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Abstract: This article provides a comparative analysis of the semantic-

pragmatic and stylistic properties of color-denoting lexical units in English and 

Uzbek advertising texts. The study uses a corpus-based approach to identify the 

denotative meaning, connotative layers (brand image, emotional evaluation, cultural 

symbolic meanings) and functional load of color terms in persuasive strategies. The 

analysis shows the mechanisms of value creation of color words through stylistic 

means such as collocational models (for example, “pure white”, “gold price”, “deep 

black”), metaphor, metonymy and synesthesia, as well as their combination with 

methods such as intensification, gradation, antithesis in headlines, slogans and 

taglines. 
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Introduction 

Color words are so deeply rooted in human perception, cultural experience, and 

everyday communication that they have become one of the fastest and most reliable 

means of creating meaning in advertising discourse. Advertising is a communicative 

field where language, image, and emotion intersect; in it, each word carries not only 

denotative meaning, but also hidden connotations, social stereotypes, and values. In 

particular, color units (“red,” “blue,” “green,” “red,” “green,” “green,” etc.) play a 

special stylistic role in shaping brand symbolism, establishing a quick emotional 

connection with the audience, and strengthening trust in the product. As the market 

becomes more globalized, English advertising models are also entering Uzbek 

communicative practice; in this process, it is important to see how semantic shifts, 

metaphorical extensions, and collocational patterns are intertwined with local culture. 

In English, such combinations as “true blue savings”, “green choice”, “pure 

white” evoke stable semantic lines in the audience: “blue” - reliability and stability, 

“green” - environmental responsibility, “white” - purity and pure quality. In Uzbek 

advertisements, such combinations as “golden opportunities”, “red action”, “blue 

package” are supported by more socio-cultural codes: “gold” symbolizes value and 

high quality, “red” is a signal of emphasis and urgency, and “blue” can evoke the 

image of peace, prosperity or modernity. Thus, the same color name, while 

maintaining similar basic associations in different languages and cultures, also 
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produces its own pragmatic effects. In this regard, a comparative view of the 

semantics of color words is relevant not only from the point of view of linguistics, 

but also from the point of view of marketing and branding. 

In advertising texts, color vocabulary is often combined with metaphor, 

metonymy, and synesthesia. Units such as “black prices” or “black Friday” 

emotionally enhance the meaning of the economic “shadow”; “green energy” creates 

a discourse centered on environmental ethics. Such aesthetic-persuasiveness of 

language is reinforced in headlines and taglines by such methods as intensification, 

gradation, antithesis, and alliteration: constructions such as “Brilliantly blue,” 

“Golden choice that values” create a rhythmic and colorful semantic field in the 

reader’s mind. Collocational networks show with which concepts color words are 

combined in the advertising “ecosystem”: “green + planet/choice/future,” “gold + 

opportunity/standard/series,” “red + promotion/target/emphasis.” 

This study examines the semantic-stylistic aspects of color names in English and 

Uzbek advertisements using a comparative approach. The aim is to reveal the 

denotative and connotative layers of color lexicon, its functional role in persuasive 

strategy, and its cross-cultural symbolism based on empirical evidence. To do this, 

the frequency of color words, collocation patterns, their relationship with tropes, and 

the emotional/pragmatic effects they produce in a selected advertising corpus 

(headline, slogan, body-copy) are analyzed. The results serve as practical guidance in 

solving problems that arise when transferring color semantics “from one language to 

another” during translation and localization - for example, the fact that “blue” is not 

directly equivalent to “ko‘k” or the metaphor of “golden” sounds too solemn in some 

segments through “oltin.” It is also an important area of research to observe how the 

use of color words in advertising varies depending on audience demographics, 

product category, and communication channel (outdoor banner, TV commercial, 

digital platform). After all, the digital environment allows for rapid A/B testing to 

measure the impact of color and text combinations on conversion; this paves the way 

for linking linguistic observations to marketing metrics. In conclusion, semantic and 

stylistic analysis of color lexicon serves to systematically understand a complex 

phenomenon located at the intersection of language, culture, and market psychology, 

and builds effective bridges between English and Uzbek advertising practices. 

Theoretical framework 

To explain the semantic and stylistic properties of color words in advertising 

discourse, a theoretical foundation is first needed that integrates the language-

perception-culture triangle. From a semantic perspective, color names operate on two 

levels: in the denotative level, they refer to optical-spectral reality (for example, the 

long-wavelength range of “red”); and in the connotative layer, it activates socio-

cultural associations, values, and affective evaluations. The semantic-pragmatic 
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boundary is also important here: the advertising text “evokes” the meaning rather 

than “telling” it, that is, it strategically directs the possibilities of meaning in the 

audience’s mind. Gray’s principle of cooperation and the concept of implicature help 

to interpret the implicit meaning transfers of color signals in advertising: “green 

choice” literally means an environmentally friendly choice, but as an implicature it 

also suggests responsible brand values. Cognitive linguistics explains the conceptual 

structure of color words through metaphor, metonymy, symbols, and scenarios. 

According to the theory of conceptual metaphor, colors often construct abstract 

domains through concrete sensory experience: “white = purity/pure quality”, “black = 

sharp discount/extremeness”, “golden = high value/premium”. Synesthesia (sensory 

interference) connects color with taste, sound, and emotion in advertising discourse, 

creating a multichannel perceptual effect: combinations such as “fresh green taste,” 

“brilliantly blue sound” not only serve as semantic extensions, but also reinforce the 

brand image as a multisensory construct. At this point, semiotics - Saussure’s sign 

system and Peirce’s icon/index/symbol triad - explain how colors become “symbolic 

capital” through social convention. As an advertising sign, color operates at both the 

denotative and mythological (Barthes) levels: “red” on a discount banner encodes 

economic benefit with the illocutionary force of “hurry up!” Typological studies of 

color lexicon (for example, classic studies of primary color terms) reveal the 

cognitive universal and culturally variable aspects of the color naming system. 

Although the terms considered “basic” in English and Uzbek partially coincide, the 

connotative chains associated with them in advertising may differ: in English, “blue” 

is more associated with reliability, corporate determination, while in the Uzbek 

cultural context, “blue” evokes a sense of peace, solidity, and sometimes modernity. 

Thus, the semantics of color is explained by the “core-periphery” model: in the core, 

the physical-denotative meaning is stable, while the peripheral connotations are 

dynamic depending on the market segment, cultural code, and type of discourse. 

In the stylistic approach, color words operate in an ecosystem of tropes and 

figures. If we rely on the expressive-stylistic functions of Leech and Short, color units 

serve as a means of intensification (instead of very, ultra), evaluation 

(evaluativeness), foregrounding (focusing attention). Antithesis (“black & white 

deals”), gradation (“from soft pink to deep red”), alliteration (“brilliantly blue 

benefits”) increase the rhythm and memorability of advertising. Collocation theory in 

the tradition of Firth and Sinclair allows us to map the usual partners of color words: 

“green + energy/planet/choice”, “golden + offer/standard/ticket”, “red + 

action/target/emphasis”. Colligation (grammatical environment) is also important: 

adjective-noun constructions (“pure white cotton”, “golden standard”), or noun-noun 

combinations (“black Friday”) model semantic emphasis. 
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In discourse analysis, advertising is considered a “persuasive genre”. The 

Aristotelian triad ethos-pathos-logos also explains color strategies: pathos - affective 

resonance (red evokes urgency and excitement), ethos - the brand’s moral/corporate 

image (blue symbolizes sustainability), logos - the association of color symbolism 

with functional benefits and technical features (“green technology”, “white hygiene 

standard”). From the perspective of relevance theory, color signaling creates 

cognitive efficiency: through short visual-verbal signals, the audience quickly 

“unlocks” a large package of meaning. In the context of digital advertising, 

conversion rates provide a “feedback” mechanism that empirically tests the 

effectiveness of color-text harmony; this paves the way for the calibration of 

linguistic assumptions with A/B tests. 

Cross-cultural pragmatics highlights the important problems of color semantics 

in localization. English discursive nodes such as “blue-collar/blue-chip” or 

“greenwashing” can cause semantic loss or create the wrong connotation in direct 

translation. Therefore, translation strategies need dynamic equivalence, functional 

compatibility and “contextual compensation”: for example, “golden opportunity” can 

increase the solemnity in some Uzbek segments; as an alternative, options such as 

“the most convenient opportunity” or “premium opportunity” create a more neutral 

tone for the target audience. In this regard, Hofstede’s cultural dimensions (e.g., 

uncertainty avoidance, collectivism/individualism) can affect the perception of color 

signals: in contexts with high uncertainty avoidance, the stable connotation of “blue” 

is particularly effective. 

Analytical discussion 

In advertising discourse, color lexicon is a powerful semantic signal that 

produces “instant meaning”, often working in a cascade with other stylistic devices. 

When comparing the corpus of English and Uzbek advertisements, the first thing that 

catches our attention is the different “contextual calibration” of functional 

associations of color terms in different product categories. For example, while 

English-language technology advertisements associate “blue” and “silver/white” with 

reliability, safety, and minimalism, in the Uzbek market, “black” is activated as a 

symbol of premium and power along with “blue/white” for this segment (especially 

in branded devices). On the contrary, in food and eco-products, “green/yashil” 

activates the “cleanliness - sustainability - healthy living” chain in both markets, but 

in English texts, ideological-ethical constructions such as “green 

choice/planet/future” form more systematic collocations; in Uzbek advertising, 

combinations such as “green energy” and “ecologically clean” work more effectively 

when accompanied by functional evidence (certificates, origin). 

The second important observation is the tropical loading of color words. In 

English advertisements, metaphor and metonymy come in a beautifully “packaged” 
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form: “pure white protection”, “black-level discounts”, “gold standard service”. 

These constructions simultaneously encode brand ethos (responsibility, permanence) 

and pathos (excitement, urgency). In Uzbek advertising, stylistic power is given more 

through intensifiers and rhythmic parallelism: “golden opportunities”, “red action”, 

“white purity”. In this case, antithesis and gradation (“from soft pink to deep red”, 

“whiter than white purity”) often work in sync with visual design. As for synesthesia, 

in English texts, multisensory connections such as “fresh green taste”, “crystal-clear 

white sound” are more widespread; in Uzbek advertisements, synesthesia is more 

selective, more visible in food and hygiene brands. The third point is channel 

adaptation. In outdoor banners and POS materials, the color signal should be short, 

contrasting and readable “in one stroke”. Therefore, “red” becomes a universal signal 

in discount signs: it enhances the perlocutionary effect (fast decision, FOMO) 

corresponding to the pricing strategy. In digital advertising, A/B tests allow you to 

quickly calibrate the color-text harmony: for example, the “blue” option in the CTA 

button gives more confidence (signup), while “red” attracts attention, but sometimes 

can cause excessive cognitive noise as a “danger signal”. For the Uzbek audience, a 

“green” CTA for mobile interfaces often triggers “approval/applause” semantics and 

can have a positive effect on conversion; however, this effect depends on the type of 

product and the digital literacy of the target segment. The biggest mistake in 

translation and localization is copying color semantics verbatim. The English epithet 

“true blue” creates semantic inertia; here, functional equivalence should be covered 

by adjectives such as “reliable/long-lasting”, while maintaining the ethos visually 

through the blue gamut. Similarly, “golden opportunity” is not always perceived as 

neutral as “golden opportunity”: in some categories it gives an overly solemn tone. 

As an alternative, options such as “the most convenient opportunity”, “the highest 

level of opportunity” should be tested. “Black Friday” requires a conceptual calque: 

the “Friday Discounts” model can maintain semantic-social neutrality and leave a 

color signal in the visual. 

Collocational network analysis shows that in English advertisements, “core 

nouns” (standard, choice, protection, energy, deal, premium) that accompany color 

words form conceptual clusters. In Uzbek texts, nouns such as “action, opportunity, 

standard, quality, quality, series” are often found, and the intensifiers associated with 

them (“super, ultra, 100%”) increase the expressive power of the color. Grammatical 

collocation is also different: while in English the adjective-noun model is dominant 

(“pure white cotton”), in Uzbek noun-noun (“oq tozalik”), adjective-noun and 

sometimes verb-noun constructions (“mark with red”) are used sequentially; this 

requires syntactic restructuring in translation. 

From the point of view of brand identity, colors carry “core brand codes”. Blue - 

financial services and sustainability in B2B; green - eco and wellbeing; red - action, 
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sport, fast fashion; gold - premium and prize campaigns. At the same time, solutions 

that resonate with the national color palette (white - purity, blue - the symbol of sky 

and peace, green - nature) in the Uzbek market show high “cultural compatibility”. 

However, this resonance should not be based on stereotypes: an overly sexualized 

appearance of “pink” in the women’s segment or an overly dramatic portrayal of 

“black” can damage the brand ethos in some subsegments. Therefore, it is important 

to adapt the color strategy based on “micro-segment”. 

There are also ethical and pragmatic risks. “Greenwashing” - selling more eco-

image through green than it actually is - erodes trust; and the constant “rush” signal 

of “red” leads to attention fatigue. Therefore, the color strategy must be balanced 

with factual evidence (certificate, dimensional benefit), clear promises, and visual 

storytelling. Otherwise, color will become a powerful but short-term “click” 

stimulant. 

Conclusion 

This study revealed the intersection of semantic and stylistic properties of color-

denoting lexical units in English and Uzbek advertising texts. The results of corpus-

based analysis, collocational mapping, and a discourse approach showed that color 

words are the central signal that produces “quick meaning” in advertising discourse, 

strongly activating the connotative periphery (emotional, cultural, and brand-specific 

associations) around the denotative core (optical-spectral meaning). Clusters such as 

blue-reliability, green-eco-responsibility, white-cleanliness, black-sharp 

discount/premium, golden-high value in English are recalibrated in Uzbek as blue-

peace/solidity/modernity, green-nature/purity, white-purity/hygiene, black-

power/premium, gold-value/premium; that is, although the core is similar, the 

periphery is “tuned” differently depending on the target audience and cultural code. 

In conclusion, color lexicon is not a simple quality in advertising discourse, but a 

persuasive resource that conveys meaning, emotion, and values in a compact 

package. Its effective use depends on the delicate management of the balance 

between language (semantics-stylistics), culture (symbols and values), and market 

psychology (conversion indicators). This balance builds semantic bridges between 

English and Uzbek advertising, and brand messages are perceived as credible and 

impactful by the local audience. 

 

References 

1. Lakoff G., Johnson M. Metaphors We Live By. - Chicago: University of 

Chicago Press, 2003. - 256 p. 

2. Barthes R. Mythologies. - New York: Hill and Wang, 1972. - 160 p. 

3. Saussure F. de. Course in General Linguistics. - London: Duckworth, 1983. - 

240 p. 

"World of Philology" Scientific Journal Volume 4 Issue 3 | October 2025

ISSN 2181-3620 23



4. Peirce C. S. Collected Papers of Charles Sanders Peirce. - Cambridge: 

Harvard University Press, 1931-1958. - Vols. 1-8. 

5. Sinclair J. Corpus, Concordance, Collocation. - Oxford: Oxford University 

Press, 1991. - 179 p. 

6. Cook G. Discourse of Advertising. - London: Routledge, 2001. - 260 p. 

7. Dyer G. Advertising as Communication. - London: Routledge, 1982. - 192 p. 

8. Fillmore C. Frame Semantics and the Nature of Language. // Annals of the 

New York Academy of Sciences. - 1976. - Vol. 280. - P. 20-32. 

9. Ходжиев А. Х. Тилшунослик терминларининг изоҳли луғати. - Тошкент: 

Ўқитувчи, 2002. - 256 б. 

10. Нормуродова Д. Реклама матнида лингвистик воситаларнинг прагматик 

хусусиятлари. - Тошкент: Фан, 2018. - 180 б. 

11. Ўрозбаева Г. Замонавий ўзбек тилида коллокация hodisasi va uning 

leksik-semantik xususiyatlari. - Тошкент: Фан, 2019. - 230 б. 

 

"World of Philology" Scientific Journal Volume 4 Issue 3 | October 2025

ISSN 2181-3620 24


