances connected to the mutual respect and
understanding on the high pitch words “*We tspeak our ,minds | *and we Wisten to

each ther” (Liberal Video, 2021). It gives the listener the feeling of optimism.
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Figure 3.11. The tonogramme of the utterance.
The final section emphasizes terms such as “Canada” reaffirming the core theme
of national identity and pride. The stress putted on “relentless” and “moving forward”
strengthens the idea of ongoing progress and perseverance. “? vLet's be re dentless |

27and let's vkeep vYmoving (forward | Zfor %veryone” (Liberal Video, 2021).
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Figure 3.12. The tonogramme of the utterance.
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The stress on personal pronouns like “we” and inclusive words like “everyone”
and “no one behind” reinforce the idea that the speaker's message is for all Canadians,
fostering a sense of shared responsibility and common destiny. Common rhythm,
increased loudness and moderated tempo influence positively the perception on the
text. The speech inspires and motivates to vote for the candidate. The utilization of
stress makes the speech personalized. The use of wide range of the intonation group
forms a vivid and optimistic speech. The scales divided between 3 parameters (rising
low, stepping and absent).

Table 3.3
Statistics on scales

Rising 42.86%| 12
Stepping | 50.00%| 14
Absent 7.14%| 2

Within this distribution, speech remains dynamic.
. While the rising scale contributes to engagement and clarity, on the other hand the
stepping scale adds the sense of authority. The increased loudness adds to the general
optimistic mood of the text. The speed of change in the direction of movement of the
terminal tone does a smooth transition in the speech.

Table 3.4
Statistics on speed of change in the direction of movement of the terminal tone.

% Instanses

Speed of change in the direction of movement of the
terminal tone High 0.00% 0
Moderated| 7.14% 2
Low 67.86% 19
Regular |25.00% 7

The recording of Antony Albanese’s speech consists of 23 syntagms (news.co.au,
2022). It combines the increased loudness, a common rhythm and a moderate tempo in
most of the syntagms.
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Table 3.5

Statistics on tempo, loudness and rhythm.

Tempo Loudness Rhythm
Accelerated|34.78%|Increased|100.00%|Common|100.00%
Moderate |65.22%

Also, in most cases, intonation groups are filled with a combination of stressed

and unstressed syllables.
Table 3.6

Statistics on tempo, loudness and rhythm.

Fulfilment of the rhythmic
group

0 0.00%| O
one 52.17%| 12
two 17.39%| 4
three 30.43%| 7
four 0.00%| O
five+ 0.00%| O

Figure 3.13. The tonogramme of the utterance.

The speech starts with a stress on action-oriented words like “shows up”, “takes
responsibility”, and “works with people”. “Aus tralians de Vserve a vprime minister
vwho ,shows up, |? ¥vho btakes res,possibility, [*and vivho works vvith fpeople. ||*
I'm FAnthony “Albanese” (news.co.au, 2022) - in this passage the speaker uses the

descending stepping scale which contributes to the authoritative mood.
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Figure 3.14. The tonogramme of the utterance.

The personal introduction, “I'm Anthony Albanese”, places the stress on

“Anthony”, making his name a focal point to establish a personal connection.
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Figure 3.15. The tonogramme of the intonation group.

The stressed action verbs like “shows up”, “takes” and “works” add to the
candidate’s proactive approach and leadership. Further, the candidate criticizes
economic issues which were brought by the prevailing party in the government. When
the speaker condemns the policies of the other candidate his tempo slightly accelerates.
Nevertheless, the speech goes to the moderated tempo when the speaker continues to
talk about the policies of his party. “°vLabour will get vspending under con,trol ||*'so
we vcan keep vtaxes dow. || *?And I'll viwork with ,business |**to intwest in
,manufacturing, | 4so we vmake more tthings here to cre ate more se vcure jobs
here.|” (news.co.au, 2022) — political leader deliberately combines rising terminal tone
when presenting the solution and falling terminal tone when he finalizes the outcome
of his policy. The combination of the tones creates a sense of finality and urgency

regarding the economic situation.
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Figure 3.16. The tonogramme of the utterance.
In the end of the recording the speakers use falling intonation to wrap things up.
It makes his speech more confidant.
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Figure 3.17. The tonogrammes of the intonation groups.

The distribution of speed of change in the direction of movement of the terminal
tone in this recording shows a clear preference for low and moderated changes, with

high and regular speeds being less frequent.

Table 3.7
Statistics on movement of the terminal tone
Speed of change in the direction of movement of the terminal
tone
% Instanses
High 8.70% 2
Moderated 34.78% 8
Low 47.83% 11
Regular 8.70% 2

Low speed of change in terminal tone suggests that the speaker often uses a
gradual, measured approach to closing statements. This is typical in speeches that aim
to be calm, persuasive, and thoughtful. It indicates confidence and stability. Another

significant feature of the text is the usage of moderated speed. It is a balance of interest
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and clarity. The high and regular speed of change are used for improvement of overall
engagement. All of the prosodic features in the recording contributes to the general
message of optimism and determination.

The next recording is taken from the political advertising from the Scott
Morrison’s campaign, there are 33 syntagms in it (news.com.au, 2022). The speech is
marked by moderated and increased loudness, common rhythm, conventional timber
and by the mix of accelerated and moderated tempo. The speech begins with stress on
repetitive key phrases, such as “You always have”, emphasizing the persistence of
challenges and imperfections in leadership, as well as the repletion of “There's” and
“VThere is” which indicate hurdles that should be overcame. “!vYou valways have
%etbacks. [|? You valways have im tperfect 9dnformation. ||* | ,mean, |* Wthings are
Jtough, | ®and they've vbeen really tough. || °There's (drought. || "There's (floods.
|| ®There's (fire. || °There's a %pan (demic. || 1 VThere is now 4war. ||”
(news.com.au, 2022). In this utterance the author uses combination of the falling
intonations such as high fall and low fall. Morrison stresses crises like “drought,”

“floods,” “‘fire,” and “pandemic” drawing attention to these issues.

- 4 s o |

Figure 3.18. The tonogrammes of the utterances.
The falling tones on statements about problems help convey seriousness of the
situation. Morrison stresses phrases like “world never been more unstable” and

“second World War” he draws historical parallels between the present and the past,
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while emphasizing the challenges that his country is facing. “*We're vdealing with a
world | 2 that has vhever been more un vstable since the vtime of the vsecond

YWorld War.||” (news.com.au, 2022).
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Figure 3.19. The tonogrammes of the utterances.

In the syntagm #11 Morrison implies the low-rising tone to set anticipation of
about what he is going to say and after conclude his thought. Additionally, he continues
his talk with low-rising intonation to encourage the audience despite all the odds to
find the opportunities for growth.

“Bwe're vdealing with an e,conomy |** which has more moving ,parts [*and
more isks, |*® but in,deed, | ¥ vMmany, vmany %oppor vtunities that we have to

%eize.||” (news.com.au, 2022).

Additionally, he continues his talk with low-rising tone to encourage the

audience despite all the odds to find the opportunities for growth.
e

%

Figure 3.20. The tonogrammes of the utterances.
The falling tones emphasize the gravity of international and economic challenges,
while rising intonation introduces a sense of optimism when discussing the potential
opportunities. The combination of tones in this case helps to combine seriousness with

addition of hope. In the closing section of the recording, Morrison places stress on



40

accomplishments “® vForty thousand Vpeople are a Wive in VAustralia to,day =
be vcause of the Vvay we managed the pan demic. || ° ¥Seven hundred thousand
vpeople still have ,jobs | 2and vcountless humbers of %businesses | ?'that Vwould
have been de&troyed. || 2%This is vwhy as we Vvgo into this next e dection|”
(news.com.au, 2022). This creates a focus on the successes achieved under his

leadership.

Figure 3.21. The tonogrammes of the utterances.

Short pause divides the long syntagm to help the speaker to catch some air. In
closing statements Morrison uses a combination of low-rise and low fall, as he asks a
rhetorical question and, in the end, he makes a conclusion with the help of low-fall.

“0| %aid, | how ¥many of ,you | are vgoingto Vstart your own ,business?||*
YMore than vhalf of their chands went. |*?| YHow ,good is that? || *3 vThat's vwhy |

Hove Au Stralia.||” (news.com.au, 2022).

Figure 3.22. The tonogrammes of the utterances.
Scott Morrison’s speech employs a strategic use of falling tones to project
seriousness and confidence, while rising intonation serves to introduce optimism and
actively engage the audience. The selective application of stress highlights the

challenges that Australia has encountered, while simultaneously underscoring the
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achievements and opportunities realized under his leadership. Morrison uses
combination of several scales such as stepping, absent and rising-low.
Table 3.8

Statistics on the scales.

Types of scale
Rising Low | 12.12%| 4
Stepping 45.45%| 15
Absent 42.42%| 14

The stepping scale is prevalent in his speech. This pattern is used to convey
clarity, precision, and emphasis. In 42.42% of cases, the scale is absent meaning that
there are no significant variations in speech. Short intersyntagmatic pauses are in
majority (51,52%) however the difference in the percentage is low as medium pauses
appear in almost in half of the syntagms (48,48%). Because of this the pace keep its
dynamic. The percentage of medium pauses is caused by the way Morrison asks the
rhetorical questions as well as he gives the audience a room for thoughts. The

fulfillment of the intonation group is divers, because of the different length of the

syntagms.
Table 3.9
Fulfilment of the rhythmic group
Fulfilment of the rhythmic
group

0 30,30%| 10
one 27,27% 9
two 30,30%| 10
three 3,03% 1
four 6,06% 2
five+ 3,03% 1

The usage of wide range of intonation group helps the speaker to cover many

emotions.
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The next recording for analysis was a promotional video of Theresa May
(Conservatives, 2017). It is totaling 21 syntagms, a combination of accelerated and
moderated tempo, as well as moderated loudness. Besides the speaker use common
rhythm and conventional timber. The speech opens with stress on the key words “move
forward together”, emphasizing unity and progress. Stress is also placed on “Brexit
deal” and “takes back control”, focusing on her leadership and unification around
Brexit and the idea of reclaiming sovereignty. “‘Whether twe vmove forward
to,gether | 2de Vpends on bgetting the vBrexit deal “ight| 3a vteal that vtakes back

vcontrol of our %orders, | 4laws, |>and “Mmoney, | %and res Vpects the vwill of the

oy

vBritish People. || ’(Conservatives, 2017).

Figure 3.23. The tonogrammes of the utterances.

The speaker uses a combination of rising and falling tones. The rising tone at the
beginning continues the collective action and brings a sense of unity. And adds to the
mood for anticipation. The speaker continues her speech with putting the stress on
“Stronger Britain”, “trade deals”, “well-paid jobs”, “protection”, “secure” and
“chance”. This words strongly resonate with the desires of the British citizens. “’And
W'll de Hiver on my ,plan |2 for a vstronger Britain. || °New vtrade vdeals for our
vgoods and ,services, |'° more se vcure and vell paid gobs,| *and new pro vtections

for ,workers, |*?the vchance to own a ‘home|” (Conservatives, 2017).
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Figure 3.24. The tonogrammes of the utterances.

The rising tone in the following utterances helps to bring optimism and hope to
her words and falling intonation highlights the reliability.

May ends her speech with low-fall intonation, however before the last syntagm
there were a couple of low-rise. “‘® ¥So on VThursday, 8th ,June, °| Vvote for ,me |*°
and my team,” — the purpose of low rise in these cases is to motivate people to go and
vote on a specific date for here and the conservative party. In the final syntagm of the
recording Theresa May calls to action in the confident manner using the low-fall “?*and
Het's vmove Fforward to gether” (Conservatives, 2017).

“J/ AL Ty

Figure 3.25. The tonogrammes of the utterances.

The pattern in Theresa May's speech, where 52.38% of cases show moderate
speed of change in the terminal tone and 47.62% reflect low speed, with no occurrences
of high or regular speed. This makes the speech controllable, calm and persuasive,
providing a smooth transition between syntagms. The statistics of fulfilment of the
intonation group that the majority of the syntagms have one combination of stressed
unstressed syllables 33.33%. The second major group is two combinations covering
28,57% of instances. Three and zero combinations have 23.81 % and 14.29%. The

predominance of one and two rhythmic groups (61.90% combined) indicates that the
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speaker prioritizes concise, segmented ideas, which are easier for the audience to
process. This distribution happens due to the short length of the speech. Stepping scale
is the most frequently used pattern, appearing in 52.38% of instances. In the political
discourse, it helps to structuralize the speech in confident manner. Rising Low scale
appears in 14.29% of the instances. It is used to signal openness and continuation. The
scale is not presented in 33.33% of syntagms. 85.71% of low pre-head type indicate
the speaker’s professionalism and controlled speech.

The speech of the leader of the Irish party focuses on the policies of gender
equality and political engagement (Fianna Fail, 2022). The total amount of the
syntagms is 32. Rhythm is common and the timber is conventional. Loudness is
moderated in the majority of cases (87.50%) however few syntagms bare an increased
one (12.50%).

The advertising starts with the stress on “Gender equality” immediately stressing
the key topic of the talk. Stress on “key priority” gives more emphasis on the
highlighted topic. ‘! ¥Gender e,quality |> Vis a vkey priority for this ,government |

3and for the Vparty that | dead, |* vFianna %F4il || ” (Fianna Fail, 2022). — in this case

falling intonation the importance of the gender equality in the line of his party.

Figure 3.26. The tonogrammes of the utterances.

The speaker continues to stress the key point of his campaign. “ vWe will
con itinue to en courage and fa,cilitate | more tivomen to enter Politics. || We will
vmake it more att Tactive for women | to be in “volved in vpolitics = at tall devels
|(Fianna Fail, 2022). Political leader outs additional emphasis on while use the

accidental rise and before it he takes additional breath of air to make this rise possible.
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In addition he puts the extra emphasis on “women”. Combination of the falling and
rising intonation helps to achieve hopeful and encouraging mood.

Falling tones are used on ‘“supporting women in politics” and “strong and
capable team” providing a sense of finality and confidence in the party’s achievements.

“and ,thankfully || we are Vvbuilding a Vstrong and Vttapable vteam of female

,ministers, | “TDs, | ,senators, | local %repre Sentatives | and vactivists a vcross the

Tountry|” (Fianna Fail, 2022).

Figure 3.27. The tonogrammes of the utterances.

Figure 3.28. The tonogrammes of the utterances.

“22That's ,why | Zwe've vorganized a VFianna Fdil YWomen's Re vcruitment
Cam,paign | ?*to enVvtourage vmore women to en%er politics. || 2°If you are
com Mitted to vgender e,quality, | %in Pvestment in Vpublic %ervices | ”(Fianna Fail,
2022). He continues with low-falling intonation to finalize the topics presented in the

beginning of the recording.
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Figure 3.29. The tonogrammes of the utterances.

The speaker would use rising intonation for the items leading up to the last one,
maintaining the audience's attention and indicating that the list is not yet finished.
Rising tone is used for “gender equality”, “education”, “health”, “housing”, and
“climate change”, keeping the enumeration dynamic. On the final item “building a
sustainable future for Ireland”, a falling tone would be used to conclude the list,
signaling completion. In most syntagms, descending stepping scale is used (50%). It
shows the structuralized text of the political ad. Nevertheless, usage of the broken scale
helps to abruptly change the focus of attention. The low pre-heads are dominant as in
other collected recordings. Fulfillment of the intonation group is diverse, because the
ad contains short and long syntagms.

Table 3.10
Fulfilment of the rhythmic group

Fulfilment of the
rythmic group
0 18.75%| 6
one 21.88%| 7
two 31.25%| 10
three 9.38%| 3
four 9.38%| 3
five+ 9.38%| 3

In most of the cases political leader uses a wide range of intonation groups to

make his speech dynamic and cover the broad spectrum of emotions. Speed of change
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in the direction of movement of the terminal tone is divided between three factors. The

low speed allows the politician to make a pain shift from one syntagm to another.
Table 3.11

Fulfilment of the rhythmic group

Speed of change in the direction of movement of the
terminal tone

Moderated 15.63% 5
Low 68.75% 22
Regular 15.63% 5

The next video for investigation was Jasinda Ardern’s political campaign
(Reuters, 2020). It contains 21 syntagms. Jasinda’s delivery is divers, she uses many
tones, however low-rising intonation is prevail (42.86%). She as well as other political
actors uses wide range of intonation group (85.71%). Tempo in all of the syntagms is
moderated. This tempo is chosen because of the presentation of her talk, it is a small
stage performance in front of the crowd. The speech starts from the rising intonation,
which is frequently used in the begging to establish forward momentum. “!l vtan't
vthink of a Wtime in Vvour recent history | 2 ¥when we have been co Wlectively
” (Reuters, 2020).

vchallenged by ,such a | ® vcruel vcombination of e 4ents.
Negation “can't”, a noun “time” are stressed to put an emphasis on the hard situation

which New Zealanders had to overcome and it shows the severity of the crises.

- e DA

Figure 3.29. The tonogrammes of the utterances.
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The speaker uses falling intonation when it enumerates the events, which had an
Impact on socio-economic situation of the word. Despite that when a speaker is giving
a list of items, they often use a rise on each item until the last, however in this case
Ardern uses falling intonation to add seriousness to her words. (Tatsenko, 2020) ““A
vterrorist a tack, | °a volcanic e,ruption, | ®a vglobal pan demic, | “and now Vit's

en suing vfinancial <risis.|” (Reuters, 2020).

Figure 3.30. The tonogrammes of the utterances.
Ardern continuous her performance emphasizing words like “national
character”, “re vpeatedly”, “put to the %est” and “stronger VSense of ,ourselves”
highlighting the power to with many issues and the resilience of her citizens. Rising

intonation bring the sense of hope no matter what the odds.
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Figure 3.31. The tonogrammes of the utterances.
The speech ends with falling tone, the same as in previously analyzed ads it, as
well brings the sense of finalization. “‘®But as a ,team, | °f five million, | ° Hive have
a chieved so “much anyway. || vlet's vkeep (moving.||” (Reuters, 2020). In the last

syntagm the high fall is used. It highlights the strive for a successful future.

¥ .

Figure 3.32. The tonogrammes of the utterances.

One combination in the rhythmic group is the most common pattern, occurring in

38.10% of instances. As we can see from previous examples the number of
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combinations is influenced by the length of the syntagms. In 19.05% of instances, it is
absent. In comparison to the other analyzed ads, speaker uses low pre-heads in most
cases 85,71%. The speed of change in direction movement of the terminal tone is
diverse although in most of the instances it is moderated (42,86%) and low (38,10%).
The further recording by Mitt Romney is not a typical advertising. It is a
congratulation with the Independence Day (Senator Mitt Romney, 2024). Sole purpose
of it is rather to improve the visibility of a political actor rather than to promote his
policy. In fact, it can have an influence on his perception for the voters in future,
furthermore to remind his electorate about himself. The number of syntagms is
relatively high in contrast to other ads due to the length of the recording. There 41 of
them. The loudness of the speaker is moderated; however, the tempo is accelerated,
both in 100% of syntagms. The same is for the range of intonation group. It is wide in
all of the instances. The rhythm is common, without variations like staccato or
compound.
In the beginning high-rising intonation prevails to bring interest to the speech.
“ pthink we Vall know vthat A vmerica's as,cent | 2was im fprobable. || 2 ¥Our
vfounding was Vthased on a ,war | “nearly ,lost, |Pa Vet of VArticles of
Con Wfederation that ,failed, | ®a vConstitution that was vbarely ,ratified, |” and a
vterrible vsecond tvar with vGreat Britain. || vless than a vcentury later,|’we
su ccumbed to a vgreat ,civil war| © that! vclaimed vmore than six vhundred
vthousand dives.|| ” (Senator Mitt Romney, 2024).
By utilization of stress speaker emphasizes the challenge which American
nation has encountered during the period of independence. He stresses such words like

“war”, “failed”, “barely” and “terrible”.



Figure 3.33. The tonogrammes of the utterances.

In the middle section of the speech falling intonation is dominant and the
speaker stresses such words as “endured”, “greatness”, “goodness”, “sacrifice” and
“freedoms ” falling intonation brings confidence that the nation has lived through many
challenges, no matter what. It expresses pride of being an American.
“UNever,theless, |*?A merica not vmerely endured,| *but a tchieved a evel of
vgreatness and vgoodness bhever before %een |4 in human istory.|| ©And it's
A vinerica's atbundance of Vpeople of Vcharacter and %acrifice | and our
in Wdividual ,freedoms | that have pro vpelled us to extra vordinary ‘eights||”
(Senator Mitt Romney, 2024).

' - ° e \ . \ ;
Figure 3.34. The tonogrammes of the utterances.
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In the final part of the speech speaker prefers to use rising intonation signalizing

the continuation of progress for all of Americans. At the same time expressing honor
and gratification. “?®vWe incovate. ||**VWe perse vere. || 2°VWe over Tome.
|| We've seen vcountless indi Widuals vsacrifice vpersonal ¢ vomfort to vhelp
,others, | ?to de fend the ,nation, | %to ad vvance «nowledge, | ?°and to se vcure a

Vorighter vfuture 3°for gene vrations to ome.||” (Senator Mitt Romney, 2024).
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)z | 2 & . )6 l

R | = |

Figure 3.35. The tonogrammes of the utterances..
“*4But may we also ook forward and in 4vard, [** com vmitted to do our own
Jpart | *to ,maintain it |¥" as a ¥shining city on a ill.|| *®From vmy family to ,yours,
|3 vhappy vFourth of ,July | “° and may vGod ,bless | #our tgreat <ountry.
|| ”(Senator Mitt Romney, 2024).
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Figure 3.36. The tonogrammes of the utterances.

Rising tone inspires the audience to move forward for a better future of their
country. Word stress in this recording shows the contrast between challenges
(beginning) and success (end). In addition it shows gratitude towards the people of the

United States, who overcome many hurdles and build their country.
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In most instances Romney uses short pauses (70.73%). The main aim of them is
to maintain consistent flow. Also, a low change in speed in syntagms is dominant it is
one of the characteristics of a formal and controlled presentation. The pattern of the
dominance of the low pre-heads (80.49%) contributes to overall formality of the
speech. The dynamic speech maintains thanks to balance between short phrases and
occasional moments without rhythmic groups. The descending stepping scale as well
make the speech highly controlled and structuralized.

The following recording is from the first advertising video of Kamala Harrises’
election camping (Kamala Harris, 2024). It is a bit different form other recordings
because it has a song in it. This was already mentioned in the program of the study. We
analyzed it too, since it is influencing the perception of the speech too.

At the beginning speaker asks audience some questions. Typically, she uses
rising intonation, then she suggests the answer to them and uses falling intonation.
Additionally, broken scale appears. It hints that some forces are strongly against the
policies which the Democratic Party wants to set. “In this e,lection, | >we teach face
a question. || * YWhat kind of ,country | #vtdo we Pwant to ,live in? || °There are
tsome people viwho bthink we vshould be a vcountry of ,chaos,|of “ear, | ®of
‘ate| ” (Kamala Harris, 2024).

Figure 3.37. The tonogrammes of the utterances.
In the middle section of the recording, we have a part of a song. It divides the
beginning and the body. It aligns with the general optimistic mood of the Kamala’s

delivery. “! vFreedom, vfreedom, I can't ‘move. ||** VFreedom, cut me 9oose. ||
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13 vFreedom, vfreedom, where are ,you? |“*Bevtause | vheed 4Freedom too.||”

(Kamala Harris, 2024). The tempo in this utterance is accelerated.

=5 l e

Figure 3.38. The tonogrammes of the utterances.

After the song political actor continues her speech with the description of
policies that she supports such as actions against gun violence, poverty and heal care.
She highlights the main point with the help of stress. There is one more accidental rise
“IThe vfreedom not Fjust to get ,by, |*© but get a chead. || 1'The vfreedom to be Vsafe
from gun %iolence. || ¥The vfreedom to make de Cisions a Vbout your own %ody. [|*°
YWe choose Future |*where no vchild lives in foverty.|| 2Where vve can tall
a vfford vhealth %are. || 2?Where vho one is a Vbove the daw.||” (Kamala Harris,

2024).

Figure 3.39. The tonogrammes of the utterances.
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Figure 3.40. The tonogrammes of the utterances.
In the ending part of the recoding falling intonation dominates phrases, giving
the speech a strong, confident conclusion. The rising intonation on “join us” adds a
sense of invitation, encouraging the audience to take action and be part of the “winning
team” “%*and we're bready to Vight for dt. ||*° Be vcause when we fight,|?® tive
win.|| 2’So Vjoin ,us.|| #?®vGo to vKamala vHarris. Tom | ?and Wet's get to

dwvork.||” (Kamala Harris, 2024).

Figure 3.41. The tonogrammes of the utterances.
This advertising has 29 syntagms. In the recoding the speaker uses descending
stepping scales in most cases as in previous ads (72.41%), we have some instances

(6.90%) of broken scales that suggest moments where the speaker intentionally disrupts
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the flow, to draw attention to certain points. Wide range of intonation group (89.66%)
serves as dynamic representation of the optimistic and engaging mood. Tempo is
moderated in most of the syntagms (86.21%), although in accelerates in some instances
(13.79%) especially when a song pays in the vegging of a recording. Harris combines
short (75.86%) and medium (24.14%) pauses to keep her speech entertaining. The
predominance of low speed of change (48.28%) in tone reflects the speaker’s desire to
deliver the message thoughtfully and make the audience understand everything wat she
says and moderated speed (37.93%) adding variation to keep the audience attentive.
Most of the syntagms have low pre-heads (62.07%) as in other examples. There are
one (34.48%) or two rhythmic (31.03%) groups in the syntagms.

Succeeding recording is taken form the advertising from the Irish elections (Sinn
Féin, 2024). The recording is relatively long so it has many combinations of tones
scales and pauses. In the begging the speaker establishes emotional connection with
the audience. The combination of falling and rising intonation cam be seen on tangrams
“ll vfeel the vurgency for ,change | everywhere | go. ||* ¥When Vpeople vshare
their ,stories with me, |* their hopes, | °their %ears, |° these moments of con hection
drive me. || I Vdeeply be Hieve the vthange is not only ,possible, | 8it has to vstart
(now || (Sinn Féin, 2024).
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Figure 3.42. The tonogrammes of the utterances.
Then speaker describes the problems which Irish people have encountered, after
that spear provides the needs that will bring the resolution to modern Irish problems.

As well she criticizes the government, which led to the significant problems. She
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highlights key phrases like “new ideas”, “real solutions”, and “new leadership” with
help of stress. “ Ireland needs new i,deas, | vfeal ,solutions | and vhew ,leadership,
| estpecially on “housing. || If you work ,hard, | you ¥Should be able to Vbuild your
Life, | vpursue your dreams, |but that's ¥ho longer the ,case | be cause of wrong
vchoices by the rpolitical es @ablishment. || As a vmother ,myself, | I vknow that if
we vdon't break the ,grip | of the Wparties of the Past, | our children won't have
the vfuture they de %erve” (Sinn Féin, 2024).

In the final part of the advertising speaker wants to unite their voters. She
emphasizes that if citizens vote for Sinn Féin, it will bring a bright future for their
country. In this section the falling intonation is prevalent which adds a great deal of
confidence to the speakers’ words. “?*Buta bbetter Vfuture is ,possible |** and it vcan
start with your tote on “riday. ||** vWoting for vSinn vFein in the in local and
Euro pean e dections |® is the Ufirst Step | to vgetting a vchange of government.
||>” If you tgive us the ,chance, |?® we'll ¥sort ,housing |?° and vtackle the vcost of
Wiving <risis. ||*° I'm Vfull of ,hope | 3!that change is Possible. || 32 VLet's start the
Vjourney to,gether | 2 for a Vhetter ,future, | for a (fairer, |** Vstronger and u vhited

Jreland. || ** vChange vstarts here.||” (Sinn Féin, 2024). In most cases it is low

falling intonation. Presentation of the massage is finalized by echo phrase, which has

all words stressed.

Figure 3.43. The tonogrammes of the utterances.
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Figure 3.44. The tonogrammes of the utterances.

Generally, speaker uses moderated loudness in all of the syntagms, as well as
maintaining common rhythm. The predominance of low speed in changes of terminal
tones suggests that the speaker calmly present the massage. Terminal tones are almost
equally divided between low rise (52.78%) and low fall (47.22%). We can say that
generally this rescoring aligns with the general pattern established in previous
examples.

The following recording is taken from the election campaign in New Zealand
(New Zealand First, 2023). There are 32 syntagms in it. The speaker uses a combination
of moderated (21,88%) and accelerated (78,13%) tempo. We would suggest that it is a
unique way how the politician communicates, but not because there is some strategy
behind the acceleration. In most instances political actor utilizes wide range of
intonation group (81,25%), as we can see from previous examples that is a particular
feature of political advertising.

In the opening statement the speaker applies a combination of the rising and
falling intonation, despite that rising intonation dominates. Politician emphasizes the
issues which modern New Zealand has encountered. “*The vtountry we vknow and
Wove is hanging by a 4hread. || 2De mocracy is under a,ttack, | 3 Vpolitical
e bxtremism from vboth sides vthreatens the very vfabric of so,ciety, | “and our

e “conomy Vfaces bgrave un Tertainty.||” (New Zealand First, 2023).
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Figure 3.46. The tonogrammes of the utterances.

Then he continuous his speech with why the Zealanders have to vote for him and

his party. He uses accidental rise on “tand” to emphasize that nobody is forgotten and

life in New Zealand will be batter for everyone. “° vNew Zealanders heed the vhext

vgovernment to be far ,better |® than the %urrent one. || ‘But we vtan't go from one

ex treme to the ther. || 8 vNew Zealand VFirst vbrings ,balance, | ex Perience | 1°

and vcommon %ense. || 1*We will vputanend to vrace -based ,policies | 2and tAvoke

extremism. || BWe will pro ttect the ,worker, | “the everyday Kiwi ,battler, |** and

YNew Zealand usinesses. || **We'll de vfend the ,family, |*’ the Woung tand our

%eniors. || "(New Zealand First, 2023).
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Figure 3.47. The tonogrammes of the utterances.

Speaker put a stress on words such as “protect”, “defend”, and “fight”. He points

out that he ready to work hard for his people.
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In final part of his massage, he uses falling combination to inspire confidence for

his words and that his party brings that success and bright future. “?" VWe'll vkeep
them honest. ||® VWe have braised the ,roof | when vothers wouldn't raise a finger.
|| # This e Wection you have 4wo votes. || 3° vGive your vparty vvote to vNew

Zealand irst. |[*! And to,gether,|*? Vet's tget vYback our Tountry. ||” (New Zealand
First, 2023).

Figure 3.48. The tonogrammes of the utterances.

In most cases the combination of low falling and low rising is prevail. That is
56.25% for low-fall and 40.63% for low-rise. As in previous recordings descending
stepping scale is used in most of the syntagms (56.25%). What is different from other
examples that this particular speaker has some utterances where the staccato-like
rhythm appears. We think that there is no special purpose for this rhythm rather than a
specific characteristic of the speaker.

The next recording is taken from Biden’s election campaign (Biden, 2024). It
has 24 syntagms. The tempo is accelerated in 70,83% of the instances. The rhythm is
common in all of the syntagms. Pauses are introduced after significant points to allow
ideas to sink in. For example, “There's tsomething vdangerous VYhappening in
A merica.” (Biden, 2024).
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In the beginning of the delivery Biden uses falling intonation, to emphasize his
dedication to his political views. “!I've made the preser vation of A vmerican
de ¥mocracy the vcentral issue of my Presence. || 2 | be Hieve in Vfree and vfair

e dections | *and the trightto tvote fairly | “and have Wyour vote (counted. || (Biden,
2024).

Figure 3.49. The tonogrammes of the utterances.
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Figure 3.50. The tonogrammes of the utterances.

Then he continuous to stress the seriousnes of the situation in the US. “®There's
vsomething vdangerous vhappening in Admerica.|| V'There's an ex vtremist,
,movement | that does not Vshare the vhasic be Hiefs on our de mocracy. || & VAll
of ,us |° are vbeing asked right ,now | 1° vwhat will we tto to main vtain our

de 9nocracy” (Biden, 2024).

In concluding part of the speech author uses accidental rise to put the strong
emphasis on call to action and unification of the Americans under the Biden's

government. “*’and | task every A vmerican to Vjoin me in this Tause. || ! A vmerica
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is vstill a place of possi,bilities | ° vwhere the vpower re vsides with twe the
People.|| # VThat's our %oul. || 2!We are the U thited States of A erica. || 2% There
is hothing beyond our ca Pacity. || ZWe vact to gether. [|** I'm vJoe ¥Biden and |
a vpprove this message.||”
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Figure 3.51. The tonogrammes of the utterances.
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Figure 3.53. The tonogrammes of the utterances.
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Figure 3.54. The tonogrammes of the utterances.

Figure 3.55. The tonogrammes of the utterances.

In terms of statistics speaker uses combination of low-fall (37.50%) and low-rise
(25.00%) indicating a tendency towards more conclusive, finalizing statements with
some rising intonation to suggest continuity or questions. However, the percentage of
high-fall is quite high (20.83%) it highlights importance in key parts of the speech. As
well as in previous advertising stepping scale prevails and absent scale accounting for
29.17%, suggesting sections without prominent pitch movement. The majority of
phrases are fulfilled within one rhythmic group (41.67%), followed by two (29.17%)
and three (20.83%) rhythmic groups, with very few instances exceeding three.

The next recoding is from the senator from Florida (FOX 35 Orlando, 2023). The
ad has 23 syntagms. Speaker consistently uses common rhythm as a predictable pattern
of speech delivery, ensuring clarity. The majority of changes (69.57%) in the terminal
tone are delivered at a moderate pace and typically starts intonational units with a low
pre-heads (73.91%).

In the beginning of the speech DeSantis criticizes the situation which happened
under the contemporary government he uses a combination of high-falling and low-
falling intonation in most of the cases to emphasize the seriousness of the problems.
“lOur vhorder is a dis (aster. || 2 ¥Crime infests our ,cities, | 3 tfederal vgovernment

vmakes it vharder for ,families to |* vMmake ends “meet |°and the vpresident
Flounders” (FOX 35 Orlando, 2023).
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Figure 3.56. The tonogrammes of the utterances.

Figure 3.57. The tonogrammes of the utterances.

In the middle of the message, he highlights the ways to resolve the critical situation.
“THRiding the vship Yrequires res ttoring sanity to our ,society, |  ¥hormalcy to
our com “nunities | ®and in vtegrity to our Anstitutions. ||*° VTruth vmust be our
Foundation | and vcommon Vsense can tno longer ,be | 2an un Ycommon %irtue.|”
(FOX 35 Orlando, 2023). Furthermore, an accidental rise appears to point out that it

is enough for America.

Figure 3.58. The tonogrammes of the utterances.
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Figure 3.60. The tonogrammes of the utterances.

Falling tone is used in statements like “truth must be our foundation” and “we
chose facts over fear”, giving these promises a sense of certainty and resolve. Rising
intonation on “integrity to our institutions” and “must revitalize America” conveys
hope and inspiration, signaling a call to action for the audience. “*In ,Florida, |*we
vproved that it can be (done.|| %We vthose vfacts over ,fear, | edu tcation over
in doctrination, | 2’ Ylaw and Vorder over Vrioting and dis ©rder. || 2We vheld the
Wine when vfreedom vhung inthe %alance. || ®We showed that we ttan and tmust
re tvitalize A dmerica. || ”(FOX 35 Orlando, 2023). Another accidental rise appears to
strongly suggest a big change.
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Figure 3.61. The tonogrammes of the utterances.

Figure 3.62. The tonogrammes of the utterances.

The presentation ends with falling intonation and call to action to vote for him. He

expresses the great confidence with low-falling intonation. < ?®We Vheed the tourage

to ,lead | #and the vstrength to dwin. || 22l am PRon De,Santis | 2and | am ¥running

for vpresident to tlead our vGreat Avmerican (comeback. ||”(FOX 35 Orlando,

2023). Accidental rise is used on the word “tlead” highting his political ambitions.

3

—— Y o
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Figure 3.64. The tonogrammes of the utterances.
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The majority of the speech is delivered with increased loudness (82.61%). In
most cases syntagms have one rhythmic group (56.52%) or two rhythmic groups
(13.04%). Which indicates short deliberate phrases. Generally, we can see that this
recording has a lot in common with other political ads.

“Wolves” is an advertising video from election campaign from Donald Trump. The
recoding follows the general pattern established in the previously analyzed recordings
(KUSI News, 2023). Such a dominance of descending stepping scale (57.69%) or its
absence (26.92%). However, here we have some instances where rising low scale
(11.54%) appears. The wide range of intonation group is utilized in this ad as well.
What is very different from other recordings is the loudness. It is high in all of the
syntagms, speaker use it to sound more aggressively, to show the authority, while he
strongly opposes the Democratic Party. The speed of change in the direction of
movement of the terminal tone is moderated (53.85%) or low (42.31%).

The speech begins with the low rising intonation where Trump encourages to
answer the questions. “Here’s a vquestion for ,you, | just how tfar are the vradical
Lleft| and in ¥Side the vBeltway ,Bandits | vwilling to go to top him||” (KUSI News,
2023).

Figure 3.65. The tonogrammes of the utterances.
There is an interesting combination with the stressed word “crush” and a high fall

on “Biden . It creates a strong emphasis on that his opponent will be destroyed. “°They



67

vall know that they ,hate him | ®for winning the bfight to pro,tect life, | 7 for
ex posing their vdeep ,states, | ®for vdarning their Vprecious $wamp, | °and they

valready ,know, | 1° he'll verush (Biden.|” (KUSI News, 2023).

<

Figure 3.66. The tonogrammes of the intonation group.

.‘ i ~

Figure 3.68. The tonogrammes of the intonation group.
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Figure 3.69. The tonogrammes of the utterances.

By using intonation, Trump frames his opponents as vicious animals that would
do earthing to make him lose. “!'So ¥like a vpack of vrabid ,wolves, | ?they (attack,

| 350 Wlet's im,peach him, | 4 Wet's get vtained tradical left Vprosecutorsto (charge
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him, | let's con vspire with vHillary and the FBI |** with vfake bstories about

im.|” (KUSI News, 2023).

- ® o &

Figure 3.73. The tonogramme of the intonation group.

What is different from other recoding is that the final part contains a lot of high-

falls. It is not only because the announcer has this specific way of reading but also to

emphasize his authority. The speaker points the dedication of the political acto by using
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accidental rise on “tnever”. | 2 vBut here's a ,thing, | 2the’ll tnever (blink | ??that’s
,called | “?®vhaving the Vtourage of your con Yictions” | ?*and it’s ,why hes | 2 vour
(president. || 261 am vDonald vd ¥Trump and | ap vprove this “massage.||” (KUSI
News, 2023).

Figure 3.76. The tonogramme of the utterances.

The last video is an election video from the presidential campaign of Kanye West
(The Hill, 2020). It contains 34 syntagms. Political actor uses Moderated loudness in
his speech. In 82.35% of instances. One rhythmic group (35.29%) and two rhythmic
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groups (23.53%) are prevail as the speaker utilizes short syntagms, as well he uses low
pre-heads (73.53%). The speed of change in the direction of movement of the terminal
tone in most of syntagms is low (52.94%) or moderated (38.24%). That indicates a
controlled and measured speech.

Presenter begins his speech with some question to the audience. He uses low
rising intonation to encourage the answer to them. He uses accidental rise on “tall ”
to point out the importance of the things he has enumerated. ‘A 9nerica. || > YWhat
is A vmerica’s ,destiny? || 2 YWhat is best for our ,nation? || *For our ,people? ||
> What is ,just? || ©VTrue ,justice? || "We vhave to vthink about tall these %hings
|7 (The Hill, 2020).

In the middle section of the text author expresses his vision for the suture of the
American citizens. Generally, he utilizes high rising intonation to show his optimism
and encourage his electorate to vote for him. He once again uses accidental rise on
“sall”, but here he outlines the importance of unity. “We as ,people | will re Fvive our
Vhation’s com vmitment to ,faith,| to Vwhat our vconstitution vtalls the Vfree
exercise of re,ligion | in vtluding of ,course | (prayer, | vthrough ,prayer | vfaith
can be re%tored. || We as Vpeople are ,called | to a vQreater vpurpose than
our %elves. || We are not vonly a vbeacon to the ,world, | but we vshould be
Vservants to each <ther, |to en 'courage each %other, | to help each %ther, | to
Hift up each <ther, | our vfellow A,mericans, | that we may tall prosper to Qether.
| (The Hill, 2020).

In the final part of the speech we see the combination of rising and falling
combination. Although on the final part West put the low falling tone to highlight that
the determination towards faith. “We will Vbuild a vstronger ,country | by ¥building
vstronger Families. || VFamilies are the vbuilding Vblocks of the so tiety, | of a
dation. || By vturning to ,faith | 36 we will be the vkind of ,nation, | the vkind of
,people | 38 God in ¢ends us to be.|| ” (The Hill, 2020).
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In conclusion, we can say that this recoding is similar to others in terms of
persuasiveness and call to action. Hoever the key difference in West's ad is that he uses
many rising tones in more than a half of instances such as middle rise (11.76%) low
rise (47.06%). It aligns with the hopeful narration of the speaker. Absence of scale
(47.06%) prevails as the message presents in small syntagms. For the same reason
syntagms have zero (26,47%), one (35.29%) or two (23.53%) rhythmic groups.

3.2. Linguistic interpretation of the results
The main goal of our paper was to understand how the prosodic means contribute

to English advertising text. In our paper we have analyzed several prosodic means. We
can say that their role is crucial in the perception and the understanding of the text. The
main idea behind the usage of prosody is to make the text interesting, vivid and easy
to comprehend. However, prosody opens up from a completely different side in
political discourse. The main function of it is to persuade people to certain action,
which is to vote for a specific candidate. Generally, speakers use a wide range of the
intonation group to cover broad spectrum of emotions. Because, within the tone
movement from the low pitch to the high helps to make the speech more expressive.
Increased loudness is used when a politician criticizes, whether it is policies
implemented by his or her opponents or just to express skepticism towards other
competitors in the elections. Frequently, presenters use rising intonation in the begging
of the sentence to encourage further conversation and falling tones when the speech
comes to and end to make their speech to sound final and all the questions what were
asked are being answered. Each speaker used the conventional rhythm and in most of
the cases presenter use a broken stepping scale. Although there are few occasions when
political actors strategically use accidental rises either for the strong emphasis on some
points or either to shift attention to the other chank of information. Additionally,
politicians use not only moderated tempo but some instances are with accelerated one.
Sometimes it depends on the way presenters speaks, but on the other hand it is used

purposely to make the speech more emotional. The statistics on pre-heads stipulates
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that in most instances politicians use low pre-ahead. It ensures that the speech is going
to be smooth. If we take a look at the fulfillment of the rhythmic group we can suggest
that in most cases speaker use short phrases as most syntagms have one or two
combination of stressed unstressed syllables it guarantees the dynamic of the speech.
Pauses strongly contribute to the dynamic too, as they are short in most of the
utterances. The speed of change in tone movement shows that with very few high-
speed changes, the overall rhythm of the speech appears to be controlled and steady.
When high-speed changes are used, it may be to convey urgency or to emphasize a
sudden shift in tone, but these instances are rare. All of the above proves the formality
of the text of the political advertising.

There are some things which can be used more frequently by campaign teams,
such as accidental rise, as we think that it is prosodic meant that can easily applied in
situations where the speaker has to shift the attention from a certain information to the
other utterance “and | vknow that a u thited con (servative party| can un Heash the
po tential of fall the ,people” or to put a strong emphasis on some words that the
audience have to attention to “that we may tall prosper to Qether”. This type of tone
is highly impactful on the perception of the information form the speaker.

Our calculation showed that the most frequently used tones in the political
advertising are low fall and low rise both were used in 40% of cases. The minority of
occurrences used middle-fall (7.81%), high-fall (6.92%) and middle-rise (2.93%).
High-rise was not used in any of the recordings, as well as rise-fall and fall-rise.

As to fulfilment of the rhythmic group the data was distributed almost evenly.
Between zero combinations of stressed-unstressed syllables (20.25%), one combination
per syntagm (35.98%) and two combinations per syntagm (25.50%). The minority of
syntagms had three (13.17%), four (2.86%) and five+ instances (2.24%).

In calculations of the scales, we have a predominant type which is descending

stepping scale (55.15%). In 106 syntagms (22.38%) a scale was not represented. In 71
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instances (15.73%) syntagms had rising-low scale. 24 instances had a broken scale
(5.02%). Low scale (0.94%) and rising middle scale (0.41%) had 8 cases all together.

The analysis of the range of syntomic group showed that majority of the speakers
use the wide range (89.57%). 45 syntagms realized extended range of intonation group
that is 10,43% of all the cases.

Analysis of the tempo has shown that 4.14% of the total instances are delivered
at a fast tempo, with 13 instances recorded. 25.77% of the instances are classified as
“Accelerated”, with 127 instances and the majority 70.09% of the instances fall under
“Moderate, with 339 instances.

The analysis of intersyntagmatic pauses shows the following distribution based
on the length of pauses. Long pauses occur only in 0.48% of instances, with just 2
pauses recorded. Medium pauses are more frequent, making up 32.73% of the pauses,
with a total of 146 instances. The majority of pauses are short, accounting for 66.79%
of the total, with 328 instances recorded.

The analysis of loudness levels in the speech data reveals the following
distribution. Extra high loudness is observed in 1.32% of instances, with only 4
occurrences. High loudness is used in 9.59% of cases, totaling 37 instances. Increased
loudness appears more frequently, accounting for 29.69% of the data, with 120
instances. The majority of the speech is delivered at a moderate loudness level, making
up 59.40% of instances, with 316 occurrences.

The rhythm of speech is common in all of the syntagms.

Numbers of the speed of change in the direction of movement of the terminal tone
shows the following results. High speed changes occur in 2.35% of instances, with 2
occurrences. Moderated speed changes make up 24.61% of the data, with 104 instances.
The most frequent is low speed changes, accounting for 49.30% with 230 occurrences.
Finally, regular speed changes represent 23.74%, with 133 instances recorded.

The analysis of types of pre-heads shows a variation in their usage. High pre-

heads appear in only 0.20% of the cases, with just 1 instance. The majority of pre-heads
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are low, comprising 71.00% of the data, with 341 instances. Additionally, 28.80% of
the cases feature no pre-heads at all, with 135 instances recorded.

The data shows that in all cases the speakers used conventional timbre.

In a phonetic model we decided to include all instances where the percentage
was higher than 50%. Based on this we have tempo, pauses, loudness, intonation,
rhythm and timbre.

1. Tempo: Moderate: 60%

A moderate tempo is dominating in all of the 16 recordings, as it provides clarity
and engagement without rushing the audience or causing comprehension issues. This
keeps the delivery fluid but understandable.

2. Intersyntagmatic Pauses: Short Pauses: 70%.

Short intersyntagmatic pauses are predominant in the political advertising. It
helps the speaker to help the audience to be engage ensuring a smooth delivery.

3. Loudness: Moderate Loudness: 55%

Moderate loudness maintains professionalism and control without overwhelming
the listener.

4. Rhythm: Common Rhythm: 100%

The model adopts a common rhythm throughout the speech to ensure consistency
and predictability in delivery. This rhythm helps maintain listener engagement without
confusing or unpredictable shifts in pacing.

5. Pre-heads: Low Pre-heads: 65%

Low pre-heads dominate, making the initial part of the intonation contour less
emphasized, which aids in a smoother and more natural-sounding flow.

6. Timbre: Conventional Timbre: 100%

The model uses a consistent conventional timbre throughout to maintain a formal

and neutral tone, which is typical in structured or formal speech.
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Conclusions to Chapter 3

Chapter 3 involved the analysis of 16 recordings of political advertisements and
the linguistic interpretation of the results. We are sure that the prosodic part is in line
with the theory presented in the first chapter. Political advertisements use many
prosodic means to convey a strong and convincing message. We can also see a certain
pattern within the speech. For example, speakers generally use rising intonation with
the purpose of asking rhetorical questions and stimulating the audience's anticipation;
it also aims to motivate listeners to think critically about the content of the ads. Usually,
the middle part of the text combines both falling and rising intonation, it is required as
speakers talk about their policies in the main part of the sentence. The final part of the
sentence contains falling intonation, such as low or high fall, depending on the
emphasis the politician wants to place. This type of intonation conveys a sense of
finality, confidence and authority.

Analyzed material allowed us to create a prosodic model of political advertising
text. In most cases speaker uses a moderated tempo and moderated loudness. The
speech begins with rising intonation where the political leader encourages further
conversation and ask the audience rhetorical questions.

With the help of low intonation, stepped scales, short pauses, moderate volume
and a common rhythm, we can see that the speech of the political actors is formal and
always prepared. Enclosed by a moderate tempo, the message appears to be controlled
and each utterance is well thought out and logically constructed. Short pauses also play
an important role, as they help to keep the speech consistent. Loudness allows the
speaker to add emphasis and contributes to the emotional perception of the audience.
The recordings show a preference for a wide range of intonation within intonation
groups, indicating a dynamic and expressive delivery. In summary, political campaign
teams can use the information provided by the analysis of the recordings to improve

the way politicians speak.
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GENERAL CONCLUSIONS

The analysis of the state of the research problem, the theoretical substantiation
and experimental phonetic study with its inherent auditory analysis, the results of
which are summarised in the process of linguistic interpretation, allow us to draw
certain conclusions.

Political discourse is an important topic in our lives because our political choices
determine our lives for several years. These choices are influenced by political
advertising. Communication is a process of interchange and transfer of information
between people or groups in the form of oral and written messages, the body language
and voice or the other types of speech.

Advertising places an important role in communication process as it acts as a
median between political leaders and their electorate. The term “political advertising”
means any advertising for the purpose of influencing public opinion with respect to
legislative, administrative, or electoral matters, or with respect to any controversial

issue of public importance. The main purpose of political advertising is to target public
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opinion, which distinguishes political advertising from other forms of interpersonal
communication.

Political advertising is a component of the communication process that carried
out for targeted influence on clearly defined population groups and electoral groups in
order to encourage their members to take certain actions, make political choices and
generally participate in political processes. It is a concentrated communicative
expression of the political platform of certain political forces, which contributes to the
introduction of a clear idea of their nature into the mass consciousness and the
formation of the desired psychological attitudes towards political choices.

The analyzed material showed that there is a specific pattern in the political
advertising which allowed us to create a prosodic model. The typical features of
political advertising text prosodic organisation include: (1) the low pre-head; (2) the
emphatic heads: stepping regular and broken heads as well as ascending head in the
combination with high falling tone; (3) the low falling and low rising terminal tones;
(4) the interplay of properly organised and arythmic recurrence of stressed and
unstressed syllables; (5)the moderate tempo; (6) intersyntagmatic short pauses,
predictable by the emotional setting and semantic appropriateness; (7) moderate
loudness; (8) common rhythm. All of these prosodic features indicate that the text of
the adverting is prepared and formal. Using the right combination of prosodic features

will help to optimise political advertising and its impact on the audience.
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PE3IOME

KBanmigikamiiina poboTta mnpuUCBIYEHA JOCIIIKEHHIO OCOOIMBOCTEM
MPOCOAMYHOI Opradizamii TEKCTy aHIINChKOI MONMITUYHOI pekiamu. PoOora
CKIAJA€ThCsl 31 BCTYMY, TPHOX PO3IUIIB, 3arajJlbHUX BHCHOBKIB Ta CIUCKY
BUKOPHUCTAHO1 JiTeparypu. ¥ BcTymi oOIpyHTOBAHO aKTyalbHICTh TEMH, BU3HAYEHO
METy Ta 3aBJIaHHS JIOCJIKEHHS, OMCaHO 00’ €KT 1 MpeIMET HAyKOBOTO JIOCIIIPKEHHS,
a TaKOX BKa3aHO HOTO MPAKTUYHY Ta TEOPETUYHY 3HAUYIIIICTb.

VY Po3naini 1 po3risiHyTo TEOPETUYHI ACIIEKTH AOCIIIPKEHHSI, BU3HAYEHO IMOHSTTS
MOJIITUYHOT peKJaMu Ta il PoJib y TpoIeci KOMYHIKarlil, OKPECICHO CTPYKTYpHI
€JIEMEHTH TEKCTY MOJIITUYHOT PEKJIaMU Ta MPOAHAIII30BAHO POJIb IPOCOAMYHHUX 3aC001B
aKTyajizalii cydacHOI aHTJIOMOBHOT MOJITUYHOI PEKJIaAMHU.

Po3znain 2 npucBsYeHO METOI0JIOT] €KCTIEPUMEHTAIbHOT YaCTHHH.

Po3nin 3 BUCBIT/IIOE pe3yabTaTH ayIMTUBHOTO aHaJ13y MPOCOAMYHOI OpaHi3allii
aHTJIOMOBHOI MOJITUYHOI PeKIaMu. Y pO3/iTi MOJaHO KOHKPETHI MPUKIIAIH, X aHAI3

Ta JIHTBICTUYHY 1HTepIpeTalito. ¥ 3araJibHUX BHCHOBKAaX y3arajlbHEHO Pe3yJIbTaTu
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JOCITIIKEHHS Ta CHOPMYITHOBAaHO OCHOBHI BUCHOBKH IIIOJIO MPOCOIWYHOI OpraHizaiii
TEKCTY aHTJIOMOBHOI MOJIITUYHOI PEKIaAMH.
Kurouosi cjioBa: nomituyHa pexiama, TEKCT, MOTITHYHUN JUCKYPC, PEKIaMHHNA

JTUCKYpC, MPOCOJNYHI 3aCO0H, ayIUTUBHUIN aHAaIi3.

RESUME

The Master’s thesis is devoted to the study of the features of the prosodic
organisation of the text of English political advertising. The work consists of an
introduction, three chapters, general conclusions and a list of references. The
introduction substantiates the relevance of the topic, defines the purpose and objectives
of the study, describes the object and subject of scientific research, and also indicates
its practical and theoretical significance.

Chapter 1 considers theoretical aspects of the study, defines the concept of
political advertising and its role in the process of communication, outlines the structural
elements of the text of political advertising and analyses the role of prosodic means of
actualizing modern English-language political advertising.

Chapter 2 is devoted to the methodology of the experimental part.

Chapter 3 highlights the results of the auditory analysis of prosodic organisation
of English-language political advertising. The section provides specific examples, their

analysis and linguistic interpretation. The General Conclusions unit summarizes the
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results of the study and formulates the main conclusions on the prosodic organisation
of the text of English-language political advertising.
Key words: political advertising, text, political discourse, advertising discourse,

prosodic means, auditory analysis.
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APPENDIX
The fragment of experimental material.

“lThe UVnited [IKingdom| 2is a \great %country,| 2and | Vknow that a
uvnited con \servative %party| 4 can unvleash the povtential of tall the [1 people | ®
who Vmake our Vcountry 1so °great. ||

®To vwin the Vnext elllection, | “we Vneed to de°liver, | 8de°liver, | *and de
\liver | °for the VBritish °people. || ** I \know | 2that Your ecountry’s \best %days|

13Vlie a°head. || “I'm the \candidate® ®with a Vclear Vvision for the °future, | 1
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who can Vvdrive °change | 1" and Vget ethings °done. || 8 As VPrime CMinister, | ° |
will Vlead a Vgovernment covmmitted to Tcore conVservative °principles.|| 2° VLow
taxes,| 2*a Vfirm grip on Cspending,| 22 vdriving Vgrowth in the e°conomy,| 2 and
Vgiving epeople the Voppor (tunity = %to avchieve Vanything they \want to
a%chieve,| ®revgardless of their °background.|| % We %need a VPrime VMinister
with ex \perience,| 2 who can Vhit the Vground Vrunning from °day one, | 22 whether
that’s enVsuring VPutin Vloses in U°kraine | 2° or Vgetting the evconomy °going.|| *° |
will Ywork Vvday and Cnight | 3'to Vlead a tparty in a °government | *that Vputs
tmore emoney in \your %pocket| ¥and sevcures a thetter Vlife for \you and %your
%family. || **I've conVsistently delllivered | *when | have Vsaid I °would. || ¢ As
Vv Trade [Secretary, | *” | neVgotiated Vdeals with aVllies like AuVvstralia and Ja°pan.||
38 And as VPrime [IMinister, | *° I will conVtinue to de°liver | “°on the opporVtunities
of °Brexit. || #* I've Vstood up for Vwomen’s Crights | #*and Vrigor in Vedu°cation. ||
43 I'm Vtackling the imVpasse in VNorthern Clreland | “ through the \protocol %bill
| 5 that will Vfix the Cproblems | “and re \store the Cprimacy = #7 of the VBelfast
VvGood VFriday A9reement. || “¢We Vface tmajor \challenges as a %country,|
“from the e \conomy | ®°to se°curity | °* to the en°vironment.||

52 And I \ove our %country. || 51 Ywant the (best for us %all, | * and I'm the

\person = %to de°liver that. ||” (The Telegraph, 2022).



