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Abstract. This article explores the linguocreative use of sports terminology in

modern advertising and media language. The study focuses on how sports-related

expressions are creatively adapted beyond their original athletic contexts to evoke

emotion, competitiveness, and success. Through discourse and linguistic analysis

of  advertisements,  slogans,  and journalistic  texts,  the  paper  reveals  how sports

terms function as powerful tools of persuasion, metaphor, and identity formation.

The research concludes that the linguocreative adaptation of sports language not

only enhances communicative impact but also reflects broader social values such

as achievement, teamwork, and ambition in contemporary culture.
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ЛИНГВОКРЕАТИВНОЕ ИСПОЛЬЗОВАНИЕ СПОРТИВНЫХ

ТЕРМИНОВ: НА ПРИМЕРЕ РЕКЛАМЫ И ЯЗЫКА СРЕДСТВА

МАССОВОЙ ИНФОРМАЦИИ

Аннотация.  В  данной  статье  рассматривается  лингвокреативное

использование  спортивной  терминологии  в  современной  рекламе  и  языке

СМИ.  Исследование  фокусируется  на  том,  как  выражения,  связанные  со

спортом,  творчески  адаптируются  за  пределами  своего  изначального

спортивного  контекста  для  создания  эмоций,  ощущения  соперничества  и

успеха.  С  помощью  дискурсивного  и  лингвистического  анализа  рекламы,

слоганов и журналистских текстов в  статье  раскрывается,  как  спортивные

термины  функционируют  как  мощные  инструменты  убеждения,

метафоризации  и  формирования  идентичности.  В  исследовании  делается

вывод о том, что лингвокреативная адаптация спортивного языка не только
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усиливает  коммуникативное  воздействие,  но  и  отражает  более  широкие

социальные  ценности,  такие  как  достижения,  командная  работа  и

амбициозность в современной культуре.
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рекламы,  медиадискурс,  метафора,  коммуникация,  брендинг,  культурные

ценности, гендерная инклюзивность, язык убеждения

 Introduction. Language in advertising and media plays a significant role in

shaping public consciousness, cultural values, and consumer behavior. Among the

most  dynamic  sources  of  linguistic  creativity  are  sports  terms,  which  have

transcended the boundaries of athletic discourse to become integral elements of

everyday communication. The use of sports metaphors and expressions in non-

sporting contexts—such as marketing, politics, and entertainment—illustrates how

deeply  sport  is  embedded  in  modern  cultural  imagination.

The  concept  of  linguocreativity refers  to  the  innovative  and  imaginative

manipulation of linguistic resources to produce new meanings, associations, and

emotional effects. When applied to sports terminology, linguocreativity transforms

words associated with competition, victory, or teamwork into versatile rhetorical

devices  that  capture  attention  and  inspire  motivation.  For  instance,  advertising

slogans like “Play to win” or “Stay in the game” employ sports idioms to appeal

to  ambition  and  perseverance,  values  that  resonate  beyond  the  sports  field.

The aim of this research is to analyze how sports terms are used creatively in

advertising and media discourse, to identify linguistic mechanisms of metaphorical

transfer, and to interpret their social and communicative significance.

The analysis revealed several dominant tendencies in the linguocreative use of

sports terms in advertising and media discourse:

 Metaphorical  Expansion.  Sports  terminology  frequently  undergoes

metaphorical  transfer,  being applied to non-sport  contexts  to convey ideas of

competition, endurance, or success. Phrases such as  “game changer,” “winning
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strategy,”  “take  the  lead,” and  “stay  ahead of  the  game” are  widely  used in

advertisements for  products unrelated to sport—such as technology, finance,  or

fashion. These metaphors create associations between the brand and the spirit of

athletic excellence,  suggesting that  consumers who choose the product are also

“winners.”

Motivational  Appeal.  Sports  language  serves  as  a  source  of  emotional

motivation in  advertising.  Slogans  like  “Just  Do It” (Nike)  or  “Impossible  is

Nothing” (Adidas)  demonstrate  how  short,  imperative  expressions  rooted  in

athletic determination can inspire a sense of empowerment and self-belief.  The

linguistic creativity here lies in the  semantic universality of sports terms—the

ability  to  transcend  sports  and  become  symbols  of  human  willpower  and

perseverance.

Wordplay and Creativity. Advertisers often employ puns, neologisms, and

playful twists of sports  vocabulary to attract  consumer attention.  For example,

energy drink ads might use slogans like “Fuel your inner champion” or “Go for

the  goal.” Similarly,  media  outlets  adapt  sports  idioms  in  humorous  or  ironic

ways, such as headlines like “Political heavyweights in the final round” or “Tech

giants battle it out on the digital field.” These creative adaptations demonstrate the

versatility and expressiveness of sports language in capturing audience interest.

Cultural Symbolism and Identity. Sports terminology also carries symbolic

meaning related to cultural identity and values. Expressions such as “team spirit,”

“fair play,” or  “level playing field” evoke ideals of equality, collaboration, and

justice. In media narratives, such terms are often used metaphorically to describe

social  or  political  dynamics,  reinforcing the  notion  that  life  itself  is  a  form of

competition where ethical behavior and teamwork determine success.

Gender and Inclusivity.  The study also observed a growing trend toward

gender-neutral  and  inclusive  use of  sports  metaphors  in  contemporary

advertising.  Traditional  male-centered  expressions  like  “manpower” or

“sportsmanship” are increasingly being replaced with inclusive alternatives such
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as “teamwork,” “leadership,” or “fair play.” This linguistic shift reflects broader

societal changes toward gender equality and the recognition of diverse forms of

participation in sports and public life.

Discussion. The linguocreative adaptation of sports terminology demonstrates

the  dynamic  interaction  between  language,  culture,  and  communication.  In

advertising,  sports  metaphors function as  cognitive shortcuts that  link familiar

experiences  of  competition  and  success  with  the  desired  image  of  a  brand  or

product. The appeal of such metaphors lies in their ability to condense complex

emotional  and  cultural  associations  into  simple,  memorable  phrases.

From a linguistic perspective, this phenomenon exemplifies how lexical items can

shift domains while maintaining their expressive power. Through metaphorical and

metonymic  processes,  sports  terms  acquire  new  connotations  that  enhance

persuasion  and  memorability.  This  process  of  semantic  recontextualization

reflects the adaptive capacity of language in response to changing communicative

needs.

From a sociocultural perspective, the widespread use of sports terminology

in non-sporting contexts reveals the central role of sport as a metaphor for life in

contemporary societies. The values associated with sports—competition, fairness,

determination,  and teamwork—are also ideals  promoted in  business,  education,

and politics. Thus, sports language becomes a mirror of collective aspirations and

social ideals.

However, linguocreativity also raises questions about the commercialization

and  overuse of  sports  metaphors.  When  such  expressions  are  excessively

employed, they risk becoming clichés, losing their original emotional force and

becoming mere rhetorical ornaments. Therefore, the challenge for advertisers and

media  professionals  lies  in  maintaining  a  balance  between  creativity  and

authenticity in the use of sports language.

Conclusion. The linguocreative use of sports terms in advertising and media

language demonstrates the power of linguistic innovation in shaping meaning and
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influencing audiences.  Sports  terminology,  with  its  rich  emotional  and cultural

resonance, provides an effective means of communicating ideas of achievement,

strength,  and  unity.  Through  metaphorical  and  imaginative  adaptations,  sports

language transcends its original domain, becoming a universal code for ambition

and success.

Promoting  diversity  and  inclusivity  in  sports-related  expressions  also

contributes to more equitable and culturally sensitive communication. Ultimately,

the  linguocreative  use  of  sports  language  not  only  enhances  persuasive

effectiveness but also reflects the evolving values and identities of modern society.
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