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LINGUOCULTURAL ASPECT OF STRATEGY OF 

PERSUASION IN ENGLISH POLITICAL DISCOURSE 

 
The article deals with linguocultural aspect of the strategy of 

persuasion in English political discourse. As political discourse 

plays an important role in creation of a definite conceptual and 

value picture in society and by means of special lexis and 

rhetorics influences the consciousness and behavior of people, 

the revelation and description of methods of influence of political 

discourse on public consciousness, means of manipulating people  

is considered to be an important scientific task. From linguistic 

point of view the strategy of persuasion, which is one of the main 

speech strategies, can be realized by different means – lexical, 

grammatical, stylistic. In every linguoculture, together with 

universal characteristics, there are culturally specific means of 

persuasion. As a result of the study of the English political 

discourse on the basis of the speeches of American presidents it 
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was revealed that the use of different rhetorical means of 

persuasion, including conceptual metaphors and other  lexical 

and stylistic devices, is conditioned by pragmatic goals of the 

utterance and is aimed at exerting the perlocutive influence on 

the listeners in order to persuade them in the correctness of  the 

set objectives and the means for achieving them. Since at the 

foundation of any communication  lies a “sСКrОН МШНО”, МШЦЦШЧ 
knowledge of realia and the subject of communication between its 

participants,  the effectiveness of the strategy of persuasion to a 

large extent depends on taking into account the background 

knowledge of the addressees, their cultural literacy, the use of 

those basic concepts and values which are characteristic of the 

given linguocultural community and are elements of national 

mentality. 

Key words: political discourse, lingoucultural aspect, 

strategies of persuasion, linguistic means of persuasion, 

background knowledge, cultural literacy. 
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      ,  
      , 

     НОЦШМrКМв, ПrООНШЦ, ОqЮКХТЭв, 
competition, fair play, hard work, personal responsibility  . .  

    ,  
-      

   . ,  . , 
        

« »    
  ,  ,  ,  

  : “life, liberty, and the pursuit of 

happiness”.  
      
  , .     

tolerance, opportunity, human dignity, justice.  
 ,      

    ,   
     (initiative and 

enterprise, hard work and personal responsibility). 

     . 
         

   .     
 ,       

  .     
,      
 (My fellow citizens, My fellow Americans)  
,         

,      .  
 .       

     
    .   

   5    
АО, ЭСО ЩОШЩХО (     – 1 ), 

     
K  .  
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   . ,  

  .     
   . ,   ,   

    , 
  ,    ,  . 

        
  .  –    

(1865 .)   «  » (“House Divided”), 
 .       

      1858 .     
       . 

   “we cannot walk alone”, 
      . .  “I 

Have a Dream” («    »).   
     .  
     , 

   .  
     

    ,  
     

     -   
    .  

   .  
   (a never-ending journey), 

     . 

   we   
    ,  . 

      . 
,     .  

       
 (      I  

   ,   - ),   
      , 
  we, our, us, , ,  
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    , 

 89, 79  19 .  
     .  

     
 ,    

   . ,  
―Our journey is not complete‖,     

 ,       
,     .  

 «  » (Our journey is not 

complete)     
 ,    

    , ,   
  . ,    

   «  »,   
«  »,      

 .  
      

 . ,    
  .     

 Seneca FКХХs ( - ), SОХЦК ( )  SЭШЧОаКХХ 
( )  –  ,   

   ,   
   .     

 ,       
   ,   
 (      . 

. ,        
), ,   , .   

,       
      .  

 ,     
     . 

      ,  
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(State of the Union Address)  2015 . .   
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.     
     ,  

  , .   
      

  « - »  « - »  
     

 . 
   .    

      
,       

   .   , 
,    ,  

       

,     
  (―Do you think what?‖   ―АСКЭ 

НШ вШЮ ЭСТЧФ?‖),      
   (“АО аКЧt tШ sСШа Шur strОЧРtС ТЧ 

tСТs ЧОа МОЧturв?”),     
,   .  

     
      , 

   .  
    .    

  2008 .   106-   
   ,    

,     ,  ,   
,     ,  

      ―Yes, we can‖. 
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REALIA TRANSLATION OF ENGLISH TEXTS OF 

THE DIARY GENRE 

 

This article is devoted to the problem of realia translation in 

English-language texts of the diary genre. Translation of such 

lexical units is important for understanding the text, because the 

realia reflect the history and culture of a particular nation. The 

modern world is characterized by the process of globalization, 

when traditions and differences between countries are blended, 

so this topic is relevant. The material for the research is Helen 

Fielding's novels "The Bridget Jones Diary" and "Bridget Jones. 

The Edge of Reason" and the translation of these novels by A.N. 

Moskvicheva. The comparative method is used in the study. The 

purpose of the article is to show how important it is to translate 

realia, to identify effective methods, because there are no exact 

equivalents in other languages as realia reflect the ethnic 
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mentality. So it was found out that background knowledge is very 

important for realia translation. And the best methods of realia 

translation are descriptive translation, generalization, 

replacement by a well-known equivalent, and in most cases it is 

necessary to give explanatory references. However, if some realia 

are not significant for the text essence, they can be omitted. 

Key words: realia, textual linguistics, stylistics, pragmatics, 

literary science, translation, science of translation, literary text.  
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 : ―the development and 

deepening of different aspects of knowledge showed that the 

language should be studied in connection with contact zones 
(points where different languages and cultures meet) and that it 
should be seen as part of human cognitive activity‖ 

(Aleksandrova, Mendzheritskaya, Malakhova, 2017, p. 100).  
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  ―Bridget Jones‘s Diary‖ («   
»)  ―Bridget Jones: The Edge of Reason‖ («  
.   »)     . . 

. 
   

      , 
  .   ―Bridget Jones‘s 

Diary‖       
   : 

«Men, he claims, view themselves as permanently on some sort 

of sexual ladder with all women either above them or below them. 

If the woman is below (i.e. willing to sleep with him, very keen on 

him) then in a Groucho Marx kind of way he does not want to be 

a member of her club».  
« ,  ,     

  ,     
 ,   .    ( . .  

  ,   ),     
   « ». 

  –    ,  
     20-30-    

,        .  
   1959 ,   

«   »,  ,     
 ,     : 

« ,   .     
 -  ».    

   , , , 
     . 

  : 
 «I‟Ц tСТЧФТЧР NОа LКЛШur АШЦОЧ. I‟Ц tСТЧФТЧР ТЦКРО КЧН 

roles. I want Barbara Follet in the studio. Get her to give 

Margaret Beckett a make-over» 

«   :  ;   ; , 
 , Б  Ф е  –     
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М г е  Бе е !» 

 ,   ,   , 
    :  

 –    
        

.    –  
 ,   , 

     1992  
1994 . 

     ,    
,       .  

, -   .  
        . 

   ,     
   : 

«It аКs trКТХОr ПШr tСО AЧЧО КЧН NТМk show and there, frozen in 

a video-effect diamond between Anne and Nick on the sofa, was 

my mother, all bouffed and made-up, as if she were Katie Bloody 

Boyle Шr sШЦОШЧО».  
«    Э   ,  ,   

 ,  Э      
 ,   ».  

   ,  ,  
    ,     

     ,   
   –   .  

  ―Bridget Jones: The Edge of Reason‖ («  
.   »)   «    

» ( , 2014, . 240),     
  : 

 «FООХ ХТФО Цв ПКtО Тs ЧШа ТЧ tСО СКЧНs ШП sШЦО fresh-of-

OбЛrТНРО SХШКЧО». 
« ,       

,  -    ». 
 –    « »  « », 
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    «  » 
,      

   .     
    - ,  , 

 , ,     
.  ,    , 

  : « ,     
   ,    

   ». 
  ―Bridget Jones‘s Diary‖     

   : 
«But аСОЧ tСОв КrО tШРОtСОr аТtС tСОТr ЦКrrТОН ПrТОЧНs I ПООХ 

as if I have turned into Miss Havisham». 
«        ,  

  ,     ч ». 
    

, ,    –   
  «  »,    

    .      
 .    ,   

,     . 
      

    , , 
,        

 .  
 

,      
  ,      

  , ,   
  .    

      
    

  ,    
  ,        
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RESEARCH IN THE FIELD OF EXPANDING 

STUDENTS ' VOCABULARY AT LESSONS OF A 

FOREIGN LANGUAGE 

 

The article deals with an individual vocabulary, its items; such 

tОrЦs Кs „КМtТЯО‟, „pКssТЯО‟ КЧН „pШtОЧtТКХ‟ ЯШМКЛuХКries are 

considered; the pШssТЛХО аКвs tШ ОЧХКrРО stuНОЧt‟s ЯШМКЛuХКrв 

are traced; the methods of the corpus approach and its using 

while teaching a foreign language are observed alongside some 

basic problems of teaching a foreign language for special 

purposes. The corpus approach is disclosed as researchers are 

showing more interest in this methodology because with the help 

of the existing corpora it is possible to select text material, which 

can later serve as a basis that helps to extend stuНОЧts‟ 
vocabulary, especially the one for special purposes related to 

professional activities. Besides, in teaching any foreign language 

the corpus method allows to create and use narrow focus text 
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corpora related to the profession received by pupils at higher and 

secondary vocational educational institutions. However, teachers 

using language corpora, have to develop or choose the 

appropriate exercises, assignments allowing to work on the 

corpus and to build up stuНОЧts‟ ЯШМКЛuХКrв. IЧ КННТtТШЧ, the 

author notes that the use of the corpus approach is possible only 

if students possess basic LSP skills, IT and digital media 

competence. 

Key words: LSP teaching, vocabulary, lexicon, corpus 

approach. 
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VISUALIZATION AS AN EFFECTIVE METHOD OF 

FOREIGN LANGUAGE TRAINING AT ADVANCED 

STAGES 
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One of the urgent tasks of teaching foreign languages is the 

active involvement of students in the process of motivated speech 

activity. As the author notes, visualization techniques can make 

the learning process more productive, and therefore, involving. 

Since much of the information enters the human brain through 

the visual channel, visualization facilitates assimilation and 

systematization of new information. 

As the experiment showed, the use of visualization techniques 

in the classroom influenced the progress of students within two 

months. Examples of visualization are grammatical matching 

tables, clusters, sinquain, as well as Internet resources 

LearningApps.org, Tagul.com, Rebus1.com and others. 

Thus, being an intermediate link between learning material 

and learning outcomes, visualization serves as a mechanism to 

optimize the cognitive processes of learners. The study 

demonstrates experimentally that the use of visualization is a 

powerful way of teaching a foreign language at advanced stages. 

Key words: visualization, methods of visualization, teaching a 

foreign language, Internet resources. 
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MEANS OF EXPRESSING COHERENCE IN THE 

ECONOMIC DISCOURSE  

(ON THE MATERIAL OF THE ECONOMIST 

MAGAZINE) 

 
The article explores means of cohesion and coherence in 

popular economic discourse, as well as their functional and 

pragmatic significance. It also provides the main approaches to 

the concepts of discourse, cohesion, and coherence in modern 

linguistics. 

With economy being one of the essential areas of society and 

with the processes of economic globalization, the language of 

economy and economics becomes one of the most focused on 
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matters in present-day linguistics. Particular attention should be 

given to the discourse functioning in the mass media as being a 

very influential phenomenon in society. 

All the aforesaid determines the rationale of the study. 

The Economist is used as the source of the empirical material 

for analysis of coherence in the popular economic discourse. The 

descriptive, comparative, and discourse analyses are applied in 

the study. 

The research has shown that means of coherence in the actual 

discourse material include various units of different language 

levels. 

Among the grammatical means of cohesion the most relevant 

ones proved to be predicative constructions, inversion, the verb 

aspectual and temporal system, parentheses, and parallel 

constructions.  

Lexical and semantic means include lexical repetition, 

synonyms and antonyms, genus-species relations, words of the 

same semantic field, and deictic words. 

The most relevant stylistic devise is the rhetorical question. 

The complex of these means provides text cohesion on 

different scales (phrase, paragraph, etc.), as well as formal and 

semantic unity of discourse, its coherence. 

Key words: discourse, economic discourse, popular economic 

discourse, discourse categories, cohesion, coherence. 
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( ,    . .),    
  .   

    
   .  ,  

 ,   , ,   
    ,    , 
     , 

      . : 
Growing spending on health care and pensions for the retired 

is already expected to push up the deficit from 3.2% of GDP in 
2016 to 5.2% of GDP in 2027. 

With each passing survey, fewer people say that couples who 

want children ought to marry first. 
2.    . 

     
-   ,   

   ,   
        . 

…(МШЛКХЭ) СКs rОМОЧЭХв ЛОМШЦО ЦШrО ЯКХЮКЛХО ЭСКЧ ЧТМФОХ 
because of its scarcity. Such is the anticipated demand for it in 
the lithium-ion battery industry that shortages are expected within 

a few years. 
…ЭСО ЩrТЦКrв аКв ЭСОв аКЭМС ЭОХОЯТsТШЧ Тs ЯТК sЭrОКЦТЧР 

services delivered over the internet. Nor are they going to the 

movies much… 
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   , 

: 
To stop donations being stolen, governments and aid agencies 

need to admit how much goes astray. 
3.  -   -

. 
         

     
  . ,    ―TСО 

МКsО ПШr ЭКбТЧР НОКЭС‖      
.      

,      
   SТЦЩХО PrОsОЧЭ.  ,    
,    ( , 

ЯОЧШЦ, КРСКsЭ, ХШШЦ, КЛШХТsС, СШsЭТХТЭв  . .),  
   . 

4.     
      

   ,   
 .     

: still, however, yet, indeed, despite, but, what is 

more, with this in mind, on the contrary, in fact, if anything, at 
the same time, first, second, third  .  

5.  . 
     

  .     
     ,  

,    . : 
Redistribution: For richer, for poorer. 
The closer John McDonnell gets to power, the harder it is to 

pin him down. 
-      

      
: 



59 

1.  . 
      

    . 
,         

    : tax (  
17 ), taxes (14), inheritance (17), heirs (6), income 
(5), estate (5), rich (5).     

        
.  

2.    . 
  ,      , 

       
–          

 . 
      

  , : 
AЦОrТМК‘s DОЩКrЭЦОЧЭ ШП JЮsЭТМО filed a lawsuit to block the 

$109 bn merger of AT&T and Time Warner, arguing that it 
would reduce competition. The deal, announced a year ago, was 

expected to be completed by the end of 2017. 
They have not undermined marriage so far. It is a small fix for 

a huge problem, but it might help. 

        
―TСО МКsО ПШr ЭКбТЧР НОКЭС‖.     

  , , 
  : eliminate – binn – abolish; wealth 

– fortune; inheritance – bequest; heir – descendant – offspring; 
poor – rich; equality – inequality  . 

3.  -   . 
        

    : 
Jackfruit trees can be planted alongside coconut palms, the 

main local crop. 
Leyte lies among the islands of the Eastern Visayas, one of the 

most deprived parts of the Philippines. About30% of the people 
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in the region КrО ЩШШr… 

  : nation – citizens – Americans; 
government – Administration; country – America; West – 
European countries. 

4.     . 
       

      
. ,     

 ,     
   ,      

   , ,  ,   
 . 

,         

    : hostility (hostile, 
hostility, venom, opposition, to argue, negative, aghast, 

against);inheritance (to inherit, inheritance, ancestral, offspring, 
hereditary, heir, last wish, will); property (estate, wealth, fortune, 

property, home, income)  . 
5.   .  

       
  , : 

Such levies pit two vital liberal principles against each other. 
One is that governments should leave people to dispose of their 

wealth as they see fit. The other is that a permanent, hereditary 
elite makes a society unhealthy and unfair. 

      
  ,   

      , 
: 

But is it sensible for the state to privilege family firms? There 
is something reassuring about entering a shop that has had three 
generations of the same family behind the till. 

   : 
After a longlife, the death taxis in failing health. ( ) 
High economics, low politics and bad jokes combine in an 
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hour-long monologue before a baying crowd. ( ) 

The DoJ is right to oppose the AT&T-Time Warner deal. The 
FCC is wrong to scrap net neutrality. ( ) 

Heir conditioning (     hair – heir) 

Me, myself and iPhone (    Me, myself and 
Iren)  . 

  
      

 ,       
  . 

      
     

 ,   , 
-   - ,  

,  . 
-      
   ,   

 ,  -  
 ,     

,  .    
  ,  

  ,   -  
   . 

       
     

,       , 
    ,  , 

    . 
     

 ,      
   . 

   ,   
      

   .    
      –  
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 ,     ,   

  ,  .  
-    

  ,   , 
       , 

    .  
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RUDN UЧТЯОЫЬТЭв, PОШЩХОЬ’ FЫТОЧНЬСТЩ UЧТЯОЫЬТЭв ШП RuЬЬТК 

 

STRATEGY OF PERSUASION IN SOCIAL 

ADVERTISING 

 
The article deals with the strategy of persuasion which is used 

as means of linguistic persuasion in social advertising. The 

author analyses several tactics that are aimed at influencing 

pОШpХО‟s ШpТЧТШЧs ШЧ the most topical social issues and to change 

this opinion as well as persuade people to take action. These 

tactics include the tactics of call to action and the tactics of 

appeal to the recipient‟s emotions. In addition, the author 

analyses the ways that are implemented to realize these tactics. 

The following major linguistic means are singled out thereof: 

pКrtТМХО „ЧШt”, ЦШНКХ ЯОrЛs, pКssТЯО ЯШТМО КЧН ТЦpОrsШЧКХ 
sentences as. Then the author gives several examples of these 

tactics implementation. In conclusion the author points out that 

the persuasion strategy is widely used in social advertising as 

means of address to the recipient‟s emotions.  

Key words: advertising discourse, social advertising, speech 

strategies, strategy of persuasion, tactics of call to action, tactics 

of appeal to recipient emotions. 

 

Introduction 

Advertising today is one of the most efficient ways to call for 
ЩОШЩХО‘s ОЦШЭТШЧs КЧН ЭШ ЩОrsЮКНО ЭСОЦ ЭШ ЭКФО КМЭТШЧ Шr ЭШ 
change their opinion on various crucial issues. The main task of 

advertisers is generally to create a most efficient advertisement 
which can ‗СШШФ ЮЩ‘ ЭСО ЭКrРОЭ КЮНТОЧМО and support public 
interest, with a host of stylistic and rhetoric devices being 

indispensable, for that matter (Ledeneva, 2017; Ponomarenko, 
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Malyuga, 2015). Advertisement is considered to be one of the 

most powerful weapons. It influences each and everyone.  
At the beginning of the digital era, advertising was something 

aimed at selling goods to different layers of consumers. However, 

today advertising is a little bit more. It has become something that 
НТРs ТЧЭШ ЩОШЩХО‘s sШЮХs. IЭ ЦКФОs ЭСО аШrХН ХТsЭОЧ КЧН ЛО 
receptive to global problems and challenges. And social 

advertising plays the biggest role in influencing and persuading 
people. 

Theoretical background 

Advertising itself is aimed at providing people with 
information that appears to be most significant and crucial. The 
study of advertising language is impossible without consideration 

ШП ―КНЯОrЭТsТЧР НТsМШЮrsО‖. AНЯОrЭТsТЧР НТsМШЮrsО Тs К ФТЧН ШП 
institutТШЧКХ НТsМШЮrsО. KКrКsТФ V.I. НОПТЧОs ТЭ Кs ―К sЩОМТКХ 
МХТМСцН ЭвЩО ШП МШЦЦЮЧТМКЭТШЧ ЛОЭаООЧ ЩОШЩХО аСШ ЦКв ЧШЭ ЛО 
familiar with each other, but they are to communicate in 
accordance with norms and rules of a ЩКrЭТМЮХКr sШМТОЭв‖ 
(Karasik, 2000, p. 5-20). 

According to Malyuga E.N. an advertising text should contain 
as much information as possible, however, at the same time, it is 
meant to be laconic, clear and expressive (Malyuga, 2008, p. 68-

71). 
Social advertising is pointed at changing social behavioral 

models and attracting attention to the most urgent issues and 

problems. The main customers of social advertising are public 
organizations and charity funds as well as large enterprises and 
governments of different countries.  

The main goal of social advertising is an intention to change 
behavioral models of a society in regard to the advertisement 
ШЛУОМЭ. АСКЭ‘s ЦШrО, ТЧ sШЦО МКsОs, sШЦО ЧОа sШМТКХ ЯКХЮОs КrО 
created. This type of advertising is not aimed at specific target 
audience but the whole social class as well as society.   

This type of advertisement cannot be called commercial 

because it is not intended in making profit. According to the legal 
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НОПТЧТЭТШЧ ШП ЭСО ЭОrЦ ―SШМТКХ КНЯОrЭТsТЧР‖ ЭСКЭ is given in Article 

3 of the Federal law oП ЭСО RЮssТКЧ FОНОrКЭТШЧ ―AЛШЮЭ 
КНЯОrЭТsТЧР‖ НКЭОН 13 MКrМС 2006 NШ. 38-FZ: ―SШМТКХ КНЯОrЭТsТЧР 
is information distributed by any ways, in any form with the 

usage of any means that is addressed to uncertain scope of people 
and aimed at achieving of charity and any other publicly useful 
РШКХs Кs аОХХ Кs ЩrШЯТsТШЧ ШП РШЯОrЧЦОЧЭ ТЧЭОrОsЭs‖ (FОНОrКХ ХКа, 
2006). 

Results and discussion 
Social advertising campaigns can be considered due to various 

directions. The most popular are society, health care protection, 
ecology and family. 

Texts of social advertisements are full of imperative 

constructions targeted at active and aggressive promotion of 
advertising message. Moreover, social advertising messages are 
often characteriгОН Лв ЭСО ТЦЩХОЦОЧЭКЭТШЧ ШП ЩКrЭТМХО ―ЧШЭ‖, 
modal verbs, passive voice and impersonal sentences. The aim of 
such a message is not just to warn somebody, but to directly 
forbid somebody to do something.  

Among speech strategies of social advertising it is possible to 
single out the 3 major ones: strategy of warning, strategy of 

persuasion and strategy of argumentation. This article is going to 

discuss the strategy of persuasion and tactics of its 
implementation, proceeding from the definition of speech 
strategy as building up the discourse functional perspective 

purposefully directed at a certain ultimate goal of 
communication, and that of tactics as a set of language means that 
practically put the strategy into effect (Malyuga & Tomalin, 

2017; Radyuk, Ponomarenko, & Malyuga, 2017). 
The speech strategy of persuasion is implemented by means of 

tactics of call to action and appeal to the recipient‘s emotions. It 

is a rather common situation when while implementing this 
strategy, advertising experts appeal to the general values such as 
ПКЦТХв, СОКХЭС КЧН sШ ШЧ. LОЭ‘s МШЧsТНОr sОЯОrКХ ОбКЦЩХОs: 

(1)            CHILDHOOD ENDS WHEN WORK BEGINS.  
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If you see any case of forced child labor, report it. Forcing 

children to work is a crime and deserves punishment. 

In this advertisement, the advertising experts appeal to our 
emotions and common sense. They persuade us that we should 

not stay indifferent, our task is to inform about cases of law 
violation. In this case, the violation is connected to the usage of 
child labour.  

Here the advertising experts use the images of well-known 
toys such as bear or teletubby that are busy with working. One of 
them is polishing shoes and the other one is sewing on a machine. 

They are doing these with a lost and hopeless expression on their 
faces. 

The current advertisement makes us think that our children 

could be in their place. We are pretty sure, that hardly any parent 
wants his or her child to work as these toys do. Every child 
should have an opportunity to lead a normal life and have a 

childhood.  
In addition to the current strategy, here we can see the 

implementation of capital letters and italic as well as the use of 

the imperative construction that is aimed at urging us to take 
action. 

(2) YOUR SKIN COLOR SHOULD NOT DICTATE YOUR 

FUTURE  
Here the authors stress the fact that all people are equal and 

that our skin color should not identify who we are and what is our 

profession. People nowadays are more tolerant than they used to 
be. However, such problem as racism still exists.  Some people 
believe that people who have a different color of skin are to be 

treated worse than those with white skin color.  
It can be explained from a historical point of view. As we all 

know, some centuries ago, white people in the US and Europe 

used to exploit black people as slaves. To some people not many 
things have changed from those times. They still believe that the 
situation remains much the same and they should be treated the 

same way. Though, in reality we live in a civilized world, 
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everywhere we hear talks about democracy and equal rights for 

every person. So this advertisement is aimed at persuading people 
that they should not be discriminated. And in case a person has 
the black skin color, it should not mean that he or she is good 

only for working as a janitor or other non-qualified jobs. 
Besides, alongside the strategy of persuasion, the authors use a 

modal verb (‗sСШЮХН‘) that definitely shows that it is our right to 

choose a profession we want, our right to be equal. In addition, 
here we observe the use ШП ЭСО ЩШssОssТЯО ЩrШЧШЮЧ (‗вШЮr‘) that 
means that this problem has to do with each person addressed, 

notwithstanding the age, social status or gender.  

Conclusion 
Thus, we can say that social advertising is considered to be 

ШЧО ШП ЭСО ЦШsЭ ЩШаОrПЮХ ЦОКЧs ШП ТЧПХЮОЧМТЧР ЩОШЩХО‘s КЭЭТЭЮНОs 
and views. It plays a great role in changing behavioral models of 
people all over the world. It helps to impact human minds and 

stimulate people to complete a certain set of actions. In this 
article it is impossible to consider the issue to the full extent, but 
it can be concluded that the strategy of persuasion is widely used 

in advertising of different social issues and problems. 
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PECULIARITIES OF AUDIOVISUAL TRANSLATION 

 

The article defines the role of translation in localization of the 

media content. It also provides an overview of the most 

challenging issues arising during the translation of audiovisual 

products through the example of films and video games. The 

КrtТМХО МШЧtКТЧs НОПТЧТtТШЧs ШП tСО tОrЦs „КuНТШЯТsuКХ trКЧsХКtТШЧ‟, 
„ХШМКХТгКtТШЧ‟, „ХШМКХО‟, „trКЧsМuХturКtТШЧ‟ КЧН „ЦuХtТЦОНТК‟, but 

also the types and peculiarities of the latter. It also recites 

possible difficulties in the translation of media products. These 

include linguistic, paralinguistic, cultural and technical factors, 

and the characteristics of the target audience such as age. Two 

main types are distinguished in translation of the films which are 

dubbing and subtitling. The article ends with statistics provided 

on the recent LocKit 2017 Conference dedicated to the matters of 

localization. The figures illustrate positive correlation between 

the quality of the translation of media products, the level of the 

target audience satisfaction and the success of the media product 

on the particular market. The author concludes that audiovisual 

translation is a young discipline within translation studies, which 

requires further examination. 

Keywords: audiovisual translation; films translation; video 

games translation; dubbing; subtitling; quality of translation; 

translation studies. 
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The article sheds light upon the main linguacultural aspects of 

advertising discourse on the example of advertising messages of 

various categories. The material for research is advertising 

slogans and posters in the British and American versions of the 

English language. Recently, the importance of advertising 

communication has not ceased to grow. The wide distribution of 

advertising in the society is associated with the development of 

the mass media, as the advertising sector realizes its pragmatic 

goals, functioning in the mass media stream according to its 

laws: it provides information about the outside world, 

retranslates the values of the society, sets the guidelines for 

sociopolitical action in the forms and familiar examples of the 

traditional paradigm. Thus, advertising becomes an ideological 

tool for the reproduction of social means of individualization, 

consumer norms and habits. Considering the linguacultural 

aspects of the advertising discourse, the author identifies its main 

features, namely the determining parameter of implicitness / 

explicitness, the focus on the consumer and the use of special 

linguistic methods for expressing the content of the advertising 

message. Also the author compares some features in the British 

and American versions of the English language. 

As a result of the study, we can conclude that the advertising 

discourse of English language is determined not only by the 

purpose of the advertising message, but also by such 

extralinguistic factors as cultural features and mentality of the 

target audience. 

Key words: advertising discourse, linguacultural features, 

advertising message, implicitness, explicitness. 

 

Introduction 
By the end of the 20th century, advertising has become a 

single global industry through mass communication, in which 
thousands of people are working. In the history of advertising 
technology, there has been an evolution from mass advertising to 

dividing the consumer audience into so-called target groups. In 
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modern society, advertising is both a powerful industry and a 

product of its activities. Advertising is aimed at providing the 
potential recipient of an advertisement with information on goods 
or services to popularize them. 

The need to conceptualize the advertising manifests itself in 
the diversity of discourses that address this phenomenon. 

The notion of "discourse" in contemporary linguistics has 

НТППОrОЧЭ НОПТЧТЭТШЧs, ЛЮЭ ТЧ ЭСТs аШrФ аО ПШХХШа E. MКХвЮРК‘s 
view of this notion as "a process of social and national 
interaction, the part of which are construction and understanding 

of the text as the sum of the process and the result, that is ... text 
in conjunction with extralinguistic factors" (Malyuga, 2007, pp. 
25-26). 

It is important for the advertisement language to distinguish 
oral and written discourses, because their construction differs. 
The oral discourse allows for greater lexical and grammatical 

variability. Different phenomena considered to belong to the oral 
discourse were subsequently incorporated into the language 
system. They were recorded by dictionaries and became part of 

the written discourse. Among these are the use of elliptical 
structures, various kinds of irregularities, which is particularly 
important for a language such as English, where there is a fixed 

word order in the sentence (Karasik, 2000). 
Advertising as a social phenomenon performs several other 

functions, in addition to purely economic marketing. The most 

important of these is socialization, that is, the inculcation in the 
consciousness of the individual of knowledge and understanding 
of the norms, stereotypes, values and behaviour that exist in 

society. It is the adaptation of human being to the existing social 
medium.  

The choice of linguistic means in the advertisement is never 

arbitrary. The selected means show the attempt to use the 
language to achieve the intent of advertising.  

Empiric Material 

One of the main features of advertising discourse is the 
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completeness of the message, which has a strictly oriented 

pragmatic setting (drawing attention to the subject of 
advertising). It is the pragmatic focus of the advertising discourse 
that dictates the choice of grammatical and lexical units, stylistic 

techniques, special syntax, and the specifics of the organization 
of printed material and the elements of different sign systems. 
The main trends in writing modern advertising texts are, on the 

one hand, expressiveness, on the other hand, conciseness, brevity 
and capacity of the information (Golubina, 2002). 

For example, "Nokia. Connecting people" (Nokia) or "Think 

different." (Apple) (AdSlogans, 2017). 
Another feature is that a message belonging to the advertising 

genre combines the signs of written text and verbal speech with a 

combination of extralinguistic and paralinguistic tools (Bove & 
Arens, 2010; Ledeneva, 2017). The extralinguistic features of 
advertising discourse include cultural-historical influences on the 

text generation process and non-verbal design (font, color, size, 
shape, illustrations; facial gestures of the advertising message 
characters; audio). Together with a graphic component in printed 

or audio-visual form, the advertising text is a motivated holistic, 
meaningful, hierarchically organized sign formation.  Take, for 
example, an American advertisement of MacDonald's burger – 

"The thing you want when you order salad"  (The Balance, 2017). 
The text is placed on the red background with the illustration of 
burger. The color of the background attracts customer attention, 

and so does the advertising message, which together make you 
want the product. And the similar technique was used in the 
British social advertising to reduce road traffic accidents: "Apply 

makeup while driving could be deadly!" (Fast Company). This 
slogan is located on a black background, which causes negative 
feelings of danger and fear. The exclamation point also stresses 

the importance of the message and enhances the negative 
connotation of the advertisement.  

Furthermore, the anthropocentrism is considered as another 

feature of the advertising discourse due to the fact that the text of 
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the advertisement serves the needs of an individual and the 

society and has a pragmatic focus. 
Example: "L'OREAL. Because you are worth it." (AdSlogans, 

2017). 

In this advertisement, the message is focused on the word 
‗вШЮ‘. IЭ Тs КТЦОН ЭШ КЭЭrКМЭ МШЧsЮЦОrs КЧН ЦКФОs ЭСОЦ ПООХ 
special. 

Of course, very typical for advertising discourse is word play 
which adds up some irony to slogans and other texts 
(Ponomarenko & Malyuga, 2015), e.g. "Beanz meanz Heinz" 

(Heinz Baked Beans) (AdSlogans, 2017), idioms, "wrong" 
syntax, and the unusual use of punctuation marks, e.g. 
"Schweppes. Schhh! You know who?" (Schweppes) (Superdream, 

2017).  
These means often help to create the most expressive and 

successful advertisement messages.  

Slang and colloquialism are very active in advertising. 
Colloquial structures are used to create an emotionally expressive 
color, image, clarity, and operativeness of the advertising text that 

is intended for the mass consumer. And it is true that the texts are 
often written in such a way that their sound reminds of the sound 
of colloquial speech. For example, "Don't text and drive!", "Be 

Your own boss!", "Evian-Live young!" (Evian) (Superdream, 
2017). In advertising texts slogans are also widely used in a 
stylistic way as allusions which makes reference to books, films, 

proverbs, and idioms that characterize a country in cultural 
aspects. For example, social advertising in Great Britain "Share 

or Not to Share" (The Balance, 2017) is an allusion to the play by 

William Shakespeare, the famous words of his protagonist 
HКЦХОЭ «ЭШ ЛО Шr ЧШЭ ЭШ ЛО». 

In order to attract consumers' attention to an advertising 

message there is no limit of possible deviations from the language 
rules. J. Leech in his book "English in Advertising" refers to the 
spelling, grammatical, lexical, semantic and contextual deviations 

from the language rules (Garan, 2009). For example, the sausage 
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advertisement from Knacki: "Why pay more?" (AdSlogans, 

2017). In this slogan the word order in the sentence is non-
traditional. This is a distinctive feature of the American English 
when the usage of functional words and the word order in the 

sentence become elements of emphasis. The absence of the 
subject also indicates the impersonality of the advertisement 
itself. 

But one of the main parameters of a specific linguaculture that 
defines all others is explicitness/implicitness. This parameter 
allows one to see how the central concept is expressed in the 

promotional text: either it is expressed directly (the text 
objectifies the concept using tokens directly verbalizing the 
concept), or in a hidden way (the meaning of the concept is 

reflected in a multimodal text as a whole). 
The parameter can vary depending on the advertisement 

category. If the advertisement is consumer-oriented, it will 

mainly be explicit: "Show Your shoes!" (Egle) (Ad.Slogans, 
2017). Here one can see a clear call to action, the concept is 
clearly understood. The alliteration "show-shoes" is also used to 

enhance the effect. 
Social advertising is also mostly explicit - "FIRE kills. You 

can prevent it." (Superdream, 2017) - American social 

advertising on fire prevention. 
But often advertising messages can be implicit. This 

phenomenon is more characteristic of British advertising than 

American, since the British culture is more reserved than 
American which is more straightforward and simple. 
(Serdobintseva, 2010). 

For example, "We'll take more care of You" (British Airways) 
(AdSlogans, 2017) – no worded advice to buy the company 
service but a clear indirect incentive to do it.  

In addition, implicitness can also be expressed through 
anthropocentrism, for instance, the capital letter in the pronoun 
"You" reveals the desire of the company to show special respect 

to the client, satisfy the consumer needs and make him/her feel 
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privileged.  And in contrast, the American advertisement of 

Adidas company- "Impossible is nothing." (Superdream, 2017) – 
illustrates implicitness of the advertising message, but it has a 
forthrightness and clear prompting to action. 

Results and discussion 
As a result of the work it has become evident that the main 

basis of the advertising discourse is the completeness of the 

message, which has a strictly oriented pragmatic setting. The 
pragmatic focus determines the linguistic means which will be 
used to attract the target audience. 

The implicitness/explicitness parameter is also a weighty 
factor in the advertising discourse. It also determines the selection 
of the linguistic means of phonetic, lexical, grammatical, and 

stylistic levels for creating an advertisement. 
As for the differences between the British and American 

versions of the English language in the advertising discourse, it is 

worth noting the different ratio of implicitness and explicitness, 
which depends on the category of the advertisement. The 
implicitness is more typical for British English, while American 

English is likely to have explicitness. This differences may be 
conditioned by different mentality and cultural values of the 
countries and native speakers. 

Conclusions 
To sum up, it should be noted that the difficulty in creating 

advertising texts aimed at a particular linguacultural community 

is to make an accurate selection of the means that are applicable, 
taking into account all national cultural and specific 
characteristics of the selected society. All the elements of the 

advertising discourse need to be considered in unity and 
interrelationships, as parts of a single thing, which is aimed at 
achieving the primary purpose of advertising - influencing the 

audience. To realize the goals of advertising, advertising texts 
creators use a variety of attention and impact techniques and 
means closely related to the linguacultural characteristics of the 

country on which the advertising text is targeted. This is why the 



92 

linguacultural analysis of the characteristics of the advertising 

discourse is relevant to the study of the foreign language and the 
culture of language.  
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