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Abstract. This paper examines the various implications resulting from the use of English phonetic 
transcription in advertising in Poland. I focus on the problem of the use of phonetic transcription by 
copywriters as a graphic form and I make an attempt at showing that this technique can have pedagogi-
cal consequences, because a graphic form in which phonetic symbols are used is, in fact, a text message, 
not an image only. In addition, I analyze selected advertisements as a means of communication ad-
dressed to a specific recipient. In this case, I demonstrate that the use of advertising slogans in English 
and English phonetic transcription in Poland, does not guarantee that such advertising is effective. 
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1. Introduction 

This article is aimed at examining the implications of introducing to the Polish 
market the advertising technique in which the advertising agency speaks to the po-
tential customer through the use of phonetic symbols drawn from the International 
Phonetic Alphabet (Jones 2006). In this paper, by analyzing the facts published on 
the website Szczecin.wyborcza.pl and the results of my own research, I am search-
ing for the purpose and legitimacy of launching this type of advertising examining 
the problem from the pedagogical and sociolinguistic point of view. 

For the purposes of this research, the advertisement of the city of Szczecin is 
used, namely, „Szczecin – Floating Garden Project 2050”, in which there is a logo 
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built on the basis of the phonetic transcription of the city’s name, that is, [ʃʧe’ʧin] 
and a slogan in English, and, additionally, the phonetic transcription of the word 
amazing, i.e. [ɘ’meɪzɪŋ] instead of [ə’meɪzɪŋ], placed in the advertisement launched 
by Škoda, namely, “Zobacz co znaczy amazing. Amazing [ɘ’meɪzɪŋ] to znaczy 
Nowa ŠKODA Octavia” (https://www.google.pl/search?q=Škoda). 

While the idea for an advertisement using a slogan in English is no novelty, in-
ternational phonetic symbols in Polish advertising may arouse interest for many 
reasons. First of all, it can be assumed that we are having to do with an advertising 
trick, in which the advertising agency balances on the imagination of the customer 
who perceives the phonetic transcription as an image. Thus, from the point of view 
of an advertising agent, the phonetic symbol, one of the basic elements of language, 
is simply an interesting, eye-catching, less commonly used graphic form. 

Secondly, from the point of view of a linguist or a teacher of English, such an 
exposure to an incorrect record may cause that it will be recognized as correct and as 
such will be retained in the memory of the recipient who has sufficient knowledge of 
English phonetics, allowing her/him to recognize the presented record as a phonetic 
transcription. 

Thirdly, it could also be interesting to verify the potential recipient of this type 
of advertisement. Is she or he English, American, Polish or just a foreigner (e.g.  
a tourist, a businessman) who speaks English, or a student of English? The posed 
question answered positively gives rise to the next question, namely, about the recip-
ients’ knowledge of phonetic symbols. The same question is true for the rules of 
phonetic transcription because the Szczecin advertisement in its logo, in addition to 
the standard symbols found in the English phonetic alphabet, also contains a number 
of diacritics pointing to phonological processes operating in the pronunciation of this 
name. In turn, a negative answer may mean that the expected recipient is simply and 
invariably an average consumer, but without any straightforward indication whether 
this consumer is a businessman, a tourist, a Pole or a foreigner, whether it is a person 
who speaks English or not. As hypothesized here, it is uncertain that such advertis-
ing will fulfil its goal of appealing to the target audience, as it is not targeted at any 
specific audience. 

The research was conducted in a group of students of English at two private uni-
versities in Warsaw. I carried out the surveys in two stages. In October 2017, 163 
first-year students were invited to complete the questionnaire who, in most cases, 
did not demonstrate a well-established knowledge of phonetic symbols or phonetic 
transcription. In June and July 2018, the research was conducted in the group com-
prising 79 students who had completed a one or two-semester course in phonetics 
and phonology of the English language, which allows for an assumption that they 
had a much broader knowledge in the studied field. In the second stage of the study, 
in addition to the six basic questions, the students were additionally offered to reflect 
on the advertisement for a Škoda make. 
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2. Aspects and functions of advertising: literature review 

Advertising has been in the focus of academics since the end of the 19th century. 
Sampson (1874), for example, looks at advertising from the historical perspective. 
Scott (1903) and Bovée – Arens (1982) focus on the psychology of consumers to 
prove that psychology and advertising have to go hand in hand in order for an adver-
tisement to prove successful. Russel (1920) studied advertising from the point of 
view of marketing and the techniques of successful advertising copy. The first inten-
sive linguistic research in the field was presented by Leech (1966) who describes 
and evaluates the morphology, semantics and syntax applied in advertisements. 
However, no mention of phonology has been made. 

Also, the communicative and functional values of advertisements found their 
place in the discussion raised in many academic works. The discussion raised by 
Vestergaard – Schrøder (1985) was followed by other works by Cook (1992), Myers 
(1994), Tanaka (1994), Goddard (1998), Hermerén (1999) and others. As for the 
communicative aspects, Myers and Goddard describe the phenomenon of imple-
menting oral and colloquial components claiming that it was achieved by the use of 
the pronouns I, we and you personifying the public discourse. With regard to the 
functional value of advertisements, the discussion embarks on their informative and 
persuasive functions. Tanaka claims that information is subordinated to persuasion, 
while in Hermerén’s opinion, the dominant function of advertisements depends on 
the type of advertising. In support of this view, he claims that functions differ hence, 
for example, there is advertising targeted at the consumers or health advertising. 
When examining advertising, Ewen (1976), Bocock (1993) and Schudson (1993) 
show it as a kind of a mirror of society and argue that advertising has an influence 
on the establishment of social values. 

Furthermore, Fox (1984 as cited in Gieszinger 2001: 7), notices the role of pic-
tures in advertising claiming that “[…] at the turn of the century illustrations, diverse 
typefaces and more “literary qualities” were employed instead of the plain style 
typical of earlier advertisements”. The so called pictorial communication in advertis-
ing has been in the focus of the recent research carried out, among others, by 
Vestergaard – Schrøder, Myers, Hermerén and Sauer (1998). As Gieszingier gathers 
(2001:11), they examine the pictorial presentation of the product and the interrela-
tion between verbal and pictorial information. 

Notwithstanding the above mentioned issues, Gieszinger (2001: 14ff) raises the 
topic of analysing advertisements as a text type. She claims that the concept of text 
type is particularly important and promising because text types develop gradually in 
a specific language community. She further argues that “[…] language users are 
aware of a class of texts called advertisement and often have a fixed attitude towards 
advertisements. They may regard them as a source of information, as entertaining or 
as a disturbing factor in their communication process, for example when reading  
a newspaper or watching television”. 
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3. Presentation of the advertisements and official opinions  
on the use of IPA symbols 

The topic of English words implemented in advertising has been discussed on 
many levels of the social structure for many years. In many countries, language 
councils dealing with the purity and correctness of the native language have been 
created. The Polish institutions, which care for the correctness of the Polish lan-
guage and the language of advertising, are the Polish Language Council (PLC) and 
the Committee of Advertising Ethics (CAE). One of the statutory tasks of the PLC is 
“[...] expressing opinions on the language form of texts intended for public commu-
nication, especially in the press, radio and television and in administration” (http://www. 
rjp.pan.pl/index.php? option = com). In 1999, the activities of the Council were 
subordinated to the provisions of the Polish Language Act. In connection with the 
above, the PLC at the request of the inhabitants of Szczecin, reacted to the adver-
tisement of Szczecin, in which apart from the phonetic transcription of the city’s 
name, the advertising slogan in English “Szczecin Floating Garden 2050” was used. 

In keeping with the above, let me present the logo at issue and the abridged ver-
sion of the text promoting the city accompanied by the logo on the official website 
of the city of Szczecin at http://www.szczecin.eu/en/marka/brand_strategy (original 
spelling retained). 

 
About the symbol of the vision of Szczecin Floating Garden 2050 

Szczecin Floating Garden 2050 constitutes the symbol of the city’s vision. It is  
a message to the world, which says that Szczecin is: 

‒ open 
‒ transborder 
‒ innovative 
‒ visionary 
‒ multicultural 
‒ multilingual 
Szczecin’s goal is to create a unique city – a Floating Garden – by 2050. It is 

simultaneously a symbol of the city’s vision, the name of the project, a promotional 
logo, and the basis for the whole system of visual identification of this city. This 
combination escapes the traditionally defined definition of a logo, which is already  
a point at which Szczecin wants to communicate its uniqueness. 
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About language 

The Polish language remains the most important language for Szczecin. Howev-
er, the symbol of the city’s vision is supposed to present the concept of the city and 
its aspirations not only to Polish people but to the whole world. This is why it has 
taken such a form. The name of Szczecin is impossible to pronounce for foreigners. 
Other cities do not have such a problem. But is it really a problem? Paradoxically, it 
is also a kind of potential, a feature which may be used for promotional purposes of 
the city. The symbol of the Szczecin Floating garden 2050 project has been inspired 
by the phonetic transcription of the city’s name, using IPA (phonetic pronunciation) 
symbols. It draws attention to the fact that Szczecin is an open, multicultural city 
that wants to communicate with the representatives of many languages. Szczecin’s 
ambition is to be perceived as the transfrontier city of the Baltic Sea basin. This is 
the reason for using the IPA transcription as a graphic element. 

In response to the recommendations given by the PLC, on June 25, 2009, the ar-
ticle entitled “The logo promoting Szczecin as a city of floating gardens should be 
directed only to foreign recipients – the Polish Language Council appeals”, appeared 
on Wyborcza.pl. (http://szczecin.wyborcza.pl/szczecin/). Let us now look at the 
opinion issued by the PLC on June 25, 2009 in the pages of Wyborcza.pl, which 
states that “The logo promoting Szczecin as a city of floating gardens should be 
directed exclusively to foreign recipients”. The PLC appealed to the Mayor to 
change the graphic design for the project to make it consistent with the provisions of 
the Polish Language Act. The Council explained that under the Act, communications 
addressed to Poles should be formulated in their native language, and the words 
“Szczecin – Floating Garden 2050” and the word “project” cannot be considered as 
written in Polish. The phonetic record of the city’s name in international transcrip-
tion, which indicates the pronunciation of “Szczeczin”, was badly assessed. The 
PLC asked the city authorities to place the name of the city in a central position and 
to place the corrected phonetic record only as an additional element. Attention was 
also drawn to the record of the city’s name from a small instead of a capital letter, 
which is a spelling mistake. 

As already indicated, the PLC’s opinion was published in the pages of Wybor-
cza.pl. The President of Szczecin responded to it, as can be learned from the publica-
tion entitled “Floating Garden for non-Poles”, which appeared on June 25, 2009 in 
Wiadomości Szczecin (http://szczecin.wyborcza.pl/szczecin/1,34,939.6757914). In the 
same article, we can read that the PLC referred to the President’s response in the 
following way: “The situation is clear now and we have issued a complementary 
opinion”. However, as can be learned from the presented above information re-
trieved from the current official website of the city of Szczecin and entitled “About 
the symbol of the vision of Szczecin Floating Garden 2050”, the logo contains the 
questioned phonetic transcription and the slogan in English but they are followed by 
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a comprehensive explanation regarding the symbol and language (Polish and Eng-
lish) neatly integrated into the description of the development strategy cities. 
http://www.szczecin.eu/en/marka/brand_strategy. 

Similar to the above described feelings may be aroused by another advertise-
ment, in which Škoda Octavia was advertised on billboards in 2014 in Poland. The 
advertisement used the slogan “Amazing |ɘˈmeɪzɪŋ| Škoda Octavia „(https://www. 
google.pl/search?q=Škoda). “This advertisement focuses on the different and aston-
ishing definitions / meanings of the English word amazing. The Škoda Octavia 
astonishes us in the many ways, emotionally and rationally”, as was explained by the 
Communication Manager of a Škoda make. However, this advertisement, despite the 
well-designed campaign, in the transcription of an English word, used a non-existent 
symbol in the English language phonetic alphabet, namely [ɘ]. However disquieting 
it is, this advertising campaign with the wrong phonetic transcription was launched, 
though. It cannot be ignored, however, that the wrong transcription of amazing, 
when googled now, is found to be transcribed correctly in the advertisement of Škoda. 

4. The study: aim, data presentation and discussion 

When considering the objective of this paper consisting in the examination of 
the implications resulting from the use of English phonetic transcription in advertis-
ing in Poland, the following issues were analyzed and discussed: 

1) Phonetic symbol and phonetic transcription as a graphic form; 
2) Teaching pronunciation through errors; 
3) Recipient of advertisement with phonetic transcription – communicative ad-

vertising function. 
As remarked earlier, in the first stage of the survey, 163 students of the first year 

of English studies at two private universities in Warsaw were invited to participate. 
Assuming that being students of English studies, they are sensitive to the use of Eng-
lish in various media, including advertising, they were expected to notice the English 
language on the so-called “foreign ground”, i.e. in an environment in which Polish is  
a native language and to understand and envision the consequences of it. At the same 
time, the respondents, at the beginning of their education in the field of English stud-
ies, were assumed to have only limited knowledge in the subject of phonetic transcrip-
tion, its correctness and the significance of its incorrectness in didactics. Regardless of 
the above, they were undoubtedly neutral recipients of advertising able to assess the 
communicative function of both advertisements with which they were presented. 

The survey started with the presentation of the advertisement of Szczecin with  
a logo containing the phonetic transcription of the city’s name and a slogan in Eng-
lish. There were six questions listed and each respondent was asked to choose one 
answer to each question and, where possible, give their explanation. 
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In the first question, the students were asked about the element of the advertise-
ment that draws their attention most. The answer of 57% of respondents was “the 
slogan in English” as opposed to the option “English phonetic transcription” – cho-
sen by 17.8% of them. 25.2% of participants chose the option “other” explaining, 
among others, that these were: “year 2050; pleasant colours: white, blue and green; 
the logo; slogan’s being trendy; well-designed graphic form”. 

In the second question, the participants were asked if they think that the phonetic 
transcription helps foreigners pronounce the name Szczecin. 56.4% of them an-
swered “Yes” and, interestingly, one student explained that reading the Polish <sz> 
and <cz> letters is difficult for foreigners, so it is good they are given this kind of 
help. Others (43.6%) said “No” explaining, for instance, that they doubt that an Eng-
lishman knows the phonetic symbols because they themselves do not know the 
Polish symbols or that if someone wants to know the pronunciation, she/he can look 
it up in a dictionary where pronunciation is provided in the audio version. 

In the third question, they were asked if they, as students of English, benefit 
from this advertisement in some way. 41.1% responded “Yes” giving the following 
explanations: “I can learn transcription; I will know how to transcribe the word 
Szczecin; I didn’t know that Polish words can be transcribed using English phonetic 
symbols”. Others (58.9% respondents), who responded “No”, gave the following 
explanations: “I know these English words already; I can’t read the transcription;  
I don’t know how to pronounce some symbols, for example, [ʃ]”. 

When inquired about the target recipient of the advertisement, in question num-
ber four, 50.3% of participants responded: “native speakers of English” and 34.9% 
answered: “foreign tourists and businessmen”. Only 14.8% of them answered “the 
Polish recipients”. 

With regard to the logo and question number five in which the students were 
asked about its role in promoting the city, 44.2% of respondents agreed that the logo 
adequately promotes the city explaining, for example, that “the slogan in English 
gives more opportunities for the city to attract foreigners; it’s catchy because it con-
tains some attractive elements such as phonetic symbols; it shows that the city is 
modern; nowadays almost everyone who travels knows English, so it’s good it is in 
English. 55.8% of respondents answered “No” and their explanations were as fol-
lows: “not everyone knows English; because of phonetic symbols it is not well un-
derstood; I can’t pronounce the name of the city with the use of phonetic symbols; it 
is for foreigners only and should be clear for Poles as well; I wonder if an English-
man knows English transcription and is able to read the name of Szczecin tran-
scribed phonetically”. 

In the final question of the questionnaire, the students were asked to assess the 
communicative value of the advertisement using the scale from 1 to 5, where 5 was 
the highest positive grade. There were 13.5% of participants who gave 1 point, 
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10.4% who gave 2 points, 34.9% who gave 3 points, 28.2% who gave 4 and 13% 
who gave 5 points. 

In the second stage of the study, 79 students, who completed the course of pho-
netics and phonology, were invited to the survey. Thus, they were respondents who 
knew the list of phonetic symbols and had a fairly wide knowledge of the rules of 
phonetic transcription and their practical application in the English pronunciation. 
Having examined students’ answers to the same questions they answered in the first 
stage of the study, a few of them are worth noting due to their great informative 
value. 

Revisiting the question about the element that draws in this advertisement their 
attention most, as many as 84.8% (in the previous stage 17.8%) respondents an-
swered “phonetic transcription”. The explanations that followed the answers were, 
for example: “I think transcription is interesting here; I can’t pronounce the name of 
Szczecin as transcribed in this advertisement; strange diacritics are used; the word 
Szczecin is differently stressed in Polish”, etc. 

Quite a large discrepancy was also demonstrated in the students’ answers to the 
question “Does the phonetic transcription help foreigners pronounce the name of 
Szczecin?”. The percentage of respondents who gave negative answers was 76% 
(previously 43.5%) and they justified their choices as follows: “No, because there 
are too many difficult symbols and other signs; I didn’t change my opinion, that is,  
a native speaker of English doesn’t know these symbols”, etc. 

A slight difference in the percentage of positive and negative answers given  
was observed when the participants were asked the following question: “As a stu-
dent of English, do you think you can benefit from this advertisement?”, 48% (pre-
viously 41.1%) of the participants answered “Yes” and 52% (previously 58.9%) 
answered “No”. 

As with the responses to the question about the target recipient, the students re-
ported no major change in their viewpoint. Similarly, the participants’ responses did 
not change noticeably as to the statement “This logo fulfills the goal of the city”, 
namely, 48% (previously 44%) of respondents answered “Yes” and 51.8% (previ-
ously 55, 8%) answered “No”. 

In the last part of the questionnaire, the students were asked to refer to the com-
municative value of the logo using a 5-point scale, the lowest score, or 1 point,  
was given by 22.8% of respondents (previously 13.5%), and the highest score,  
or 5 points, was given by 10, 1% (previously 12.9%) respondents. 

As indicated in the introduction to the article, at this stage of the study, the stu-
dents were additionally presented with the Škoda brand advertisement with a request 
to assess its communicative value. The statement “In terms of communicating the 
car manufacturer’s message, this advert can be successful in Poland” was to be  
assessed with the use of a 5-point scale and the highest rating occurred in 8.5% of 
responses, the lowest in 69% of responses. The respondents supplemented their 
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answers with the following justifications: “English words should have been replaced 
with Polish ones because the advert is shown in Poland; It’s OK because it looks 
international; the ad is more attractive and English words also help learn English; the 
English word amazing can be difficult to understand for Poles, as it’s not commonly 
used; transcription is incorrect; amazing is transcribed incorrectly – the schwa sym-
bol is non-English; I would change the symbol [ɘ] to [ə]; using phonetic symbols is 
trendy now that’s why I think the advertisement can be catchy, but one phonetic 
symbol is not English – [ɘ]”, etc. 

The data obtained in this research give basis to a number of observations regard-
ing the appropriateness of using the English language and the phonetic transcription 
of words in advertising. First of all, the use of phonetic symbols planned by the crea-
tors of Szczecin’s advertising only as a graphic element caused a lot of controversy. 
Just to remind, the Polish Language Council reacted to the introduction of phonetic 
symbols, among other things, by negating, firstly, the validity of such an idea, and 
secondly, the linguistic correctness of the advertising slogan. The Polish Language 
Council noted the incorrectness of the phonetic transcription of the name of the city 
of Szczecin indicating an incorrect pronunciation, namely, “Szczeczin”. The results 
of the survey presented above show that for the participants of the study, these issues 
were of concern as well, as demonstrated by the results to all of the questions pre-
sented to them. 

Question No.1 was to elicit the respondents’ perceptions concerning the adver-
tisement as a whole. As expected, in the first stage of the survey, the majority of 
respondents reported that it was a slogan in English but 17.8% of them also noticed 
the transcription. From the point of view of a copywriter, the goal was fulfilled be-
cause the advertisement was meant to address foreigners, to demonstrate that Szcze-
cin is an open, international city and the students’ responses seem to prove these 
assumptions right. Overall, however, based on the students’ reflections, it has to be 
pointed out that the phonetic transcription cannot be treated as a graphic element of 
an advertisement only, as had been envisioned by the copywriters. 

In support of the above assumption, albeit in a very general scope, let us refer to 
the role of the visual message in advertising. According to Bigaj-Zwonek (in Polak, 
2011: 99), “In advertising, there is a concept of visual communication, adequate for 
imaging in general. It means communicating in a certain way on the basis of certain 
visual means. These means are the tools by which the image is built”. And further, 
as Szczęsna writes (in Wolny-Zmorzyński and others, 2013: 81), “[…]today, with 
the help of text supported by a painting, it is possible to more effectively influence 
the recipient”. The results of this study confirm the thesis that the graphic form af-
fects the recipient. However, the participants of this study apart from the graphic 
form, notice the content in this image, therefore in addition to the visual message, it 
is also a text message for them. Regrettably, as demonstrated in the reports, this 
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message was unfortunate due to linguistic errors. As a result, the errors could be 
used as a basis for pedagogical intervention. 

When responding to question No.5, 41.1% (first stage) and 48% (second stage) 
of students, that is, the minority of them, indicated that they can benefit from the 
phonetic transcription used in the advertisement. This phenomenon would not be so 
disquieting if the erroneous transcription was likely to evoke reflection in the recipi-
ent and lead to searching for the correct one. The legitimacy of such thinking, how-
ever, seems to be overburdened with too many questions. One of them concerns the 
issue of treating the “advertised” wrong patterns as correct and, in consequence, 
norm-providing. If no major consequences are observed, as demonstrated in stage 
one of this research, in defence of linguistic correctness, can the problem be faced 
with the ethical rules of the profession created for copywriters? The rules preclude 
such controversial activities, though. The question then arises as to why, regardless 
of advertising ethics, erroneous pronunciation or transcription is used in advertising. 
According to Lynch (in Wolny-Zmorzyński and others (2013: 99), “[...] paradoxical-
ly, what arouses negative emotions is also interesting and exciting”. 

Another question relates to the process of teaching and learning from a bad 
example. The subject of learning the right from the wrong functions in the meth-
odology of teaching foreign languages. For example, Richards and Lockhart 
(2007) and also Loughran (1996) write about the use of reflection, including re-
flection on the error, in teaching a foreign language. Also, Dziczek-Karlikowska 
and Mikołajewska (2015: 172), for the purposes of their research regarding the use 
of erroneous pronunciation by copywriters for marketing goals in Polish TV com-
mercials, devised a Moodle based course in which they used the incorrect exam-
ples from advertisements. They demonstrated that wrong examples “can serve  
as examples of (in)correct pronunciation of English lexemes and help raise the 
learners’ phonological awareness”. The advertisements examined in this paper, 
however, are focused on an analysis of respondents’ reflections when faced with 
such wrong examples. 

To complete the discussion on the errors and their perception by the surveyed 
students, let us focus on the phonetic transcription used by the creator of the Škoda 
brand advertisement presented on billboards in Poland in 2014. Billboards displayed 
on the streets in many cities in Poland drew attention because of their originality, 
and this originality, as reported in the survey, consisted of using the English word 
amazing and its phonetic transcription. An error in the form of using an unauthor-
ized English symbol [ɘ] introduced to the amazing word transcription in the Škoda 
advertisement slogan, was recognized by 95% of respondents. On the one hand, it is 
a very good result, because it proves that after the course of phonetics and phonolo-
gy, students are very familiar with the English phonetic symbols. On the other hand, 
this question was intended to check the percentage of respondents who do not rec-
ognize transcription errors or do not notice the occurrence of transcription in the 



 The implications and purpose of using international phonetic symbols 161 

advertisement. As aforementioned, in the first stage of the study, 17.8% of partici-
pants indicated that mainly transcription attracts their attention. This is not a high 
rate compared to the second option, which was indicated by 57%, and it was a slo-
gan in English. The answers given can be interpreted in two different ways. In the 
first place, only 17.8% notice transcription in advertising, and despite being students 
of English, only a few of them notice errors. In the light of such responses, will the 
ordinary recipient of this advertisement notice transcription at all? Perhaps not, 
which may mean that it functions only as a graphic element, to put it differently, in 
the way predicted by the copywriter. Secondly, as many as 17.8% of participants in 
the study noticed transcription and some of them may have considered it to be cor-
rect. Thirdly, in the second stage of the study, a large majority of participants no-
ticed transcription and pointed out errors occurring in it admitting at the same time 
that as students of English they can use this advertisement (41.1% / 48%) to their 
benefit. Admittedly, among the answers such as: “I can learn transcription; I will 
know how to transcribe the word Szczecin; I didn’t know that Polish words can  
be transcribed using English phonetic symbols”, there were statements such as:  
“I can’t read the transcription; I don’t know how to pronounce some symbols, for 
example, [ʃ]“, which may indicate that the advertisement might trigger their interest 
in the transcription. 

As to the communicative value of both advertisements, it should be emphasized 
that the presented advertising slogan and logo in the advertisement of Szczecin and 
the transcription of the word amazing in the advertisement of the Škoda brand have 
not been unequivocally assessed by the surveyed group of respondents as effective 
or ineffective. As a reminder, 48% of respondents in the second stage of the study 
responded positively to the statement “This logo fulfills the goal of the city” (in the 
first stage 44.2%), and negatively 52% (in the first stage 55.8%). The remarks ex-
pressed in response to the question about the potential recipient of the advertisement 
of Szczecin highlight the view that it was designed for foreigners and the native 
speakers of English. Only 14.8% of them reported that the Poles were the target 
recipients. Evaluating the communicativeness of the advertisements, at this point, on 
the basis of the responses it can be assumed that the copywriters designing an adver-
tisement with the use of English words subconsciously acted against the rules of 
ethics as formulated by the Committee of Advertising Ethics. According to the rules, 
the advertisements should be designed in the form and in the language understanda-
ble to the recipients in the country in which the advertisement is launched. Finally, if 
the copywriters’ purpose was to attract foreigners’ attention and help them pro-
nounce the name of the city, and to this end they used the phonetic transcription of 
Szczecin, the surveyed students did not clearly support this idea. They reported the 
reverse, namely, that it is highly probable that the foreigners, including native 
speakers of English, do not know the phonetic symbols, hence, are unable to decode 
the transcription. 
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5. Conclusions 

As can be seen from the foregoing discussion, the use of the visual aspect in ad-
vertising cannot be assessed only from the point of view of a copywriter, who uses 
various techniques to attract customers’ attention, increase viewership or the sales 
index. When copywriters engage in the definition of communication a visual aspect, 
which is in the form of phonetic symbols, they should do it in a thoughtful way, in 
consultation with people having sufficient knowledge in this area because the 
wrongly presented transcription may serve as a norm provider. However, the idea of 
using various types of advertising tricks, including language errors in order to adver-
tise products, is gaining popularity because such tricks aid advertising in arousing 
emotions and interest. Nevertheless, when assessing the effectiveness of advertising 
with the use of a visual message, one should take into account the level of under-
standing by the recipients, because “a fragment of a visual message can be under-
stood or not” (Nuckowski as cited in Polak, 2001). As it is clear from the above 
discussion, this type of advertising (logo) is the message that is mostly understood 
by the recipient having some knowledge of phonetics. 
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