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AHHOTaNNA

B crarbe ommchIBaroTCS pe3ynbTaThl MCCIENOBAaHMS HAPY)KHOH pEKJaMbl B PaMKaxX MEXAMCLUIUIMHAPHOTO IPOEKTa,
HAaIpaBJIeHHOT0 HA M3Y4YE€HHE POJIN JIMHIBUCTHYECKHX CPEJCTB PEKIAMHBIX TEKCTOB B (DOPMHPOBAHUH IEHHOCTHBIX YCTAHOBOK
coryma. MeToJ oM CIUIONIHOW BBIOOPKM OBUTM NPOaHAIM3MPOBaHbl 296 pEKIaMHBIX TEKCTOB, Pa3MELICHHBIX Ha MIUTaX,
6unbopnax, digital-skpanax u T.N. Ha yiaunax r. ExarepuHOypr, KOTOpbIE BIIOCIEACTBHM OBIIM CHCTEMAaTH3MPOBAHBI I10
CTHJIUCTUYECKUM crioco0aM BO3CHCTBHS Ha ajpecara TekcTa. MccnenoBanue mpoBoauiioch ¢ aexadps 2015 mo urons 2020 r.,
aHaN3 PEKJIAMHBIX TEKCTOB, C TOYKH 3PCHUS WX COACPKAHMS M CTIIIMCTHYSCKUX CPEICTB BO3ICHCTBUS MIPOBOJUIICS C YIECTOM
COLIMOKYJIBTYPHOTO KOHTEKCTa M €r0 BIMSHHWS KaK Ha CaMM TEKCTBHL, TaK M HA KOJMYECTBO MECT HApPYKHOW PEKIIAMBI, MX
3aIl0JIHEHHOCTD, TaK W HA HAIPaBJICHHOCTh TOYKH C MO3HWINN CONMANbHOTO 3HadeHM. Ha ocHOBe cTaTucTHIecKoit 00paboTKu
OBLTH OTIpeeNieHbl HanOoJiee YaCTOTHBIE CTHIIMCTUIECKHE CPEACTBA BRIPA3UTEIBHOCTH, HCIIOJB3yeMbIe B HAPY)KHON peKilaMe ¢
[IeNBI0 BO3ICHCTBUS Ha ajipecara.

ABTOpBI CUMTAIOT, YTO pekiiama, OyIydd COIMaIbHBIM WHCTHTYTOM PHIHOYHOTO OOIIECTBA, 3aKpEILUIIET HOBBIE (POPMBI
CO3HaHUS W MOBEJACHUS JIFO/ICH; SBISETCS MEXaHU3MOM IPOM3BOACTBA OOLIECTBEHHBIX IIEHHOCTEI ¥ HOPM, HAIlPaBJICHHBIM Ha
peopraHu3anuIo MOBEJEHYECKUX YCTAHOBOK ITMPOKUX CIIOEB OOLIECTBA.

KroueBble cjioBa: peKaMHBIA TEKCT, LIEHHOCTHBIC YCTAaHOBKH, CPEACTBA SMOTHBHOCTH, CTHJINCTUYECKHE IPUEMBI,
COLIMOKYJIbTYPHBIH KOHTEKCT.
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Abstract

The article describes the results of the study of outdoor advertising collected within the framework of an interdisciplinary
project aimed at studying the role of linguistic means of advertising texts in the formation of the values of society. The method
of continuous sampling was used to analyse 296 advertising texts placed on billboards, digital screens, etc. on the streets of
Yekaterinburg, which were subsequently systematized according to the stylistic methods of influencing the addressee of the
text. The study was conducted from December 2015 to July 2020, the analysis of advertising texts, in terms of their content
and stylistic means of influence, was carried out taking into account the socio-cultural context and its influence both on the
texts themselves and on the number of outdoor advertising spaces, their occupancy, and on the focus of the point from the
standpoint of social significance. On the basis of static processing, the most frequent stylistic means of expression used in
outdoor advertising with the aim of influencing the addressee were determined.

The authors believe that advertising, being a social institution of a market society, reinforces new forms of consciousness
and behaviour of people; serves as a mechanism for the production of social values and norms, aimed at reorganizing the
behavioural attitudes of broad segments of society.

Keywords: advertising text, values, means of emotiveness, stylistic techniques, socio-cultural context.

Introduction

This article deals with advertising texts placed on billboards, and methods of lexical and semantic conveyance of
expression, transmitting an incentive intention and containing value-oriented attitudes.

Adpvertising has penetrated into mass culture that images and texts of advertising messages can often be equated with
precedent phenomena with the same success as characters in works of art, films and television films or TV series, etc. Being
woven into the context of urban space and television discourse, it becomes a part of our life. Advertising tells not only about
what people "should wear and how they should live in order to become a part of a valuable lifestyle, but also about what kind
of person they should be in global consumer communities" [1].

Outdoor advertising, being a channel of non-personal communication and a means of mass influence, is capable of
reaching broad masses of consumers in a very short time; designed to attract attention, is constantly in sight of a potential
buyer. Since a potential buyer encounters it in conditions of short-term contact (street, highway) and the absence of the
possibility of long-term perception, the advertising message should be short and catchy, frequent in the number of person's
contacts with each advertising message, and be quickly remembered.
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Advertising is intended to convey information in a variety of ways from the advertiser representing the seller to the target
audience, which is a potential buyer. Advertising text (hereinafter — AT), as a rule, is short and expressive, since one of its
main tasks is to attract attention. Advertising can perform tasks that are broader than just promoting a product. In this regard,
one of the socially significant tasks is the formation of the consumer’s values. "Social advertising is currently seen as one of
the leading tools for the formation of a model of social behaviour and drawing attention to problems in society" [2] and is
determined by the social context in which it is produced [3].

In each social system, one can identify not only real, but also declared values. It can be assumed that the main criteria of
social values and at the same time irritants can be the media and, especially, advertising, forming a kind of space within which
real values are declared, limited, approved or condemned. Some of the values can play an adaptive role in relation to the
external environment. Advertising begins to create an image of an ideal world in all respects, colourful, comfortable,
pleasurable, including aesthetic; at the same time, in this world, the consumer does not face stress, in contrast to the
surrounding reality. “There is no grief, death or serious illness in the advertising world. In a genre sense, this is the world of
comedy. <...> The world of advertising is a world of ideal functioning " [4]. The artificial world of advertising pushes the
consumer to expand the artificiality of the world as a whole, without worries. The advertising product contains evaluative
constructs as socially approved or not corresponding to the deliberately selected options for solutions, limited by the
framework of the advertising «plot». “Advertising reorganizes behavioural trends in the society substituting in this way the
principle of labour asceticism into hedonistic individualism placing the values of entertainment and consumption on the first
place” 5, P.237].

It is only in the structure of the social system that ensures the institutionalization of normative attitudes and the system of
role expectations that the integration of individuals is ensured, each of whom compares his behaviour with the spectrum of
values, which is determined by the cultural context, acting as a standard or etalon. Cultural tradition dictates the principles of
selecting goals and values, ordering values, building in a certain sense their hierarchy and providing communication based on
symbols.

Social values, in a certain sense, arise and develop like personal values. “After the transformation of the initial biological
needs of a person and their inclusion in the composition of his characterological structure under the influence of social
conditions and changes, this structure reproduces the social system and its ideology” [6, P. 11]. E. Fromm pointed out that
advertising does not appeal to the reason, but to the feeling; like any hypnotic suggestion, it does not try to influence its objects
intellectually. In such advertising there is an element of a dream, a pipe dream, and due to this it brings a certain satisfaction to
a person — just like a movie — but at the same time enhances his feeling of being insignificant and powerless” [7, P. 139]. A
person always has a desire to improve something; therefore, life values should be viewed from two positions.

This approach outlines two types of values — values of reproduction and values of changes. The main concept is to
improve something in your life, for instance, your level of income or family life, at least something that is not always
acceptable by the society. “In the context of marketing, an action would mean that a consumer buys a specific product ... the
reader perceives the idea of a certain lifestyle and works on its implementation ™ [8].

The perception of advertising images, its effectiveness and, as a result, the formation of values is influenced not only by
the content, the relevance of the product, but also the credibility of the commercial (imposing the product as the necessary
one), the form of presentation, the type of advertising, the chosen language means and other means of expression.

To express the advertising intention and mobile influence on consciousness, AT must contain expression, thus, expression
is its key attribute. The means of expression differ in the methods of expression (morphemic, lexical, stylistic, syntactic, etc.)
and are often characterized by social marking.

In our opinion, outdoor billboard advertising contains relevant ways of expressing values. This allows us to assume that
the formation of values in AT is directly related to the choice of means of expression [9], which, in accordance with the basic
rule of communication, will be dictated by the target audience of the AT.

The formation of values in advertising and lexical-semantic means of advertising in this perspective have not yet been
sufficiently studied in linguistics, therefore, we consider it important to identify and characterize the lexical-semantic means of
AT, containing expression and influencing the formation of values.

Research methods

Our goal is to identify and describe the lexical and semantic features of advertising texts that express value-oriented
attitudes.

A. Maslow claimed that the consumer's behavioural acts are motivated to one degree or another [10]; the desire of a
potential buyer is formed under the influence of an advertising message containing information about those important and
useful characteristics of the product that are expected by the target audience. “From the sociologic angle it is essential for
advertising to get the status of a social institution as it reflects the values accepted in the society and develops them forming the
types of social behaviour.... Presenting not only the services or goods, but also social relationships between spouses, staff or
peers” [11, P. 33]. ”The more attractive the characteristics of the product and the expected benefit from the purchasing of the
product are, the more desirable it is. In any form of communication, to increase the effectiveness of the message, the addresser
tries to use various means of expression. In addressing, the formulated conclusion is more effective [12], as well as
argumentation only “for” or presentation of arguments of both sides, the correct positioning of effective arguments in the
message — either in its beginning or in the end, but by the end of the perception of the message, attention may decrease [12].

Expressiveness, emotional colouring, and evaluation characterize the vocabulary of the advertising text. The expressive
syntax of advertising texts is usually limited to simple sentence constructions. This is explained by the desire to formulate the
slogan and the commentary part of the advertising text in a shorter and clearer manner. Expressiveness is characterized by the
presence of units specially designed for its implementation [13]. V.V. Vinogradov presents expressivity as a socially marked,
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emotionally evaluative, subjective category [14]. For a pragmatic function, the lexical meaning of an expressive word is
always broader than the meaning of the corresponding neutral analogue.

The selection of vocabulary in advertising texts is aimed at the implementation of the communicative setting of advertising
— to influence the formation of demand, the creation of ideas about the lifestyle. Consequently, advertising should create an
attractive attitude in the addressee’s mind about how the life of a potential buyer should be. “In social advertising, as a rule,
emotional, rhetorical argumentation is used. The basis for evaluation in social advertising, as a rule, is the moral, aesthetic,
pragmatic criteria that demonstrate the ideas of society about the good and socially approved behaviour ” [2].

The material for the study was 296 AT, belonging to the category of outdoor billboard advertising, placed on the streets of
Yekaterinburg. The study began in December 2015. It should be noted that by now the number of billboards in the city has
significantly reduced [15], [16]: by the beginning of 2019, billboards were dismantled (out of 86 billboard spots we recorded,
about 40 remained within the geographical boundaries of the study), which is due to the fact that billboard advertising did not
always fit into the image of the city or contradicted the logic of architectural development; therefore, the area for detecting
billboards was expanded to streets adjacent to central ones (40% of AT were collected in 2015 — 2016 on central streets, 44 %
of AT — in 2017-2018 on central and adjacent streets, 16% of AT — in 2019 — 1st half of 2020; on the central and adjacent
streets and at the borders on the way out of the city along two highways). By the beginning of April 2020, under the influence
of the situation with the COVID-19 pandemic, the number of billboards occupied by advertising texts decreased (AT decreased
due to the loss of orders by advertising agencies by 70% due to the introduced self-isolation system and, as a consequence, a
decrease in both transport and pedestrian traffic on the city streets) and continued to decline. Outdoor advertising during the
period of restrictive measures during the pandemic has lost its popularity, in connection with this, the geography of the study
expanded to the boundaries on the way out of the city (Moscow and Siberian routes). It should be noted that digital screens
have survived, thanks to the technological capabilities; it was possible to broadcast several thematic ATs on each of them,
which, in the light of the pandemic events taking place in the country and the world, were reoriented to social advertising. The
period of April — May was the most difficult from the point of the psychological well-being of the population of the country
and the city; it was especially difficult for medical workers. At this time, radical decisions were also made at the level of the
Government of the Russian Federation (lowering the interest rate on loans, mortgages, payments to families with minor
children) — all this influenced the content of AT and, accordingly, determined the vectors of sociocultural values transmitted
by AT.

The choice of the research material is due to the fact that this type of outdoor advertising is one of the most widespread
and is placed on city streets along sidewalks, roadways, and highways. AT were collected by continuous sampling. Each AT
was described in terms of the plot and content characteristics; the revealed lexical units containing expression were processed
by the method of stylistic analysis; all collected units were given axiological characteristics. The obtained data were classified
according to the method of conveying expression; on the basis of static processing, the most productive stylistic means
(morphological, lexical, syntactic and graphic that have expression and the potential to actualize value preferences have been
identified.

In the course of the study, the lexical-semantic methods of expressing the emotiveness and expressiveness of AT which
influence the formation of values were identified, AT in outdoor billboard advertising were studied and distributed according
to the way of conveying the expression.

Discussion

Key results

During the study, 45 devices (morphological, lexical, syntactic, graphic and stylistic) that perform the functions of
influencing addressees and influencing the formation of value preferences were identified. The analysis of the collected
materials showed that advertising texts on billboards fit into the traditional classification of specific components of an
advertising text, such as a logo, slogan, main text, and requisites [17].

Brevity, or even conciseness is a common property of all collected advertising texts used in outdoor billboard advertising,
due to their specificity. In the AT, only those expressive means are used that allow for influence a potential consumer within a
small amount of text. Thus, among the stylistic devices in the materials collected, texts containing allusions were revealed (3
sets of 7 pages daily and the result is visible in a week / read it — with L.N. Tolstoy, A.S. Pushkin, A.P. Chekhov in sports
uniform on a billboard — 8 AT; allusion to sports services advertising — probably weight training; the true content of the text
is revealed through the image (one can also find a hint through one word ("pages” instead of a specific aspect for this type of
service — press, push, etc.); syntactically, the sentence is performed using ellipsis; an address using the singular imperative is
also used, which limits the target audience by age criterion — youth). The sample uses advertising for the Rait store: the
phrase "Mazaszun ons xopoweti scusnu” (Store for a good life) as the main text, which, judging by the observations, is the
motto of the named store; then the content is distributed through a list of goods at an attractive price, i.e. in accordance with the
third criterion, — the phrase contains the allusion to the idiom "ne om xopoweii scusnu” (life is not a bed of roses). The
allusion can be matched to a wide variety of situations; for example, the AT of the [Bis]interior company sends the
consciousness of the addressee to the traditional situation of advertising campaigns — buy something and get a gift, here —
"myorc na wac"” (rent-a-gent for an hour) as a gift, and the service itself is not described — apparently, it should be clear by the
virtue of company's name, and part of the phrase "na wac" (for an hour) is given in very small print. This graphic design
prompts the target audience — single women and women, whose spouses do not do “manly chores”. Graphic means of
expression enrich the informative part of the statement, attract the client's attention and use the combination of text and image
[18,P. 191].

Relatively active use of the metaphor is noted in the AT selected for analysis: in advertising of banking services "Taxmuxa
sawumul sauux coepexcenuti” (Tactics of protecting your savings) (denotation strategy in chess VS connotation bank deposit),
the use of a chess piece in the design suggests the meaning of the phrase; in advertising of new apartments "/Joma,
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npodymannsie cepoyem” (Houses thought out by the heart) (denotation of high-quality houses VS connotation made with love);
in advertising of Beeline communication services "3aceinem 6onycamu” (Let's flood with bonuses!) (Denotation pour a lot of,
cover something VS connotation a lot of additional services for free), in addition, a spelling error is noted here, which is also
typical for the advertising language ("3aceimem" instead of "3acwimiem”, the colloquial form of the verb "3achlnams”); in the
advertising of snow tyres "3ummuas npoodasxca wun — ckanounasckuu Gislaved. Meosedicvss xéamka meoe2o
asmomobunn" (Snow tire sale — Scandinavian Gislaved. Bear grip of your car) (denotation of bearish force VS
connotation good road grip). The given examples from the point of their content show the prevalence of consumers' desires.
The use of metonymy is quite active: INVITRO — "O uwem TOBOPAT 2opmonut” (What do hormones SAY); "Illapmawickuii
pvinox  IIPUTTIAIIAET  cenvckoxosaiicmeeHHvle  npeonpuamus,  Qepmepckue u  KpecmwvaHckue xoszaucmea K
COTPY/IHUYECTBY" (Shartash market INVITES agricultural enterprises, farms and peasant households TO COOPERATE).

Advertising texts for 2020 reduce the number of allusions and metaphors, for example, advertising of housing as the merit
of family values and comfortable life, is carried out through numbers indicating a low percentage of mortgages, which is
associated with the decisions of the Government of the Russian Federation to reduce the mortgage rate, on the one hand; the
long-term home lockdown led to the emergence of the slogan "/foma nyunre!" (Home is better!)”, which became the leading
one in the sphere of advertising texts and influenced their content and the lexical-semantic devices used — allusion, epithets,
and numbers (OBI. [Joma xopowo. Hadesxcnee u nadexcrnee) (OBl. Home is better. More and more reliable); Ha noxynky
keapmupsl 6 yHugepcumemckom. Hnomexa 0% (For the purchase of an apartment in Universitetsky. Mortgage
0%), Unomexa 6% ecem. Ilepswiii 83noc naamum sacmpouwux (Mortgage 6% for everyone. The first installment is paid by the
developer). The analysis of advertisements in the period of COVID-19 indicates the increase in family values and health
values.

The use of anaphora and epiphora during the research period is a rare phenomenon, which is due precisely to the specifics
of billboard advertising — the brevity/conciseness of the text; there is not enough space on the shield for creating chiasm. In
the studied AT prior to COVID-19, the lexical anaphora "Hoeanvrnoe mecmo, Hoeanvnozo ous..." was found, as well as an a
grammar epiphora in advertising of TELE2 telecommunication services "/Jopoecou uHmepHem? ¥ nacHem", reinforced by an
alliteration and a rhetorical question containing an indication of the problem, with a proposal for its solving. An advertisement
for a home goods supermarket contains grammar epiphora "Maxcudom. Bece JIVHIIIEE 6 dom", reinforced with a hyperbole
and usage of numbers 40,000 products and 300 m (the distance from a billboard with an advertisement of a store to the store
itself, an arrow indicating the direction to the store is also included in the AT). In a taxi
advertisement, "Ilpuesoscati, mor mym mycum! 3axaxcu Maxcum"” (Come, we're hanging out here! Order Maxim) the epiphora
is enhanced by the imperative singular appeal npuesorcaii and 3axascu, included in the rhetorical exclamation, which rather
indicates the age of the target audience, this assumption is confirmed by the use of the slang mycum. Is it worth mentioning that
numbers were used as the expressive means during the pandemic period, for instance, the company CITYMOBIL gave a 30 %
discount every day.

Artistic ambiguity (dilogy) is another rarely used device. The AT of United Russia political party is as follows: "Hayuum!
Hocmpoum noegwvre wixoavt s 144 000 ypanvckux peosm" (We will teach! We will build new schools for 144,000 Ural
children). On the one hand, the verb “nayuum” is in the literal sense — a statement on behalf of the largest party in the Russian
Federation, on the other hand, it is a hint to the addressee that 144,000 children will be able to learn in the new schools;
strengthening of AT occurs due to rhetorical exclamation. In another AT of SMU-3 company, "IIpesocxoocmeo onvima",
(Excellence of experience) placed in front of the figure "65" (age of the company), suggests not only great experience, but,
apparently, "excellent" craftsmanship. A language game — stylistic device, akin to dilogy, is used in the selected ATs
somewhat more often than anaphora and epiphora, but it is not frequent: advertising for a credit card of Alfa-Bank
"ITymewecmeyii no kapme" (Travel by card) places a geographic map and a credit card on the same shelf.

Among the figures of speech identified on the billboards, one can also name the hyperbaton: the AT "Meb6ens kymu! 200
000 p momyuu!" (Buy furniture! Get 200 000 rubles!) (Poltinnik furniture store) is amplified by rhetorical exclamation. The AT
"TIpuxoaute Kk HaMm — peanbHble AeHbrH Beerma' (Visit us — always real money) is intensified with epithet "peansnbie” in the
above phrase and "moporo" in a statement posted on the same board — "Texuuky — moporo" (Electronics at a price). The first,
being a qualitative adjective with neutral semantics, acquires expression due to the context, which discusses the prices for the
brought precious metals, their correspondence with the market level and in comparison — the high price for equipment. The
second example is an adverb that in this context can be attributed to designation of the measure. Numbers are actively used in
the AT: “Cottage villages from 350 thousand rubles. 12 km from the city», "LG Glass installment plan 0% O rub. 24.833
payment per month), etc. The numbers always indicate special offers and act as the incentive for the purchase. The codes with
consumers’ desires , the material well-being are quite obvious here.

Expressive syntax is also quite actively used in the ATs of outdoor billboard advertising up to March 2020. So, we noted
such constructions of expressive syntax as asyndeton: "/[us ro0vix unomapox. Aesmosanuacmu, macaa, pacxoonuxu" (For any
foreign cars. Auto parts, oils, consumables). Moreover, one more way of presenting information with no conjunctives was
identified, they were replaced by a kind of simulacrum in the form of a "+" sign: "ZJom + 3emnsn + cemu" (House + land +
networks); the classification of this AT as conjunctionless is optional.

During the analysis of advertising texts, containing figures of speech and other means of expression, as we have already
noted, in a number of cases the strengthening of the text occurs through the use of rhetorical questions, rhetorical appeals and
rhetorical exclamations, for example: Jasau, 3aezocaii! (Come on, move!) (new built house), VolskwagenTouareg. Bxnaowigaui
6 cuny! (Invest in power!), lapanmus nywwen yenvl. Hawnu dewesne? Crusum yeny! (Best price guarantee. Found cheaper?
We'll reduce the price!). Axiological direction of such advertisements lies within giving information about the price, which can
indicate a high social status of its owner. At the same time the necessity to install a special seat for a child in the car appeals to
the social responsibility of each person.
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One of the typical examples of the other sign system resources exploitation is the spelling of the product name in a foreign
language, the inclusion of the Latin characters can be designated as the frequency device in billboard AT: "Dario”,
"Volkswagen Touareg", "LG". Note that such graphic design is used either for naming a product or brand (luxury watches); in
this case, neither the address nor the cost of the goods was indicated — it was an advertisement "for insiders", who knows the
place of sale and the price of the goods, a secret for inner circle, concurrently, arousing the interest of those others, who are
"not initiated": "Ulysse Nardin. Watches studio. MarineDive", "CERTINA", "TomFordNoir".

The expression of the verb based on the context is used to bring satisfaction of our needs. The historical present is marked
in the AT "Kapvepa nauunaemcsa cecoous" (Career starts today); perfective future tense is applied to indicate quickly
changing, repetitive actions irrespective of the moment of speech in the AT "l'apanmusa nyuweii yenor. Hawnu oewesne? Crus
um yeny!" (Best price guarantee. Found cheaper? We’ll reduce the price!). The verbal expressiveness was also applied by
including the imperatives: "Cmompu mens na nobom sxpane!” (Watch me on any screen!), "3axaowcu maxcu!" (Order a taxi!).

In some cases, proper names were used, and not in every instance known to the consumer in this capacity: "SIBSEN", the
syllables in the proper name are rearranged — in the original, "Sen Sib" is the name of the Thai theory of human energy
structure (Thai, "sen" — " line "," sib "- ten). Only residents of Yekaterinburg know RT, containing the name of the Antey
hotel.

Special mention should be made of precedent names. If at the initial stage of the research they were used quite rarely —
B noovesoe Kyunoscu ocmanocs 16 keapmup (16 apartments remained at the Kuindzhi entrance hall), Beibepume ceoro Hop
oanuro. (Choose your own Jordan), [Ipupoonvie SPA-yenmpor na Mepmeom mope (Natural SPA centers at the Dead
Sea), LG, — then during the pandemic their amount increased — precedent names began to be endowed with symbolic
meaning. The "doctor" became a precedent name for pointing out the heroic work of medical professionals: "Cracuéo,
odokmop" (Thank you, doctor), "Hcmopuu meduros-eepoes yumatime na El.ru" (Read the stories of heroes on El.ru). The
slogans are personalized — the names of specific people are indicated. Precedent phenomena appeared daily on the digital
screens in their entirely (precedent situations, names and dates: July 25, 1984. Pilot-astronaut S. Savitskaya. The first
spacewalk of a woman). The precedent name is recognizable, it corresponds to certain standards and serves as a guide for those
who want to enter the circle of people who recognize these precedent phenomena or names.

In general, the following means of emphasis were distinguished in the ATs: alliteration, allusion, lexical anaphora,
antithesis, antonomasia, asyndeton, blending, brand, hyperbaton, hyperbole, verb, gradation, grammatical error, dilogy, word
play, imperative, proper noun, foreign language inclusions, metaphor, metonymy, appeal, homogeneous series, personification,
parallelism, parentese, parceling, rethinking (re-decomposition), phraseology, repetition, superlative degrees of adjectives,
precedent phenomena, rhetorical question, rhetorical exclamation, rhetorical address, description “product/service and seller,
address”, description of “service”, numbers, expressive morphemics, ellipsis, epithet, epiphora. The ratio of the use of
expressive means in the studied texts is shown in the figure 1.
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Fig. 1. — Distribution of means of expression in the studied advertising texts
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In the period of 2015 — 2020 the studied ATs do not contain any regular stylistic features. The ATs observed in April —
July 2020 differ significantly in terms of the object: there is no advertising of suburban housing, expensive items (furniture,
jewelry, perfumes, etc.), tourist tours and centers, and for the most part the texts acquire signs of social advertising, where “not
only a specific person can act as an authority, but also a certain social or professional group to which a potential recipient
belongs” [2]. During the pandemic family values came to the foreground “Iloiimaii ux ecex. Macnum cemetinviii” (Catch’em
all! Magnit family market); home comfort “Mebens sawezo doma”, “Uyoomexa! 0%”, “Amomcmpoir” (Your home furniture,
Chudoteka 0%, Atomstroy); services and means of communication retained their relevance “Ilepexooume na iPhone SE —
byoem mowmo om 39990 p. Paccpouxa 0-0-18” (Upgrade to iPhone SE — Be mighty from RUR 39,990 Installment plan 0-0-
18), “Yecmuvie 360nku enympu cemu. Tele2” (Honest calls within the network. Tele2); taxi services “3a eopoo co ckuokou 20
%. Anoexc maxcu” (To the uptown with a 20% discount. Yandex taxi); housing sales “Koeda psi dom ¢ nasiocem. Unomexa 4,9
6% (House near the beach. Mortgage 4.96%), “Ilocreonue sudoswie keapmupwur” (Last view apartments); home redecorating
“Monmadic namsicHbix nomosakos om 2990 py6” (Installation of stretch ceilings from RUR 2990),
“UImyxamypka Ipuma nracm. Hoeanvno evipasuusaem. BROZEX” (Prima plast plaster. Aligns perfectly. BRONZEX). New
feature in the content of the AT is an appeal to socially significant issues — the work of medical workers, historical memory,
the formation of a responsible attitude to one's own health and the health of others. The use of lexical and stylistic means of
expression has decreased, the imperative, epithets, numbers, the use of foreign language spellings, proper names, rhetorical
appeal, metaphor, metonymy are most widespread. The number of precedent phenomena increased "Cracubo,
ooxmop! Ums, pamurus” (Thank you, doctor! Name) (of a health worker with an indication of the hospital where the specified
person works); dates related to historical events in Russia (military history, space, scientific achievements, etc.) and objectively
informative statements “15 0demckux caouxog psioom”, «l1 schools within a walking distancey,
“Pacnpooadica. Ckuoku 00 50% no kapme IKEA Family”, “Cnyxoswie annapamer” (“15 kindergartens nearby”, “Sale.
Discounts up to 50% with IKEA Family card”, “Hearing aids”).

Conclusion

An important attribute of the AT is the presence of an attitude that corresponds to the ideas about the standard of living
spread in society, which is due to the prevalence of hedonistic values in the modern world, praising the cult of pleasure as the
highest good, and the values of self-preservation; the ones and the others, having received metaphorical development, can be
conveyed in the form of various patterns displayed by various expressive means of language.

A frequently used strategy in advertising discourse is the affiliation of advertising object with some value that is important
for the target audience, but not directly related to the advertised product or service. This method of affiliation with values is
very effective and is usually implemented mainly through metaphorization, which triggers the mechanism of associating
concepts.

To sum up, stylistic devices in the advertising text contribute to the formation of value orientations. The choice of stylistic
devices for the implementation of the appropriate impact depends not only on the advertised product, but also, as the situation
with COVID-19 has shown, on the context of the socio-psychological conditions and well-being of the population. In most
cases, to maximize the emotional and psychological impact of the advertising text on the recipient, stylistic devices are not
used separately, but form a convergence of heterogeneous techniques subordinate to one pragmatic goal of influencing the
value attitudes of the target audience and performing common functions in the advertising message. «Speech statements in the
structure of the communicative strategy of verbal persuasion are characterized by motivational and pragmatic orientation,
initiating such a reaction of the addressee, in which he does not ignore the content of the advertising message, but rather
distinguishes it from the flow of advertising messages, trying on its importance in solving their own problems» [19, P. 16].

It should be noted “values are abstract ideals, while norms are certain principles or rules that people are expected to
follow” [20, P. 35]. Both the declared and the real values may lose their relevance for the individual, and values that cease to
satisfy the individual lead to the need to revise them. The analysis of the collected ATs and the socio-cultural context gives
grounds to assert that the changed value comes to the place of the outdated one and begins to shift in the hierarchy towards
values of a higher order as they become actualized. Such values are formed under the influence of the surrounding reality, to
which a person must adapt, accepting the declared values. “... stylistic devices and figures introduce value meanings into the
addressee’s intentional focus that are in tune with his emotional state and they become instruments of illocutionary influence.
The choice by the addresser of a meaning that is meaningful for the addressee and an attractive linguistic «packaging» for this
meaning contributes to the achievement of the illocutionary goal of the advertising message” [21]. The effectiveness of value
constructs is directly related to the quality of the advertising product, the way it is presented and included in communication.
“Being one of the priority sources of value formation... advertising plays not only an informative role, but also performs a
financial one with the orientation on moral principles and appropriate behaviour” [22, P. 813].

Overall, there are conditions that determine the restructuring of the value system by the social system itself, and under the
influence of factors subjectively estimated by this system, destroying the social system of values and affecting the
redistribution of values in the hierarchy of values of this social system [24]. In general, the AT in the current sociocultural
context pay attention to the most significant social problems, react to the current social situation, and act, in a sense, as a means
of forming value preferences of citizens.

Kon¢paukr unrepecon Conflict of Interest
He yxaszan. None declared.

99



RUSSIAN LINGUISTIC BULLETIN 3 (23) 2020

Cuucox aurepatypsl / References

1. Magalhdes 1. Critical discourse analysis and the semiotic construction of gender identities [Dnexrponnsiii pecypc] / L.
Magalhaes / DELTA. - 2005. - Vol.21. —P. 179-205. Sao Paulo. - URL:
https://www.scielo.br/scielo.php?script=sci_arttext&pid=S0102-4450200500030001 1 &Ing=en&tlng=en (nara oOpalleHust:
23.07.2020).

2. Tepckux M.B. IIpuemsl Bo3zeiicTBus B coluanbHOl pexname [DnekrpoHHslil pecypc] / M.B. Tepckux, O.A. 3aiinesa //
Kommynukarusubie uccnenoBanus. 2015. Ne3 (5). — C. 202-204. — URL: http://com-studies.org/images/magazine/2015/ki32015.pdf
(nata obpamenus: 24.07.2020).

3. Ononye C. F. Socio-stylistics of cigarette advertisement in Nigerian print media discourse [Onextponnsiii pecypc] / C. F.
Ononye // In Uniuyo journal of humanities. - 2014. - Ne 18 - 179 - 200. URL:
https://www.researchgate.net/publication/301543678 (nata oopamienus: 23.07.2020).

4. Wpanenko E.A. Pexnama kak nepBas peanbHocTh wian 100% cok u3 rmasHoro s6noka [OnextponHslid pecype] / E.A.
WBanenko // Mixtura verborium: Tonosorusi coBpemennoctu: C6. cr. / [Tox o6ur. pea. C.A. Jlumaesa. — Camapa: Camap. TyMaHUT.
akan., 2007. - URL: http://www.phil63.ru/reklama-kak-pervaya-realnost-ili-100-sok-iz-glaznogo-yabloka, cBoGoanblil. (naTa
oOpamienus: 24.07.2020).

5. VYpanesa E. E. OyHkiuoHambHas poiib peKiIaMbl B Ipolecce (OPMUPOBAHHS IICHHOCTHBIX OPHUEHTAIIMHA MOJIOACHKH:
Conmonornueckuii acriekt / E. E. Ypanesa [DOnexrponnsiii pecypc] // Permonomorus. — 2009. — Ne3. — C. 236-242. — URL:
https://regionsar.ru/sites/default/files/pdf/ireg_2009 3.pdf (nara obpamenus: 15.06.2020).

6. Paiix B. IIcuxonorus macc u gammusm / B. Paiix. — M.: OO0 «M3natensctBo ACT», 2004. 539, [5] c. — (Philosophy).

7. ®pomm 3. BerctBo ot cBob0abl / Dpomm . - M.: ACT, 2006. - 571 c.

8. Koller V. Analysing collective identity in discourse: social actors and contexts [Onexkrponnslii pecypc] / V. Koller // Semen
[Online]. - 2009. - Ne 217. - P. 1-35. - URL:
https://www.academia.edu/2996695/Analysing collective_identity in_discourse_social_actors_and_contexts Texte anglais original
(nara obOpamienus: 24.07.2020).

9. Bemnoa M.A. CTuimcTHYECKHE HPHEMBI B PEKJIAMHOM TEKCTe KaK CPEACTBO BO3JCHCTBHS HA IIEHHOCTHBIC OpPHEHTAIINH
aynuropun [OnektpoHHblid pecypc] / M.A. benoa // Ilennoctm u cwmbicasl. — 2010. — Nel (4). C. 110-117. — URL:
http://docplayer.ru/25895248-Cennosti-i-smysly-2010-1-4.html (zata ob6pamenus: 24.07.2020).

10. Macnoy A. MoTuBauus U JIMYHOCTh [DneKTpoHHBIH pecypc] / A. Macnoy; Ilep. A.M.Tatnsi6aeBoit, Tepmunon. npaBka B.
Januenko. N.Y.: Harper & Row, 1970; CII6.: EBpazus, 1999. 316 c. — URL: http://duhovniypoisk.com/psychology/maslou.php (nata
obpamienus: 24.07.2017).

11. Kpacosa E. IO. Monozaexp B LIEHHOCTHOM HOTOKe pekjaMHON MHopMmanuu [DnexTpoHHslii pecypc] / Kpacosa E. 1O.,
Crykanosa B. B. // Bectauk BI'Y. — 2010. — Ne 2. — C. 33 — 40. (Cepust: Ucropus. INonuronorus. Corwmonorusi). — URL:
http://www.vestnik.vsu.ru/pdf/history/2010/02/2010-02-04.pdf (nara o6pammenus: 20.07.2020).

12. Kotnep ®. OcHoBbl Mapkerunra. ['masa 14. IlponBmwxeHme TOBapoOB: CTpaTerusi KOMMYHHKAIIMH W CTUMYJIAPOBAHUS
[Onexrponnsiit pecypc] / Ilep. B. b. bobpoB. — M., 1990. https://gtmarket.ru/laboratory/basis/5091/5105 (mara oOpateHus:
20.07.2020).

13. MatBeesa T.B. Jlexcuueckas sxcnpeccuBHOCTS B si3bike / T.B. MarseeBa. — Cepanosek: YpI'Y, 1986. — 92 c.

14. BunorpaznoB B.B. Pycckuii s3bik (I'pammarudeckoe yueHue o ciose): Yueb. mocodue ans By3oB /OtB. pea. I'. A. 3omoToBa.
—4-e uzn. — M.: Pyc. 513, 2001. — 718 c.

15. O6 yrBepkAeHMHM TOpPSIKA MO pa3pabOTKe W YTBEP)KACHUIO CXEMbl pa3MEIICHHs PEKIaMHBIX KOHCTpyKuuii: ITpukas
MuHuCTepCTBa 10 YIPABISHUIO IOCYIapCTBEHHBIM UMYyIecTBOM CBepioBckoil obnactu ot 14 nexabps 2017 rona N 2642/ — URL:
http://docs.cntd.ru/document/452957729 (nata obpamienus: 24.07.2020).

16. @3 «O pekname» N 38-O3 or 13 mapra 2006 r. (¢ usmeHenusmu Ha 13 mons 2020 rogma). Cr. 19. — URL:
http://docs.cntd.ru/document/901971356 (nata obpamenus: 24.07.2020).

17. Pomanosa T.I1. Crioransl B coBpeMeHHOU pekiame [Dnekrponnsiii pecypce] / T.IT. Pomanosa // Bectauk CamI'V. — Camapa,
2000. — Ne 3. C. 1-7 — URL: http://www.ssu.samara.ru/~vestnik/gum/2000web3/yaz/2000 (nata obpamenus: 24.05.2016).

18. Lundmark C. Lulea University of Technology Department of Languages and Culture [Dnekrponnsiii pecypc] // Linguistics
in the Midnight Sun. — 2005. — 42. — 215 p. — URL: https://www.diva-portal.org/smash/get/diva2:999922/FULLTEXTO1.pdf (nara
obpamienus: 24.05.2020).

19. Mupomanuerko I'.A. KoMMyHUKaTHBHAsI CTpaTerusi BepOANbHOTO YOSKICHUS B POCCHHCKOM TEIEeBH3MOHHON pekiame /
Mupouranuenko I'.A. // Russian linguistic bulletin. — 2018. — 4 (16). — C. 15 — 18. — URL: http://rulb.org/ru/article/communicative-
strategy-of-verbal-persuasion-in-the-russian-television-advertising/ (zata o6pamenus: 24.07.2020).

20. Tunnenc 3. Coumornorus / O. T'manenc; [lep.: bepkor A. B., Mypart B. I1., Onbmesckuit U. B., Ynpsunosa U. J1., Xnonux A.
J. —M.: Enutopuan YPCC, 2005. — 632 c.

21. Maneiruna A. C. CTUaucTHYECKUE CPEACTBA PETPE3SHTANH [IEHHOCTHBIX CMBICIIOB B PEKJIAMHOM JUCKypCe [ DIeKTpOHHBII
pecypc] /Al C. Mansiruna  // Magister  Dixit. - 2011. - Ned. C. 128-133. -  URL:
https://e.lanbook.com/reader/journal Article/214117/#2 (nata oOpamienus: 24.07.2020).

22. Tonmauepa C.B. Posb pexnambl B GOpMUPOBaHUU LIEHHOCTHBIX OpUEHTAIMH Monojexu I. TiomeHu [DIeKTpoHHBIH pecypc]
// ®dynpameHtaibpHble uccinemoBanus. — 2013, — Ne 114, — C. 810-814; URL: http://www.fundamental-
research.ru/ru/article/view?id=33209 (nata o6pamenus: 23.07.2020).

23. I'ymunes JI. H. OtHorenes u 6uochepa 3emuu / JI. H. I'ymunes. — JI: T'uapomereounsaar, 1990. — 528 c.

Chnucok autepatyphbl Ha anrjuiickom / References in English

1. Magalhdes I. Critical discourse analysis and the semiotic construction of gender identities [Electronic resource] / I.
Magalhdes // DELTA. —2005. — Vol.21. —no.spe Sdo Paulo. — URL: https://www.scielo.br/scielo.php?script=sci_arttext&pid=S0102-
4450200500030001 1 &Ing=en&tlng=en (accessed: 23.07.2020).

2. Terskih M.V. Priemy vozdejstvija v social’noj reklame [Manipulation techniques in social advertising] [Electronic resource]
/ M.V. Terskih, O.A. Zajceva // Kommunikativnye issledovanija [Communicative research]. 2015. Ne3 (5). — URL:
https://cyberleninka.ru/article/n/priemy-vozdeystviya-v-sotsialnoy-reklame (accessed: 24.07.2020). [in Russian]

100



RUSSIAN LINGUISTIC BULLETIN 3 (23) 2020

3. Ononye C. F. Socio-stylistics of cigarette advertisement in Nigerian print media discourse [Electronic resource] / C. F.
Ononye // In Uniuyo journal of humanities. - 2014. - Ne 18 - 179 - 200. - URL:
https://www.researchgate.net/publication/301543678 (accessed: 23.07.2020).

4. Ivanenko E.A. Reklama kak pervaja real’nost’ ili 100% sok iz glaznogo jabloka [Advertising as the primary reality or 100%
juice from the eyeball] [Electronic resource] / E.A. Ivanenko // Mixtura verborium: topologija sovremennosti Sb. st. / Pod obshh. red.
S.A. Lishaeva. [Mixtura verborium: topology of the modernity: Articles edited by S.A.Lishaev] — Samara: Samar. gumanit. akad.,
2007. — URL: http://www.phil63.ru/reklamra-kak-pervaya-realnost-ili-100-sok-iz-glaznogo-yabloka, free (accessed: 24.07.2020). [in
Russian]

5. Uraleva E. E. Funktsionalnaya rol reklamy v protsesse formirovaniya tsennostnykh oriyentatsiy molodezhi:
Sotsiologicheskiy aspekt [Functional role of advertising in the process of formation values among youth: sociological aspect]/ E. E.
Uraleva [Electronic  resource]/ Regionologiya [Regionology]. — 2009. — Ne3. — P. 236-242. - URL:
https://regionsar.ru/sites/default/files/pdf/ireg 2009 3.pdf (accessed: 15.06.2020). [in Russian]

6. Rajh V. Psihologija mass i fashizm [Psychology of masses and fascism] / V. Rajh. — M.: OO0 «lzdatel’stvo AST» [Moscow:
AST Publishing House], 2004. 539, [5] p. — (Philosophy). [in Russian]

7. Fromm Je. Begstvo ot svobody [Escape from freedom]. - M. [Moscow]: AST, 2006. — 571 p. [in Russian]

8. Koller V. Analysing collective identity in discourse: social actors and contexts [Electronic resource] / V. Koller // Semen
[Online]. — 2009. — Ne 27. — Semen. Revue de sémio-linguistique des textes et discours. — 2010. — P. 1 - 35. — URL:
https://www.academia.edu/2996695/Analysing_collective identity in_discourse social actors and contexts Texte anglais original
— URL: http://journals.openedition.org/semen/8877; DOI: https://doi.org/10.4000/semen.8877 (accessed: 24.07.2020).

9. Belova M.A. Stilisticheskie priemy v reklamnom tekste kak sredstvo vozdejstvija na cennostnye orientacii auditorii [Stylistic
devices in the advertising text as the manipulation technique on value orientation of the audience] [Electronic resource] / M.A.
Belova // Cennosti i smysly [Values and senses]. — 2010. — Nel (4). P. 110-117. — URL: http://docplayer.ru/25895248-Cennosti-i-
smysly-2010-1-4.html (accessed: 24.07.2020). [in Russian]

10. Maslou A. Motivacija i lichnost’ [Motivation and personality] [Electronic resource] / A. Maslou; Per. [Translation] A.M.
Tatlybaevoj, Terminol; pravka [editing] V. Danchenko.. N.Y.: Harper & Row, 1970; SPb.: Evrazija [St.Petersburg.: EuroAsia], 1999.
316 p. — URL: http://duhovniypoisk.com/psychology/maslou.php (accessed: 24.07.2017). [in Russian]

11. Krasova E. Yu.. Stukalova V. V. Molodezh v tsennostnom potoke reklamnoy informatsii [Youth in the value flow of
advertising information] [Electronic resource]// Vestnik VGU [Journal of VSU]. — 2010. — Ne 2. — P. 33 — 40. (Seriya: Istoriya.
Politologiya. Sotsiologiya [Series: History. Politology. Sociology.]). — URL: http://www.vestnik.vsu.ru/pdf/history/2010/02/2010-02-
04.pdf (accessed: 20.07.2020). [in Russian]

12. Kotler F. Osnovy marketinga. Glava 14. Prodvizhenie tovarov: strategija kommunikacii i stimulirovanija [Introduction to
marketing. Chapter 14. Promotion: communication strategies and incentives] / Per. [[lepeBoa] V. B. Bobrov. — M.[Moscow], No
publishing house, 1990. — URL: https://gtmarket.ru/laboratory/basis/5091/5105 [in Russian]

13. Matveeva T.V. Leksicheskaja jekspressivnost’ v jazyke [Lexical expressiveness in language] / T.V. Matveeva. — Sverdlovsk,
UrGU, 1986. 92 p. Vinogradov V.V. Russkij jazyk [Russian] / V.V. Vinogradov. — M. [Moscow], 1972.

14. Vinogradov V.V. Russkiy yazyk (Grammaticheskoye ucheniye o slove) [The Russian Language (Grammar aspects of the
word)]: Ucheb. posobiye dlya vuzov [Coursebook for universities] /Otv. red. [Chief editor]G. A. Zolotova. — 4-¢ izd. — M.: Rus. yaz.
[Russian]. 2001. — 718 p. [in Russian]

15. Ob utverzhdenii poryadka po razrabotke i utverzhdeniyu skhemy razmeshcheniya reklamnyh konstrukcij: Prikaz Ministerstva
po upravleniyu gosudarstvennym imushchestvom Sverdlovskoj oblasti [About the design and confirmation of the advertising
constructions: Decree of the Ministry of State Affairs in Sverdlovsk region] ot 14 dekabrya 2017 goda N 2642 ot 14 nexabps 2017
roga N 2642/ — URL: http://docs.cntd.ru/document/452957729 (accessed: 24.07.2020) [in Russian]

16. FZ «O reklame» N 38-FZ ot 13 marta 2006 g. (s izmeneniyami na 13 iyulya 2020 goda) [Federal Law «About Advertisingy»
N 38-FZ from 13, March, 2006 (with the amendments on 13, July, 2020)]. St. 19. — URL: http://docs.cntd.ru/document/901971356
(accessed: 24.07.2020) [in Russian]

17. Romanova T.P. Slogany v sovremennoj reklame [Slogans in modern advertising] [Electronic resource] / T.P. Romanova //
Vestnik SamGU [Vestnik SamGU]. — Samara, 2000. — Ne 3. — URL: http://ssu.samara.ru/~vestnik/est/ (accessed: 24.05.2016). [in
Russian]

18. Lundmark C. Metaphor and Creativity in British Magazine Advertising / C. Lundmark; Lulea University of Technology
Department of Languages and Culture // Linguistics in the Midnight Sun. — 2005. — 42. — 215 p. — URL: https://www.diva-
portal.org/smash/get/diva2:999922/FULLTEXTO1.pdf (accessed: 24.05.2020).

19. Miroshnichenko G.A. Communicative strategy of verbal persuasion in the russian television advertising // Russian linguistic
bulletin. — 2018. — 4 (16). — P. 15 — 18. [in Russian]

20. Giddens Je. Sociologija [Sociology] / D Je. Giddens; Per.[Transl.]: Berkov A. V., Murat V. P., Ol’shevskij I. V., Ul’janova L.
D., Hlopin A. D.— M. [Moscow]: Editorial URSS [Editorial URSS], 2005. — 632 p.

21. Malygina A. S. Stilisticheskie sredstva reprezentacii cennostnyh smyslov v reklamnom diskurse [Stylistic devices in
representation of value senses in advertising discourse] [Electronic resource] / A. S. Malygina // Magister Dixit. — 2011. — N4, —
URL: https://cyberleninka.ru/article/n/stilisticheskie-sredstva-reprezentatsii-tsennostnyh-smyslov-v-reklamnom-diskurse (accessed:
24.07.2020) [in Russian]

22. Tolmacheva S.V. Rol reklamy v formirovanii tsennostnykh oriyentatsiy molodezhi g. Tyumeni [The role of advertising in the
formation of values among youth in Tumen]// Fundamentalnyye issledovaniya [Fundamental Research]. — 2013. — Ne 11-4. — P.810-
814. — URL: http://www.fundamental-research.ru/ru/article/view?id=33209 (accessed: 23.07.2020). [in Russian]

23. Gumilev L. N. Jetnogenez i biosfera zemli [Ethnogenesis and the Earth biosphere] / L. N. Gumilev. — L. [Leningrad]:
Gidrometeoizdat [Hydrometeoizdat], 1990. — 528 p. [in Russian]

101



