EduVision: Journal of Innovations in Pedagogy and

iy Educational Advancements
Volume 01, Issue 04, April, 2025
BRIGHT MIND brightmindpublishing.com

PUBLISHING

ISSN (E): 3061-6972
Licensed under CC BY 4.0 a Creative Commons Attribution 4.0 International License.

SYNTACTICAL FEATURES OF POLYMODALITY IN ADVERTISING
Omonova Makhfurat Keldiyarovna
PhD. Karshi State University, Uzbekistan

Abstract

Advertising is a complex field where the integration of multiple modes of
communication—referred to as polymodality—has become a standard practice.
Polymodality refers to the use of various communicative modes, such as text,
visuals, audio, and interactive elements, to deliver a cohesive message. Advertisers
strategically utilize these different modes to reinforce their message, persuade the
audience, and create memorable experiences. This article delves into the syntactical
features of polymodal advertisements, analyzing how these elements are structured
and interact to convey meaning effectively.
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Introduction

In modern advertising, communication transcends traditional verbal language.
Advertisements often combine multiple modes of communication, known as
polymodality, to enhance the message, engage the audience, and evoke emotional
responses. These multiple modes—ranging from visuals to sound, text, and
gestures—are carefully integrated to create a coherent narrative that appeals to both
the conscious and subconscious levels of the audience. This article explores the
syntactical features of polymodality in advertisements, focusing on how various
elements such as textual structures, visual design, and audio components
contribute to the overall meaning-making process in advertising.

Polymodality refers to the integration of various modes of communication
within a single advertisement. These modes can include:

Visual elements (e.g., images, colors, typography)

Textual elements (e.g., written language, slogans, copy)

Auditory elements (e.g., music, sound effects, voiceover)
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Gestural and spatial elements (e.g., body language, movement, layout)

Each of these modes operates simultaneously to convey the advertisement’s
message, and they often interact with each other to enhance the overall
communicative effect. The syntactical features of polymodality refer to how these
various elements are structured and arranged in relation to each other to produce
meaning. In this context, we examine how these features contribute to the
coherence and persuasiveness of advertisements.

Syntactical features in polymodal advertisements can be seen in how the
components—text, image, sound, and gesture—are organized within the
advertisement. These elements are not isolated; rather, they interact to create a
unified message that is greater than the sum of its parts.

1. Textual Structure. Textual elements in advertisements typically follow a
specific syntactic structure that ensures clarity, brevity, and emotional appeal.
Common syntactical strategies in advertisement texts include:

Imperative constructions: Advertisements often use imperative verbs (e.g., "Buy
now!", "Discover the secret!") to direct the audience's actions and create a sense of
urgency.

Syntactic parallelism: Repeating a grammatical structure helps reinforce the
message and make it more memorable. For instance, "Fast. Reliable. Affordable."
creates a thythmic and persuasive appeal.

Elliptical sentences: Advertisements frequently omit words or phrases (ellipsis) to
create a sense of mystery or to make the text feel more direct. For example,
"Unleash the power" (implied: of this product).

Rhetorical questions: Used to engage the audience and provoke thought. "Why
settle for less?" implies that the product being advertised is the better option.

2. Visual Syntax. Visual syntax refers to how the images, colors, shapes, and
layout in an advertisement are arranged to support the message. Syntactical
elements within the visual structure include:

859 |Page



EduVision: Journal of Innovations in Pedagogy and

Educational Advancements
Volume 01, Issue 04, April, 2025
S brightmindpublishing.com
ISSN (E): 3061-6972
Licensed under CC BY 4.0 a Creative Commons Attribution 4.0 International License.

Focus and prominence: Important visual elements are given prominence through
size, color contrast, or positioning. For example, a brand’s logo might be placed in
the center of an ad to ensure it is noticed.

Visual coherence: The relationship between visual elements such as images,
colors, and shapes creates a syntactic unity. Advertisements use harmonious design
elements that guide the viewer’s eye and convey the intended message. A well-
arranged visual layout can create a flow, making the message easy to follow and
understand.

Gestural elements: The body language of models or figures in the advertisement
can also influence its syntactical construction. A gesture (e.g., pointing, open arms)
can serve as a visual imperative or draw attention to a key message.

3. Auditory Syntax. In polymodal advertisements, sound is a critical element that
works alongside textual and visual components. Auditory elements help to
reinforce the message by enhancing emotions or drawing attention. The syntactical
use of sound includes:

Voiceovers: The tone and cadence of the voice used in advertisements are carefully
selected to evoke specific emotional responses. For example, a calm and soothing
voice might be used in a luxury product ad to create feelings of comfort, while an
energetic, fast-paced voice is used in action-packed product advertisements.

Sound effects: Specific sounds (e.g., a ringing bell, a car starting) can be
synchronized with visual events to reinforce the message, creating a more
immersive experience.

Music: The background music often follows a syntactic thythm that complements
the pacing of the visuals and text. The tempo and genre of music can influence the
overall mood of the advertisement, whether it’s upbeat, relaxing, or dramatic.

4. Interactive Syntax. In modern digital advertisements, interactive elements like
animations, video clips, and interactive web design have introduced new layers
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to the syntactical construction of ads. These elements engage the audience more
actively, often guiding them through the message step by step. For instance:

Interactive clicks or swipes: Users are encouraged to engage with the content,
which can result in a more personalized experience. For example, swiping through
an ad on a mobile phone can trigger changes in the visuals and text, creating a
dynamic, layered meaning-making process.

Sequencing and timing: The timing of visual and auditory cues in a digital
advertisement (e.g., the gradual unveiling of an image, the timing of sound effects
with action in a video) creates a flow that leads the audience through the narrative.
The syntactical features of polymodality in advertising highlight the intricate
relationship between language, visual elements, sound, and interactive
components. Advertisements strategically combine these modes to create a
unified, persuasive message that resonates with the target audience. Through the
careful structuring of text, visuals, and sound, advertisers are able to craft
compelling messages that guide the audience’s interpretation, provoke emotional
responses, and encourage desired actions. The growing prevalence of multimedia
and interactive advertising ensures that the future of advertising will continue to
explore new and innovative ways to combine these syntactical features, making the
advertising experience even more immersive and engaging.

As such, understanding the syntactical features of polymodal communication is
crucial for both marketers and consumers, as it helps unravel the complex layers of
meaning in modern advertising.
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