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language of politics is full of periphrases, especially, euphemistic periphrases as politicians mostly

address them in order to be polite and not to provoke conflicts during communication.
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ADVERTISING AS A SPECIAL TYPE OF TEXT
A.B.Kobilova, Phd, associate professor, Bukhara state university, Bukhara
D.Ruziyeva, master's student, Bukhara state university, Bukhara

Annotatsiya. Ushbu maqola reklamaning ta'rifi va uning kelib chigish manbalariga
bag'ishlangan. Asosiy e'tibor reklamaning hayot aylanishi, axborotni idrok etish va reklama
uzatiladigan kanallariga ko'ra turli xil turlariga garatiladi.

Kalit so “zlar: to'g'ridan-to'g'ri aloga, kelib chigishi, kommunikativ funktsiyasi, og'zaki reklama,
ishontiruvchi mulogot, kommunikant.

Almomauuﬂ. ﬂaHHa}l cmamuvs noceAuleHa onpedeﬂeumo pexiamsl U ucmokam, om Komopbwblx
OHA 6epem ceoe navano. Ocnosnoe eHumanue ydeﬂeno Pas3iluv4HbiM suoam pexKiamsl 6 zasucumocmu
om Ux OJHCUZHEHHO20 YUuKjia, 60Cnpusimus qubopMauuu u Kauaunos, no Komopvim nepedaemc;z
pexaama.
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Knroueevie cnoea: HenocpedcmeeHHblﬁ KOHmMmakKmi, npoucxoafcdenue, KOMMYHUKaAmMueHa:sl
@DyHKYUs, yCmHas peknama, yoexncoaoudas KOMMYHUKAYUS, KOMMYHUKAMOP.

Abstract. The given article is devoted to the definition of advertising and the roots which it
originates from. The main attention is paid to different types of advertising according to their life
cycle, perception of information, and the channels through which the advertising is transmitted.

Keywords: direct contact, origin, communicative function, oral advertising, persuasive
communication, communicant.

At the present stage of language development, there is a crucial turn from studying language as
a whole system to the study of language in its many connections and functions: language and culture,
language and politics, language and ideology, language and religion, language and society, language
and thinking. This is evidenced by the formation of complex disciplines (lingua-culturology,
sociolinguistics, psycholinguistics, pragmalinguistics, anthropocentric linguistics, etc.) and rapidly
developing linguistics of speech.  Language learning is associated with many areas of social
activities of people including such a popular sphere known as advertising. From a linguistic point of
view, advertising is a special sphere of practical activity, the product of which is verbal
communication-advertising texts. These texts as a whole are characterized by: 1) features of content
and external design, allowing them to be distinguished from other non-advertising texts; 2) own
functional characteristics; 3) a special place that they occupy in texts. The relevance of this study can
be determined by the need for looking at advertising as a special type of text and defining different
types of advertising according to their different features.

Advertising is one of the fields of language use where it serves, first of all, as a tool of persuasive
communication, the purpose of which is to induce the addressee who perceives the advertising
message to modify their behavior in a certain way. One of the most important differences between
advertising and other forms of persuasive communication is that it takes place to some extent in
unfavorable and even, one might say, extreme conditions.

Advertising communication most often takes place in the absence of direct contact between
communicants, under conditions of exposure to competing with advertising messages, other flows of
information, distrust, inattentiveness, and sometimes simply negative attitude on the part of the
addressee. Therefore, advertising messages represent a unique material for studying the functioning
of linguistic means and methods of influence in rather difficult conditions of speech interaction. In
many works devoted to the effectiveness of verbal communication and speech influence, the problem
of understanding speech messages occupies an important place.

There is no doubt that understanding signs and language forms the basis of communication, but
it is necessary to distinguish between simple communication and effective communication. Let us
note that effective targeted verbal communication presupposes the achievement of the effect planned
by the subject of speech on the addressee. This can be not only belief, but also belief and compassion.
When using speech for pragmatic purpose, the subject of speech cannot help but predict the effect of
the generated utterance. The problem of the impact of advertising text on the behavior of the addressee
can be solved by studying the linguistic features of the advertising text. Note that in this article we
define advertising as a special type of text, formed as a result of a certain social order to solve a
communicative problem and, in a competitive environment, influencing any group of people in order
to ensure the promotion of a product, service, idea, ideology. It seems that advertising, due to its
communicative specifics, allows for a fruitful consideration of the advertising text from the point of
view of the model of targeted speech influence.

Firstly, let's find out the origin of the word "advertising". To do this, let's take a short excursion
into history. The term "advertising” comes from the Latin word "reklamare”, which means "to shout
loudly"” or "to announce™. Even in Ancient Greece and Rome, announcements were loudly shouted
or read out in squares and other crowded places.

On the carnival square of Paris, the cries of booth barkers have always been persistently heard
which, together with other genres of street advertising (*'cries of Paris", the cries of sellers of miracle
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cures and fair doctors) were played out and parodied, becoming an important element of folk laughter
culture.

In Russia in the 10th century, merchants hired a special person (barker) who walked along the
street and talked about all the charms and advantages of the product, as well as its location.
Advertising texts in those distant times were invented by peddlers, traders with a tray around their
necks, selling various women's small items, pies, gingerbread cookies, bagels, etc.

So, initially, merchants and artisans vied with each other to praise their goods, offer all kinds
of services, shouting short, bright phrases that attracted the attention of passers-by. In modern
linguistics, oral advertising is classified as journalistic non-spoken speech. From history we know
that people spoke in different genres even before the advent of written speech, and advertising arose
as a manifestation of oral speech. Let us note that the communicative function dominates in the
conversational style, while the informative and influencing function dominates in the journalistic
style. The advertising text should evoke certain emotions in the consumer, some kind of reaction,
provide him with the necessary information about the object of advertising and motivate him to
purchase. Therefore, the advertising text has its own characteristics. It performs two main functions:
influencing and informativeness, and oral advertising text also performs a communicative function
(there is direct contact between the buyer and the seller). Thus, oral advertising text combines the
functions of journalistic and colloquial styles and becomes a special genre of oral colloquial speech.

All advertising is divided into three types: 1) social (supports state and public interests, aimed
at charity); 2) political (pre-election period); 3) commercial (information about the product and its
sale).

Depending on the life cycle of the product, three different groups of commercial advertising are
used: informative advertising (introduction to the product); persuasive advertising (persuasion to
purchase); Reminding advertising (aimed at assuring current customers of the correctness of their
previous choice).

Advertising according to the perception of information is divided into: 1) auditory (audio); 2)
pictorial (visual); 3) audiovisual 4) verbal (oral speech).

Depending on the channels through which advertising information is transmitted, some of its
forms are distinguished: - advertising in the press; advertising in magazines; TV advertising; radio
advertising; advertising guides; advertising brochures; newsletters; telephone advertising; advertising
at points of sale; souvenir advertising: direct advertising (mail, electronic); outdoor advertising
(poster, liquid crystal, transport advertising) printable advertisement: leaflets; booklets; prospectuses;
catalogs; posters; signs. Internet advertising: banners; microsite; pop-up advertising; paid
advertising; joint programs.

In competition in the market, market participants come up with original and unexpected
versions of advertising messages: TVs showing advertisements and weather forecasts; loudspeakers;
logos and posters on the playing field fence, on the ice rink, on clothing; digital screens on the streets,
stadiums; reality show; online journals; interactive television; fax on demand; information on request
(via telephone).

To sum up, the means and forms of transmitting advertising text are varied, hence the variety
of types of advertising. Vast experience has been accumulated in local and foreign science research
to the study of advertising. However not all questions created by the proposed research are equally
provided with the necessary sources and literature. This requires, first of all, the entire study of
advertising as an objective phenomenon of modern linguistic sphere; lack of concepts that allow for
research the influence of advertising comprehensively both on the consciousness of an individual and
on formation of a linguistic picture of the world as a whole. These difficulties are objective in nature

and, undoubtedly, actualize the problem of research.
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