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B craThe BBISBISIIOTCS BepOabHbIE H HEBEpOaTbHbIC CICIIM(DUKI aHTIIMHCKOTO PEKIAMHOTO
JUCKypca KOCMETUYECKOW MpoayKiuu. Ha BepOaibHOM ypOBHE ONUCBHIBAKOTCS JICKCUYECKUE U CUH-
TaKCHMYECKHE CTPYKTYPbI, Ha HeBepOaIbHOM YPOBHE pacCMaTPUBAIOTCS ayIMOBU3yalIbHbIN KOHTAKT,
paccTosiHue, 1032, )KECTHl 1 MUMHUKA.

The article reveals the verbal and non-verbal features of the English-language advertising
discourse of cosmetic products. Lexical and syntactic structures are described on the verbal level,
but visual contact, distance, posture, gestures and facial expressions are considered on the non-verbal
level.

The problems of advertising discourse over the past years have rightly become the object of a
significant number of linguistic studies. in the field of functional linguistics, pragmatics, rhetoric and
stylistics.

Advertising communication in modern society, as a rule, is one-sided due to its purely specific
features, is one of the most common spheres of mass verbal interaction. Advertising is both an actively
developing branch of the industry and a product of its activity, which is aimed at providing a potential
addressee of an oral or written advertising text with information about goods or services in order to
popularize them. There is an objective need for a detailed understanding of the functional features
of advertising discourse, the corpus of linguistic means used in it for providing a pragmatic impact
on the emotional and volitional sphere of consumers, determining the corresponding communicative
norms and the boundaries of a possible, permissible deviation from them in order to create a special
rhetorical manipulative effect. In this article we will try to understand what advertising discourse is
from the point of view of modern linguistics.

Until the early 1970s, linguistic interests focused on context-free sentences (sentences isolated
from text). At the end of the 20th century, the center of linguists’ attention was the text, that is, the
work of the speech-making process, which has completeness, consisting of a heading and a number
of special units (supraphrasal units), united by different types of communication, having a certain
purposefulness and pragmatic attitude.

In recent decades, discourse has become the subject of interdisciplinary research. Discourse as
a linguistic category often attracted the attention of Russian and foreign scientists, however, in modern
science there is no unified approach to the study of this phenomenon, since even the interpretation of
this term causes controversy in linguistic circles.

The first mentions of discourse appeared within the framework of philosophy. This term
denoted the speech characteristics of the individual. An interdisciplinary direction that studies
discourse, that is, discourse analysis as a scientific trend, has emerged in recent decades.

W. von Humboldt, Alexander Afanasievich Potebnya, Franz Boas, and other linguists are
considered the progenitors of discourse analysis, but the first significant research in the field of
discourse is associated with the name of E. Benveniste. He develops a theory in which he correlates
discourse with the speaker’s speech. [1] In our opinion, such a definition is vague and does not reflect
the main characteristics of the discourse.

Despite the presence of common properties, discourse and speech are not synonymous
concepts. Modern authors include this communication in the “discourse” [2]. By discourse, we mean
a complex whole that combines textual characteristics, features of speech and a communicative act.

With this interpretation, the discourse can be characterized in terms of various factors: social,
cultural-historical, ideological, psychological, etc.

A discourse message can be represented using iconic, index and symbolic signs, but most
discourses combine elements of various sign systems. In modern science, a single generally accepted
terminological designation for such text formations has not been developed.

So, according to the terminology of R.O. Jakobson, there are semiotically homogeneous, or
monocode, and syncretic, or polycode, texts. [3]

These concepts are preferable in the framework of semiotics and communication theory, but
in linguistics the most successful, in our opinion, is the term “creolized texts” by Yu.A. Sorokin
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and E.F. Tarasov, emphasizing the correlation with language, inhomogeneity and synthetic
structure. [4]

Creolized text is created with the aim of transmitting encoded information from addressee
to addressee, therefore, each text is characterized by a certain communicative component and social
context, therefore, instead of the concept of “text” it is advisable to use the concept of “discourse”
[5-6].

A special place among discursive formations is occupied by advertising discourse, that
is, a complex discursive phenomenon that has absorbed the characteristics of text, speech and
communicative act, along with two types of discourse and a general attitude to influence.

Today, many cosmetics firms are competing for the attention of potential buyers with
compelling advertisements. They sell not only goods, but also beauty, health, youth, that is, what
their products contribute to. In some cases, advertising is manipulative and makes people buy a
product that is not always necessary and useful. Thus, to a certain extent it acts as an advertising
discourse [4-7].

To maximize the impact on a potential client, advertising creators introduce verbal and
non-verbal components into the discourse. The main constitutive unit of the verbal level is a word
(lexeme), that is, a nominative and cognitive unit of language that serves for naming and reporting
objects, signs, processes and relationships. Although, according to Allan Pease, in the act of
communication directly words occupy only 7%, the lexeme is a powerful means of influencing the
consumer [8, p. 6].

The main features of the lexical level in advertising discourse are simplicity, conciseness and
brevity. This is achieved through the use of one- and two-syllable words containing exclusively the
root morpheme (85%):

I'm two things in one.

It should be noted that the dominant part of speech (from 20 to 40% of the text) in advertising
discourse is an inanimate common noun that performs a nominative and informative function:

Scent is the strongest sense tied to memory.

Replicas used in discourse contain qualitative, expressively colored adjectives in a comparative
or superlative degree:

It’s the smoothest and the most sumptuous color ever!

Personal pronouns give the message a personification, dialogicity and reduce formality:

Maybe she’s born with it. Maybe it’s Maybelline.

Factuality of information is achieved with the help of numerals, which serve to objectify the
message:

It comes in 44 shades.

The main unit of the structural and syntactic level is a sentence. A sentence is a minimal unit
of language, a grammatically organized combination of words, which has semantic and intonational
completeness.

By the structure of sentences, simple ones dominate (70%), which contributes to simplicity
and ease of perception:

The arm on the left becomes dry and itchy.

A significant part of simple sentences are one-part — definitely personal or nominative:

Try Old Spice.

Me!

Among the main functions of such structures, it is necessary to note the emphasis on the idea
contained in the rheme, giving the speech liveliness, spontaneity.

The main means of making the text dynamic are complex sentences, which make up 25% of
all sentences:

Moisture goes deep down, conditioning goes extreme!

Pull out the brush and it wipes off.

320



The obvious features of advertising discourse include (75%) incentive and exclamation
sentences:

Consider your lips warrant!

It’s the smoothest and the most sumptuous color ever!

Incentive sentences involve hidden dialogue with the viewer, in which the presenter acts as an
advisor. Incentive structures are important irritants in the advertising message and help to remember
information.

Exclamation clauses, in turn, emphasize the most important characteristics of the product and
at the same time reflect the emotions with which they are associated.

The use of rhetorical questions is quite acceptable, since they are an element of reasoning and
make the recipient of information think and make a choice himself (the questions are structured in
such a way that they push the recipient to the “correct”, desired answer):

How will you be remembered?

Longer wearing lip gloss?

Along with this, interrogative sentences appeal to the addressee’s knowledge and increase
confidence in the information:

Did you know women prefer Old Spice for their men one bagillion times more than lady-
scented body washes?

The use of an interrogative construction in this case reflects the breadth of the sender of the
message and allows you to listen to him as an advisor.

The main implicit influence on the addressee is carried out through the non-verbal component,
which, according to Professor Birdwhistel, occupies 65% of the advertising video clip. The most
important iconic elements of this level are: an open posture, eye contact and a smile.

98% of the discourses examined are characterized by the predominance of an open posture,
since this posture is associated with sincerity and increases trust in the sender.

Chronic body odour ruins lives.

Purely natural, purely flawless. (In all cases, the addressee is shown in close-up. He is standing
straight, fully turned towards the interlocutor, the speaker’s palms are open).

Visual contact is used in 98% of advertising messages and takes from 60 to 70% of the entire
communication act. It performs contact-establishing and phatic functions, imparts sincerity and
friendliness to the message.

Got a problem with your make-up?

Hello, ladies.

In 90% of advertisments, the main element of persuasiveness is smile / laughter. The
constant presence of a smile is determined by the goal of establishing contact and creating a pleasant
atmosphere. [9-11]

Colour this gorgeous, moisture this extreme shall come with a warning! (A playful,
flirtatious smile reinforces the advertising video’s exaggerated message about the effectiveness of lip
gloss.)

To sum up, the effectiveness of advertising creolized discourse is directly dependent on the
correct integration of simple linguistic constructions that perform an informative function, and three
main extralinguistic elements: open posture, smile and visual contact, which have a direct or indirect
effect on the addressee.

We also note that in advertising for women’s cosmetics, emotionally expressive vocabulary
with pronounced positive and negative connotations is widely used. The appearance of a woman,
using cosmetics is inextricably linked to its assessment. It manifests itself through lexemes: flawless,
ideal, irresistible, seductive, perfect and other words.
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®OPA3EOJIOTUYECKASA PEITPESEHTALIUA
KAK CIIOCOB BBIPAJKEHU S 3HAHUI O MUPE
(B KA3BAXCKOM, PYCCKOM U AHIJIMHCKOM SI3bIKAX)

Cyaeiimenona JI.K.
EBpasuiickuil HarmoHaIbHBIN yHUBepcuTeT uM. JI.H. ['ymunesa,
r. Hyp-Cynran, Kazaxcran

Kurouesvie cnosa: konyenm, gppaszeonocuveckas penpeseHmayus, Gpaszeoniocusmvl, gpaseo-
Jl02u4ecKas KapmuHa mupa.

Pestome. JlanHast cTaThsi MOCBSIIEHA BOIIPOCAM OMpENeIeHUs MOHITHS (pa3eoJornuecKoi
penpe3eHTaluy U CocoO0B €€ BhIPaKEHUsI B SI3bIKE, KOTOpasi UTPAeT BAXHYIO poib B (hpazeosno-
IMYECKON M KOHLENTYalbHOM KapTuHe Mupa. OcoOEHHOCTHIO (hpa3eoqornyeckoil penpe3eHTannu
ABIISIETCS TIEpeiaya MUPOBHICHUS, MUPOOIIYIICHUS B Pa3IMYHBIX JTMHTBOKYJIBTYpaXx.

Pestome. by makana gyHueHiH (Qpa3eoorusiiblK KoHE KOHIETITYaJbl CypEeTIHAEe MaHbI3-
JIbI POIT aTKapaThiH (PPa3eoTOrusIIbIK PEPE3CHTALNUS YFBIMBIH JKOHE OHBI TU/Ie OLIIpYy TOCUIAEPiH
aHBIKTAy Mocenenepine apHanraH. Opa3eoNorusIIbIK penpe3eHTAUSIHBIH €PEeKIIeNiri — JTYHHeTa-
HBIMHBIH, KO3KapacTBIH dpTY I TULNIK MOIEHUEeTTepAe Oepiyi.

Heri3ri ce3aep: koHIeNT, Gpa3eoaorusIbIK pEMPE3CHTAIUSICH], TYPAKTHI €O3 TipKecTep, (hpa-
3€0JIOTHSUIBIK QJIEMHIH OeiHEC!.

B coBpeMeHHOIT HayKe 0 sI3bIKE BCIO OOJIBIIYIO MOMYJISPHOCTh HAOMPAIOT U3bICKaHU S, CBSI3aH-
HBIE C U3YYCHHEM KOTHUTHUBHBIX MTPOIIECCOB, B TOM YHUCIIC BOCIIPUATHE M KATErOPU3aLHs TPEIMETOB
U SBJICHUM, a Takke (POpMbI UX pernpe3eHTalunu B si3pike. B Hauane XXI B.JIMHIBUCTHI 0OpaTHIINCh
K BOIIPOCaM COOTHOILIECHUS MIPUPOIBI 3HAHUS U CYIIIHOCTH pa3HOOOPA3HBIX MBICIUTEIBHBIX MPOIIEC-
COB, BOBHHKHOBEHHSI U HCIIOJNIb30BAHMS 3HAHHH, a TaK)K€ KOTHUTHUBHBIX CIIOCOOHOCTEW YelnoBeKa,
Yy4acTBYIOIIMX B 3TUX MpOIEccax.
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