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Abstract 

 

As a general rule, the advertisements use persuasion to make the consumers buy products, regardless of their 

necessities. As expected, the advertisements for wine are no exception. This paper follows the advertising tendencies on 

the wine market in Romania and Moldavia. Thus, we focused on a comparative study of a corpus of approximately 

twenty slogans, half Romanian, half Moldavian, both stylistically and syntactically. After a thorough examination, we 

could identify the common traits used in drawing the target group of consumers, such as the presentation of century-old 

tradition of wine making, the prestige of the wine gained through awards or the inherent connection between wine and 

leisure time. There were especially pointed out the features that make some slogans unique and which define the two 

nations, such the signs that show the rank, status and lifestyle of the subjects. From a syntactic point of view, both in 

Romanian and Moldavian ads, the short, concise sentences, made up of no more than six words prevail. 
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Advertising is an integrating part of our 

everyday lives. Wherever we may turn we are 

assaulted by images and slogans, promising new 

trends, fashion, better life and moments of pleasure 

(Akinbode O., 2012).  

All the more, the slogans for food and 

beverages appeal to our senses to entice us to wish, 

to desire and turn this into a need. 

Following the trend, the slogans for wine are 

intended to boost our mood, make us think of 

moments of pleasure, intimacy, lust and even make 

us return to nature, to our nature, our wildest part. 

The target customers are both men and women, 

with all their characteristics. 

 

MATERIAL AND METHOD 
 

The corpus of slogans chosen was taken 

from Romanian and Moldavian advertisements, 

more exactly slogans from large posters that were 

displayed in crowded places.  

We selected ten Moldavian ads and ten 

Romanian ones, all advertising wine. In this paper 

we presented them largely and then compared 

them, to see the resemblances and differences, 

pointing out their most distinctive traits. The 

analysis was made both stylistically and 

syntactically. 

 

RESULTS AND DISCUSSIONS 

 

1.Presentation of wines 

1.1 Purcari 

This Moldavian company is one of the best 

–known ones abroad. It has had several ad 

campaigns along the years. 

In terms of wine, "Maluri de Prut" continues 

the series of new launches by Purcari, focused on 

local varieties in the region. Feteasca Neagră is 

known from the Dacian period, being found seeds 

of this variety with an age of about 2000 years 

(figure 1). 

 
Figure 1 Slogan for Purcari wine (2018) 

 
It is assumed that the place of origin of this 

variety is the Prut meadow, around Uricani 

locality, the current Iași county. Feteasca Neagră 

has a special typicality, with a well-highlighted 

nose, dominated by black currant, cinnamon and 


