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Abstract : The problem of expressivity of advertising lexicon is studied in the article. The comparison of English and Russian
advertising lexicons is done. The objects of the analysis were English and Russian advertising texts, both printed advertising
texts and texts extracted from the commercials. Some conclusions concerning the expressivity of advertising lexicon were
made. Expressivity can be included in the semantic structure of words or created by word-formation means. Expressivity
caused by morphological derivatives includes such facilities as derivational affixes, models and types of word formation.
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