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   INTRODUCTION

The research importance.

In recent years the study of the idiom’s role in people’s communication and person’s intellectual mastering of the world inhere the combination of linguistic and sociable-pragmatic investigation elements.

Being a multidimensional concept (social, psychological, linguistical, esthetical, in particular economical) advertising attracts research workers of all branches of human activity. The study of advertising influencing mechanisms is one of the most relevant, analyzing its possibilities to convince and to induce the audience to take further actions, involving its capability of being remembered by the recipient, providing automatic behavior of the latter.

A commercial text as a type of texts of special pragmatic directivity continues to draw attention of both native and foreign linguists. It is revealed in the increase of the number of the research works devoted to this phenomenon. 

Advertisement notice – is a type of the mass media information. All of them are multifunctional. It includes informative advertisement, cultural –wealth oriented, social-managerial, sociable and restorative function commercial. They all are used in many combinations and in ratios.

The public necessity in advertising emerges, when there is a consumer free in making his/her choice. Advertising develops as fast as the choice of goods and services increases. Of course the lack of normal market relations casts doubt on the advertising necessity. At first its investment was usually a vogue tribute or the desire to “get rid off” the goods lying around on the shelves of the shops under conditions of the scarce economy. Our advertising was quite corresponding to the formed economical situation.

Newspapers and magazines, TV programs and radio airs are full of messages, firstly addressed to the leaders of governmental, tenantry, cooperative and of other enterprises. The main goal of this advertising consists not in selling of goods and services, but in supporting the horizontal merges, instead of the destroyed vertical ones. And of course, it is evident that the new economic structures, functioning on the goods market of industry purpose were the first to feel the insistent necessity in advertising. Advertising became the mean of both partner search and business contact establishment. 

Advertising is the type of activity or the goods produced as its result. It’s aim is the realization of sale, or any other purposes of industrial, service enterprises and public organizations by means of the spread of the information paid by them. Formed in such a way advertising has to effect greatly the mass or individual perception, evoking the programmed reaction of the selected consumer audience.


In USA and other industrialized countries the term “Advertising” means the advertisement notes in Mass Media ( in press, on the radio, TV, and on the shields) and it doesn’t involve the activities, supporting sales promotion. These are the activities aimed to provoke the benevolent attitude of the public- the public relations, and also to a greatly developing sphere of advertising activity, the essence of which is the establishment of cooperation between both the producers and consumers- the direct marketing.


The research aim: bringing to light the lexical peculiarities of the advertising language in the printing. 


The research matter: advertising taken from USA and Great Britain magazines and newspapers.


The research object: revealing the gender stereotypes in USA and Great Britain commercial texts.


The targets of research paper: 

1. To consider the birth of advertising in printing of USA and Great Britain, using the literary sources.
2. To consider and to analyze the lexical peculiarities of the English language in newspapers and magazines. 
3. To indicate the commercial types in Mass Media and to make a content analysis
4. To display the sociable peculiarities of the given idiom and the style of commercial text.
5. To make the analysis and the detection of the gender stereotypes of the commercial texts of the USA and Great Britain that is revealed in the practical part.

1. Advertising in USA and Great Britain print Mass Media.

1.1. The Birth of Advertising

Press advertising is one of the forms of publicity, using the printing art means. Historically the newspaper development is directly connected with the advertising evolution, as newspapers were the first bearers of advertising for the wide audience. They led to the state-of-the-art financing of both print and electronic Mass Media sources of information. One of the first commercial notes appeared on the last page of the London newspaper in 1650, announcing about the award for the restitution of the 12 stolen horses. It is easy to point out that there was already an informative component in the first ad, bearing a great importance for the readers of the print Mass Media. In American colonies the first ads were published in Boston Newsletters in 1704. It is interesting that many innovations in the sphere of advertising were done by Benjamin Franklin. He was the one to increase the efficiency of the USA newspaper advertising by the usage of big headlines and ads accentuation with the help of unfilled fields and the insertion of illustrations.


Newspapers were the first to appear among the Mass Media sources. The first English newspaper was “The Weekly News published” in 1622. And already in the middle of the 17th century the weekly papers began to appear and to be called “the Mercuries”, providing the ads of the new colonial wares.


“Later on Edison and Still began to publish the paper called “Tattler”, being a standard-bearer of advertising. Edison was the writer of the following piece of advice for the commercial text compilers: The great art of compiling ads consists in the search of a right approach for capturing the reader’s attention. It’s lack can result in good news being unnoticed and lost in the reports of going down and out.”


In “Tattler’s” edition dating back to the 14th of September of the year 1710, there were ads of shaving straps, licensed medicine and of many other consumer goods.


Newspaper advertising reached its greatest peak in the United States.

Benjamin Franklin is the father of the USA newspaper advertising. His “Pennsylvania Gazette”, published in 1729, reached the highest circulation level and the richest amount of ad’s publications among all colonial American newspapers.” It was due to the fact that Franklin was the first person to use the illustrations in ads. Thus his commercial notes had a favorable difference from the ads of other issues.


“Graphic images in Franklin’s newspaper ads attracted the attention of the new advertising accounts, especially of the merchants. In order to draw the visual attention of the readers, Franklin made intervals among the ads, placing above the messages the 14th type headlines, inserting correspondent images and one inch gravures. In the massages of VIP clients he inserted gravures made on a special order, showing the clock-face, glasses and so on. Sometimes he used ornaments for headlines. Illustrations helped the readers to understand the ad’s message from the first sight. Running counter to the practice of those times of placing messages in the last column on the last page, Franklin began printing ads on the front page of the newspaper. Later on the chargeable ads began to appear on each page besides the headline of the news.


“The USA transformation in the cradle of advertising had several contributing reasons. Firstly American industry had a leading role in the process of penetration in the mechanisms production that led to the excess of goods. The result was the necessity of persuading consumers to buy more. Secondly the foundation of wonderful seaways, main and common roads made real the supply of wares and advertising means in the rural areas. Thirdly the establishment of the compulsory primary education system in 1813 increased the level of literacy and contributed the growth of newspaper and magazine issues. 


In the 19th century the commercial possibilities extended because of the growth of the periodical issues. And the appearance of photography in 1839 gave the chance to insert in the ad’s text the photographic images, producing a greater reliability. And gradually, by the end of the 19th century the ads in the press media were acquiring the modern features inhered to the present day print advertising. Still the trendsetters of advertising were the United States and Great Britain.


English advertising is two centuries older than the American’s one. By the moment of its borrowing it was widely used by the businessmen. At the first stages of development, the texts in the British newspapers were “mixed” on the pages and by no means were they separated one from each other. The only one method in distinguishing them was the first line, though typed in capital letters but not placed in the page’s center. The ads had the role of reflecting the essence of the information presented in them. They were made attempts to attract client’s attention.

The brochures were of no headlines in the same way. The headlines appeared only in the middle of the 17th century. It was the period of promotion of the new colonial wares for the Europeans such as tea or coffee or chocolate. The English merchants had a tough role of penetrating the exotic goods and provoking the demand of these products. A wide advertising program of the 17th century was devoted to this goal.


 In the frameworks of this company P. Rose, the servant of the merchant Edwards-who was the first one to import coffee in England - opened a coffee-house in London. He had to advertise it somehow. So the brochures with the bright headlines, printed with the capital letters and placed in the center of the page were published. They said: “THE VIRTUE OF THE COFEE DRINK!”


The headlines became firmly established not only in brochures but also in the newspapers in the 18th century. In the “Times” issue dating back to the 1st of January of 1778 there were 21 ads published on one of its pages. Eighteen of them had headlines, and the rest three were marked out by the help of the capital letters of the first sentence. These were the real headlines. They did not have any motto or aphorism expressivity. 


B. Franclin was the first to introduce the headlines in America in the 30th in the 18th century. It is considered that he was also the first to encircle the ads by the “air” ( by the free white space). Here are several examples of the headlines of the ads at the end of the 18th century: I. Greenwood. Surgeon Dentist.”; “ The Principle of the Latin Grammar.”; “A valuable Farm”.2 These examples are taken from the “New-York Journal” issues on 15th of May in 1778. Their headlines are absolutely neutral, but still there appearance turned to be an important step towards the birth of a slogan. The second step towards motto appearance was the subheading formation, that was presented by a phrase, which was the attempt to reveal more clearly the main essence of the product being advertised. They have the first shades of the emotional perception. 


Trying to give the equal rights to everybody, the prominent newspapers sold strictly limited spaces: 2-3 lines in the format of the standard column, without taking into account if the space is bought by the industry’s tycoon possessing unlimited material resources or by common novice businessmen. 


Businessmen used this newspaper space in different ways. Someone-mainly the novice businessmen- simply tried to describe the goods or services. The others were searching the methods of “marking out” and to improve the remembering of their advertising. Obviously such methods were searched by the empirical way. Some commercial accounts began using one and the same phrase. This was the birth of the idea of marking out of one sentence in several ad lines. “Have you used Pears today?” –this phrase was printed in each line. And of course it drew the attention of the audience.

The influence of commercial advertising on the periodicals evolution. The role of publicity as a mean of good’s and service’s promotion increased greatly under the influence of condition of nation-wide market formation. A sudden growth of the mass industrial production, the intensification of the market competition among the trade and manufacturing companies stimulated the rapid growth of the commercial business in the latter half of the 18th century. The advertising accounts were much more often considering the press as the channel for commercial ads output, made for the large audience of potential consumers of goods and services.


It took only one decade to increase the commercial amount, that was published in the USA magazines up to 200-300%. There was also a significant increase of the incomes gained from the advertising activity of the periodicals. The incomes of the newspaper publishers consisted of both the profit gained from the issue sales and the payment received for commercial ads publishing in 1880s. But in 1910 the commercial incomes were already at the rate of 65% of total earnings. The commercial advertising transformed into the basic source of income.


A sudden growth of incomes received from advertising was transforming the large editions (especially the newspapers of the big cities) into the profitable enterprises. Their publisher became the owners of the untold wealth: Dj. Pulitzer had more than 18 million dollars., A. Scrips gathered wealth exceeding 50 million dollars. The newspaper business, characterized earlier as hazardous and bringing low levels of income, became very attractive for the businessmen.


The most successful newspapers transferred into the giant companies with the expenditures of million dollars and numerous staff, including the branching reporter’s nets inside and out of the country. Some of them had their own productive capacities for manufacturing the printing techniques, types and so on. For a long period of time “The Times” was providing itself with all the necessary equipment, the printing types and other materials (except the paper).


The periodical’s editions also increased greatly. At the beginning of the following century there was a wide spread of the big newspapers, which had the editions of thousand copies. The extended possibilities of the printing art gave the chance to publish on-the-fly the unprecedented amount of newspapers and magazines, providing with them not only the narrow VIP audience but also a mass one. Their number increased in England from 14 till 247 in 1846. At the down of the new century in the USA there were more than 2000 daily newspapers. The major part of the cities had more than one newspaper.


“Mass” Editions


There was the formation of so called “mass” press, under the influence of the social-economic consequences of the industrial revolution and growing print commercial activities. It can be characterized as follows: sensational features, generally chosen information for highlighting, misrepresentation, impudent interference in the people’s private life and the stress put on the entertainment of the audience to the detriment of it’s education. It had many hereditary features of its predecessor – the “penny” press. The editors and the publishers of the mass editions worked out their own journalistic methods, which could provide commercial success. This methods were the essence of the so called “new journalism” in USA. 


The classical examples of such periodicals were the newspapers “New York World” under the leadership of Dj. Pulitzer and “New York Journal” owned by U.R. Hrest. Their publishers were doing their job regarding all the characteristics of the new layers of the readers. That was done to attract audience’s attention to the editions. The newspapers were made for the readers with the low standard of education and culture. Instead of contributing the intellectual and cultural development of the audience, these papers wrote about the lowest unliterary classes of the society, including all its prejudges and instinctive desires. The “mass” press applied more to the reader’s feelings rather than their minds, generally using the emotional argumentation.


Fighting for the audience’s attention, for gaining the readers confidence, the newspapers working in the style of the “new journalism” were trying to create the image of editions taking care of the wellbeing of the common people. Regarding this aim the editorial offices began different companies (the crusades) defending the consumer rights, improving the sanitary state of the housing estates in the cities and so on. These programs had their own advertising. The growing popularity of the “yellow press” was the reason of the income increase from placing on its pages the advertising ads of mass demand products. Publishing a great amount of commercial advertising, “the yellow press” had a great impact on the consumer oriented society.3

The production of the multicolor illustrated magazines of the modern type, which were widely spread in million editions, involved great expenditures. There was the need of the costly paper and qualitative color printing that was quite expensive. However, mass illustrated magazines, which were attracting the advertising accounts by the possibility of presenting the commercial ads to the numerous public, were transformed into the one of the most favorable publicity investments. On their share fell 80-90% of the whole level of the editor’s income.

A considerable income flow gained from the advertising activity made possible both to clear expenses, which are the result of publishing and wide spread of the editions, made to provide a high profitable results of the publication business and also to supply the magazines for the large audience of the readers at a low price and sometimes even the lowest one in comparison with the their prime cost. For instance one copy of the illustrated magazine “Life” had a price of 10 cents in 1938, which made it widely available. 


At the end of the 1950-s and during the 1960-s huge illustrative magazines began to lose their incomes from publicity, because of the competition with the Television, that was displaying real life images, which were more expressive than the photographs of “life pictures”, made by reporters of the illustrative magazines. Television presented a more on-the-fly and mass channel of the commercial and info presentation. In spite of the fact that  the “Life” journal achieved its record edition, the main problem to face was its competition with the television. The following years were the times of the magazine revision; in attempts to preserve the position it had won in order to widen it under the conditions of competition with TV. In 1962 “Saturday Evening Post” – once being the most popular illustrated USA Magazine with its million edition - suffered damage for the first time in 1891 and they were quite considerable ones – 4 million dollars. It lost its mass audience after the financial collapse and the change of its periodicity.  


The number of problems of magazines was intensified by several tendencies in the advertising business evolution. With the development of the address publicity technologies the advertising accounts were collaborating more and more often with specialized magazine editions, created for special sectors and groups of the audience, considering them as a more efficient type of advertising. With the significant growth of expenditures for issuing and spreading of the editions which take place in 1960-1970-s this undermined deeply the status of the newspaper giants. 


At the beginning of  70-s a great  mass illustrative magazine’s crisis broke out. It was the  proof of the necessity of changing the common editorial concepts.


Since the year 1970 the “Life” magazine edition came down from 8.5 million copies to 5.5 millions. Its income rate also went down .The magazine was closed down. The same fate overtook the “Look” magazine, which wad increasing its edition during the previous decades: in 1945- 2 million copies were sold, in 1955 – 4 millions. Without reaching its top point in selling it was closed in the year 1971.


Press and Advertising Accounts. Free of Charge Newspapers. 


The influence of the economic factors on the press increased greatly in the 20th century. They made it more independent from the audience. The main proof is the fact that the budget of the USA newspapers consisted of 80% of investments from advertising accounts. The rest 20% of means were received as a result of the spread of the subscription editions and by retail. This part of the budget could only cover the expenses from the newspaper delivery. In such a way the correlation between the audience and the advertising accounts as the sources of investments of the newspaper enterprise was ¼. Taking into account such conditions the editors and the reporters had to take additional pains to prove the stability of the relation “Reader-Newspaper”.4

In the second half of the 1990-s, the newspapers, being absolutely independent from the financial support of the readers were spread in the big cities of America and in Europe. These were the info-ad newspapers, being spread free off charge in the crowded places- at subway and train stations, in the train’s carriages. This type, presenting a mixture of journalistic and advertising components (under the great domination of the first one) competed significantly with the newspapers. It was attractive for the advertising accounts because of the guarantee of the wide spread of the ads, including the possibility to save money on edition’s production and distribution. It also helps to avoid the strict competitive conditions, influencing on sale of the common editions. The owners of the free of charge newspapers state that these editions don’t compete with the chargeable ones. But in many cases such situation is different from the reality. Popular free of charge newspapers can make worse the position of the other editions on the periodical market. It is evident that the spread of such newspapers provoked the protests among the editors and publishers of the common editions. The concept of the non-paid newspaper was worked out and brought to life in Sweden. A newspaper called “Metro” began to spread in Stockholm in 1995. It was intended to be read during the time of short urban transport travels. That’s why it contained a set of short news materials including the ads. This edition became popular very soon. The concept of economic efficiency of the daily free newspaper was proved. Soon after the typical newspapers as “Metro” appeared in the Sweden’s cities and in the neighborhood countries and in other regions of our Planet. Several of them have a characteristic title “20 minutes” (for instance a free daily newspaper in Paris): which is the average time required for their reading. Free “Express” newspaper began to appear at the subway and autobus stations in New York. But in Philadelphia there was “Metro” of its 125 thousand edition. In Great Britain the free advertising newspapers “Metro” and “Evening Standard” acquired the greatest popularity. The creation of the London’s “Metro” was followed by the foundation of its  regional versions in other big cities of Great Britain. 


The editions of newspapers have been reducing during the last several decades in Great Britain, popular for its newspaper business. A major part of the British youth doesn’t have any necessity to read the papers. At the same time 1/4th of the secondary school graduates have problems with reading. In several Southern countries of the Europe a half of the mature population doesn’t read the newspapers at all.  The crisis of the newspaper press showed up as mergers and the process of forcing out of the editions by the competitors. As a result the editions winning in the competition turned into the absolute dominators on the press market, making impossible any competitive struggle against them. On New York’s major market of periodicals and advertising (one of the richest and profitable markets in the whole world), where once there were competing around dozen of daily newspapers, by the beginning of the 1990-s, there were only four of them left. In reality there is only one dominating daily newspaper on the New York’s market – that is “New York Times”, that is the main source of the greatest amount of the commercial advertising and commercial profits. Within a long period of time there has been no growth of the number of the daily newspapers in the USA. The expenditures needed for their foundation and maintenance are too great under the conditions of the severe competition.


In 1930-s, in England, there were more than 500 cities, printing competitive newspapers. After 50 years, there were lesser than 30 cities, characterized by such competition. In the rest of the towns there was only one newspaper on the market. In a series of European countries there was the suppression of the considerable number of the local newspapers by the regional versions of the great print editions, regularly by the capital ones, including their powerful financial and material-technical resources. The spread of the costly computer and printing art technologies was the fact to intensify the crisis of the local papers involving their limited advertising market and unprofitable or scarce budget.


 The problem of preserving the pluralistic character of the periodicals became especially acute in the last quarter of the 20th century. It was the time when the threat of their disappearance became real for both political editions and many newspapers and magazines, which were competing with television and then with the Internet, were loosing their advertising base, necessary for their maintenance. The disappearance of the noncommercial or unprofitable periodicals deprives many citizens of the possibility to find out the information about the publicly significant news of the foreign and internal policy, about the activities of the central and local authorities and about the public and spiritual life of the society. This would mean the considerable reduction of pluralism in the informative sphere, the limitation of the citizenry’s rights to have the available access to the various and alternative sources of information. The disappearance of the political and other unprofitable editions casts doubt on the perception of the press as on the “fourth power” and “the market of ideas”, undermining the democratic basis of the society. 


Today the printed press competes with the Internet, but still the global net, making part of the electronic Mass Media can’t fully replace the newspapers. The real examples of the newspaper’s advertising that had no substitutions till the Internet appearance- were the columns of the printed press and with the classified ads. Traditionally they were a part of the local newspaper, being an effective source of information between the buyers and sellers. In spite of such commercial ads, the columns contained the information about hiring, the ads of the local authorities, political parties, formal and non formal movements. Knowing that the profit gained from publication of a single ad is insignificant, the summarized incomes could come to the ¼ of all the commercial incomes.


When there was the publication of the first free informative “Metro” edition in 1995 in Stockholm and being spread in the public transport of the Swedish capital, no one could expect that after ten years mostly all the towns of Europe would have such edition.


The existence of the free advertising press- is no the recent phenomenon. As a rule its wide spread took place in the times of the economic booms. They were especially popular in the cities, where there was a tendency of adding the ads about the most famous city entertainment places. In the USA such editions were called “shoppers” as they were presenting the advertising about the big stores. In he European countries the free papers could combine both advertising and informative service of the small towns.


Free press gave way to the important economic law that proved to be quite useful. It was found out that the advertising newspapers spread in the big market centers, in subways and at the big stations of the public transport. Regarding the commercial newspapers, the problem of the spread could be resolved. The giving up of the newspaper delivery at homes made the advertising newspaper business quite profitable. Of course it required the conditions of the stable advertising market. 


It is evident that the success of the advertising press was the initial cause for the Stockholm journalists to create the daily paper, which was free, invested by advertising and spread at the big public transport stations. Its content was one and the most evident difference from the earlier existed prototypes. Stockholm’s “Metro” was the first informative free newspaper, spread in the public transport. According to the first editor confession, the idea was in gripping the citizens of the big city, at the place where they went more often- that was the subway. The reporter’s initiative was supported by the great Swedish media entrepreneur – I. Stenback.


“Metro”, being published as the panel format offered the readers the vital information of the national TT agency, selected and originally presented by the reporters. The themes of the paper were the universal ones – it was about everything- from the current news of the internal policy to the problems in the cultural life, ecology and entertainment. Though the panel format, as it was marked above, offers the a certain part of “light” content, “Metro” turned to be a more daily newspaper than the entertainment paper.


An important feature of this edition has become its clear vision of the audience aimed for its reading. To find out the social and demographic features of those who travel on public municipal transport was not a tough case. The general portrait of the “Metro’s” reading public is the following: poor people, those who are educated or acquiring education and those who are interested in the political and cultural life of their town. According to such audience the advertising was created- the advertising of mobile networks and cities restaurants, video-cassettes and compact disks, the tourist service companies and the renting agencies. The key to the paper’s economical success was optimization of the expenditures aimed for its spread.  In “Metro’s” Business scheme the spread expenditures, being one of the “narrow ways” of the newspaper industry, were considerably reduced, because it was the innovation to put its editions in simple iron boxes at the big transport stations. 


The Stockholm’s “Metro” had an unexpected success. The paper was recompensed not in the 5 planned years but in 18 months. The company, producing the newspaper started the same projects in other cities of Sweden, Finland. It brought the initiative of the project to America and Europe. By the end of 2001, “Metro” newspapers having the same brand, but different in their content and various advertising, reflecting the events in their cities, were published in 15 countries and in 20 cities.

1.2. Types of the Printed Editions in Great Britain

 
Newspapers and Magazines.

Newspapers and magazines were the first Mass Media means. However, their editions were earlier limited by the possibilities of their transportation and spreading, by illiteracy of the population and censorship. But during the last 2 decades the extended system of education, the elimination of censorship, the new printing technologies and the small country’s size did away with this difficulties and were the basis of creation of the free system of printed Mass Media. 

The growth of literacy after the year 1870 was the factor to provide the owners of the newspapers with a place on an extending market. This was the reason of the popularity gained by newspapers and magazines, which were earlier available only for the middle and the upper class of society. The printed editions became the source of both information, info and communication presentation and of entertainment. This brought the profit to the owners of newspapers. There was the speedy development of the new printed editions in the beneficial circumstances of competition at the end of the 19th and at the beginning of the 20th century. They were also encouraged by the advertising development. The owners of the printed editions also realized the political and the public role, which a newspaper or a magazine may have. 

Nation-wide newspapers.

Nation-wide newspapers in Great Britain these are the papers delivered in all country’s regions per day including the weekend. The majority of papers are delivered by the postmen just at the doors of the houses of the readers. A very good developed internal communication and transport system in the frameworks of the small country gave way to the evolution of the unique national system of the printed editions, being a contrast to the big-sized countries, where there dimensions present the main hindrances. 5
The first British newspapers, of the edition being enough for the country’s literacy population, appeared at the beginning of the 18th century, followed by such editions as “The Times” (1785), “Observer” (1791) and “Sunday Times” (1822). But the Majority of these papers were oriented on a quite small literacy part of the British population, being centered in London. 

In the 19th century the growth and the demographic situation of the population were the factors to determine the types of the published newspapers. The first nation-wide popular newspapers were intentionally published on Sundays, for instance the “The News of the World” (1843) and “People” (1881). They were cheap and they were intended for the growing literacy working class. In 1896 Alfred Hamsword began publishing “Daily Mail”, a newspaper being produced for the lowest levels of the middle class of the society and was a more available substitution of the “qualitative” newspapers for the highest class. Later Hamsword began producing “Daily Mirror” “Daily Express” in 1903. It was intended for the working class of the quite popular market. Soon both of the papers were sold in one million editions per day. 

The beginning of the 20th century was the newspaper era, which were published in mass editions and by the dynasty of the papers owners such as Narmsword and Arthur Pearson. There was a great competition between them for the bigger part of the market. “Morning Herald” published by Pearson, later renamed in “Daily Express”, was created in 1900 in order to compete with “Daily Mail”, for attracting the lowest layers of the middle class. Later on, “Daily Express” changed its trend, becoming a newspaper for the working class in the 50th. It was done to attract a greater audience. 

“Daily Mirror” becomes the most widely sold nation-wide newspaper at the beginning of the 20th century. It supported the Labor Party greatly and was worked out for the simple and fast reading by the working class that was becoming politicized quite quickly. “Daily Herald” (1911) also supported this party, till the moment when its owner was changed in 1946. It was renamed in “Sun” and changed its views considerably displaying the political and social life of the country. The competition between “Sun”, “Express” and “Mirror” is on even nowadays. Each of them is trying to get the bigger part of the market of the “yellow press”. Still there is a struggle between the newspaper owners, presenting today the big corporations and publishing houses.

The difference between the state-of –the –art press and the one at the beginning of the 20th century is in the quality of the popular newspapers. The success of the earlier popular press was partially conditioned by the growth of the population’s literacy and a partial desire to get knowledge and information that was a necessity in the working class and by the growth of the political competence of the class, because of the popularity gained by the Labor Party. Probably the newspaper owners received significant profits on such a big market, but it was also the impulse that created the demand.  The price and the content of the mass newspapers were intended to the lowest layers of the middle and working class. This trend attracted a great number of advertising accounts. The owners of the press could publish cheaply the editions, using the modern printing methods and the system of the universal spread.

The edition of the nation-wide papers spread considerably at the beginning of the 20th century. It is known that at the beginning of the year 1920, 5.5 million copies were sold per day in he country. By the year 1973 this number increased to the point of 17 millions. But newspapers and magazines had firstly to compete with the radio and the cinema and then with the TV. Though they managed to survive with considerable editions. Since 1970th there were the constant decrees of the daily selling of the nation-wide and other newspapers. The edition of several newspapers remained the same. It was the time when one paper editions increased and the others were greatly reduced or closed as the result of the competence. 

However in Great Britain the newspapers are sold in greater amount than in any other country. It is known that 2 of 3 persons being above the age of 15 read a nation-wide daily newspaper and mostly 3 of 4 persons read the Sunday paper. The nation –wide newspapers are published in an edition of 14 million copies on working days and around 17 million copies appear on Sundays. Though the general amount of the readers (family members and so on) is greater than the amount being published.

The nation-wide press of England is presented by 11 daily papers and by 10 newspapers published on Sundays and it is located in London, where there are the offices of the newspapers and the printing-press. The major part of them was earlier located at the Fleet Street in the center of London. It was the street of the national press industry. But today all newspaper offices have left the street, having moved to other districts of London, for instance in dock’s area or in the London suburbs. The reasons of this moving were the high payment for the rented offices, the cruel competence and the unwillingness of admitting the new press technologies by the publishers. 

In the 70th and 80th all newspapers had to get along with the raise of the costs of production and technological improvements on the printed industry and in the office management. The expenditures connected with these events had to be perceived, especially during the fight for the place on the market.6 The great expenditures for paying the salaries to the workers in the sphere of the printing industry were usually written off the great number of the excess workers and the limitations of the trade unions, especially in London. This situation made the owners of the newspapers to pay attention to the new ways of the labor productivity, together with the drop in the primary cost. The usage of the new print technology, for the speeding up of the process resulted in reduction of the vacancies and the opposition of the trade unions, which resulted in its turn in terrible production losses. The new methods help the reporters to print the articles without transference of the text by the help of the old method – that is the work of the typesetter. This significant change means that now the owners have a great range of the printing methods and the press spread and also the lesser primary cost. The new methods also helped to avoid the former domination of the trade unions and the concentration of production in London.

The owners of the regional newspapers beyond the London borders were the pioneers in the usage of the new technologies in practice. They forced the London print industry to follow their example at last. “The Times” tried to set up the new equipment, but the trade union didn’t allow do it. The newspaper was closed during the next 11 months (1979-1980), trying to persuade the trade unions. But their attempts failed. Later on the paper was sold to another owner, who after a long period of facing different problems with the trade union, fired all the printers and then replaced the paper and his other newspapers into East London. Then he hired only those workers who were ready to work on the new equipment. This actions were criticized by the members of the trade union, who picketed the new plant. But still the other newspapers had to follow “The Times” example in order to survive.

The new printing technology, the improved spread system and the drop in primary cost of the edition were the factors, which increased the incomes of the press and of the print industry as a whole. Despite the competence with the other means of Mass Media, there was still the growth of the newspaper and magazine market. For instance the ethnic minorities of Great Britain publish their own newspapers and magazines, and their editions are growing, but their quality is increasing. There is a great number of Asian, Hethrew, Indian, Chinese and Arabic newspapers.

The importance of the information technologies and the news collection provided the selling of the “Reuters” agency to the private owners in 1984. “Reuters” is the news agency in London, founded in 1851, that usually uses the newspapers and magazines as the sources of news. 

The market of the print production is still a competing one. The newspapers can suffer from various hardships. But even a small hazard didn’t frighten those, who decided to create new newspapers. For instance, the new paper “Today” was published in April of 1986, and then after hard times because of the edition and technology problems it managed to survive in spite of the edition reduction. The Sunday papers, such as “Independent on Sunday” (1990) together with the “European” published on Fridays, began working successfully and their publications are still on. But the number of other newspapers, which had been founded during this time, was very soon closed down. 

The nation-wide newspapers are usually subdivided into “qualitative” and “popular”, depending on their format and contents. The “qualitative” newspapers are published on the pages of the big format. They describe in details both the international and national news, analyze the current events of policy and cultural life. The “popular” newspapers are published on the small-sized pages, telling only some news. In general they write about sensational and scandalous events. The word-stock of these newspapers in quite limited, the stress is put on the speedy reading of the material. We can say that popular newspaper doesn’t care about the intellectual and psychological state of their readers. But newspaper owners and the editors usually argue that their readers require and demand a particular style of narration, interests and attitude.

The numbers of selling of the popular newspapers are considerably higher than the figures of the “qualitative” ones, both the daily and Sunday editions. The qualitative newspapers are more expensive than the popular and they posses a rich group of commercial accounts, that allows to receive incomes. The popular newspapers print lesser amounts of advertising, but they have bigger spread of editions. The nation-wide newspapers received 15% of all money, spent on advertising in the country in 1992.

The British press, being dependent from the political parties, is usually accused in expressing one and the same views. But it is not true: it unites different political interests of the population.7
“Morning Star”, an independent Marxist newspaper, is associated with the England’s communistic party. It popularizes its own political philosophy, but it has a minor edition. The greater part of other newspapers, also have brightly expressed political views and can support a certain political party, especially during the election company. They usually say that the greater part of the British papers is right centered and they support the conservative party. Some of them, for instance “Mirror” edition support the Labor Party, the others such as “The Times” and “The Independent” consider themselves as the independent papers. But the third ones, such as “Guardian”, are the followers of the left centered parties.

In practice the British people get the most different views on the current events from newspapers. There is censorship and control over the press, while still there are the stable laws of the genre, which regulate the press .

As the press gets no grants from the state, it depends on the sums of the copies of its editions, on advertising accounts, which can be attracted and on the financial support of the owners. The newspaper can suffer from tough hardships, in case it is not financed by the advertising accounts. But the great edition numbers do not usually mean the desired number of the advertising accounts and consequently the state of the newspaper. It happens because nowadays the advertising accounts pay a greater attention to TV, where they can get profit from a greater part of the audience. The major part of the popular newspapers, which do not get a big income from advertising are always is competing with their rivals, trying to increase the sales volume. They use such tricks as contests and puzzles, the drop in prices or a clear editor’s office policy, aimed at the attraction of the bigger audience of readers. The owners may reject in helping the unprofitable newspapers. Many newspapers died out because of the edition reduction and the loss of the advertising accounts and the denials in investments as well as because of the combination of all these three reasons. 
Regional newspapers.
Regional or rural newspapers – are the papers, which are published outside the city of London. Except the nation-wide print industry, London has its own main gazette (“Evening Standard”) with the daily edition of 476 thousands of copies, in addition to the 100 local daily editions, that are the daily and evening newspapers, which are published in the districts of the Big London City.

Outside London there is a great number of regional newspapers in small and big cities. They are the mixture of the local and state news, being supported by the local advertising accounts. The regional press – is the second largest press market after the television. In 1992 it inclined 21% of all publicity on the advertising market of Great Britain.

Some of the most popular gazettes are the “The Scotsman” (Edinburgh), and “Glasgow Herald” in Scotland, “Western Mail” in Cardiff, Wales and “Yorkshire Post” (Leeds) in England. They posses a solid reputation and a great edition both in their region and all around the country.8 

The recent growth of the editions of  the free regional newspapers, which are usually publicized at the local printing offices and are finance by the local advertising accounts, point at the new tendency in the newspaper publication. The amount of ads in these newspapers is considerably bigger than of articles. However the weekly edition of this paper is estimated as the 35 million of copies. 

 Periodical editions and magazines.

There are more than 7000 of different periodicals in Great Britain, which are ran weekly, monthly and quarterly. They display the major part of the business interests, professions, kinds of sports, hobbies and interests, and they are intended to different markets and the levels of education. It’s very difficult to get promoted on this stable market with something new. Some attempts, of course, can be successful, but the major part is a failure. For instance there are no colorful illustrated magazines including news in Great Britain. It happened because they couldn’t compete with the TV and with the existing magazines. 

Among the principal main weekly magazines we can distinguish “New Statesman and Society”( the political journal of the left centered parties, which also comments on the events in the social life), “Economist” (an economic journal), “Spectator” (a conservative magazine) and “New Scientist”. “The Times” publishes several influential weekly editions as “Educational Supplement”, “Higher Education Supplement” and “Literary Supplement”. The lesser important part of the market is filled by such editions as “Private Eye”, which attacks and mocks at those things that it considers the drawbacks of the British society. 

There is a cruel competition on the market of the female and teenager magazines. Only some of the new projects survive after the first editions. The female magazines such as “Woman” and “Woman’s Own” are sold in numerous editions. But the record editions are achieved by “Radio Times” and “TV Times”, which include the article and the programs time schedule of BBC channel and the independent television. The other magazines write about different interests such as computers, travels, gardening, railways, architecture and many others. 

2. The advertising types in Mass Media and ad’s classification in the USA and Great Britain. 

In the frameworks of the market economy the advertising is an important motivating force, stimulating the consumption. This leads to the production development and as a result to the economic growth. It is evident that the advertising is one of the main types of the communication, which involves the relations between a seller and a buyer, especially under the conditions of increasing diversity of goods, market satiety and the increase of consumer’s demand for qualitative goods and services. The advertising existence in the frames of the marker is impartial. In other case the demand promotion the increase of sales would have been very problematic for the companies. Advertising is an impartial attribute of the mass production. That’s why in the frameworks of any market structures, except monopoly, advertising becomes an important function of the firm’s action on the market.

Advertising is of a great importance for Mass Media that we have seen for many times. However this general statement has to be considered on the basis of the concrete examples that can show that each Mass Media has its own “relations” with the advertising as a whole involving its characteristic types and genres. It is evident that there are different features which can be used to classify the advertising. From the Economics point of view, it is important to distinguish the advertising into national, local, column (or as it is known in English as classified). According to the French terminology this last type of the ads is called less petites announces, that also emphasizes their small volume.9
According to this classification of the advertising notes it is clearly seen that no all of the Mass Media are equally effective for different types of advertising. And on the contrary, according to the various market characteristics, separate types of advertising are better designed for the particular Mass Media. This statement is illustrated by the data, characterizing the largest Media Economics of the World- USA Mass Media. 

Table №1

The part of the national and local advertising in the basic USA Mass Media (%)

	Advertising type
	Nation-wide advertising
	Local advertising

	On-air TV
	70%
	30%

	Cable TV
	80%
	20%

	Radio stations
	25%
	75%

	National consumer magazines
	95%
	5%

	Newspapers
	15%
	85%


The financial indicators in the minor edition city’s newspapers in the USA are based on the close mutual collaboration with the town’s advertising market. They encourage the editors for a long time. The newspaper income level with the general expenditures of 17,3% in 90-s spent on their production was around 2145700 $, bringing the average profit of 2595300$. The advertising was bringing the major part of incomes-72,6%. The incomes from edition sale was 23,8%. But the last 3,6% of the general budget were received from the external printing office orders.10 

Advertising classification:

1. According to the directivity to the audience: 

a) Advertising of consumer goods (for personal needs) - the biggest number of ads in Mass Media, on the Radio, TV, in magazines and newspapers is the consumer advertising. They are financed by the good’s producers or by an agent that is occupied by ware’s selling. Usually they are intended for the people, who will by it for the personal usage, or will buy it for others. For instance, the ads of “Coca-Cola” can be aimed as for the buyer as for the consumer, which can be, or may be not one and the same person. However the TV video, advertising the dog’s food is aimed at the buyer but not at the consumer. But in both cases it is the consumer advertising. 

b) The Business Advertising (equipment advertising, services of the production sphere, the trade advertising for the merchants, the advertising intended for professional groups such as doctors, teachers (such advertising has 3 aims: to persuade the specialists to buy the advertised equipment, for the image preserving of the profession, the contribution of the increase of the good’s or service sale by the help of particular professional groups, to persuade the clients to use the advertised goods in the daily life); advertising directed on agriculture workers, farmers.11  


People who are doing purchases or make orders to buy the production for the enterprises, make up an aimed audience for the business advertising. They say that usually the business advertising is invisible as if you are not actively involved in a business, then you will not deal with it. The major part of the advertising absorbed by the consumers goes through the means of Mass Media. The business advertising is published in specialized business publications or professional magazines, in mail, which is sent to the organizations, or is presented at specialized exhibitions and at fairs. Till recent time the business advertising was a rare case in Mass Media12

The business advertising is classified into 4 types: for industry, trade, specialists and agriculture. Industrial advertising is aimed at the companies representatives, which purchase or influence the buying of goods for industrial purposes. The industrial goods include those products and services that are used for the production of other products (plants, machines, equipment) or as a part of another good (raw material, semi-manufactured articles). The industrial goods also include the wares that are needed for business management but they are not used as components, such as the durable goods and services provided for the organizations that are presented in the signed contract (office equipment, PC, tables, expendables).


The advertising of such goods as highly effective PC-s and software presented in such magazines as “Iron Age”, “Electronics”, “Business Weeks” are considered as the business advertising. However the advertising of some of these goods started to appear in consumer Mass Media such as radio and TV. The aimed audience is still presented by the businessmen, who deal with purchasing or industry good’s exploitation.



Trade advertising is the advertising of goods and services for the mediators for encouraging the good’s buying by the bulk buyers and the retail traders for reselling. The example of the trade advertising may serve the ad of  Coca Cola that is offered to the managers of the grocery stores, published in “Progressive Grocer”. Some goods advertised for the trade such as office and trade equipment, or the specialized services, can be bought for the usage in the mediator office. But the main trade advertising target is the increase of the selling rates. This can be achieved with the help of founding the new shops or by the selling of a greater amount of products by the means of already existent trade network. 


The agricultural advertising contributes the highly efficient technologies of the tillage, the involvement of the new methods of land’s cultivation, the stock farming of the new species.

2. Advertising According to the Audience Coverage:

a) International advertising aimed at the foreign markets. In any country you can find the advertising of USA drink Coca Cola and German  bear Damburger;
b) National advertising –for native market consumers. The company’s and bank’s services refer to it and so on.
c) Regional advertising –aimed at a particular region or area
d) Advertising of the local importance-aimed at consumers living in the given city or district. This group includes shop, restaurant, servicing advertising.

3. Advertising according to the channels of spread

a) The printed advertising (commercial advertising brochures, catalogues, booklets, visit cards.);
b) Newspaper-magazine advertising;
c) TV advertising;
d) Cinema advertising;
e) External advertising (signs, indicators, shields);
f) Advertising on public transport;
g) Direct mail advertising;
h) Advertising brought at each home;
i) Exhibitions;
j) Special types of advertising (mail advertising, shop advertising, finance advertising);

4. Advertising according its target:

a) Goods and services advertising, that contributes the selling;
b) Advertising of ideas;
c) Commercial advertising, aimed at income bringing in the nearest or in a far distant future
d) Non – commercial advertising, that has no aim of receiving profit

For instance the charitable funds advertising and religious and political publicity;


d) advertising -  that means an advertisement, that induces a client to perform a certain action: purchases and etc. For this purpose special coupons that entitle to a discount while purchasing are placed in magazines and newspapers. 

Not infrequently these coupons or cards to fill in are interlaced with the advertisement. Also you can encounter with such a frequent type of advertisement as orders of goods by post; 

e)  advertisement of product image is meant, first of all, to create a certain product image or to arouse an interest for that brand, category of products, firm. The majority of audio- or advertising video belong to this category of advertisement. All the attempts to achieve momentary profits while creating a product (service) image end, as a rule, with a defeat.
2.1. Content Analysis of the Advertisement.

By the method of content-analysis quantitative and qualitative characteristics of the analysed text are obtained. The result is achieved due to the strict calculation of frequency and volume of mentioning either one or another conceptual unit of the investigated document. The opportunities of using such a method are great. In fact sociologists work with different documents, good for statistical data manipulation: with the official correspondence, section of related news items, photographs, videos, archival files and etc. But the data received is more reliable and precise in comparison with other approaches to this material. Content-analysis is also important in those cases, when you have to deal with many sources to prepare different survey materials.
 

The Content-analysis of the Advertisement


In the present-day USA among the most prestigious and widespread daily newspapers are “New York Times”, “Washington Post”, “Los Angeles Times”. They follow in the steam of official politics, even though do not conceal their sympathy for democrats (“New York Times”) or for republicans (“Los Angeles Times”).  Right reactionary views could be found in “New York Daily News”, “Chicago Tribune”, Washington Times” and “New York Post”. Among the magazines “Time” and “News Week” are distinguished. Expressing the interests of the dresser wheels, they compete on the internal and international magazine market. Specialized publications take a strong line, and mainly business and financial correspondence (in particular the international politico-economical daily newspaper “Walt Street Magazine”).

Approximately 24% of advertisements published in these popular newspapers represent the publicity of the numerous exchange and brokerage services. Not far from them are computer sellers, facsimiles, multiplying engineering and many other - 23% of advertisement fall to their lot. About 12% take the offers of software for computers. And the same quantity of advertisements invites to study management, marketing, publicity, accounting, and the specifics of external economic activity. Banks account for 8% till 10% of the advertisement, especially commercial one. Totally we receive 80% of promotional publications. And just 20 % are for all other types of advertisement: manufactured goods, special (often for supplemental information) literature, purchase and sale of housing (on behalf of enterprises), giving an employment, medical services, various intermediary, informative, publicity services, partnership search, tourism and many other. And this advertiser stuff really shows the present economic situation in the country.

“New York Times” disposed (and still disposes) of well organized advertising service that made that periodical a profitable business. In the last decades, when “New York Times” has become a dominant among periodicals of megapolis New York, its content and methods of presenting the information endured the transformation. In order to save it monopolistic state on the manifold and rich New York market of periodical advertising, it had to combine all the characteristics of “qualitative” and “popular” periodical in its activity.

In the XXth century the influence of commercial factors on press is appreciably increased, having enfeebled its dependence from reading audience. The evidence of this can serve on fact, that the newspapers’ budget in USA in ‘90s  for about 80% was formed an the expense of financial entrance from advertisers, and just 20% of resources were received as a result of print run circulation by subscription or by retail (this part of the budget  covered only the expenses made on delivery of the print run to readers).


Advertising is the important source of income for the newspapers: for example, in USA 53% of income of local periodicals is received from the advertising, but for the periodicals of megapolis this index is 79%.


On the other hand, the informative importance of the advertisement for the readers is evident by a well-known fact:  the advertisement occupies in general 2/3 of the periodicals’ volume and approximately 3/4 of Sunday newspapers.  Advertisement – is not an “appendix” to editorial materials of the newspaper, but a valuable type of content, which is the same popular among the audience as news, editorial articles and TV program schedule. It is also known, that about 60% of mature readers do not simply read local or classified advertising, but also cut it out and keep it for years. 

One of the advantages of the newspaper advertisement is that it is positively perceived by the audience, than advertisement, lodged at audiovisual mass media (as a matter of fact this state is fair and for the magazine advertisement).  It is explained by a number of reasons, but mostly by the “materiality” of the printed advertisement. The level of confidence of the Americans toward the advertisement in newspapers reaches 42%, while the level of confidence toward the television advertisement is significantly lower – 26%, though the television commercials occupy the second place from the point of view of audience confidence. In the Western European countries, where the development of commercial TV has a short history, the attitude of the audience toward the advertisement in printed Mass Media in general coincides with the American attitude toward it. 


According to various examinations of audience, the advertisement in the pres in comparison with the television commercials has a number of advantages.  From the point of view of the consumer, advertisement in printed Mass Media is perceived by audience as:

· it is less obtrusive and that is why is less irritating in comparison with the advertisement at TV, that doesn’t disturb you from reading;
· more informative and useful information, because it contains a sufficient volume of information about the goods and services advertising, offering the information about the price and the stores location (addresses, maps, schemes, telephone numbers); and at the same time the published coupons and offers give the possibility to a small economy;
· more effective and selective, because it gives the possibility to return once more to the printed text and to analyze the offered goods and services, according to one’s demands.


For the advertisers the publicity in the newspaper also possesses the number of unique characteristics, such as:

· lower price on advertisement and the flexible discount available, that thousandfoldly reduces the expenditures;
· high periodicity of newspapers, that provides a constant flow of advertisement;
· the variety of  forms of newspaper advertisement – beginning with urgent textual announcement till the full lines in color, seize and form of the advertisement can be chosen by taking into account  all the motivations and objectives of advertiser;
· to a considerable degree the local character of  printed matter, that allows to take into consideration the distinctive features of local consumption (use) and to combine the national and local advertisement, at the same time the efficiency of the local advertisement is much better provided by printed matters;
· additional services, offered by newspapers, for example, the free of charge publishing of advertising newspapers and its delivery by their own systems of delivery among the subscribers and not subscribed people.


The main particular feature of the newspaper advertisement consists in the complexity of its types, combination and complementary advertising messages of different kinds and levels. In many regional/local newspapers the overall picture is made of advertising announcements of several types – local, international, mixed (local-international, when the owner of national trade mark begins the partnership with local seller), classified, official (municipal), advertisement inserts. From this point of view the specter of newspaper advertisement is more universal.  Even though for the particular types of advertisement more convenience represent other mass media (for the goods of luxury class – thee are specialized magazines; for universally accepted trade marks – TV; for local advertisement - cable network), namely the newspaper is that integrated area, that is acceptable for all the types of advertisement.


Not daily reading. New tendency of not reading newspapers every day illustrates the stability of the Sunday newspaper market in Great Britain and USA, and the appearance of Sunday newspapers on those markets, where they haven’t ever been (Norway). The other demonstration of this process is quite strong positions of the weekly editions, making a certain bridge between newspaper industry and the magazine one.


It is evident, that these tendencies are defined by the price peculiarities of newspaper industry, because they allow optimizing the expenditure on the repatriation, and also new advertisers’ approaches toward the press. As it was already mentioned, in conditions of the growing fragmentation of the television audience, advertisers again begin to take newspapers as the access to a relatively homogeneous mass audience, at the local level and at the regional one. In this conditions Sunday and weekly newspapers, that don’t loose their popularity after 24 hours from the publication and are read by all the family, become an attractive bearer of advertisement. But for the readers, living in conditions of informative overload, the “universal pack” of included information represents a great interest. 

It is indicative that namely the market of Sunday newspapers in USA during the years 1970-1990 has been increasing, despite the fact of lowering of the popularity rate and of advertising income of daily newspapers.  During these years the number of Sunday newspapers increased from 586 till 875, and their circulation also increased from 49.2 mln. copies till 62.1 mln., and the general reading audience increased from 91.6 mln. till 123 mln. of readers. In Great Britain the volume of the Sunday newspapers sale 00 was 15 mln. of copies, that exceeded the volume of the daily newspapers sale (14mln. copies).

The progress of magazine industry in the XXth century leaded to the transformation of magazines into something more selective, from the point of view of content and mass media advertising. According to the representatives of advertisement business, the magazine specialization is a golden line for the advertisers: “Specialized editions allow the advertisers to orient on the already fixed segments of the consumption market, which are regulated by the magazine orientation”.

The advantages of the magazines, as the advertisement bearer, determine the high profitability of this sector of media industry. Magazine market, especially the thematic magazines’ sectors, hasn’t high entrance barriers. Due to the publication’s technological progress, today, no round sums are demanded for the production. The advertiser can lead the coverage of audience to maximum, at that inside it there are more constant readers, than of the newspapers. The access to many professional communities or groups with common interests, can be rendered only to magazines, that for producers of the special goods and services it represents the only effective method of achieving “their” audience. 

The advertiser’s increased interest toward the magazines explains why the magazine industry is characterized by media economists as being market and advertisement. It is true for all the types of magazines, but the correlation between the income from advertising and from realisation of the circulation changes. Thus, for a considerable group of magazines – consumer magazines and general political ones, that make up 60-70% of all the magazines in advanced countries, and the entrances from the advertising make up about 50% of all the income. For the actively developing group of corporative magazines the index is quite different. From 90% till 100% of income they receive from the advertisers. It is important to mention, that the variety of the types of magazines leads to noneconomic competition, in which magazines o not compete for the advisement or subscribers money. It is regards the specialized publications of noncommercial character (university magazines, noncommercial organizations), which are distributed free of charge.


The evident dependence on the advertisement leads many editions to that its volume in the popular magazines often exceeds the volume of editorial materials. Thus, in approximately 50 american magazines, that make the majority of national magazine circulation, on average the percentage correlation of advertisement and content is 54.1:48.6. Competition – as for the readers, the same for the advertisement – between the leading magazines in their groups is extremely high, because the level of popularity between them is high. For such a highly remunerative segments of the magazine market, as women magazines, TV program magazines, of fashion, design, the competition is the most important economic characteristic feature. Namely this feature determines the high costs of advertisement. In USA highly specialized glossy magazines have a very high level of advertising expenditures for 1000 copies: it can reach 20$ for the black-and-white page. For instance, the level of expenditures for 1000 copies in average consumer magazines is about 3-12$.

For the magazines, especially those meant for clearly defined (fixed) segments of audience, the gains from the advertisement are the main source of income. In specialized professional press the announcements (for example, about the new technologies, new medicine) often perform with the more interesting type of content. However profits from the realisation of circulation yields the sufficient part of income into the budget of many magazines. Namely because f that many magazines are constantly increasing their subscribing and retail prices. For example, in USA from the 1980 till the 1996 the costs for subscribing for a magazine increased on 20%, but retail prices on 50%. 

The market strategies of contemporary magazines are extremely various. The magazine market quicker than many other mass media reacts on socio-demographic changes in the society, on the transformation of the labour market. According to this it is important to mention the following processes:
· the coming into being the mass television dailies as the most successful daily magazines practically in all the countries (TV GUIDE in USA, TV 7 JOURS in France, etc.);
· preferential development of magazines with the  less frequent periodicity – fortnightly, monthly, quarterly – shortening the number of daily magazines;
· appearance of specialized magazines as an immediate answer on the consumers habits’ change (in the automobile boom period – auto magazines, in the period of faster computer development – computer magazines);
· further fragmentation of audience due to the interests,  that is stimulated by the progress of publishing technologies, allowing to create the most “journal” magazines at low production expenditures and the narrowing of the editorial focus  - magazine lines, that means published in a small number of copies, highly tailored publications.


The economic significance of experience in magazine industry is of great importance. In conditions of mass audience fragmentation of mass media namely the magazine experience, that have found the optimal business models in the XXth century, can show the best way of development and for other mass media communications.

It is thought that such economic situation, and accordingly in advertising, will last for a certain period of time. But it is difficult to say for how long. Even optimists say about the years, but pessimists - about decades. That is why it is the time for the question: What advertisement do we see, first of all, at the newspapers and magazines pages?

Let’s open any edition. There is much advertisement. Sometimes even full lines, sometimes – shot islands between the editorial material, and most often – compact selections from several announcements. The question is about another thing, do we really want to read them or the title is enough to get the whole understanding of the message? To give the reader quick guidance can illustrations and headlines. But about this demand, to all appearances, authors think less of all. 

The most frequent variant is the following: a very big title (name) of advertiser (for this purpose it is often used the trade mark and the logo of the company), it is followed by – a big text, taped breviary. When on the one page of the newspaper gather many announcements of such type, it gives an impression, than you face a noisy crowd of strangers, each of them cries out its name, and you, in such a noise can’t make a choice, with who you should get acquainted , and to whom not to pay attention.


It would not be desirable to think, that those who orders an advertisement and those who does it are such a naive people, ready to believe, that the newspaper is read from cover to cover, that an unknown trade mark or logo can attract the general attention. But the newspaper stripes show the contrary. And here it is difficult to say, who began such a strange fashion in advertisement: or it was the customer is search of popularity, or the unqualified worker of the advertising agency or the newspaper editorial.  

However, the art of advertising is anonymous by its nature: for the reader it is important what he is offered, but not by whom or who does it. We cannot invite the author to the scene (as a rule it is not the only one person), do we think of advertising masterpiece or the professional flaw. Today, the advertiser can give ready announcement in the newspaper, or the announcement can be worked out by the agency that serves this client, or just by the editorial staff.  If to take into consideration that no specialist in this domain was taught during the decades, so we can suppose that today’s staff of numerous advertising agencies, the same as journalists, gasped and gasp the advertising wisdoms by themselves – in course of work. The fruits of such initiatives we reap today. The conclusion arises by itself: there is a need to study the advertising and not to pay attention at intuition or personal ideas and tastes. And it is for all – advertisers, the advertising agencies staff and the editorial staff. 

There is one more special feature of the present situation on the advertising services market. In the recent time there appeared a lot of new editions. Its reading audience is in process of formation. And due to this there is a change in the structure of constant readers in the editorials, which have been working for already 10 years. It is thought that in course of 2-3 years the affections will be more defined and the audiences will be stable. Than will appear an opportunity to place advertisement in each newspaper that presents an interest for its readers. 

Unfortunately, today and newspapers are omnivorous and the advertisers are unscrupulous. If to speak about the advertising agencies, their benefits are directly connected with the number of editions, in which they will place the announcements of advertiser. But this is a temporary situation. When the economic situation will change, on the first plan will be aboriginal function of advertisement – the ability to sell. Then the advertisers will quickly understand what it’s all about, and will come to know, that the consumer should be taken not by the quantity but by the quality. The ability to find such editorials, the audience of which are potential clients and buyers. The ability to make up announcements which will attract the reader’s attention not let him go by.

2.2. The Dependence of the Language on the Content


The usage of such a powerful instrument in advertising as language, be it oral or written, announcement in the newspaper or just a slogan, is at the same time necessary and difficult.  The first acquaintance of consumer and a firm, offering the goods, occurs while getting information from many sources and in many forms about goods. In any case this information represents a text (oral or written).


Advertisement, the promotion of the firm itself and its production in the market begins with the headline and slogan. Very much depends on what will be these two advertising strategy components. Correctly chosen headline and slogan reflect not only the information about goods, but one of the main purpose is to attract the attention of potential buyer, maybe even not to let him see the same slogans and headlines of other competitors. In order to make such a headline, the slogan has to be connected with the words “great and powerful”. Quite big experience of the advertisers’ work at the Russian and particularly at the foreign markets allows to make several conclusions and to create a list of certain recommendations for making slogans and headlines. Some of them are:  the limited usage of foreign words, special terminology and verbal techniques described in the second chapter of the present paper, used for slogan creation; and in particular there should be considered the point of text analysis for grammatical correctness and literacy from the language point of view. 


However, as the practice shows, it is not enough just to inform the buyer with the “successful” slogan, you should find a “daring” one to attract his attention. It is also important to make him believe that he has already found the best thing, that finding something cheaper means to loose only time, and in addition it is important, if necessary, to create a motivation for the buyer, having influenced him in different ways. For these purposes, in advertising business already exist many methods, where the language, as an instrument, as a measure plays not the last role. On the contrary, by usage of many linguistic means, aces of the advertising and psychology can influence the potential buyer and capitalize them. However such an influence can be of dishonest character toward the consumer or competitors, when we speak about several types of language manipulation, which lead to consumers’ false conclusions about the goods in the market while interpreting the advertisement. In other words, here takes place the disinformation of the consumer.

A big importance is given to the usage of linguistic methods in hypnosis method, where with the help of certain “word-play” advertiser influences buyer, and besides informing him, “helps” the consumer to make the “right choice”.


Because of the rapid development of advertising technologies, connected with the usage of linguistic methods, in the West, the same as in Russia, the main problems of the language consist in morality, literacy and the penetration of foreign words. All these problematic processes have as the basis objective reasons, because the language as the system id developing due to its objective rules.  It, in major cases, refers to the problem of penetration of foreign words in the language and several changes in the Russian language rules. But at the least level it can be referring to the “squandering” of the language, frequent and public usage of obscene phrases and swearing.  In comparison with other processes it is not enriching the language at all, not increasing its “abilities”. Such process just characterizes the cultural level of the society, characterizes the norms of ethics and morality.


Language specific features lay in the basis of such a society measurement as its contextual dependence.  According the theory of contextual dependence the level of influence of the context on the message perception will vary depending on culture. In cultures of high textual dependence (Japan, China, Arabia)the sense of the message can be understood just n a particular context; in the cultures of less contextual dependence (Germany, Scandinavia, North America) the message  can be understood  irrespective of context. The midrange of contextual dependence is typical for such countries as: France, Great Britain, Spain, and Italy. This means, that in cultures with high contextual dependence words have more than one meaning, but in cultures with small contextual dependence – words have one particular meaning.


Advertising messages, made by authors, belonging to the group of high contextual dependence, can be hardly understood in the limits of cultures with small contextual dependence, because they will not transfer the right meaning. The list of cultural demonstrations will make up cultural or national code of advertisement, which directly influences the communicative effect of advertisement message. 

Speaking of codes, there should be mentioned the peculiarities of visualization in advertising, that lean against the popular in this country artistic directions and traditions. In USA, for example, the influence of hyperbolism and pop-art is seemed. The set of typical expressing means and the choice of dominating argumentation in advertising (emotional, efficient, mixed type) also allow some certain variations, determined by the peculiarities of national mentality and attitudes. Thus, in USA the most frequent expressive mean used in advertising is the realism of what happens around setting on arguments and facts. 

The national color symbolics also has to be considered in the process of advertisement message coding. In other case it can lead to less communicative efficiency of advertising.


 The characteristic feature of the contemporary daily magazines’ content – in USA and in many other foreign counties – is the presence of the most interesting special article or interview, devoted to the most burning news or the problems of political, economical or social development in each edition.  


Today, the socio-political magazines of news is directed, as it was before, to the highly educated readers – the representatives of intelligence (including the academic one), student body, educated managers and officials with  different informational demands and the tendency to obtain the summarized interpreted information constantly.


Contemporary popular illustrative magazines. The success in the development of printing trades, the progress of technology and the art or photography created necessary prerequisites for the prosperity of the modern type of popular illustrative magazines. One of the biggest and the most popular became the daily magazine “Life”, created under the direction of Liusa H. “Time Inc” corporation in 1936.

 The aim of this method is the submission, accentuation of the facts of secondary importance that has to play the main role in the formation of necessary attitude. At that, the “reader’s attention is invisibly accentuating on that information, that serves for the achievement of hidden goal oft the communicator”.  These secondary facts are disturbing the addressee from the general attitude toward the real estate of things. Besides, such texts are based on the illusion of being “harmless” that “allows the communicator to weaken the person’s vigilance and invisibly to correct his/her outlook.”

In the advertising text, we face just one part of the information about goods, which helps in forming its positive attitude from the part of consumer. (You can entrust the washing machine SAMSUNG every kind of laundry: it’s really comfortable, exclusively delicate, and extremely compact. SAMSUNG DIGITAL. It is good there, where we are!). It determines the fact, that all advertising technologies are directed to “strengthen the existing characteristics and to high, to lessen the influence of negative characteristics”. Namely this allows to create the goods/services image, which is defined as a specified image of these goods or services, in which the perspective perception is deliberately shifted and the accent is made at some particular parts of the object. In the advertising text the positive sides of goods are accentuated and the negative ones are hidden. Therefore, in advertising there is no full and integral notion about the advertised goods or services. A part of information substitutes it. The image can be defined as “distorted, insubstantial, embellished, leaded to a symbolic way of things”, disposing to a positive attitude toward the advertised object. 

At the same time namely this image is taken as the original, truthful, corresponding the real estate of things. Often the advertisement, in spite of offering the goods themselves, it suggests us the way of life, which can be after buying this product: since olden times people went to the Siberia in search of gold. Our world, is as a legend – everyone has its own: who will find the golden nugget will have golden hands or will find the “golden heart” or will receive the field’s gold. Everyone will benefit from the Siberian bounties. As it is said in our country: “ the rich is not the one who’s avaricious, but the one who’s lavish”. Be good to the nature and friends, than the gold will not run short. The beer “Siberian legend” – world, created for you; “Ecaterininskii” – is the first trade entertaining center of European class in Ural. The time here goes otherwise... By escalators to reach the pleasures... here the world looses its limits... goods from all over the world... here you can enjoy your life. Trade entertaining center “Ecaterininskii”, Sherbakova 12, - is the world of your dreams.
   

Thanks to such a method, the goods are “shining” with all its advantages in the advertising. There wasn’t and cannot be used the word “deficiency” in it, but there can be no “golden middle”: the advertising is constantly strengthening the harshness of the sounding of the positive sides of advertised goods.  Namely such “narrowness” of the material presenting gives the possibility for delusion, which outwardly is not seen at all, but restores in real and advertising situation confrontation.

 In the advertising text the accent lies on the addresser’s profits. In the advertisement the goods are presented in a good light, in their entire glide, thus demonstrating its advantages for the consumer. The illusion is created, that the purchase of these goods are profitable only for the addressee (as though the sender doesn’t have any profit). Thus, the accent is made on the addressee’s profit, but the real estate of things is on the contrary, the profit from the sale of the advertised goods takes, most often, the sender. But he creates an illusion of being highly interested in the addressee’s profits. The interests of the sender are hidden (not showed by open text), and the addressee’s interests are taken on the first plan. For example: Exclusive doors and windows from Finland. Always in your favor! Our buyers set the price!

 It is especially popular the promise to reduce the price while advertising, it is created an illusion, that its size depends only on the consumer’s will:  but if another shop offers a lower price, just say and we’ll make the goods cheaper! You we offered a lower price – buy at us and get a 10% of goods free! Only for you our prices will be much lower; if in the other magazine you were offered the lower price, just say, and we’ll make it cheaper for you! But if you find cheaper one, we’ll lower our price to you; if you’ll find cheaper – we’ll pay the difference.

Thus, the substitution of mail goals in the advertising text is connected with the taking on the first plan the sender’s interests, but the addressee’s intentions remain behind the lines of such text. 

3. The Specificity of the Advertising Text

3.1. Essential characteristics of the language and the style of the advertising text as the units of communication. 


According to historically developed circumstances of the last decades, one of the most attractive objects for the research is text for advertisement – as an element of mass culture and communication. Communication in the contemporary person’s life is tightly connected with the mass media, and in particular, with advertising. The advertisement text influences the recipient a lot, that by means of advertisement text there takes place the formation of mass awareness, the propagation of ideals, purposes, knowledge, introduced by sender. In tendencies of forming global world culture, the language of mass media, a part of which is the language of advertisement, is like “national and planet stream of awareness of the mankind”. In connection to this, the language of the advertisement texts should be considered and investigated not only in the limits of one language, but also from the point of view of intercultural communication.


Advertising represents itself a special type of communication, its characteristic feature is the factor of influencing,  requiring the usage of special mechanisms, by means of which the main purpose of each advertisement is realized – the attraction of attention and the impulse for the action. Advertising is influenced by the majority of heterogeneous environmental factors and reacts on this.

One of the main components of advertising is text, which is an interesting object for investigation.


Advertising texts are the products of the advertising activity in which there is expressed all, for what purpose the advertising communication is carried out.  The text of the advertising message is determined as “speech production, programmed on the message transfer about the object of advertising and the impulsion to a postcommunicative action that represents itself a special sequence of signed units with a probable inclusion of nonverbal components of the structure”. In the advertising text there are included all those linguistic and not linguistic methods, that makes it possible the comprehension and understanding of the text by the recipient and makes the reaction on it.  The linguistical specificity of the text is tightly connected with the specifics of the printed media effect and the consumer’s reaction on it.

In advertising purposes almost all publicistic genres are used. It can be an advertisement note, article, a sketch, report, review. With gear interest the reports are read, taken from authorities, that are somehow connected with the advertised object.

The traditional and most widespread publicistic genres are advertisements, in which the on-line information about the object is given, and the new demands and opinions are formed, the usage of services and the production distribution are stimulated by addressing consumers.


Alongside with the announcement, advertisement note is the simplest form of popularization of goods and services. Reading the advertisement note, the reader   finds out from it what, where and when something is released or has happened (will happen). In advertisement note it is described in more detail than in announcement and not only characteristic features are allocated, but also details are informed, which serve for the advertising purposes.

Advertising article differs in much deep analysis and the detailed description of advertised object. The breadth of practical generalizations is peculiar to it, it is already a whole research, devoted to an advertised object or group of homogeneous objects, it contains an accessible and popular description about them.


As an object of our research, we have chosen advertisement illustrated texts of not special magazines of the Great Britain, the USA, intended for a wide range of readers who are characterized by the following:

· the short, finished text of appellative character;
· the text-appeal (-manipulation);
· the text which appears in printed means (as in our research - in magazines);
· informs on the goods/services;
· convinces the potential consumer to buy a product of the given mark or to take advantage of services;
· it is presented, as a rule, in the form of the text, uniting visual and verbal signs.


The language organization of the advertisement demands to keep several requirements, namely: language brevity (connected with limitation of place and time), simplicity and expressiveness. While characterizing the advertising text, first of all, it is necessary to note the positive emotional charge which renders huge influence on principles of submission of the information, on a choice of economic and verbal means, and, finally, on semantics of words.


The given characteristics of the advertisement are common for both examined languages: simplicity of the message is achieved by use of not complicated syntactic designs, elements.


Effective means of influencing the consumer is journalese advertising which contains various genres. In the advertising purposes are used almost all publicistic genres which can be divided into three groups: informative (a note, interview, a report, the reporting, line advertising), analytical (the correspondence, article, the review, commentary, a review, the comment), publicistic (a sketch, an outline). The last genre group is actively used while materials preparation for public relations, materials with the latent advertising.


The advertisement - paid, placed in periodicals, usually contains advertising heading-slogan which in the compressed form reflects an essence and advantages of the advertiser’s offer.


Advertising note - one of the most widespread advertising genres, represents pure informative genre: the reader learns from it what, where and when something is released or has happened (will happen). The note is limited with the message on the goods and services which are promoted. As a rule, advertising notes have headings. If the advertisement creates an image due to allocation of 2-3 characteristic features of advertised object, than in advertisement notes it is described  in more detail, and not only characteristic features are allocated, but also details are informed.


For propagation of the goods and services is also used the advertising reporting. The genre is defined as a material, in which it is given to the readers, an evident representation about this or that event, through direct perception of the journalist or a character. The author gives, for example, evident representation about the goods which he/she saw and recommends their potential buyers not as the eyewitness from a side, but as a consumer. For the reader such approach objects promotion is psychologically important.


The effective form of propagation – is advertising interview, which possesses special force of persuasiveness. By the form, interview represents the finished text, incorporated by the common plan and consisting of original blocks as question-answer, which settle down on the increasing degree of questions intensity and reflect the development, dynamics of conversation. The main task here – is the transfer of the easy and direct speech, capable to create a bright advertising image.


One of the advertising genres is the advertising report, which informs about any event usually in details, thus as a result the basic attention is given to creation of divertissement image.


The advertising review represents a thorough survey of advertised object (the book, theatrical performance, film, a concert, an exhibition). If in the usual review merits and demerits of an object are considered, in the advertising review the attention of the reader is addressed only at its advantages. The review calls the potential consumer for the certain action, for example to buy and read the book, to watch a performance or a film. 


Among the advertising genres there is also an advertising sketch, which informs about the promoted object in the figurative-publicistic form and its all statement is subordinated by the one purpose - to advertise. Herein the elements of a fiction and publicism are integrally incorporated, concrete facts and real events, the advertising essence of which reveals in the bright art-publicistic form. The advertising sketch influences not only the consumer’s mind, but also on his/her feelings, makes not only to understand, but also to experience the represented.


The genre of advertising consultation represents itself the advice, given by the expert, about the usage of goods or services.


One of genres of advertising – is a small story with a simple plot and an interesting composition. The situation described should be connected with promoted object. Often such story is accompanied by illustrations.


Advertising article differs in deep analysis and the detailed description of advertised object, generalizations. Advertising article is already a whole research, devoted to promoted object or homogeneous group of objects, accessible and popularly informing about them. The genre features of advertising article consist in that it contains the elements of all three directions - analytical, informative and publicistic. Articles can be of review type or have more selective character, devoted to a separate direction of a firm work or a separate product. Its primary goal – is to generate a positive image of the goods, services for the consumer. And, what is very important, the conclusion about their advantages the consumer makes himself. Such way created opinion is steadier, than that is imposed by "frontal" advertising attack, or by repeated recurrence. In articles, carrying the image character, firms try to explain their policy, to win sympathies of the public, for example inform about their charities campaigns.


In advertising, articles are used by advertisers, whose activity requires the detailed, careful and verbose explanation (for example advertising of medical preparations, building materials). Efficiency of such advertising substantially depends on the stage of life cycle of the goods. The lesser known goods are to the consumer, the more information about them is required. Introduction of goods in the market – is the first ground to address the advertising article or the series of articles.


Line, or classified advertising - one of the widespread kinds of announcements which are placed on advertising strips of periodicals, which are of not advertising character or make a basis of advertising editions (for example, newspapers of free of charge announcements).

While the line advertising preparation, the basic attention is given to division of headings according to subject - to the way of organization of advertisements in the edition: for convenience of search they are broken into classes, subclasses, the hierarchical classification tree is build. Usually are used two- and three-level classifications.


Style – is the major factor of the text writing:  the ease of the statement and friendliness of the approach, the care about the client - we state the ideas as if we began to present our offer or to describe the goods in conversation with the friend. ("FANTA-join us").


The advertising language develops on the basis of all known functional styles of speech. Quite often, in advertising texts, the elements of various functional styles are successfully applied. The editor’s  task consists in appreciating the correctness of  the author’s choice of "intonation" of the text, the relevance of usage of those or other language means of different styles in advertising the given goods. The use of elements of colloquial style should be considered in more detail. In fact, all the time advertiser as though addresses the invisible interlocutor - the potential buyer, argues with him. That is why an indispensable accessory of advertising texts are expressions with the pronoun "you": whether « you know... », « you can... », « we offer you... » . Despite of a seeming simplicity, this aspect, this style feature requires special attention, because it is easy to get «not in tone » with the interlocutor, informing him banal trues or asking, from his name, such questions which the interlocutor would never set.


The basic requirements for the advertising text are reduced to the following:
1. The advertising text should be concrete, purposeful. It is necessary to allocate those features which will favorably distinguish the promoted object from others similar to it. 
2. While working out the text, the editor should take into consideration, that effectiveness of the advertising manipulation is estimated by clichés - the so-called "keywords" causing emotions of the person and promoting the formation of positive installations for the advertised object. As clichés more often are used the following adjectives "new", "reliable", "convenient", "effective", "universal", etc. Keywords themselves have no expressive coloring, but owning to its semantics creates the effect of positive appreciation in the context.


No matter how these jammed words "economy", "cheaply", "discount» seem, they till now have not lost the urgency.


According to Americans, advertising - is the same tool of trade, as well as any other; and it justifies itself better in America as anywhere else (гес1аmо - "to shout"). It is, as a rule, rectilinear - in the general orientation of the advertising messages, and pragmatic in choice of graphic means. Seldom who is revolted by so-called «hard sell» (persuasive advertising).


Such traditional values as love, family, patriotism are of great importance.     

      The greater place is leaded to the healthy way of life - to sports, to eutrophy. Let’s consider, for example, such roller. A married couple - both 45-50 years - fall together asleep in the big bed. She can’t fall asleep: « Dear, it seems to me, we depart in the different sides as ships. You don’t talk to me in that special way, as earlier... ». He does not understand her, she is sad, and she again tries to fall asleep. He turns to her and quietly whispers with a «cartoon» voice: “I love you. I love you very much”. She smiles, and they fall asleep, having embraced each other. The slogan is – Magic Happens.

Pay attention: the majority of heroes of the American advertising rollers look straight in your eyes. They are convincing you, bringing arguments and eventually suggesting you to buy the goods. Clearness and pragmatics of the American advertising is perfectly expressed, for instance, in such roller. The man dressed in T-shirt with the inscription “YOU”, is approached by the man in the T-short with the inscription “Cinet.com”. He takes his hand and brings him to the third man in T-short on which it is written “The Best Price”. And he unites their hands. All three smile. The slogan is « Сinet.com. The best prices, the hi-tech products». Simply, laconically and focused on sales.


When it is the matter of advertising, Americans can be named left-hemisphered nation - they have a relentless logic, simplicity, force. A great value is given to speech, to verbal means of communication - well composed text makes the basis of many plots.


Great Britain - the country of fine, bright, qualitative, many-sided advertising with a magnificent creative and lambent humor.


Englishmen are the possessors of good taste. The big place is leaded to traditions, customs, and etiquette. For example, in advertising sauce “Aah! Bisto!”  we can  see the following picture: respectable English family having a dinner at restaurant. The head of the family orders cutlets and is surprised, why he is not given any sauce. The waitress answers, that these cutlets are served without any sauce. The gentleman promptly stands up, undresses and remains only in underwear. Everyone is in horror. “Do you suppose it acceptable?”  - he asks the waitress. She nodded her head. “It’s right. It is unacceptable, - answers he,- the person should be dressed, and cutlets served with sauce”. The slogan is “The sauce “Aah!Bisto! is always to the point”.

Englishmen successfully combine the advertising focused on verbalized with the graphic one. They have many strong and bright slogans: "Newspaper “The Independent””, “Great minds think differently"," Stella Artios”, “The confidence costs much”.


They have magnificent advertising texts, on the other hand, often the advertising is constructed entirely on visual images. In the middle of deserted prairie moves the lorry for wild animals transportation, and the beaters, looking at it, they exchange words among themselves that «those (who are in the lorry) stayed closed/ locked for a long time» and «in the city they won’t have the true freedom». At last somebody shouted «Let (them) out! », a minute of expectation, and from the body are rolled out new, shining utfgftu’s and start to rush on prairie. And the beaters look at them with affection, as at our smaller brothers, with respect to a wild animal force.

What is more important in advertising - reasons, facts or image, an atmosphere, emotions? The answer is not so simple. The matter is, that in history of advertising this question was answered differently, and it was connected with the change of advertising style.


At the end of XIX - the beginning of XX century, the “why” style was the dominant one.  John E. Kennedy, one of its founders, affirmed, that good advertising - is a trade enterprise on a newspaper leaf. He thought it logical to give the potential buyer the reason "why" it is necessary to buy the promoted goods. In order to become successful, the advertising campaign should be concentrated on one characteristic feature of a product: «it is god not to split a thing, striking anywhere with axe».


With the drawing of the XXth century, it became clear, that the fashion in advertising, as well as any other fashion, is not developing rectilinearly, but cyclically. The “insinuating” advertising came to replace the “frontal” one. The period of the exaggerated eulogy of the goods was replaced by the period of the reticence about its advantages.  The businesslike and dry advertising was replaced by the highly artistic and refined one. In place of logics and the “Why” principle, there were stressed emotional perception, atmosphere and artistic image.”


In the ’20s of our century there appeared a new style of advertising - "atmosphere" or "image" style. The most well-known advertising, made by the founder of the given style, T.Makmanusa, was custom-made by the corporation «General Motors» and was printed only once. In the autumn 1914, there was unwrapped the advertising campaign of competitors against the most expensive car of «General Motors» - "Cadillac", where the new 8-cylinder motor worked faultless. T.Makmanus parried this campaign by announcements without illustrations, only the text entitled « Payment for leadership ». Therein was never mentioned "Cadillac" or other cars. It only created the aura, an image. Here is this text.

“In each area of human activity the one that goes ahead, is constantly in dazzling light of public attention. Whether the person or a product is in the lead, it is always followed with jealousy and envy. The leader is attacked, because he is the leader, and all the attempts to be equal with him only confirm his leading part. If the contender is not in a condition to catch up with or to surpass him, he resorts to condemnation and attacks...  There is nothing new here. It is old, as the world, as human passions... These attacks are in vain. If the leader is really in the lead - he remains the leader. And the great poets are attacked and the great artists, and the skilful masters, but each of them remains topped by laurels in centuries. That is why, the thing that is well or perfect, speaks for itself, as though loudly outcries can sound. The thing, that deserves life, - lives”.

 The text “Payment for leadership” convinced not by reasons, but by the atmosphere. Instead of logic substantiation of why it is necessary to get it, around the "Cadillac" was created a certain aura, surpassing any logic. Though the announcement was published only once, it affected the selling of "Cadillac".

Another example of advertising of this style: in 1951, the firm "Hathaway" by means of specialized advertising agency has begun an advertising campaign for its production - man's shirts. This advertising showed a shirt on the mustached man of middle ages with a black bandage at one eye. This small detail - a bandage- played a great role: with its help was created the image of really existing, mysterious person instead of the usual model.

To replace these two types came the style combining "why" and also "atmosphere" features. So, in the well-known advertising "Rolls-Royce", which appeared in 1958, the "image" introduced was the image of the car. Heading - «At the speed of 100 km/h in this new «Rolls-Royce» a louder rustle, is only produced by electric watches» - emphasizing the technical perfection of the car. Below, with a smaller shrift, followed 19 points of "why" it was considered so, the purpose of which was to give the reader more facts, than other automobile firms give. These points were stated softly, without any epithets. Such combination of "image" and "why" had produced its own effect:  with such kind of advertisement’ appearance, the cars’ sale that year increased on 50 %.

It is necessary always to remember an important rule. Advertising can be based only on the facts or only for the image, advertising can combine both the facts and the image, but in any case and the facts and the image should be determined by the basic advertising-commercial theme.

Thus, the facts and images are not important itself, it is important for them to be determined by a theme of advertising.

The usage of such a powerful tool in advertising as language, whether it is the announcement in a magazine or simply slogan, it is at the same time as necessary, as difficult. The first acquaintance, of the consumer with the firm offering the goods, happens by means of acquiring information from many sources and in many forms. This information first of all represents a text.

Advertising, the promotion of the firm and its production in the market begins with the name and a slogan. Correctly picked up name and a slogan bear in themselves not only the useful information on the firm/goods, one of their main functions is to involve, rivet on itself the attention of the potential buyer, and may be not  to allow at all him to see similar names and slogans of competitors. To create such slogan, it is necessary to own all forms of a literary language.


3.2 The revelation of the gender stereotypes in the advertising messages texts of the USA and the Great Britain.

The experimental research is devoted to specificity of social advertising texts perception of the men and women, and to revealing the gender stereotypes in the USA and the Great Britain advertising messages texts.

In this chapter are presented the results of an experimental research of perception of social advertising texts by groups of men and women, are analyzed cultural-linguistic and gender markers revealed in texts of social advertising of the USA and the Great Britain,  there is made the comparison and interpretation of the received experimental data.


The research of verbal and nonverbal structural components of the advertising message text is carried out with application of the lexico-semantic analysis, allowing to reveal markers of the gender explication. By means of the comparative analysis, general characteristics and distinctions cultural-linguistic features of the USA and the Great Britain advertising texts come to light.


The comparative analysis of social advertising texts of the USA and the Great Britain showed, that reasoning (appealing and explaining the reasons which have induced the state to address the citizens) advertising is much more often used in the Great Britain social texts, whereas for the USA social advertising texts is characteristic the prevalence of inspiring (touching feelings and emotions) characteristics.


The comparative analysis of the western advertising texts has revealed a high level of concreteness of the message (the addressee, the purpose and the content): " Don’t let your drunk friend drive”, or " Support Taiwan’s entry into the World Health Organization”; besides that they are almost always accompanied by concrete addresses and phones of the organizations, where it is possible to appeal for the additional information or help.


Within the limits of the gender approach, each advertising text, of any type, can be neutral or gender-oriented. Themes of social advertising texts were chosen proceeding from a generality of the given problems for both countries: the Great Britain and the USA - a healthy lifestyle, harmony of relations, ecology.


The analysis of the respondents’ answers allowed to draw a conclusion on influence of gender stereotypes on examinees, represented in advertising texts. Both men and women, analyzing РТ of the USA and РТ of the Great Britain consider, that texts on such topics as the Healthy way of life - protection against AIDS, alcoholic dependence (“HIV is not a picnic. Night sweats”), Harmony of relations - safety of traffic, the donor service, (“Burning the red light results 15 victims a day”, “Loosing a little bit of blood for a good cause is not a big deal, see?”), Ecology – the process of waste ( “Finish the job. Recycle you oil”) are directed almost on men.


Those texts oriented at women, were of the following themes: the Healthy way of life - the antitobacco company ("This season hottest look. Smoldering chic", "Cigarettes are my greatest enemy", " Find your freedom from smoking"),  ecology -use of economic washing machines (" Some washers clean more than just clothes” "), Harmony of relations - the termination of house violence over the woman, the donor service (" Act now to end domestic violence”, ”We don’t have enough donors. Baby.").


We believe, that the respondents’ choice is explained by traditional distribution of social roles in the society, where women - first of all, are mothers responsible for their children and the relations in the family. Men conduct more active lifestyle, and are capable to make a choice, that is proved by the usage in the advertising texts the topic Healthy way of life of imperatives,  and  words inducing the choice-make (" don’t go there, make your choice, stop, prevent”). For the texts, directed to the aid for women, children, aged, devoted to the harmony of relations in the family is characteristic the usage of the following:  to help,  to donate, to support, to interest, debt, poverty, poor, Christian... ( for example: “Please help, every penny can make a difference”, “Help us stop the cold killing older people”, “Women’s AID is there to help every day of the year”).

The carried out research of social advertising texts of America and the Great Britain, allowed drawing a conclusion on purposeful usage of gender stereotypes. Thus, the social advertising, calculated on employers, more often men, is made out as rationally proved, forming thus such motivation, as a civic duty, the contribution to carrying out social changes, whereas the social advertising is focused more likely on a female audience, is represented emotionally sated, inducing to actions, where the motivation – is charity”


The complex of linguistic methods of the analysis allowed to establish, that within the limits of a social advertising discourse it is possible to meet texts of advertising in which the gender factor is put forward on the one of leading positions. The given advertising texts are classified to stereotypic representations about a social role of women and men. In the social advertising texts directed on problems of women and children, wide display finds the most known social status of the woman - the status of mother.


At all distinctions of cultural systems the universal features peculiar to gender representations, fixed in consciousness of native speakers are traced. A certain line of stereotypic characteristics are shown in advertising texts while using the image which bears the important semantic loading.


For the western texts of social advertising, as for the USA, the same for the Great Britain is characteristic the presence of gender stereotypes in the contents of the text. The author of the advertising message skillfully appeals to obvious phobias of men and women, various ways of spending the leisure time. Also gender stereotypes are expressed while making choice of a way of influencing the addressee.


As a result of the analysis were revealed some characteristics, allowing to define the gender orientation of the advertising text. For the western advertising texts it is the following:

-  Sex role differentiation of the spheres of activity of men and women.


- Usage of the various grammatical phenomena and structures. A sexual belonging of the narrating person or the person the narration is directed to in advertising texts of not a grammatical category sort, but by the presence or markers of the addressee. The most common for texts of man’s orientation is the present tense of indicative clause, activating the message, for example: “HIV. The truth will set you free. Get tested”.


 - A way of influencing the addressee. The request for the help (" Help us stop the cold killing older people"), the influence by means of stimulation of emotions is used in the texts and directed to women. The influence on the man's audience is carried out, in most cases, by means of the rational argument.


- A lexico-semantic component of the advertising text content (semantics of the overwhelming majority of words in the  social advertising texts  directed to struggle against smoking,  the protection against AIDS, the processing of waste are negative: " death, pain, enemy, cancer, victim, accident, crash, sadist, gun, problem, to survive, to prevent, to cause, to educe". And also is characteristic the usage of epithets: unpleasant, deadly, ugly, painful... In the texts directed to the aid for women, children, aged, the harmony of relations in family are used such words, the connotative value of which contains a call for help: "to help, to donate, to support, to interest, debt, poverty, poor, Christian”...

- Usage of gender stereotypes in the content of the text (“Fags make boys impotent”(Smoking conducts a man's impotence), "Fags make girls ugly”(Smoking makes girls appearance ugly) - the author appeals to obvious phobias, models of behavior of men and women.


- Usage of the image in structure of the text (most often in the social advertising texts, directed on reception of the help, are used the images of children and mothers).


Social advertising in English represents a system of the texts, united by a common global plan, which influences the addressee, considering the gender factor. In spite of the fact that social advertising in Russian is only at the initial stage of development, the attempts of purposeful use of gender stereotypes are already undertaken.

                                         CONCLUSION


Advertising in the newspapers - the most popular kind of advertising in press, as the newspaper - ideal advertisement bearer for the company, which wants to deal with a mass audience. 

In fact, newspapers are properly mass media communicators, getting in all segments of a society. At the same time local newspapers possess an opportunity of local coverage of a concrete region, what is convenient for distribution of advertising in the certain market.


Newspapers differ in various orientations, dealing practically with all spheres of the person’s life. But they can also be used for selective influence, because each reader tries to find out in them that is useful and interesting personally for him.


The important feature of newspapers – efficiency, that means, first of all, their task – to communicate the news. Besides, the newspaper reading is concentrated in time: the daily newspaper, as a rule, is read this very day, weekly is read not longer than a week.


Newspapers differ in constancy of an audience. Many people ,during the decades, are subscribing or buying the same newspapers. Also newspapers favorably differ from magazines in lower price.


Advantages of newspaper advertising consist also in the fact, that unlike advertising in electronic mass-media, it is possible to return to the missed advertisement once more, it is possible to cut it out, keep the address and phone of the advertiser.


Besides, newspaper advertising possesses high trust of readers. Researches have shown, that “majority of readers trust in newspapers advertising (more than 42 %); the television advertising has lagged far behind this index and occupies the 2 place (26 %) “.

 But, as well as any mass-media, the newspapers have their disadvantages.


Though newspapers allow the advertiser to reveal the geographical selectivity, they do not allocate social and economic groups. People with absolutely different characteristics and interests can read the one and the same newspaper. Besides, the majority of newspapers practically do not cover youth.


The second disadvantage is a rather short life of the newspaper and accordingly the advertisement placed in it, if the reader will not cut it out and keep.


Thus advertisements are usually placed in the newspaper on the certain (advertising) strips or in blocks. Each of them competes with the next announcement for the reader’s attention. Besides, the newspaper execution of advertisements loses to magazines in quality of the paper and press, in fact the majority of newspapers are black-and-white. But even in color newspapers the illustrations also lose to magazines, because paper is of bed quality. Therefore the image of the goods in newspaper advertising appears less attractively, than in magazines.


The major part of today's advertising will leave from pages after the commodity market coming into being, giving the place to the announcements, addressed to the wide audience of consumers - to us. In fact, in the majority cases the stuff, that fills the newspapers today - advertising for experts, who are offered the goods and services not for a private use, but for the resolution of industrial and administrative problems. The place for such advertising - in editions, which are read only by experts.
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