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AHHOTAUMA

B cratee paccMaTpuBaeTCA COMUAIBHO-KYIBTYPHBIA (CHOMEH PEKIaMBbl, SBISIONIEICS 9acThI0 COBPEMEHHOTO OOIIECTBA.
Taxke aHAIU3UPYIOTCS CTPYKTYPHBIC M CMBICIIOBBIE 0COOCHHOCTH ()YHKIIMOHUPYIONINX B COIMYME PEKJIAMHBIX COOOIICHHI B
3aBHCUMOCTH OT IeJed W TapreTHod rpynmbl. OneHuBas CHEIU(HUKY KOPPEISIMOHHON 3aBHCHMOCTH COOTHOIICHUS
«BepOanbHBII-HEBEPOATBHBINY BBHIBOAUTCS YTOUHEHHAS THIOJOTH3AIMS PEKJIAMHBIX TEKCTOB C MO3HMIMU TCOPHH S3bIKA U
CTEICHU MPOJIOHTMPOBAHHOTO BO3JCHCTBUS HAa MHIMBHIA. TakuMm 00pa3oM, MPEIUIOKEHHOE HAMHU pa3fieliCHHE PEKIaMbl Ha
UHQOPMALMOHHYI0 W UMHIKCBYIO THIIBI PEKIAMBI IMO3BOJISET YUYECTh TOT (DAKT, YTO PCKJIAMHBIN TEKCT SABJISIOTCS HE TOJBKO
HUCTOYHUKOM MH(GOPMAIIMU O TOBAPE WX YCIYTe, HO M 3aIyCKACT CIOKHBIA MEXaHU3M ICHUXOJIIOTUYECKOTO MPOrPaMMHUPOBAHUS
¥ BIMSHUS HA YEJIOBEKa.
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Abstract

The article deals with the socio-cultural phenomena of advertisement which is an integral part of modern society. Such
advertisements functioning in the community are characterized by specific structural and semantic features that are in
dependence on both a target group and purpose. To evaluate the specifics of the correlation between verbal and non-verbal
components in an advertising text we adjusted the classification of advertising in terms of the theory of language and the
degree of a prolonged person’s exposure. Thus, the division into informational and image advertising makes it possible to see
that advertising is both the source of information about a product and a trigger of the complex psychological programming
arrangements and the means of influencing a person.
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Introduction

Advertising can be considered as one of the most important socio-cultural phenomena affecting the human psyche. This is
essential in the process of understanding of advertising text (its design, content, and purpose of its creation) as the
psychological effect on a person is found in emotions, thoughts, acts, and behaviors emerging after viewing advertising and
eventually leading to changes in consumer behavior. By conceptualizing any ad message a person’s attitude towards it changes
being affected by emotions, and feelings encountered in viewing an ad.

Advertisement is created and spread to achieve predetermined objectives of informing the public or implicit programming
of different models of behavior and views. And, consequently, the structures, language, graphics, and fixed objectives of the
advertisement may differ significantly; bearing this point, the same could be said of the impact on a person’s views and
images, associated with different ads, in a person's inner lexicon.

Adbvertising, its types, and an impact on lives and society are studied by scientists both in Russia and abroad (for further
details [1], [2], [3], [4], [5]). By analyzing the main types of advertising spread in the media, evaluating the language and
visual content, we have adjusted the classification of ads through the theory of language.

Discussion

If to talk in general, advertisements can be divided into commercial and non-commercial. Commercial advertisement is
aiming at sales promotion to maximize profit. In most cases advertising is commercial. For achieving the underlying objective,
advertising must arouse the interest of the targeted group and the general public; therefore it should not be dull. In the great
majority of cases, commercial advertising is made up of sentences with 3-5 words, ex.gr. Yaunasn nasxa. Yau. Kogbe.
Ipodyxmur 6 accopmumenme. Yacer pabomor. Onmosvim noxynamensim ckuoka (Engl.: Tea shop. Tea. Coffee. Wide range of
products. Working hours. Discount for wholesale buyers); Mazazun 3AXO/U! OHEXK/[A u OFYBb (Engl.. COME ON IN
Store! CLOTHES, and SHOES) (see Figure 1). As shown by the examples, a verbal component is supported by a non-verbal
one to create a far more comprehensive and clear image, ex.gr. cozy atmosphere in the “Tea shop” (see Figure 1a) visiting
which you can enjoy a tasty drink or a shop with the widest assortment where you can find what you want (see Figure 1b).
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Figure 1 — Examples of commercial advertising

Non-commercial advertisement is opposite to commercial one. Non-commercial advertising is aiming at not profit but
mass changes in social attitudes and norms, ex.gr. participation in charity programs, promotion of healthy lifestyles, pollution
control, assistance to children in difficult circumstances, etc.

The textual part is often supported by quotes from and images of well-known people, such as athletes, politicians, actors,
singers, writers, historical figures, etc., ex.gr. the image of Alexander Povetkin, who is 2004 Olympic champion, is
complemented by the slogan, «/[yx nobeowt y Kypsn e kposuy» (Engl.: Winning spirit is in the blood of natives of Kursk) (see
Figure 2a) showing that anyone from the Kursk region can win just because he or she was born here; or in the advertisement
poster of the anti-fur campaign “Animals are not clothes!”, where singer Yolka states «/[na mena mex — smo comHumenvhas
pockouib yeroti uveti-mo sxcusnuy (Engl.: As for me, fur is a dubious luxury and it’s not the cost of someone’s life), because
for fur coats production more than 100 million animals are killed annually worldwide (see Figure 2b). Such advertisements
make you want to follow famous people’s way of life, to become a better person, and to make the world a better place to live.

e
AAEKCAHAP MOBETKIAH - HuBoTHbIE - HE OfIEH,

OAMMMMACKIIA YEMMMOH |
AAna meHa mex - 3mo coMHUMensHas

POCKOWb YeHou Yeeli-mo Ku3Hu.

Ayx nobeget Mesuya Enxa

¥, Kypsii B xpoBu/,

( AH. Muxaiinos)

Pagn mexa exeronHo y6usaor okono 100 MUNAWOHOB XMBOTHBIX B MUpe

Figure 2 — Examples of non-commercial advertising

Speaking of the structure and composition both commercial and non-commercial advertising can be characterized by
similarities which makes it almost impossible to divide them in terms of linguistics. To determine the main criterion that will
form the basis of the adjusted classification we have decided to analyze some features and subtypes related to both main types
of ad.

In terms of an addressee, advertisement should be focused mainly on members of a certain target group, ex.gr. the message
TIAII, kynu nam keapmupy! (Engl.: Daddy, buy us an apartment) is accompanied by a photo of pouty children hinting at the
choice of this particular estate company and the buying an apartment otherwise, they are going to cry from grief (see Figure
3a); the ad message Hawum Kruenmam TAKCH BECIIZIATHO! (Engl.: FREE CAB RIDE for our clients) indicates
accessibility of premium services for the company clients only (see Figure 3b). This way of the information presentation
appeals directly to a person making him/her perceive an image formed by advertising less critical.

@ - NAM, KYMU HAM
____ KBAPTUPY!
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“~TAKCU
BECITJTIATHO!

Figure 3 — Examples of directly addressed advertising

If ads creators do not aim at identifying a specific target audience, mononuclear sentences can be used, ex.gr. Amenve.
IIOLIUB U PEMOHT JXEHCKOH, MY)XCKOH U JETCKOH ONEXX[bI, IITOP U ITOCTEJIBHOIO BEJIFA (Engl.:
Tailor shop. TAILORING AND REPAIRS CLOTHES FOR MEN, WOMEN, AND CHILDREN, AS WELL AS CURTAINS AND
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BEDCLOTHING); JOCTABKA. IIOJbEM HA DTAX. CBOPKA. YCTAHOBKA. BECILUTATHO! (Engl.. DELIVERY TO
ANY FLOOR. ASSEMBLY AND INSTALLATION OF FURNITURE. FREE OF CHARGE!) (see Figure 4). Such kind of a
textual part is often supported by images relevant to the direction of the company activity.

- AOCTABKA' .
CBOPKA |, BECMNIATHO!

MOLIMB U PEMQT

WEHCKOW, MYXCKOM
W AETCKOM OAEXAbI

YCTAHOBKA

’
4 ‘ = MoApOBHOCTV KUK
.i LUTOP M NOCTENbHOIO BE/IbA', RS L0/ T aNTOR

Figure 4 — Examples of advertising with mononuclear sentences

Reverting to the question of targeted groups we would also like to mention that the modern advertising industry is aimed
not only at grownups but children as well. This is related to the initial process of setting up attitudes towards certain brands and
products; more effective results are possible by undertaking this since childhood. It is known that children are much more
impressionable and could be easily influenced by the psychological effects of advertising focused on material values rather
than moral ones. As a result, a new generation is taught only how to consume but not how to create [6]. It would result in
human beings with modified moral norms and values could be unable to adapt to new circumstances. Ads of a toy store and a
kindergarten can be an example (see Figure 5). In the past children used to create toys with their own hands under the guidance
of adults at homes, clubs, schools where children were taught the value of their own work and effort needed to create
something they really liked and wanted; but now advertisement states categorically a certain way of life aiming at services and
goods consumption, ex.gr. visiting “The right mom” toy store (see Figure 5a) is exactly what you need to make your child’s
dreams come true, or choosing “The XXI century development” kindergarten in Moscow (see Figure 5b) where your child
could be given special attitude, where «IFOFOBh + PA3BHTHE = CYACTHE» (Engl.:. SUM OF LOVE AND
DEVELOPMENT RESULTS IN HAPPINESS), and this is the only way to Give happiness to your child!

CROBCHKIH RETCHUA CAR g
/ £ “PA3BUTME XXI BEK” The®
u rPHI.I..IKI.I é . JI0BOBb+PASBHTAE = CHACTHE

NOOAPU PEBEHKY

: ___,/ ATS
TR ey A CYACTbE!
' . g www.RAZVITIE21vek.ru
A e AU A e o AL T
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Figure 5 — Examples of advertising appealing to children and their parents

Another subtype of advertising addressed to the general public is image advertising aiming at creating and maintaining the
desired image. This ad is characterized by focusing not on buying but mainly on providing a certain values-based evaluation of
goods, services, or a person. The key point is that an effective advertising campaign has a prolonged impact on a person's
mind. For instance, Sberbank, and Old Spice brands, which are considered successful in terms of achieving desired positive
images, have been presented in the market for more than 30 years and do not need any specific advertising campaigns for
further promotion. Speaking of Sberbank (see Figure 6a), the image of stability, success, accessibility of services, customer-
friendly services, and reliability of the company has been formed in a person's inner lexicon; referring to Old Spice (see Figure
6b), the formed image represents a successful person who is keen on traveling, can handle everything. And these brands’
advertisement (see Figure 6), appearing in the media from time to time, is aimed at strengthening the aforementioned images in
a person's inner lexicon.

& CBEPBAHK

Boeraa praoM

HOBbIX

@ www.sberbank.ru &,gﬁﬂoﬂ?ﬁ%ﬁiﬁnag

Figure 6 — Examples of image advertising
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One more subtype of advertising is starkly different from the vast majority of others and is intended to touch any person’s
feelings and is marked by philosophical notions and intellectual depth which are the basis of it. This subtype is called
intellectual advertisement and is an amazing piece of art., ex.gr. the advertising campaign to promote waste disposal in
Venezuela uses advertising posters depicting various units of military equipment assembled from discarded stuff; in order to
create more complete image pictures are supported by “All we throw away turns against us” caption (see Figure 7). Intellectual
advertising can be said to be future-oriented.

T P e _VALLUETIW Y T
W EIEESEE e gmu

Figure 7 — Examples of intellectua .adile;ftls1n;g‘)

There is also a subtype of advertisement which pays special attention to show superiority over similar brands. This can be
achieved using words in superlative degrees even without confirming the given information. Examples include the
advertisement of Pyaterochka supermarket claiming «/Iamépouxa — Camvie nuskue yeuwvi» (Engl.: Pyaterochka means the
lowest prices) (see Figure 8a) or the advertisement of 36*6 pharmacy saying that «Huskue yenvt — uucmas cosecmoy (Engl.: A
clear conscience because of low prices) (see Figure 8b), but in fact, this is not the case. Such misleading advertisements are
contrary to the provisions of the Federal Law on advertisement [7]. Despite this, the way, in which the information is
presented, is very effective since a person perceives things literally, that is why images, formed in the inner lexicon, reflect the
affordability of services or goods.

HU3KME LIEHbI-
“Name POMKA YMCTAA COBECTb

Cameie sanskne tinskne ewor! @

a b
Figure 8 — Examples of misleading advertising

We have reviewed the main types and subtypes of advertising in terms of achieving objectives. Now we proceed to deal
with some features of structural elements of any advertisement.

An advertising message can contain only plain text, ex.gr. 9BAKYATOP. /leweso. Kpyenocymouno (Engl.: TOW TRUCK.
It's cheap. 24 hours a day); JIAIIP 3a Kypckyro obracme (Engl.: LDPR is for Kursk region); KPYIIHAA METAJIJIOFA3A
(Engl.: LARGE STEEL AND METAL WAREHOUSE); or a verbal component combined with a visual component to reveal an
author’s ideas, ex.gr. ads for SAFARI shooting club and SOLARIS tanning studio (see Figure 9) where pictures of well-known
people are provided to be used for playing around with people’s identity and organizations’ sphere. Thus, Russian poet
Aleksandr Pushkin (who was killed in a duel) is hinting at enrolment in the course on shooting claiming «Cmpensin 6v1 5
ayuwe, Hanucan ool ewé napy cmpoxy (Engl.: If I had shot better, I could have written a few more lines), another example is
the ad (created in 2011) for the tanning studio that uses the picture of Barack Obama (the only person of colour elected
President of the USA) to declare that the world is ruled by “the tanned person” and to be as successful as Barack Obama it is
necessary to visit this solarium.

mpenan bel A Ay4HUe,
Hanucasn 0ol ewjé napy cmpoK»

BECMNATHbIX
OBYYAIOLMA KYPC

TPCAO | o CTPENBBE

b
Figure 9 — Examples of advertising using pictures of well-known people
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In addition to the combination of verbal and non-verbal components, to draw attention to advertising a variety of
expressive means is often used. Some of them are 1) wordplay, ex.gr. the advertisement for car brand LADA VESTA where
the car model name VESTA plays around with the Russian word HEBECTA (Engl.: BRIDE) hinting at the same time at change
of old Korean BRIDES for a new Russian beauty VESTA (see Figure 10a); 2) puns, ex.gr. the advertisement for Kvadrat mall
(Engl.: Square) where a toilet bowl is compared with the throne from the cult series “Game of Thrones” (see Figure 10b); 3) a
poetical expression, ex.gr. the ad for Letual shop states in verse forms « ne oymaii o yene! Becem IIOJAPKU, CKUKHU —
Mne!» (Engl.: And don’t think about prices! GIFTS are to everyone, DISCOUNTS are to me!) (see Figure 10c). The use of
such means allows for the greater impact and visibility of advertising which as a result will be well remembered.

W CTAPBIE TPYCTAT

HE BECThbI

W e Bymad o uene!
Bcem I"IO.EIAPKVT. ¥ i
— mHe! =
CKMAKH -

c
Fig. 10 — Examples of advertising with expressive means

Thus, having analyzed and reviewed the advertisements, their structure, content, and features, we have concluded that it is
necessary to adjust the current classification. By comparing advertisements among themselves we have noticed that the main
objective of most ads is to create a positive image in a person’s inner lexicon. And in order to achieve that, different ways and
means (such as verbal and non-verbal components, expressive means) are used, but even so, there are ads aiming at informing
without image formation. For all those reasons and taking as a basis the linguistic theory, we have decided to divide all types
into two main groups naming them informational advertising and image advertising. The adjusted classification corresponds to
the objective of ad creation.

Conclusion

Thus, it is possible to state that all advertising functioning in the media can be grouped into two main categories:
informational advertising and image advertising. Speaking of informational ad it is necessary to refer to its aim at informing on
a subject of advertising thereby contributing to an increase in sales. Image advertising is a more complex phenomenon and
aiming at forming a positive image in a person’s inner lexicon. This type of ad is not just the text information but the complex
structure consisting of verbal and/or non-verbal components along with various expressive means and graphic designs. And all
this together has an impact on a person in order to create a far more complex image in a person’s inner lexicon. The final
objective of image advertising is to change the attitude towards an item being advertised. It should be emphasized that the
results have been presented in the article might be potentially useful in further studies of the effects of advertising on a
person’s affective and cognitive structures.

KondaukT nHTEpecoB Conlflict of Interest
He ykazan. None declared.

Cnucok aureparypsl / References

1. Gardner R. Reference, image, text in German and Australian advertising posters / R. Gardner, S. Luchtenberg //
Journal of Pragmatics. — 2000. — Vol. 32, Iss. 12. — P. 1807-1821.

2. Nekrasova E. Experimental Study of Multimodal Perception of Verbal Stimuli in the Study of a Foreign Language / E.
Nekrasova // Procedia — Social and Behavioral Sciences. —2015. — Vol. 215. — P. 196-201.

3. Zubkova O.S. Perception Peculiarities of Image Advertising Polycode Texts (Some Results of Experimental Research)
/ O.S. Zubkova, A.V. Annenkova // MJILTM. —2017. — Vol. 7, Iss. 8. — P. 189-202

4. Amnwncumona E.E. JIUHrBUCTHKA TEKCTa M MEKKYJIBTYpHAsI KOMMYHHKANWS (Ha MaTepHaje KPeOoIH30BaHHBIX TEKCTOB):
yuae6. noc. / E.E. AancumoBa— M.: M3naTensckuii neHTp «Akagemus», 2003. — 128 c.

5. 3esarunnesa B.B. [IpoGneMsl mepeBoia HAYYHBIX TEKCTOB aHTIIMACKOTO MEIWIIMHCKOTO TUCKYpCa Ha PYCCKHH S3BIK:
CEMaHTHYECKUH W CHUHTaKcuueckuid acnekTel / B.B. 3BarmnneBa // AkTyanbHBIE TMPOOJIEMBI COBPEMEHHOW T'yMaHUTAapHON
HayKH: OTEYECTBEHHbIC TPAJUIIMU U MEXKTyHApOoIHas pakTuka: c6. mat. — Cumdepomnons, 2017. — C. 161-167.

6. Caernakosa H.b. Peknama, kotopas Bac yousaet / H.B. Cetnakosa. — M.: Beue, 2007. — 176 c.

7. ®enepanbHblit 3aKk0H «O pekaame» Ne 108-D3 ot 18.07.95 1.

Cnucok aurepatypsl Ha anrauiickoM / References in English

1. Gardner R. Reference, image, text in German and Australian advertising posters / R. Gardner, S. Luchtenberg //
Journal of Pragmatics. — 2000. — Vol. 32, Iss. 12. — P. 1807-1821.

2. Nekrasova E. Experimental Study of Multimodal Perception of Verbal Stimuli in the Study of a Foreign Language / E.
Nekrasova // Procedia — Social and Behavioral Sciences. —2015. — Vol. 215. — P. 196-201.

3. Zubkova O.S. Perception Peculiarities of Image Advertising Polycode Texts (Some Results of Experimental Research)
/ O.S. Zubkova, A.V. Annenkova / MILTM. — 2017. — Vol. 7, Iss. 8. — P. 189-202

4. Anisimova E.E. Lingvistika teksta i mezhkul’turnaja kommunikacija (na materiale kreolizovannyh tekstov): Ucheb.
pos. [Linguistics of the text and intercultural communication (based on creolized text): Coursebook] / E.E. Anisimova — M.:
Izdatel’skij centr «Akademijay», 2003. — 128 p. [in Russian]

132



RUSSIAN LINGUISTIC BULLETIN 2 (22) 2020

5. Zvjagintseva V.V. Problemy perevoda nauchnyh tekstov anglijskogo medicinskogo diskursa na russkij jazyk:
semanticheskij i sintaksicheskij aspekty [Problems of English medical discourse scientific texts translation into Russian:
semantic and syntactic aspects] / V.V. Zvjagintseva / Aktual’nye problemy sovremennoj gumanitarnoj nauki: otechestvennye
tradicii i mezhdunarodnaja praktika: sb. mat. [Actual problems of modern humanities: domestic traditions and international
practice: collection of writings] — Simferopol, 2017. — P. 161-167. [in Russian]

6. Svetlakova N.B. Reklama, kotoraja vas ubivaet [Advertisement that kills you] / N.B. Svetlakova. — M.: Veche, 2007. —
176 p. [in Russian]

7. The Federal Law on Advertisement No 108-FZ, July, 18, 1995 [in Russian]

133



