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In the context of modern lingua-cultural studies, the description of
advertising discourse is becoming increasingly important. The modern world is
impossible to imagine without advertising. As potential consumers, we are
exposed to a powerful stream of advertising information from various media,
including newspapers, magazines, television, radio, and the Internet. Advertising
1s meant to reflect differences between products and bring this information to the
attention of the consumer.

The language of advertising is intended not only to convey information; its
main purpose is persuasion and influence on the minds of buyers. The word
"advertising" first appeared in the Bible in 1655 and meant a warning.
Encyclopedia Britannica interprets the word advertisement in the following way:
a public announcement, generally printed or oral, made to promote a commodity,
service, or idea. "Advertisement" means a public announcement, usually verbal or
written that is done to promote a product, service, or idea.

W. Wells, J. Burnet, and S. Moriarty define advertising as a paid non-
personal communication form with an identified sponsor using mass media to
persuade or influence the audience.

From the above definitions, it can be seen that advertising is important not
only for manufacturers but also for consumers. It is the driving force of society
and reflects all the changes taking place in it. J. Russell rightly called advertising
a "mirror of society".

In each country, advertising is targeted at the audience of this particular
country, it 1s targeted at residents of a particular state. Naturally, in different
countries, the products and services consumed are the same, but at the same time,
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advertising has its unique specifics, which affect the carriers of a certain linguistic
culture.

The unit of the advertising text is the word. Moreover, the word is the most
important linguistic unit, since it is endowed with meaning, the meaning that
includes information about objects and their properties. When creating
advertising, the main process is the creation of advertising text, which involves
careful choice of words. It should convey the maximum amount of basic marketing
information in the minimum number of words possible. Therefore, each word
included in the text of the advertisement must be extremely accurate, reasonable,
and understandable to the inhabitants of this country in exactly the meaning that
the author meant. As many researchers note, the effectiveness of an advertising
text depends on three main factors: 1) clarity and legibility; 2) the degree of
interest caused by it in a potential consumer; 3) the persuasiveness of a text.
Therefore, the requirements for advertising text are as follows:

It must be specific and purposeful, clearly argued, and any general idea
should be supported by facts and illustrative examples so that a potential
consumer could not have any doubts about their authenticity.

Advertisers use various features of the language and are guided by the rules
of its use. The possibilities of the language are extremely rich due to the presence
of various artistic and visual means.

The language of advertising is characterized by several specific features that
distinguish it from other sublanguages (sublanguage of culture, sublanguage of
literature, etc.). The language of advertising has certain linguistic features:

- specific selection of vocabulary, an abundance of meanings;

- words are often stylistically colored, which attracts the attention of the
perceiver of the text;

- the use of vocabulary not in its direct meaning to enhance figurativeness;

- numerous use of idioms to create figurativeness.

The main purpose of the language of advertising is the ability to create
reactions, to leave a bright mark on the text. When perceiving advertising text,
the thing which is considered of great importance is a reaction to the image, which
will remain in memory due to the maximum use of language tools - idiomatic
expressions, low-frequency vocabulary, and vocabulary with emotional-evaluative
meanings (affixes).

This thesis examines the lingua-cultural features of advertising in American
society, which presents not only practical activities of a vast area but also a

special sphere of linguistic communication. For example - Coca-Cola advertising:
"Coca-Cola - The Coke side of life" - Everything will be Coca-Cola. According to the
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authors, in this case, it is necessary to build on the fact that Coca-Cola (Coca-
Cola) is associated with something good.

The slogan sounds like the old American saying "sunny side of the road",
which later evolved into the expression "sunny side of life". In this example, there
1s a gap in the idiom, in which the subject of speech is inserted in place of
something positive.

The next thing to say about the methods of attracting the attention of
consumers to the advertised product is through its decorations or design. After all,
it is advertising design that creates the prerequisites for the achievement of the
outcome. The result is the transformation of a potential consumer into a real
buyer.

When preparing a poster, booklet, or other printed advertisement, it is very
important to think over the design well: position the text correctly, find an
effective picture, and choose the color scheme against which the advertised
product will be perceived in the best way. Psychologists have found that the
perception of color depends on the emotional state of humans. Thus, by choosing a
certain color, you can control the consumer's attitude to advertising, and by
creating the necessary color environment, you can evoke the required emotions in
the consumer. With the right choice, the desire to purchase the advertised product
will evoke.

For example, an advertisement for a large burger in the McDonald's chain is
on bright red background there is a juicy, appetizing bun “The thing you want
when you order salad”. This background color attracts the attention of buyers. The
same technique was used in social advertising, the purpose of which was to reduce
the number of accidents on the roads: “Applying makeup while driving can be
deadly!” The slogan is located on a black background, which causes negative
feelings, feelings of anger, and fear.

The effect of advertising is also based on the correct use of several linguistic
phenomena and patterns. Speaking of the language of advertising messages, we
are talking about the use of language for professional purposes, the result of
which i1s the generation of messages targeted at a specific audience and
performing specific tasks.

In advertising messages in a fairly limited space, one can observe an
extremely high concentration of various stylistic devices. Of course, the play on
words and images, the distortion of spelling and idioms, the "wrong" syntax, and
the unusual use of punctuation marks are very characteristic of advertising and
often contribute to the creation of the most expressive and successful advertising
messages.
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As noted above, in advertising one can observe an extremely high
concentration of various stylistic devices. This feature of advertising texts is an
international feature, but at the same time, it demonstrates it as part of the
culture. Slang and colloquial expressions are very actively used in advertising. As
E.N.Serdobintsev notes, "... colloquial constructions are used to create emotionally
expressive coloring, imagery, clarity and effectiveness of the advertising text,
which 1s intended for the mass reader, and therefore should be close to it in
structure”. Indeed, often advertising texts are written in such a way that their
sound resembles the sound of oral colloquial speech. For example, "Don't text and
drive!", "Be your own boss!", "Evian - live young!".

Also, in advertising texts and slogans, such a stylistic device as an allusion is
widely used, which refers to books, films, proverbs, and popular expressions
characterizing this country in cultural aspects which are known to the reader. For
example, “Share or Not to Share” is an allusion to the work of W. Shakespeare, or
rather to the words of the protagonist of his play Hamlet “to be or not to be.

In advertising for Americans, it is important when there is some logic,
strength, and at the same time simplicity. Speech properties and verbal means
play an important role- well-written copywriting is the basis of most stories. For
example, the advertising slogan for whiskey "Johnny Walker" - "Taste Life” has a
much greater semantic load. The main idea is that people are called to not just try
"life, but try this product, but live life so that there is something to remember.

So, from the above, we can conclude that American advertising is
characterized by such qualities as simplicity, straightforwardness, and logic. It is
connected not only with the promotion of goods on the market from a commercial
point of view but also performs intercultural interaction, as it is a way of contact
between different cultures. In general, advertising is a mirror of the culture of a
particular country, its mentality and its national character, which reflects all
social, and cultural phenomena.

LIST OF USED LITERATURE:

1. Brierley, S. (1995). The Advertising Handbook. Routledge

2. Goddard, A (1998) The Language of Advertising. Routledge: New York

3. https://www.asjp.cerist.dz/en/downArticle/493/5/1/180066

4 .https://repository.sustech.edu/bitstream/handle/123456789/23931/Analyzin
g%20Linguistic%20Features%20....pdf?sequence=1

5. Kobilova, A. B. (2016). Peer editing as a main technique in editing
writing. International scientific journal, (4 (2)), 37-38. http://www.irbis-

[208]

— .
. 1 i1 118 1 pr—
neanag apn i L | T nmeannd ann
o s Il e - 0 - | ||| il 111 N Thrss



“FORMATION OF PSYCHOLOGY AND PEDAGOGY AS
INTERDISCIPLINARY SCIENCES”

I'EALLA

nbuv.gov.ua/cgi-
bin/irbis_nbuv/cgiirbis_64.exe?C21COM=2&I[21DBN=UJRN&P21DBN=UJRN&I
MAGE_FILE_DOWNLOAD=1&Image_file_name=PDF/mnj_2016_4(2)__11.pdf
6. Kobilova A.B. Periphrasis used in medical texts. Proceeding of
International Conference on Research Innovation In Multidisciplinary Sciences,
Hosted From New York USA 6th -7th of March, 2021. — Page: 261-262.
https://papers.econferenceglobe.com/index.php/ecg/article/view/101
7. Baxriddinovna, K. A. (2022). Vogelik obyektini perifrastik sinonimlar
orqali ifodalash.Integration of Pragmalinguistics, Functional Translation Studies
and Language Teaching Processes, 71-73. Retrieved from
http://www.conferenceseries.info/index.php/online/article/view/47
8. Kobilova A.B. HWurims Ba J30ex JIHHTBOMAJAHUATHOA  THOOMHA
nmepudpasaTapHIHT
xycycuaTaapu: dpusaosaorua dpanaapu oyitmda dancada moxropu (PhD)
nuccepranuscu.— byxopo, 2022. — 148-6.;
9. Kobilova, A. B. (2016). Peer editing as a main technique in editing
writing.
International scientific journal, (4 (2)), 37-38.
https://www.elibrary.ru/item.asp?1id=32733619
10. Kobilova Aziza Baxriddinovna (2023). THE FORMATION OF MEDICAL
PERIPHRASES IN ENGLISH AND UZBEK LANGUAGES | Finland
International Scientific Journal of Education, Social Science & Humanities
http://farspublishers.org/index.php/ijessh/article/view/523
11. Baxriddinovna, K. A. (2023). The Role of Medical Periphrases in the
Semantic
Micro- Field of English Language. Miasto Przyszlosci, 32, 155-160.
Retrieved
from http://miastoprzyszlosci.com.pl/index.php/mp/article/view/1119
12. Kobilova, A. B. (2017). Different types of tests used in language teaching.
Mi:kHapogHNHE HayKoBHUi skypHAJ [HTepHayKRa, (1 (1)), 134-135. https:/www.inter-
nauka.com/issues/2017/1/1898
13. KA Baxriddinovna. Characteristic features of euphemistic periphrases.
Vol. 3 No. 29 (2023): Innovation in the modern education system
https://interonconf.org/index.php/usa/article/view/3885
14. Kooumosa A.B. Amanm3 mepudpas HCIOJIB3YEMBIX BMECTO PAa3JIMUYHBIX
JIeKapCTBEHHLIX pacTeHuil (Ha MaTepualle AHIVIMICKOTO M Y30€KCKOTO S3BIKOB).
Tom 4 No 1-1 (2021): MesxAyHAPOIHBIH Ky PHAJ UCKYCCTBO CJIOBA.
https://tadqiqot.uz/index.php/art/article/view/383

[209]

'
. 1 e 1
neananl aan a7 - | (T miannl ann
o U g el e @ i = T L 1] ] s



“FORMATION OF PSYCHOLOGY AND PEDAGOGY AS
INTERDISCIPLINARY SCIENCES”

I'EALLA

15. Kobilova Aziza Bakhriddinovna. Some considerations about periphrases
/I Academicia: An International Multidisciplinary Research dJournal. ISSN
(Online): 2249-7137, Vol.11, Issue 2, 30-February 2021. —P. 1637-1640. (Impact
Factor (SJIF. 2021) - 7.492).
https://www.indianjournals.com/ijor.aspx?target=ijor:aca&volume=11&issue=2&a
rticle=264

16. Kobilova Aziza Bakhriddinovna. The use of the medical periphrases of the
Uzbek and English languages in journalistic texts // JournalNX: A
Multidisciplinary Peer Reviewed Journal. ISSN (Online): 2581-4230, Vol.7, Issue
6, 30-June 2021. —P. 143-150. (Impact Factor (SJIF. 2021) — 7.22).

https://www.neliti.com/publications/347772/the-use-of-the-medical-
periphrases-of-the-uzbek-and-english-languages-in-journal

17. Kobilova A.B. Lingua-cultural aspects of medical periphrases of English
language // Academicia: An International Multidisciplinary Research Journal.
ISSN (Online): 2249-7137, Vol.12, Issue 05, 30-May 2022. P. 15-20.

https://journal.buxdu.uz/index.php/journals_buxdu/article/view/6099

18. Kobilova Aziza Bakhriddinovna. Semantic and lingua-cultural features of
English and Uzbek medical periphrases // International Journal on Integrated
Education. ISSN (Online): 2620-3502, Vol.5, Issue 6, 6-June 2022. P. 162-167.

https:/journals.researchparks.org/index.php/IJIE/article/view/3144

19. Kobilova A.B. Periphrases used in medical texts and their characteristics
(on the example of english and uzbek languages) // Proceedings of Global
Technovation 4th International Multidisciplinary Scientific Conference. — Paris,
France, 2021. — P. 255-257.

https://conferencepublication.com/index.php/aoc/article/view/740

20. Rasulov, Z. I. (2011). Syntactic ellipsis as a manifestation of the economy
of language): abstract of dissertation.. candidate of philological sciences/Rasulov
Zubaidullo Izomovich.-Samarkand, 2011.-27 p.

21. Izomovich, R. Z., & Fazliddinovna, U. D. (2021). The Problems of Second
Language Acquisition and Writing in Teaching English Language. &quot;
ONLINE-CONFERENCES&Quot; PLATFORM, 229-233.

22. Aliev, O. S., & Rasulov, Z. I. (2021). Conceptual Problems of Synchronic
Translation. JournalNX, 123-125.

23. Saidova Zulfizar Khudoyberdievna Questioning techniques in teaching
English // Joctusxenua Haykum u obpasoBammsa. 2018, No5 (27). URL:
https://cyberleninka.ru/article/n/questioning-techniques-in-teaching-english.

24. Cammosa, 3. X. (2022). BASIC FEATURES OF PHRASEOLOGICL
UNITS: Saidova Zulfizar Khudoyberdievna, Teacher of English Linguistics

[210]

.
. 1 i1 118 1 pr—
o (T
nanag o e o | O naneg an ;
il ! TLLTL T TTTR Y P o i s - o N1 il ! n N s



“FORMATION OF PSYCHOLOGY AND PEDAGOGY AS
INTERDISCIPLINARY SCIENCES”

I'EALLA

Department, Bukhara State University. OOpasoBanme 1 HHHOBAIIMOHHBIE
KCCJIeJOBAHUS MEKIYHAPOIHBIN HAy4YHO MEeTOTUYeCKUI SKypHAaJI, (7).
https://www.interscience.uz/index.php/home/article/view/1488.

25. Saidova Zulfizar Khudoyberdievna Implementation of some techniques in
developing reading skills in English classes // loctmkenns Hayku 1 00pa3oBaHUs.
2018. No5 (27). URL: https://cyberleninka.ru/article/n/implementation-of-some-
techniques-in-developing-reading-skills-in-english-classes.

26. Abdullayeva, G. (2021). Sinxron tarjima san’atini egallash strategiyalari
Annotatsiya. IL[EHTP HAVYHBIX IIVBJIUKAIIMU (buxdu. uz), 6(6).
http://journal.buxdu.uz/index.php/journals_buxdu/article/view/3032

27. Abdullayeva, G. (2021). Yosh tarjimonlarda sinxron tarjima qilish
ko'nikmalarini shakllantirish usullari. I[EHTP HAVYHBIX IIVBJINKAITUU
(buxdu. uz), 6(6).
http:/journal.buxdu.uz/index.php/journals_buxdu/article/view/3037.

28. Askarovich, H. A. (2022). SOME COMMENTS ON THE STYLISTIC
REPETITION. JournalNX- A Multidisciplinary Peer Reviewed Journal, 8 (1), 87—
91.

29. Haydarov, A. (2012). Choriyeva Z. Ingliz tilida frazeologik birliklarning
semantikgrammatik va uslubiy xususiyatlari. Tilning leksik-semantik tizimi va
giyosiy tipologik izlanishlar: sinxroniya, dioxroniya materiallar to’plami. T.:
Muharrir, 8-10.

30. Ruziyeva, N. Z. (2023). EVFEMIK OLAM MANZARASIDA O‘LIM
KONSEPTINING AKS ETTIRILISHI (INGLIZ VA OZBEK TILLARI
MISOLIDA). Innovative Development in Educational Activities, 2(6), 443—447.
https://openidea.uz/index.php/idea/article/view/950.

[211]

< 1 = " — e 1 J =
il nmeaannd ann N s . 0 (A Rk .i'l om alln nmeaannl ann N s



