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Ақпаратты бүркемелеу мəтінде берілген оқиғаға немесе жағдайға қатысты фактілер 
мен құбылыстарды жасырудан көрініс табады. Басқаша айтқанда, ақпарат толығымен емес, 
тек қажетті бөлігі ғана, жартылай беріледі. 

Қорытындылай келе, саяси газет дискурсы –  баспасөз бетінде жарық көретін арнайы 
құрылған мəтін арқылы оқырманның санасына əсер етуді мақсат ететін манипулятивті іс-ша-
ралардың жиынтығы. Аталған дискурс түрі кез-келген мемлекеттің саяси өмірінде маңызды 
рөл атқарады, себебі ол бұқара халықтың саяси əлем бейнесін қалыптастыратын ықпалды 
саяси қару.

Бүгінгі таңда саяси газет дискурсын зерттеу маңызды, өйткені саяси коммуникацияда 
бұқаралық ақпараттар құралдарын жаппай қолдануы, яғни саяси саласында медиатизация 
процесінің қарқынды жүруімен сипатталады.
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LINGUISTIC AND EXTRALINGUISTIC ASPECTS
OF THE ADVERTISING DISCOURSE

Zh.N. Nurkhanov, S.D. Seidenova
Al-Farabi Kazakh National University, Almaty

Мақалада косметикалық өнімдердің ағылшын жарнамалық дискурсының вербал-
ды жəне вербалды емес ерекшеліктері айқындалады. Вербалды деңгейде лексикалық жəне 
синтаксистік құрылымдар сипатталса, бейвербалды деңгейде аудиовизуалды байланыс, ара 
қашықтық, поза, ым-ишара жəне мимика қарастырылады.
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В статье выявляются вербальные и невербальные специфики английского рекламного 
дискурса косметической продукции. На вербальном уровне описываются лексические и син-
таксические структуры, на невербальном уровне рассматриваются аудиовизуальный контакт, 
расстояние, поза, жесты и мимика.

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 
signifi cant number of linguistic studies. in the fi eld of functional linguistics, pragmatics, rhetoric and 
stylistics.

Advertising communication in modern society, as a rule, is one-sided due to its purely specifi c 
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 eff ect. 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 diff erent 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 unifi ed approach to the study of this phenomenon, since even the interpretation of 
this term causes controversy in linguistic circles.

The fi rst 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 scientifi c 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 fi rst signifi cant research in the fi eld 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 defi nition is vague and does not refl ect 
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 infl uence.

Today, many cosmetics fi rms 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 infl uencing 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 personifi cation, 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 signifi cant part of simple sentences are one-part –  defi nitely 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 .
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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 refl ect 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 

confi dence 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 refl ects the breadth of the sender of the 

message and allows you to listen to him as an advisor.
The main implicit infl uence 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 fl awless. (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, 
fl irtatious smile reinforces the advertising video’s exaggerated message about the eff ectiveness of lip 
gloss.)

To sum up, the eff ectiveness 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 
eff ect 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: fl awless, 
ideal, irresistible, seductive, perfect and other words.
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ФРАЗЕОЛОГИЧЕСКАЯ РЕПРЕЗЕНТАЦИЯ 
КАК СПОСОБ ВЫРАЖЕНИЯ ЗНАНИЙ О МИРЕ 

(В КАЗАХСКОМ, РУССКОМ И АНГЛИЙСКОМ ЯЗЫКАХ)

Сулейменова Д.К.
Евразийский национальный университет им. Л.Н. Гумилева, 

г. Нур-Султан, Казахстан

Ключевые слова: концепт, фразеологическая репрезентация, фразеологизмы, фразео-
логическая картина мира.

Резюме. Данная статья посвящена вопросам определения понятия фразеологической 
репрезентации и способов ее выражения в языке, которая играет важную роль в фразеоло-
гической и концептуальной картине мира. Особенностью фразеологической репрезентации 
является передача мировидения, мироощущения в различных лингвокультурах.

Резюме. Бұл мақала дүниенің фразеологиялық жəне концептуалды суретінде маңыз-
ды рөл атқаратын фразеологиялық репрезентация ұғымын жəне оны тілде білдіру тəсілдерін 
анықтау мəселелеріне арналған. Фразеологиялық репрезентацияның ерекшелігі –  дүниета-
нымның, көзқарастың əртүрлі тілдік мəдениеттерде берілуі.

Негізгі сөздер: концепт, фразеологиялық репрезентациясы, тұрақты сөз тіркестер, фра-
зеологиялық əлемнің бейнесі.

В современной науке о языке всю большую популярность набирают изыскания, связан-
ные с изучением когнитивных процессов, в том числе восприятие и категоризация предметов 
и явлений, а также формы их репрезентации в языке. В начале XXI в.лингвисты обратились 
к вопросам соотношения природы знания и сущности разнообразных мыслительных процес-
сов, возникновения и использования знании, а также когнитивных способностей человека, 
участвующих в этих процессах. 
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