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806 39(hommgool baemgdigoe 39LgdRy.
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0930 |. 693030l ool gn@Ulo. Bobo cmebggalihy®o mogoligdyégdgdo oo
69300530b Lagmemmgas— 3gggos bddo 3o6ogeo030Ld O MmmbIgho
J393060360a30l036.

§ 1. 3mbodgogdo  algn®lol  5boemoBol  dglobgd — gooboemaBgdyemos
aoblbgoggdgde  gémo Fbog, obLOLLbs o (Hgduhl BmEal, 3gmeg  8bag,
00l 3n®lol 3obLoBmgegdolis cos Bob 36gdsol dmeabs.

L.11. 693530l doGomoe Lobggdo > 8dcmo  ggbogmemmgoy®o dmbgos. o3
J3930603650330 gobgobomoger €930mo30l Lbgocoolbgo Lobggdl.

B. $980 o g. bobyhoedgemmo ggmogodmdgh €g30mo3g80l dotomoce Lobggadl
(3930, bobyhoodgecmo, 2012):
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. 3o8mo335360 ©° bo%émbsbo

1.1. 2. 63 3emodols Qobsuébob m03ob33'36>36360 > J08bgdo— o3 zg3o603600330

80630b0@03m 6)83@080[’ @0[)336)[)0[) 0)030[’82)'36)82)86[)0 QO 808686[) 6)83@080[)

QOL’J&&)[)CDQG Q0303306860m L)OOGOS&)S[)O’)O 3‘330[) 80’)[.5086)32)0 080 830)030%0’)2)[)

6)33@03360[& 806306@36{)3& 6)(\03@88[)08 83363 333b6m60m (Cook, 2001:219-220).

e obobo 08858685 bbsoq)obb3o aoonwb @ob3‘36bobm3ob;

0lioBo 33630093056 0063bemgd ol 31EL3o;
0lioBo BoBmagbombo 56056 8 3cmg 06w do;

obobo  Byemho-Bmmocmy®ho  560s6 o dgndmosm  3o8moygbmb  Bqbogo,
byomgdo > 39doemE0 go8mbodnmgds 3m 39 96 30083065(30530;

0liobo B6ogoemagatbo 56006 Jgg-8emoacmyo 9ol 358cygbgdedo oo dgndemosc
39300466 Bgér000 05 Bg3060 Bghyzgemgdols mB3gde oo bodwgo;

obiobo 3goi3og96 0o Bobo 3emobBq 9yghgdgh 3o6oemobagolihool ceGmm
06cogo30m6 boBoemgdgdl;

obobo Bobs 3emobBg oygbgdgh 3o, dmbromgob o Bghoogmim
3603369mdgdl;

0lioBo oo bobBtrom 0ygbgdeh Boes (> 9Er9-BeEoem 356omgemoBaga;
0bioBo 0469396 I9thgtegemmlné mbeHmdsl;

oliobo 56096 3o6oBotymbo, obo3IGR6 ©> s6lgdmdgh bbgs ool 3nélbol
(ho3930L 89359c0300;

obobo botho agbggdosh 3936, YGMEgHNZBMIGOEbog  Lodgemgdgddo
9OPROMYO;

oliobo 59Gm0obgdg6 LoBmgommgdtogo @ 396dm  obzyBlol  mgolgdqdl,
0bhoBydobs > doemonpemgdol  Lodpoemgdqdl, oygbgdgh moggborgol
©30bolosmgdgam 030lgdgRl;

obobo 03060)0)@ 08868686 oﬁggéggdb@mo@ué oq)n?mob;



* obobo bdoGo brgdosh Lmzooemmy&o, dmEomy&o o glmghozndo gobliel
Logbgoo;

Bggbo 93G0m, LBmegre €g3emo8ol obznelo o6l bsmgmme  Bogomomo
0dobo, oy Bmgme o33emgdd Bmgoo gbo o o 33emommgdgdl  goboieol ogo
©6mob Bobgogom. ondpe Hg3emods 960 dbmmme  0fg3emogl 98 (33emomgdgal,
0609900 3000mbo3  3066bmdL LoBmgomgdol, Boommb gbal gbo oy ol gm&do.
330093900l Bobgegom, Lotrg3emodm ol gnélobomgol 8mogotos  o3566836gdgemo
gbgi3eo. 3930 dpbogol (Cook, 2001:10), 608 ©o35663mbgdgemo ambgzoo o6 60l
6930m03980L  gmogbmo  oggbgpooc. 3o 3gndmmosm 9gbgmgg  gobmmdy,
0bggmE306rgds, ©980bagmEdatgds, 3gBybgde o6 googmbormgds. 9dgob dgodemgde
©030b 33600, ™3 69380l o3ybgizod 96 960l 39Byymmo.

1.1.3. 693030l eobgnelol bhGohgzogdo o Jobégde

6930m03980L  306300056930bomgol 860336gemmgobos Eg3emodal  LhGohggogoal
3obLoBgMo. gem-gemo (El-Daly, 2012:88) goboboemogh Lo3 dotomoce LhEstggesl,
G3mgdo; godmme godmaygbgds  3Gmeygd3eol (36mdoomdal golodmmogégdemace,
gLgbod: godgmErgds, 3mBozotgds (3960003Lgds) o 08a3ol 3gqddbo (Lotrgzemodm Lobol
39436o).

96 3moqgel  98Gom, 6g3mmo8s  Boedmoggbl  Bodsbocmobgdgem  gjobeal,
G03gemboy 3oBboco o3l gogocomb Logmbgemo, godmotBoml d6gbogdn, Bosboemalieml
0639608530930 > 0bogocegdo (Fairclough, 2003:33).

og(mgd0(Dijk, Kintsch, 1983) g0dmymazgb  ULgdobhonéd,  Iyeminéym,
beogoocmn, obhgtodheyem, 36033odyem, Lgdohned, Lhomobime o Gohmeo e
Lyeohgz0g0L.

1.1.4. 69330 ceobgnelo o 3bhgduho

69380L 0l 3yLboborgal oo 3603g6gemmds odgl 3mbigdlhol  Lobggal.
do3gdnem  J3g30603600330  gobgoboemoger  833emggoGme  dmbodegagdl  €g30madals
00l 396bobo o 30bhggLdol Y& c0ge 3033060L Iglobgd.



3030L 3968069800, olgn®@lol  sbsemaBo dmozogl hgduhebs o 30bigdLcel

donem0obmdol.
1.1.5. gbabo oo 6993em080b o31bgi30900

mobggolhozodo  g0dmoéBg3gb  gbol  agnbg30q80L d98c093  (ho3gol:
6993960963010, g3mo®o, JMbohoneoa, ggoho e, 3mghn®o, dghomobzgolno.
03000306 693030l ol 3yGLebmgol yzgemody 860336gemmgobos go39696307emo oo
30boho&o a3y6g;30gdo.

moBo  obobgemgdl  Bo®Botgdnemo  Eg3emodal  mmb  dotomoce  ogybgzosl:
gnéoEm@gdd, 3000bgomdd, 330blmgégds, goyowmggdel doemo.

1.1.6. 63 3030l hgdbhe cod bﬁénddméo
69300030l ab3yOLob  gobbomgolsl  yyéomgds  ybos  gogodsbgoemmon

g3mo80b hadubs o Lhndaody. mebodgrotmgg swsBasbo  ymagmammané
3boogtogdoBo sghonéoce 0ygbgdl Gg3emodol Gopyetoggmm gbsb.

535 057 08 3eaco7dhols bobgemgdo 53039396 5oo80560b 0306¢hsBosl.  583bo0bag,
g3c080b haduhgdo  dgooggb  Lbgocoolbgs gt Lodedbgl. 6g3ce8530
¥6gbe  Lobgemgdol  3gdBbocs,  Gezmy  3eobigdtiocmy®e  Bghocetagdo,
BeoBohemdmghyo  BeoG3glo oo Lbgs, BBoGBmgdengde o B3t 39hmEnmagdo
obeogbgb  gdogbocmms  goggdhpee  Bggyaetogosh.  Begig®  Gohmo e
RoeB o6 ool oBgeoemo o6 6ocdgede, s Bogyemobbdgges (Danesi,
2015:7).

1.1.7. ég3cm030b Lhoemo oo gbo

©36gbol 86005, 6530080l ihoemol mgalbgdgde o LGongaogde, GmBmgdag
53009696 8ol Gofymtoggem dybgdel, BgBrogaos:

bengsbgdo — 800> oggm 36gbool Lisbgemol swosthgdol, 3Bmdol, godmogtgdol
93990 8oL  3glcoga, oy  obobo UBGogem  3gocbgggh  LoBemgscormgdol
3gblbogergddo;



36dobgdamo  3mE@3ol go8mygbgdo — gL g3bol  EBggol go39dhl,  EmBgemog
nbocmoge sghmEohghnemo BysCmmob b 31bgdéngo dommmmgoyéo  0d3yembocosb
399080b56gmal;
gmGHIemgde —436ol gozggdhl, Gm8 odem 30b3bocogdgde goboml  Lo&BIYbm;
oq:od)aéoeoo —33969%0L  3063gmErgde B0l dEMESMMIL, G  d3&gbroal
Lobgemo 0gbgdo odobbmgéHgdnemo;
960l 65 3emgdmdd-8mgogbrmo  €g3emdd  mogl  obogdl  bgdolidogéo  gbols
393mygbgdob.
3o63ob  godmpmggds - gl BHgdboze  oggndbgdnemos 03  o3odhdg, ™I
booeyBemmgdgde 03ytmdgh R39bl yneowmmgdsl (Danesi, 2015:8).
§ 2. LgBoeadnzol Lo ombabidergals
03 3060360q30  gobbocmyemos  Lbgoolbgs cmabzgeldols o gecmmbmazmbol
dgbgenmmgdgdo 60306 Lobhgdal Bqlobgd. dogbgemol s30m, gbo 1339 >6Lgdm3S
0008006930l 53809 o dbemo B39 g3bmgermdm 08 6odbgdom, EmBamgdLsy
960 33963c00b.
1.2.1. ég3emo3ab coob 3yébob bgdomdnzo
69300030l obzelbo 80860b JobomBggoco 0ygbgdl ULbgocoolbgs  Lglomien®
Lodyoemgagdl.  Loobhgtrgbms sghmEms dmbsdrgdgde 6036gdcmob oo 30933069800>.
69300930l 393943bgemgde Lbgoolbgs 3Gmydhol €g3emodatrgdaliol  goblbgoggenem
H9gbhgdLe o go8mlisbymmgdgdl 0ygbgdgb, Gn8emgda; 30 3900530030 gbBotrgdoo.
§ 3. qLogmbggbmemmgogde  Gg3emodol Eolzy@dLde — o8 Jobogéondo Rgqb
3906508900 693emo80b LazgemBo (HEroblymo dgmBotgmdal 308m3B393 (hggdbozol.
03 30dobmgdec yneowbomgdos 8m3306(3930L dmbodergdgde. ogo  godmymagl 393ygg

ogdsosob :

. 0606[)3@0 9139300 Rggbgdo
* Locghygog®o sbgéed
* 31693030 (hEobLremo SogmBatagmdal 308mygbgdo.
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* 36mdagégdol goohgotomgs
* 3odemmbol gobemghgo
o Lemo gobyLdmgHmgmmdnl godmygbgss
o 5@Gbgdyemo Logyggdol godmygbgds
* 236930l (h9dbo 3o
* 396lggg6o300
1.3.1. 3gg6>dbgdgdal 3emoboagazozod
06Lgdmdl Jgzerdbgdgdol  Lbgooolbgo  3emsboogazoes.  cmgdgeogg-cmondedmgo
39dmygmagl  3mbhodhn®lbo o wabhobzon®@l.  €g3eme8s30 oo 8603369mmmds vggL
039600 3936>dbgdqdl. 5g3emo80l  gaggdhn@mds  goblsdmgeogh 8m3b3otrgdcmal 8ogé
03> oy 03 3GmeEydhob vxmgdsl.

1.3.2. o6B3bgdo oo Bgzdogemabo

03 3930603600330 gosboemoBgdycmoes  goblbgoggds  aeB8ybgdsby oo
89393emgboli dmtol. Eg3emo8alisangol  oyzommgdgemo  3m83mbgbho  Bromdos. G
1936 ™ 39thod brmds, Joo nogm  ga3gdhner0d 65g30mo8s.

1.3.3. o6gndgbhond  (ho3gdel 3emoboogagoged —  6g3emeds30  goBmoygbgdo
0653139bhmo Lbgoolbgo Lobg.  oghmedgdo (O Shaughnessy, O’ Shaughnessy, 2004)
3307935830396 6080096039L, glgbos:

o Lhodhobhyogg®o Logbocg

o boMothnggdo o 9bg30mhgde
* 39695emmgod

o >mbgho

303n0oemy®o Losbocog
o 5boemmgod
o 3emolioognzozod
* ©g30bo(300
1.34. Gg3emo8ob  hodbhol  omgd> — ULbgocoolbgo 333emggeél  Lbgocoolbgs

dgbgeoyargde oggb GgaapoBel  haduol ocgdobe o Bob dgeogaly.  gar-egame
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3odmymagl  Lod  (36930L, GmBemgdey  360dgbgemmgobos  bgdolBoglo  Eg3cmodals
H9guhol  ogdabol: 1. yneocomgos, 2. abihgéglo, 3. odoblbmgergos (El-Daly,
2012:86).
93900 33000308396 039300600 ImboBErgdgdl:
e JgéBggzomo Yneromgod
e JgéBggomo gocolbgooygérgdo
o JgePgg0m0 odoblmgégds (Kotler, Wong, Saunders, Armstrong, 2005:273-
274).
1.3.5. ggéoomgds > dobo agqbgizogde
393mymaagb  gndomgdol momb  Lbgoolbgs  ognbgzeol:  1.Lsbogboemm
393mgamgbo o LoogboBdemyg; 2. dgdbo; 3. IgéBggomo YnEomgds; 4. o6Bg3egdyema
gaPoregee.
1.3.6. &g93em035 o> dbemgoszegde
09 g3930603650330 Bo6dmggbocmos bymo doGomocen sbmzases, Gm3mgdal
3603369emmgobos 6rg3cmodoborgal.

oog0 I1. 396090 o gbol ogmemmmgos —Igggde ™o 306036000l o 330000
J393060360030l536.

§ 1. mboBrgdgdo 3gbogéol 365emaBal dglobgd — 3obbocmyemos goblbgoggde
Lggbls o 396l BmEral. ogthmergdn gobolbgaggdgh Lgqgll 39bogénligob (Gamble,
Gamble 2015:12):

LgqLo
o 306LoBgEMmNd Bgmey 3536rmd00r0/Bgemd0m0
*  39b9h03n60/dommmgonéo glzéodhmeo
*  00bEIYmmmo
o dommmgono gobdotmdgdnemo
39590
o 396Lodmgemo, Gmgme3 Joemyo /358530360
*  qglogmmmgoy®o/bemzoscmy®o/ nemdnéyme ©qlzGe3hmeo
12



e Jdgdgbocmo
e JgLBogemommo
2.1.1. 3gbcogéyemo mogabgdngdgdo
d3830608600330 80050@08363@00 806@:}6)3@0 ooo_gobabnégbgbo. 6@360006
gemo©E  o3gemgdd  dJoemgdolbo o 3o39%0L  Gmemo  LoBmgoomgdsda.  (3bocoao,
dgo(330emo 396c0967emo Lhgégmbodgdel  ambdi3ogde; (Gamble, Gamble 2015:6).
aasq)aénqm 33@0@36360 30303038530:
. ‘360003600006360[) 303330’)68[)360[5 3(3@3@(’060;
. bo83m30@936)3m bodaoosmbgbao 8006060@80)60[) 30@360;
o Lomgobm Logdoobmdgado dmboBoemgmdol domgds;
*  3d306035L9L o800k  o3ybgzombatagde.
395g@yare 3apacpgdgie Joapgddo:
. boaoo’ogm Lobob b03~33om83 mo’oogsd)oo/ogbo;
. bob@l‘]o bomogobg b0833omb 800@050;
e Jgho 3olyboldggdcmmds miobol 39mocmmgmdsdy.
gblmbal 93600,  doemgdo  353900Logob  goblbgoggdesh  dgdcogge
030Lgdnergd9000 (Eunson, 2008:7.11-7.13).
396genmo 3oblbgoggdgdo 89306 30931be 30;30030:

b3ols boaoqz@g - do@gbb oboboooog?)m domoemo bdob (1)3360/00.

ImEeo30 — doemgde doérgzeembo 96006 dBotro  Hmbolzgh b 3gg00m
dodobmyemo dmeenemooalogh Boboogdgddoa.

00060 - 3‘)336[’ 530(4)0@ od3oo 30060000763(4)0 330838@860, 336600@,
bonbéobob 08863686 Lod Omsb, 35d0b 6)0030 do@{]bo 03363686 Qoob@mgbom bnm
d)me.

dobgoemo — 85853013900 b3odomemo Londémdgh o 0ygbgdgb dobgaemqdl, Gomo
boBo  gonlgob 360d3bgcmmgob Lozombgdl. 80306 Gmzd,  doemgdo 0dsgg 308kl
3oboq>6830q> 0638386 b3ol domoem Ggabéb ©o 300@3@0300[).
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atodotozs o Jodglzmbgdzos  —  doemgdel  8gthyggemgdobongals
©o30bolioomgdgemos  y3éem  Bnlho gGodohogyme  gmGdgdo, gog 8530 353990L
890y439cwgeobongol.

goemggdo o algy®lyme 8ot 396gde  — 3o8o3o39%0 gthyggemgdedo
BoggL Pogtom aggbgdgh, gy Jocmgoe.

3oo3930L 1boto — 8030393980L  Bgthyzgemgde N3 m 3doayéd o oo
Hboem ™30 8030boérgmdl, g0y Jocmgdal.

06000  30dmangdgdo — doemgde  gthyggemgdedo o6odo gbgdesh Lszombl,
003l 960009396 30620306 3bobaem™b ols, 85306 B3> 8535353930 306306 53316
Lboorgdgemb.

33emo —  3939%0Loogol  odobsbosmgdgemos  @gdal  mmgegnéo  g3gemo
00l 396byemo 806 396930L o Imenliogdymgdol 893g9mdaa.

2.1.2. g9begtal  qLogmmmgonto  0ogolgdntgdgde — 39bgéol  Bomdal
ooboggbo o730emgdgemos gobgoboemmaer 3ol oglogmemmgoyto  0og0lgdnegdgo,
396dm, ol 0og30lgdngdgdn, GmAmgdls dgomo ogger 80853530L0 @ goemals
913939230. 935L0206 39330693000 8603369emmgo6 JmbodErgdgdl g33079308mdl do&rmb-
33gbo:

Joemo: gnemolbdogo o 0r065336dbmdn

006536rdbmds  960L  Bmombmgbomgds, Lbgo 0980060l  g8mpzogde oo
gogérgdo  03mopbm o 3sbygbo  gobzg oo Lomobom  g8mzooes (Baron-Cohen,
2003:2).

885 39(30: mErz60Bgdymme oo LobkhgdohoBotmgdnmmo

LobhgBogoBatagds o0l ULBEOagy, go0sboemodm, 8golbogemm o dogm
bobihgBo(ibid:3).

2.1.3. 3960960 > 3m33bo3oz00

godhoo, G™3 330 o Joemo mEo LEymoo goblbgoggsyemo obwoegowas,
€dmgdagy 396Lbgoggdnemace 0g(393096 gl o 08539 Logyyoesde, Lbgowsolbgobsoto
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0gogdermdgb, 9030996 grmbo o 03039 0gogdhl oo Lbgoolbgoggoto 6gogatgdgb ©3o
oy 08 8mgmmgbody.

©. 39996mbo 30oBbggl, G gbol ogmmmged o ggbrgto &maby o
50g0oeol  gomgoemolBobgdoo  L3gi3003037600: obobo goblbgoggdymos  3yemn®obs
o obhmEonmo 3gomegdol dobggom, olobo dmymoetgdgh ULbgo Lemizosemyée
dobsbosmgdemgdeom, EgmE0(300 3emobo o 9bo 3y mdo. 6980L3dog6s
0gbhogo3etgdyem  Lmpgoosemyé 333380 doemgdo oo 80303953980  30blbgoggdnmbo
96500b. 39bogéremo 306Lbgoggdgde bloto e8ohgdem 60l Botdmpggbommo, Gy
3930L 9699, ol goemoal gbo o6 o&0b (Cameron, 2003:452).

2.1.4. LobhgdohoBotgds > mobogédbmeos

356mb- 33960 30dmymagl  (h3060l  Borogo6  (ho3qal. ol cgemol, &8 Rgqb
y39emob 33993 LobhgdoheBotrgdals oo 0r0bogerdbmdal 1boégda. sdahm8 goboboemoglh
3060l 5 dotromoce hodL:
1. oboogocogdo, GmMAmmgddoy ©0bogerdbmds N3  gobgomotgdnmmos, 3oy
LobhgdogoBorgdo. ol YBmgdgb .docmyé Hzobl*.
2. obogogdo, Gm3mgddoy LobhgdogoBabgds @™  gobgomotgdyemos, oy
006036dbmds. 8ol Bmgdgb 8035303396 (h306L™.
3. 0b0gogde, GmImmgddaz LobEgBotoBotrgds O 00bogerdbmds mobodtsr &0l
396300006930, 3oL YBemgdgh L.oodomoblgdnem h3obL*“.
4. 0boogocegd 1300076l gobg0moegdnmo 885353960 hgoboom. 3vc dgdmbgggedo
LobhgBogoBatrgds  303gégobgomotrgdnemos, 80306  Gmegbog  mobogedbmds
bo3emgdocos gobgomogdnmo.
5. 0bagogd0, GmIemgdlsy 396Ls 3Ggd0m g gobgamotgdymme doemnéo (H3abo.
03 (ho3ob 0800698l  LobhgdotnBotrgds bozmmgdoce gobgomotgdnmo odgem, bmemm
06036dbmds 30396rg963000698memoe (Baron-Cohen, 2002:248-249).

2.1.5. 3913900L0 o> goemgdol emobggolynte Bobobosmgdemngde
0b(hg639elmbocmy®  3m3bozoool  gém-géomo  360dgbgemmgobo  vgnmo

1306036 LoBmgomgdol  3beogégdoda.  3mBnbozoool  gotgdg  3gndemgdgemos
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0bongool  o3nbgzembotagds.  Gmeogloy  Londokos 3960968y,  360dgbgemmgobos
go6goboemmom ggbrgto mobzgolhy® 6ocmdo.
$9U396Lgbol 98&0m, Joemgdal mmgdlogs, Gmgméy Bglo, gogoemgdem
1936m 8mdboemos, g0y 39(39%0L. olbobo cogl oboegdgh YRggymm™ 96 3oy
Lochyggdl, 8530b Gmgbog 393900 b3otoe ™bdoggb sboem godmmddqal o6 omgdgb
dmdggemgdnmbl. 93 gBom, door  dglodemgommmds gdemggom 03mgmb oy 330@360 ob
Bybho godmmgds  oogasbmo  ggodrgdel  godmbobodogoc. doemo, EGmgméy Bgbo,
d03ygqde 80r0go6  gBol, 30306 Gmps 3030 boto  (30emmil,  goonbgoml
3066m Logoemaggbm  doemo3l, 96 30460l sboemo cogolbogal (Jespersen, 1922:248).
6960 33000308m3L Loobhgtrglen BmboBEGYGAL Joemgdolbo o 3035 3013980L
LodEb o 393306g300. 30b g™ Ighl LoyxdE ™AL, doemo ooy Bo8o30;307 393980l
199(hgLmdolocngol 3m3ggmdgemos ,Lodmgomgdtage Loydealb“ Botdo6ogo, 35306
oo doemgdobogol  3m8gmehnmos  ,3960dm  Logdotoe”. dbgmo  goblbgoggdgdal
39dmbogemgboe  go8moygbgds  hgé8abgdo  Ighymdabgdo-bondsta(report-talk) oo
16m0ghmgoggdo-bogdotoe  (rapport-talk).  doemgdoborgol  @odobsobosmgdgemes gL
1396003690, Gmgme3  303306980L  IYsergdals o 3900bbdgaal Lodnommgds. o3
6™l gneomgds  godobgaemgdnmos  3Lgoglgdgdols oo 33m(3c00emgd930ls
39000690989. Joemgde 3mBgmiemoce g3éodbmdgh  mogl 396dm Londégdel UL
(Tannen, 1990:36).
§ 2. ogmbonmo  dmbodégdgde  gg@doemyé @  96g96domme
3316035309039
08  3oogéoqgdo  RBggb  gobgoboemoge  goblbgoggdol  ggédocmnéd o
06503960076 308960353000 BmE0l. 960396050 3m3mba3o30e 9ol 339600
06Lgdmal, 8obo gobyymagemo boBoemos. ol o6LgdMBL, Gmgs Bggb gLoydGMdMm, ob
Lod0L boBoemos. doybgoogs 0dals, Gm8 3816030300 HodyHoc 0ygbgdl meaggl,
303960 30(300L Mocmmgymmo 3gmmeo doomgds Lbgoolbgs 3mgbogn®o Lobig8ocoob,
316g30mb06g3lL  goblbgoggdnmoe o 0ygbgdl 30bLbgoggdnem 3megdl (Andersen,
2008:4).
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dnérgmbols 98&0m, 0y 3ghymdobgdgdo Bo&dmoggbgb 0bhge3gelmbocmyo
30896035300L gneml, 96039630emyco LedymohmEgde Bo&3moggbgb séhgeagdl,
Gmdgemand  39339mdoor  Bogoobgds  mabggabdmeo Lolbemo. olobo 3033069346,
O(hotrgdgb o 93039896  ggedommne  boBoemgdl.  dm3zmmg,  960g396ddmYE0
LhoByemomergde  BotBmoggbgb dghymdnbgdal 30380360l o 0btgE3Egho300L
b0dobomdmog oo v6Lgdoo boBoeml (Burgoon, 2016:38).

3635089b0bo 0b030YemYOH™B0l Loagydgmms dommmgoné  abbhogdgdl
300Bbggl.  domemmgonto abltogdhgde 960l 8cogotn 08ol goboggdoc, ooy Gmgme
3960 90306900k 0939330698mbo O gobo30trmdgdgb Bggbl comggobogem
Bo63¢ygdol (Brizendine, 2006:6).

2.2.1. 86o08gbconbo  goemgdalo oo 3080303980l  dGdggMdoMYM0  Bbotagdal
dgLiobgd

36>0089600bo  boBL  1lgodl  doemgdde ggEdsEHE O  9EOZ9EBIYE0
7606980l 3060hglemdsl.  doemyé  (H3obl  gooBbos 1bozoemYEo Hbotgdo: 396z
396300006930 396Hd0mYG0 b0, 8gzmdtnmo YO m0ghcmmdgdal Rodmyscmodgdal
16060, Lobgdg o b3l (hmbdo gdmzogdel 93m(3bmdal s&oRggnemgdnge Hbota. 3ol
3g1demod sogaemace gobdybhml 3mbogemoagdho (Brizendine, 2006:8).

3635089600060l 98600, 35398 bBoto  LooBmgbgdl  0bthgE3gelmbocmyn
3™bogemoghe @ 30639696(300. 0bobe @gINEH™IG 3Bty Lhodnemgdl doligob.
goemgddo  3mbogemodhl mdeomdadn mdyogl  bggohene  dodoyte  Egogi30gd0l
3930000, 0B393L Lherglol, Bygbolio o> Jodol 36>dbmdgaL (Brizendine, 2006:40).

2.2.2. goblbgoggdgdo 5603960 3m81bo3o30od0

do393em J3930603600330  goobomodgdnmmos  39brgemmo goblbgoggdgda.
ynéomgdol 03yemdl gnblmboll Igbgonmgdgde 960g96dsmmyé  303bo3zo0odo
39b0gémmm 3oblbgoggdg3emob o 30330698000 (Eunson, 2008:7.14-7.15)
bGoemo 2.

doboliodmgdemgde ao6Lbgoggdgdo
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306)0@0 bOSé)BS

393920 B0ceérg30embo 96006 3030306 g™ 8gho Logeg, ooy

9o 380, Gmeogloy bbogdoob. obobo godmymazgb hgéohm&Gonem
306396930 (Bogbgdl, smdnégommmdgdl) ypém LEGogow, gody dommgdo.
3°39%0 ™ 0dodg8056 boembEogomm sgocmgddo.

aoob@msbo ©°
™E0gbho300

9090006 Bosbemmgds ya3tem gbodemgdgames, gocry 39(3980206.
b3 39390U° o goemgol vadyemgdgh Losbemmaql, 3013980 LEGsagoc
Uob@m3q>36006 ;joq;abb, 85d0b 60030 d°@850 3o83?>oo06 meooseoob

dmgnemmdomo 3slybo

3939%0 Jomgd0b goobrgdem bo3emgdo 96006 Borgiombo g3g6dg
3503696 08 °080060lgob, goby LondGMBL bdsdsmemo.

3mdo

Jocmgdo o006 mbog Bob gocsb&ommo 89b30m. 85306, Gmzo  3op3gd0
dorg30embo 96006 go0oEmb mbog 1396 goob&oemo 3gb3om. doemgdo
08md6039896 Jmgem Lbgyeml 30LG0sb 3mdgd08wg. 303980 30
Loo&yemobol 58mdérog9dgb 33emogqdl. 3913980 $omBobol gyércobmdnsb
LoBnE3qL, Joemgdo 30 Y™ Bobs 3mBo(zool 03039896, 3013980

I3 9bEroc ImdEomdgh o Bt™m bdotoc o33em0sk dgmBotgmdsl,

3000629 gocmgoo.

3gbgdo

308860 603@860@ 353?)006 bb386b, 30@68 dOQ){]bO QO a.3. 30886(’)

Joemgdoob 30@060600‘: 6o 3emgdoce 26000 ©0393999mbo mogobogg Lgglolb
5030560706 33b36030.

Lobol

3°3m3ghyggemgdgdo

303360 80@63 30@60 26006 chgoéms Lobol 80800850@33@0060 ©o

3emolihognemds ya3tom, g0006g Joamgdds. 393980 3godemgde Npe™m
60 30m93000 00208006, B30 Lbgo 308030390 96006 06g3emoag. 8530353900

3306@860 603@860@ 30[}‘350’)686 Qoao@om, 30@6)8 doq;abo

"3OoCN00 3m600d00

Joemgdo 98ystrgdgb 3REG™ gomom 3mbhogdhl, g0y 3oi3gde, o360d
3939%0 7n3G0 Eoy0bgdac Nynégdgb 85306, Gmizo doemgde cogL
960009396 01069l 389k, gocmal-goemal 0bgérod(zes 0B393L nozerm
gty goemom 3mbhogdhl, gocdg  3oi30L-3030L 0bhgeogises.

@mgmameoo

30882)0 do@{]bmos 30@06)02}00) bOnbéObOb '3036)(’0 8(”)(’6)0(’0686
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oogo III.  39bogto 8gedda. gb  oogo d9ggoe ™o 3o6oghocgaby o Ggo
J393060360030L0306. 9330G0nem Boboemo  go8mygbgdnmoes 50 dJobonmo o 50
0bgmoalin®o dgdnéo, 0bhgébyh oo botgemggeBom €g30modo.

§ 1. 39690 > 000 — gobgoboemoge 393306l g9bog@lo o 3genol Bmexal.
doggokbos, 63 dged gbhm-germo dofomooe Lodyomgdos ggbrgéel d99dbolo oo
Bodmyoemodgdoboomgol.  8geob  Lbgo  Lodyoemgdgdl  méol  6g3emodols
396U 3ynégdyemo sgamo ndecogl 396géol gm&datgdodo.

Iohglmbol 930, Eg3emodgde N3t  8ghod, oy 860336gemmdsme
06Lgdnmo 3mgdolb Bgoemdo300, GOk o brgds dsma 3Gmeygzool  dbmoszes
J9eodneol  ob3ggdhgdmob. Eg3emodgdn bdoto (3om™dgh  8o6mmb  393mgbgde,
50dy)mmb 593006980, 0030dermb Sbemgdyoco. olnbo goblbgoggdyemo Lodyoemgdgdecm

0360000632)36 33@@363@ 360:']00301) 8‘)63300683@0 33060@0[}0)60[} 80[}0@6030@
(Matheson, 2005:35).

3.1.1.  doemgdo doémn@ bai@né 633@033&30 — 93 ggg3o603600330

80060@03363@00 doémn@o 633@360 633@03360, (4)003@36303 doq;gbo 56006
300’0300@6360@60.

doq;o 6)3 3@080[} N 33003?)[) bnsoamb J<Avon Prima“, 6)003@0[) b@maosoo—,,downﬁm
boGo%g y39emo dmdromdodo”. 633@080[) 30003060 0360

ogﬂl@omo o 3063[}0‘)3@03000 OQSGOUéoQoo 3o3mbo@n@o.
6)33@03030 60300336363@00 oébgbomo bobg@ob,

8gqboémo3ob o 60330@[)0[)3@0[5 30082)060300

J_i (Adj+N+Pr+N). 60 3@030[) 3000306)0 336[)0050‘500

aém—gémo 3603368@003060 osodd)mémo doq:no’oo Lobo3als 381)0606)?;3686@0@.
bnsoamb JMOMRo O do@o mo3obo 3063[)0)300336)0 3@6003068006000, 38660')@,
Bg33ob 960-96m0  oemgmom, Lobmgdybowos dgébydyemo. 633@08030 4o6dmal
30600L03960, 93539 ™ML 0bigdd0 03390900 oo Jormogdol 3mbhnégda. mmsbo,
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6)0088@308 80’)8833038 0880)({3860, 80@0@880, 6)00)08 bO%O 0[)882)0 683@0806)863@0

bnsbamb 80@0@ bOé)OlJbl) dOQ)OlJ 3068[)0)860336)0 80[)0[)000)82)@02)0 30‘36(‘0 dQ)OSé)OO,

30@6)8 003500 b003382>0. o3 633@080[} @03065836368@0 boboomo od3b (boono, 2016,

N1, 33‘13)‘

3.1.2. doemgdo

do(‘)mn@ bohgemggoBom 633@038630— gobbocmymos  Joéoymo

bo(bg@ggo%om 6)83@0882’0 dOQ)SBOl) 8(’06060@00’)800) 606)8(‘0@8860@00 b06)83@080’)

Bé)CV)QUdBOOlJ

30@)380060380

69300539330 (Br0mgbmdo-25)

—

6.

7.

5q4Lglmocro-4
3b3ghe 30-3
Lyéogobo-8
39c00(3065-2
3ogogbo-1

Lo 339%0-6

@356030-1

Jocmgool  gooyar Sgdy® @0 Laghgapggodor

Bbém@o 3. 36«)?)6030 dobolbovmgdemgde goemgdal daémn@ 63 Jemo398do

Lyoemo gmbmenmgos mgdLo 3o EGNMmghoRged  Brmtogmemmgod LobdogLe aéo3oh0 oo
3bLhGng3ogde
bgoh@ocmno | swoohgtoes | 9d¥@ggzeohnée | Lbgoolbgs Bgcobotramogo obMHmdomo Adv+V(conj)
83l dEr0qythols | Lobgemgdo Bobocoocogdgoo Adv+V
393mygbgdo Adj+N+Pr+N
Adj.+N+Acr+
Pr.+Adj+N+N
m686m36860 3330’)86\7[} oé:baboo’)o 56)&060500)0
(oo oo 3odmyqbgdo Lobgemgdoe Bobocoocogdgdoe
063@0[)‘36)0 V+Adj+N+Adv
96900) N+N
N+Adj+N+Adj+
N
mq;oeoo@néo 836033@860 30[)003383880, Pr+N+Pr+V
Pr+Adj+N
0‘3608360 V+Pr+N
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3600033[)03@0

agguogel
399mygbgdo

836980

3060030
Bobocoocogdgoo

N+N--N+N

V+N

V+N

N

N+Pr+N

dm3emg
hagdbeyge

boggoambobgany
20

6)003@0
Bobocoocogdgdo

V+N+N

N+Adj+N+N

N+N--V+N

603[)30030
Lobgemgoo

3o6ommgamyto
3«)6[}063580360

N+N+N+Adv

+Pr

b0033360b
aoagmt‘)gbo

Adj+N

N+Pr+N+V

Pr+Adj+N,Ad
J+N+N

Adj+N+Adj+N

Pr+Adv+V+Adj+
N

N-V+N

3.1.3. 350390 doémn@ 63&@36 63 300039830. 93 393060360030 gooboemodgdnemod
db&)mn@o 63$Q360 6)83@08860 308860[) 8(‘)6060@80’)600’

1. doémsgqm 80060363360 633@080[} ‘333008636 Y ,,Goci)ob(i)oéb“. dobo
Lemmgobos — ,bohobhoto Bggbo onos® (N+Pr+N+V). 693emo80b Bobocoocogde
o 3(063600. 60330@[}053@0 60300836363@00
386bm50@030300b qudBoom. Y0 800803363@00
3930633900Lm0b. Gg3em085d0  Bo&dmeoggboemos bymo

R N N
bgewdo ndotogh ool dmorewo, 9wy 83mege 30 wIzgdYmmo  Sd3on. oo
889 yomtgboce bgomBymo o EB3gGYRIm0s. 938530 398mygbgdnemos
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Introduction

Advertising discourse is one of the important communicative mediums where
an information creater and a receiver are in a distant position. The role of an
advertisement has increased in human’s life for years. We encounter with an
advertisement in everyday life. The interest towards it is growing day by day. Its role
has intensely activated for the last years. Thus, it is worth researching advertising
discourse and peculiarities of gender reflection in it. Studying a language began
hundreds of years ago, gender studying is comparatively new. Gender is a concrete
term which determines a specific aspect of human life. Gender is a matter of
interest for Sociology, Psychology, History, Philosophy, Linguistics and other
disciplines. It is one of the main elements which forms our perception and identity.
The topicality of the topic is determined that advertisement interacts with a
modern human almost at every step. We are constantly in the world of an
advertisement. It has established firmly in our society and itis an inseparable part of
our life. It represents not only motive power of marketing but a new image of culture.
There is a different approach towards it in modern linguistics. Advertising discourse has
experienced lingual transformations, which are caused by various reasons. The matter
of gender has experienced a lot of transformations too. Accordingly, the main focus
is on the role of gender and its influence in modern society.

The objectives and goals of the research are to analyze different scientists’
opinions about advertising discourse and gender, to display specific marks of gender
reflected in advertising discourse, to determine aims of advertising discourse, to
investigate psychological nature of an advertisement and lingual mechanism of
influence, to analyze advertising discourse in semiotic view, to determine gender as
category, its aims and functions, to analyze gender in a linguistic view, according to
linguistic or social aspects, to determine how men’s and women’s verbal or nonverbal

characteristics are represented in a society, to conduct research of gender in Georgian
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and English advertisement texts on the basis of empirical material from the press and
internet.

The novelty of the research is determined by the following examined objectives:
the critical analysis of theoretical material and different approaches about advertising
discourse and gender. The analysis of psychological aspectsand strategies, the study
of verbal and nonverbal characteristics of gender, the determination of the
difference in comprehension of gender by man and woman during the period of
receiving and perception of information.

The methodological basis of the research is determined by the goals and
objectives. The methods used in the paper are the following: the descriptive method,
the critical-analytical method of scientific literature, narrative analysis, content analysis,
contrastive analysis. The Questionnaire is used in the work for the role of gender in
advertisements.

The theoretical value of the research is determined by the valuable observations
and conclusions for Advertising Discourse and Gender based on the complex
linguistic, social, semiotic and psychological analysis.

The practical value of the paper is represented by the analyzed material which
can be used while teaching Discourse Analysis, Gender, Pragmatics, Semantics and
Marketology.

For the empirical material we have used 50 Georgian and 50 English print,
internet advertisements and commercials The Content of the Paper:

The volume and structure of the thesis are determined by the intended
objectives and goals. The paper consists of Introduction, three chapters (Chapter 1-
“Advertising Discourse, its Linguistic Characteristics and Psychology of
Advertisement”, Chapter 2-“Gender and Ideology of Language”, Chapter 3-“Gender in
Media”) seven paragraphs that consist of sub-paragraphs, general conclusions,

bibliography, list of internet resources and Appendix.
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Content of the Thesis

The validity of the research problem choice is grounded in the Introduction that
also deals with the relevance of the topic, novelty, objectives and goals, the
information about theoretical and practical base of the work.

Chapter I-“Advertising Discourse, its Linguistic Characteristics and Psychology of
Advertisement” consists of three paragraphs and fourteen sub-paragraphs.

Paragraph 1-“Opinions about the Discourse Analysis” deals with the difference
between “discourse” and “text’on the one hand, and definition of discourse and its
nature on the other hand.

In 1.1.1 -“Main Kinds of an Advertisement and their psychological Nature” we
examine different kinds of an advertisement.

According to Ch. Jashi, E. Khakhutaishvili (Jashi, Khakhutaishvili, 2012:39-40) there

are main types of advertisements:

Table 1.
Type of Classification Type of Advertisement
e Consumer advertisement
According to targeted group o Business advertisement
e Informative
Advertising address and its peculiarities e Persuasive
e Referral
e Rational
According to the audience’s influence e Irrational
e Selective
Concentration on the defenite segment e Massive
Geographical e Retail
e Regional
¢ General-national
¢ International
e Product advertisement
Targeted e Commercial advertisement
e Non-commercial advertisement
e Instutional advertisement
According to the means of spreading e Printed
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e Magazines, newspapers
e Radio, TV

e Advertising souvenirs
e Direct mail

e External

e Exhibition and fairs

In 1.1.2 - “Peculiarities and Aims of Advertising Discourse” we examine

peculiarites and aims of advertising discourse.Advertising discourse is one of the important

discourses among others. Cook (Cook, 2001:219-220) defines and specifies advertising

discourse which is shared by us:

ads use a variety of substances, including some which are not wused in

communication elsewhere (e.g. soap, vapour);

ads are embedded in an accompanying discourse;

ads are presented in short bursts;

ads are multi-modal, and can use pictures, music and languages, either singly
or in combination, as the medium permits;

ads, in their use language, are multi-submodal, and use can writing, speech
and song, either singly or in combination, as the medium permits;

ads contain and foreground extensive and innovative use of paralanguage;

ads foreground connotational, indeterminate and metaphorical meaning, thus
effecting fusion between disparate spheres;

ads make dense use of parallelisms, both between modes(e.g. the pictures and
music have elements in common), and within modes (e.g. the words rhyme);
ads involve many voices, though they tend to be dominated by one;

ads are parasitic:appropriating the voices of other genres, and having no
independent existence;

ads are often heard in many contradictory ways simultaneously;

ads merge features of public and private discourse and the voices of authority

and intimacy, exploiting the features which are common to these poles;
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e ads make extensive use of intertextual allusion, both to other ads and to other

genres;

e ads provoke social, moral and aesthetic judgements ranging from the most

positive to the most negative (they are ‘harmful’ or ‘beneficial’, ‘bad’ or ‘good’,
‘not artistic’ or artistic’(Cook, 2001:219-220);

It is worth noting that advertising discourse is a clear example how a language
generally changes and what changes take place in it during the time shift. Though,
an advertisement not only reflects these changes, but it also dictates the society to
accept this or that form of a language.

Cook adds that advertisements have a lot of functions:’Even if the majority of
ads have the function of persuading their addressees to buy, this is not their only
function. They may also amuse, inform, misinform, worry or warn” (Cook, 2001:10)

1.1.3 —“Strategies and Genres of Advertising Discourse” deals with the strategies
and genres.

According to El-Daly (El-Daly, 2012:88), there are 3 main strategies:repetition,
positioning and image creation.

Fairclough supposes that “genres of governance include, promotional genre, genres
which have the purpose of ‘selling’ commodities, brands, organizations, or individuals”
(Fairclough, 2003:33).

The authors (Dijk, Kintsch, 1983) offer semantic, cultural, social, interactional,
pragmatic, schematic, stylistic and rhetorical strategies.

In 1.1.4 — “Advertising Discourse and Context” we examine different kinds of
contexts and their importance for the advertising discourse. Cook states that “discourse
is text and context together”(Cook, 2001:4).

In 1.1.5 - “Functions of a Language and Advertisement” we analyze functions of a
language and an advertisement. There are six functions of a language:the referential, the
poetic, the emotive, the conative, the phatic and the metalingual. The referential and the
conative functions are the most important functions for the advertising discourse.
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Leech states that the advertisement has four main functions:attention value, readability,
memorability, selling power (Leech, 1966).
In 1.1.6 — “Text and Structure of an Advertisement” deals with the text and the
structure of an advertisement.
According to Danesi (Danesi, 2015:7) “Like miniature poems, many brand names
stimulate our imagination, impelling us to glean sense from the mental images they evoke.
This “sense-producing” power of rhetorical language is the reason why we use it to make
commentaries on all aspects of human life, and it is thus the reason why it informs the folk
wisdom of a culture and certainly why it is prevalent in advertising. By coining brand names
as conceptual metaphors, onomatopoeic forms, and the like, manufacturers and marketers
are fine-tuning their message effectively. Sometimes the rhetorical form is not written or
spoken, it is simply implied”.
In 1.1.7 - “Style and Language of an Advertisement”
According to Danesi (Danesi, 2015:8)some features and strategies of advertising style are
the following:
e Jingles and slogans. These have the effect of reinforcing the recognition of a brand
name, since they tend quickly to make their way into communal memory;
eUse of the imperative form. This creates the effect of advice coming from an
unseen authoritative source or from some natural biological impulse;
e Formulae. These create the effect of making meaningless statements sound truthful;
e Alliteration. The repetition of sounds increases the likehood that a brand name will
be remembered;
e Absence of language. Some advertisements strategically avoid the use of any language
whatsoever, suggesting, by implication, that the product speaks for itself;
eIntentional omission. This technique is based on the fact that secrets grab our
attention;

Paragraph 2 — “For the topic of Semiotics” we analyze the main opinions of
semiotics researches.

49



Bignell states that “language was already there before we were born, and all of our lives
are lived through the signs which language gives us to think, speak and write with” (Bignell,
2002:7).

1.2.1 — “Semiotics of Advertising Discourse” deals with the importance of
semiotics for advertising discourse.

In the Paragraph 3 —“Psychotechnologies in Advertising Discourse” we analyze
different kinds of techniques which cause trance condition. According to Mokshantsev
(Mokshantsev, 2007), they are:

e Display of Trance Behaviour;

Verbal Description;

e Use of Natural Trance Condition;

e Resetting Consciousness;

e Splitting a Pattern;

e Use of complete uncertainty;

e Use of nonexistent words;

e Technique of Confusion;

e Perseveration;

In 1.3.1 - “Classification of Feelings” we talk about Lebedev-Lubimov’s (Lebedev-
Lubimov, 2002) two main kinds of feelings: Contact and Distant.

In 1.3.2 —“Persuasion and Influence” we analyze difference between persuasion
and influence.

In 1. 3.3 —“Classification of Argument Types” we analyze different kinds of
arguments which are used in an advertisement. According to the authors
(O’ Shaughnessy, O’ Shaughnessy, 2004) there are the following arguments:

e Statistical evidence;

e Narratives and Anecdotes;

e Genealogy;

e Description;

50



e Visual evidence;

e Comparision and contrast;

e Analogy;

e (lassification;

e Definition;

In 1. 3.4 — “Perception of Advertising Text” deals with opinions of some scientists
about the process of perception and its result. According to El-Daly (El-Daly,
2012:86), there are three main notions which are necessary for the perception of
advertisement:attention, interest and memorability

The authors (Kotler, Wong, Saunders, Armstrong, 2005:273-274) offer their opinions
about it.

e Selective attention;

e Selective distortion;

e Selective retention;

1.3.5 — “Attention and its Functions” deals with 4 different functions of attention.

In 1.3.6 — “Advertisement and Associations” we analyze 5 main associations which are
important for the advertisement.

Chapter II-“Gender and Language Ideology” consists of two paragraphs and seven
sub-paragraphs.

In the Paragraph 1- “Opinions about Gender Analysis” deals with the difference
between sex and gender.

The authors state that there are some differences between sex and gender (Gamble,
Gamble, 2015:12):

Sex

e Termed as male/female;

e A genetic/biological descriptor;

e Innate;

¢ Biologically constructed;
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Gender
e Termed as feminine/masculine;
e A Psychological/social/cultural descriptor;
e Acquired;
e learned;
In 2.1.1 - “Gender Peculiarities” we analyze gender peculiaraties.
The authors suppose that there are gender changes in a society (Gamble, Gamble,
2015:6):
Gender changes in Men
e Taking on more relational roles
e Participating in caregiving activities
e Participating in home-planning activities
e Functioning as a sounding board
Gender changes in women
e Taking on more task-related roles outside of the home
e Bringing office work home
e Increasingly responsible for economic well-being of family
B. Eunson(Eunson, 2008:7.11-7.13) offers gender differences in spoken communication:
» Voice pitch:Women tend to have higher-pitched voices...
» Inflection: Females may be more prone to high-rising tone or upward inflection
within sentences;
» Tone: Men may have more monotonous speech:males tend to use approximately
three tones when speaking, while females tend to use approximately five tones;
» Emphasis: Men tend to use loudness to emphasise points, while females tend to use
pitch and inflection to emphasise points;
» Grammar and Hypercorrection: women tend to use more precise grammar in speech
than men do and may be more likely to correct the usage of others;
» Fillers and discourse particles : Men more women tend to use speech fillers;
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» Expressive forms: Women may make more use of expressive forms;
» Indirect expression: Women tend to use a more indirect style than men;
» Shifts: Men may be more likely to change the topic than women;

2.1.2 —“Psychological Peculiarities of Gender” deals with the characteristics which
take place in men’s and women’s behaviours. Baron-Cohen(Baron-Cohen, 2003:2) gives
an interesting explanation about female and male brains. He considers the female
brain as empathizing. He defines “empathizing as the drive to identify another
person’s emotions and thoughts, and to respond to them with an appropriate
emotion”.

According to him, the male brain is systemizing:“Systemizing is the drive to
analyze, explore and construct a system”(Baron-Cohen, 2003:3).

2.1.3- “Gender and Communication”. It’'s fact that a man and a woman are
different individuals. They behave differently in the same situation, think differently,
percept the same fact differently and respond to the same event differently.

According to Cameron “Ideologies of language and gender, then, are specific to
their time and place: they vary across cultures and historical periods and they are
inflected by representations of other social characteristics such as class and ethnicity.
What is constant is the insistence that any identifiable social group, women and men
are different. Gender differences are frequently represented as complementaries, that
is, whatever men’s language is, women’s language is not” (Cameron, 2003:452).

2.1.4 — “Systemazing and Empathizing”

Baron-Cohen states that we all have both systemising and empathising skills. He
offers five broad brain types:

1. Individuals in whom empathising is more developed then systemising. This is

what we call the ‘female brain’;

2. Individuals in whom systemising is more developed than empathising. This is

what we will call the ‘male brain’;
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3. Individuals in whom systemising and empathising are both equally developed.
This is what we call the ‘balanced brain’;

4. Individuals with the extreme of the male brain. In their case, systemising is
hyper-developed whereas empathising is hypo-developed;

5. Finally, we postulate the existence of the extreme of the female brain. These
people would have hyper-developed empathising skills, but their systemising
would be hypo-developed (Baron-Cohen , 2002:248-249).
2.15-"Men’s and Women’s Linguistic Characteristics” -deals with characteristics

which take place in men’s and women’s speech.

Jespersen states that “the vocabulary of a woman as a rule is much less
extensive than that of a man. Women move preferably in the central field of
language, avoiding everything that is out of the way or bizarre, while men will
often either coin new words of expressions or take up old-fashioned ones, if by
that means they are enabled, or think they are enabled, to find a more adequate or
precise expression for their thought. Woman as a rule follows the main road of
language, where man is often inclined to turn asidein to a narrow footpath or even
to strike out a new path for himself “ (Jespersen, 1922:248).

Tannen states that “for most men, talk is primarily a means to preserve
independence and negotiate and maintain status in a hierarchial social order. This is
done by exhibiting knowledge and skill, and by holding center stage through verbal
performance such as storytelling, joking or imparting information. From childhood

men learn to use talking as a way to get and keep attention” (Tannen, 1990:36).

In the Paragraph 2 — “Theoretical opinions about verbal and non-verbal
communications” we examine differences between verbal and non-verbal
communications.

Andersen states that “non-verbal communication exists beside language.Yet it is not
language. It’'s present whenever we talk, but it is not talk. Although communication
typically employs both non-verbal communication and language interactively,each
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method of communication derives from a different cognitive system, functions
differently and employs different codes” (Andersen, 2008:4)

According to Burgoon “if messages are the heart of the interpersonal
communication enterprise, then nonverbal cues are the arteries through which the
linguistic lifeblood courses. They connect, channel, and constrain the verbal
constituents. In short, nonverbal cues are an inherent and essential part of message
creation (production) and interpretation (processing)” (Burgoon, 2016 :38).

Brizendine claims that “biological instincts are the keys to understand how we are
wired, and they are the keys to our success today” (Brizendine, 2006:6).

2.2.1 - “Brizendine About Nonverbal Abilities of Female and Male” deals with
Brizendine’s theory about nonverbal abilities and differences between female and
male skills. He emphasizes that female ability is higher: “The female brain has
tremendous unique aptitudes outstanding verbal agility to connect deeply in
friendship, a nearly psychic capacity to read faces and tone of voice for emotions
and states of mind and the ability to defuse conflict” (ibid:8).

According to him, “men often enjoy interpersonal conflict and competition; they
even get a positive boost from it. In women, conflict is more likely to set in
motion a cascade of negative chemical reactions, creating feelings of stress, upset and
fear” (ibid:40).

2.2.2 - “Differences in Nonverbal Communication” deals with gender differences
which take place in any communication. Eunson (Eunson, 2008:7.14-7.15) proposes his
opinions about gender differences in a communication that was used by us during the

analysis of advertisements.

Table 2.
Characteristics Differences
Males tend to take up more personal space than females when
Personal Space seated:they may sprawl, their legs wide, and may set up territorial
markers more quickly than women. Males are more easily stressed by
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crowding

Approach and

orientation

Women may be approached more closely than men. When males
and females are forced into close proximity, males will tend to brush
past turning towards the female, while females will turn away from
the male

Orientation

Women may prefer to interact side by side, while men prefer to
interact face to face

Volume response

Males may be less likely than females to stand back from a person
who is talking loudly

Posture

Women tend to walk with their pelvis pushed slightly forward,
while men tend to walk with their pelvis rolled slightly back.
Women may be more prone to move their entire body from neck
to ankles as one entity when they walk, while men tend to move their
arms independently and exhibit a slight twist in their rib cage.
Males tend to assume more reclined positions when seated, while
women tend to assume more forward positions.

Touching

Men tend to touch others less than women do. Men are less likely
than women to engage in same-sex touching

Listening

Men tend to frown and squint when listening, while women tend to
smile and head-nod when listening.

Facial expression

Men tend to suppress facial expressiveness and plasticity more than
women; Women tend to smile more than men. Men may smile less
when there are other men around. Men may be less likely to return

a smile than women

Women may establish more eye contact than men do, but men may

Eye contact be more likely to stare while women may be more likely to avert
their gaze. Female-female interaction is likely to involve much more
eye contact than male-male interaction.

Men may be more likely than women to walk around when talking

Locomotion

Chapter IIT - “Gender in Media” consists of two paragraphs and eight sub-paragraphs.

Paragraph 1- “Gender and Media” analyzes the relationship between gender and

media. Media

is

one of the main

means which creates and forms gender.

Advertisements have a special role in shaping gender.

According to Matheson “ads are much more than actualizations of existing ‘codes’

of meaning in order to associate their products with aspects of culture. Ads often

seek to lead taste, to make people think in new ways, to mix cultural practices in

distinctive ways

2005:35).

in the constant

struggle for marketing advantage” (Matheson,
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3.1.1 - “Women in Georgian Print Advertisements”
deals with the analysis of Georgian advertisements
represented by women. Example:

A woman advertises the perfume “Avon Prima”. Its
slogan-“Female Tenderness in all Movements”/,gdocoyéo
Lobodg yggemo dedEomdsdn.
(NP(N+N)+prep+NP(Pr+N)/(Adj+N+Pr+N). The main idea

of the advertisement is expressed in the text and in the

movement. The main character of the advertisement is

a ballerina. The advertiser creats the feeling that the perfume is one the main factor to
maintain female tenderness. The box of the perfume and the woman with her delicate
movement are merged synthetically. Rosy is dominant colour in the advertisement. At
the same time, you can see the city’s contours from the window. The dancer is at
the high level. It underlines the high quality of an advertised perfume. The woman’s
kinesthetic characteristics are stronger than the words. The advertisement has a
persuasive character (boovo, 2016, N1, a3-13, City, 2016, N1, p-13).
3.1.2- “Women in Georgian Commercials” deals with the analysis of Georgian

commercials where women are represented.
Categories of products in the Georgian advertisements(Total number-25):

1. Accessories -4
Cosmetics-3
Service-8
Medicine-2
Hygiene-1
Food-6
Technology-1

N o e LN

Table 3.Verbal characteristics of women in Georgian advertisements

Style Phonology | Vocabulary | Orthography Morphology | Syntax Grammatical
Structures
Neutral Alliteration | Abbreviation | Usage of Adjectives Affirmative Adv+V(conj)
different sentences Adv+V
scripts Nouns Imperative
sentences
Usage of
Bilingualism hashtag
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(Georgian
and English)

Officials

Usage of
professional
vocabulary

Brief texts

Adj+N+Pr+N

Adj.+N+Acr+
Pr.+Adj+N+
N

V+Adj+N+Adv

N+N

Adverbs

Phrases

N+Adj+N+Adj+
N

Pr+N+Pr+V

Verbs

Simple
sentences

Pr+Adj+N

V+Pr+N

N+N--N+N

V+N

V+N

N

N+Pr+N

Pronouns

Complex

sentences

V+N+N

N+Adj+N+N

N+N--V+N

N+N+N+Adv
+Pr

Numerals

Repetition
of words

Parallel
constructions

Adj+N

N+Pr+N+V

Pr+Adj+N,Adj+N+
N

Adj+N+Adj+N

Pr+Adv+V+Adj+
N

N-V+N

3.1.3 - “Men in Georgian Print Advertisements” deals with the analysis of

men+'s linguistic and non-linguistic peculiarities in Georgian print advertisements.

The Georgian rugby

players are presented in

the advertisement that

promote the Georgian
beer “Natakhtari”. The
slogan “Natakhtari is our

Beer”/ ,,Gocbob(boé)o 53860

ood” (N+V+Pr+N)/
(N+Pr+N+V). A laconic,

simple sentence structure is used to be easily memorized . The pronoun is used with the

function of personalization. Beer “Natakhtari” is identified with victory. All rugby
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players have a bottle of beer in their hands. All of them have serious look. The

advertisement uses one script and the sun with seven rotating wings, which is the
symbol of freedom and eternity. The symbol is the sign of life eternal circulation.
(https://www.google.ge/search?q=%FE1%83%9C%E1%83%90%E1%83%A2%E1%83%90%E1
%83%AE%E1%83%A2%E1%83%90%E1%83%A0%E1%83%98+%E1%83%A0%E1%83%94

9%E1%83%99%E1%83%9A%E1%83%90%E1%83%9B%E1%83%90&source=lnms&tbm=isch
&sa=X&ved=0ahUKEwj210SOhl.zaAhUHCewKHbbrCowQ AUICigB&biw=1360&bih=662#i

mgre=X4]lvmwEZI0cZM: accessed 2018, May)

3.1.4-“Men in Georgian Commercials” analyses men’s verbal and non-verbal

characteristics in Georgian

commercials.

Categories of advertised products promoted by men in Georgian print

advertisements and commercials(Total number-25):

1. Service-17

2. Drink-8

Table 4. Linguistic Characteristics of men in Georgian advertisements

Style

Phonology

Orthography

Morphology

Syntax

Grammatical
Structures

Neutral

Alliteration

Usage of
different
scripts

Adjectives

Affirmative

sentences

N+Adj+N+V

Pr+Adj+N

V+Adv

V+Adv.V+
Prep+Art+N.
V+Num+Prep+Pr

N+N+Adj+Adj+N

Bilingualism
(Georgian and
English)

Unofficial

Official

Personalization

Nouns

Interrogative

sentences

N+Inf

N+Pr+N+Num+N

V+Num+N

Pr+V+N

N+Pr+N+V

Adverbs

Imperative
sentences

N+Adj+N

N+N

Pr+V

Verbs

phrases

N+N-Pr+Adj+N

N+Pr+N+V

N+V+Adv

Interjection

Simple

sentences

Pr+V

N+Adj+V.N+N+Num
+N
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https://www.google.ge/search?q=%E1%83%9C%E1%83%90%E1%83%A2%E1%83%90%E1%83%AE%E1%83%A2%E1%83%90%E1%83%A0%E1%83%98+%E1%83%A0%E1%83%94%E1%83%99%E1%83%9A%E1%83%90%E1%83%9B%E1%83%90&source=lnms&tbm=isch&sa=X&ved=0ahUKEwj2lOSOhLzaAhUHCewKHbbrC6wQ_AUICigB&biw=1360&bih=662#imgrc=X4JIvmwEZl0cZM
https://www.google.ge/search?q=%E1%83%9C%E1%83%90%E1%83%A2%E1%83%90%E1%83%AE%E1%83%A2%E1%83%90%E1%83%A0%E1%83%98+%E1%83%A0%E1%83%94%E1%83%99%E1%83%9A%E1%83%90%E1%83%9B%E1%83%90&source=lnms&tbm=isch&sa=X&ved=0ahUKEwj2lOSOhLzaAhUHCewKHbbrC6wQ_AUICigB&biw=1360&bih=662#imgrc=X4JIvmwEZl0cZM
https://www.google.ge/search?q=%E1%83%9C%E1%83%90%E1%83%A2%E1%83%90%E1%83%AE%E1%83%A2%E1%83%90%E1%83%A0%E1%83%98+%E1%83%A0%E1%83%94%E1%83%99%E1%83%9A%E1%83%90%E1%83%9B%E1%83%90&source=lnms&tbm=isch&sa=X&ved=0ahUKEwj2lOSOhLzaAhUHCewKHbbrC6wQ_AUICigB&biw=1360&bih=662#imgrc=X4JIvmwEZl0cZM
https://www.google.ge/search?q=%E1%83%9C%E1%83%90%E1%83%A2%E1%83%90%E1%83%AE%E1%83%A2%E1%83%90%E1%83%A0%E1%83%98+%E1%83%A0%E1%83%94%E1%83%99%E1%83%9A%E1%83%90%E1%83%9B%E1%83%90&source=lnms&tbm=isch&sa=X&ved=0ahUKEwj2lOSOhLzaAhUHCewKHbbrC6wQ_AUICigB&biw=1360&bih=662#imgrc=X4JIvmwEZl0cZM
https://www.google.ge/search?q=%E1%83%9C%E1%83%90%E1%83%A2%E1%83%90%E1%83%AE%E1%83%A2%E1%83%90%E1%83%A0%E1%83%98+%E1%83%A0%E1%83%94%E1%83%99%E1%83%9A%E1%83%90%E1%83%9B%E1%83%90&source=lnms&tbm=isch&sa=X&ved=0ahUKEwj2lOSOhLzaAhUHCewKHbbrC6wQ_AUICigB&biw=1360&bih=662#imgrc=X4JIvmwEZl0cZM

Complex N+Adj+N+N
sentences
N+Interj+V
N+Adj+Pr+Adj
Adj+N+Num
Parallel N+Adj+N, Conj+N+V
construction | N+Interj+V
Adj+N+Adj+N

3.1.5 - “Women in English Print Advertisements”
analyses =~ women’s verbal and  non-verbal
characteristics in English print advertisements.

Example: The presented commercial advertises the
product Bregueto. Its slogan is “IN EVERY
WOMAN IS A QUEEN” (Prep+Pr+N+V+Art+N).The
ad uses a brand name. The dial of a watch and

the woman’s clothes are in the same colour. The

slogan has a connotational meaning. Every woman
can decide how she must manage her life. She has power and possibility to live like
a queen. The ad persuades the reader that any woman can look like a queen if she
buys this product. The slogan is the shortened form of the Norwegian proverb. There
is an ellipsis in the slogan. The woman is shown with a hand under the chin.
(California Style, November 2015, Published on Oct. 31, pp. 4-5).

3.1.6 — “Women in English Commercilas” deals with the analysis of English
commercials.
Categories of product advertisement promoted by women in English Print
advertisements and commercials (Total Number 25)

1. Cosmetics-3
Accessories-7
Drink-3
Service-1
Company-1
Food-1
Hygiene-1
Technology-2
Car-2
10. Shoes-1

A A o
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11. Clothes-3

Table 5. Linguistic Characteristics in Women’s English Advertisements

Style

Phonology

Vocabulary

Orthography

Morphology

Syntax

Grammatical
Structures

Neutral

Usage of
brand name

Monolinguism

Allusion

Official

Usage of
proverb

Alliteration

Abbreviation

Usage of
different
scripts

Adjectives

Affirmative
sentences

Pr+N,Pr+N,
Pr+N

N+N

N

N

N

Adj+N

Usage of
print and
manuscript
scripts

Nouns

Interrogative
sentences

Prep+Pr+N+
V+Art+N

Art+N+Conj+
V+Pr.+N+Pre
p-+N+Prep.+
Art.+N+N

Art+N+V+Adv+
V+N

AuxV+V+Adj

V+Pr+Conj+
NegPart

Usage of
graphic signs

Pronouns

Imperative
sentences

Adj+Part+V

N

N+AuxV+PresPart
+N

Verbs

Phrases

Prep+N+Pr+V+
Art+Adj+N.V+
Prep.+Pr.N+N+V
+N

N+PrPart+Pr
ep.+N+Num+
N

Infinitive

Simple
sentences

V+Prep+Art+N

V+N+N.
V+Art+Adj+Pr
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Usage of
Phrases from
famous
composition

Metaphor

Art+Adj+N+Prep

Repetition Complex +Adj+N
of words sentences
N+V+N
Adv+PastPart
Prepositions | Ellipsis +Part+V+Past
Part
V+Adv
Pr+V+N
Conjuctions | Parallel N+PastP+Prep+N
constructions
Articles
V+Pr+Pr+V

3.1.7- “Men in English Print Advertisements” analyses English print advertisements

promoted by men.

Example: The man promotes TagHeuer’swatch. The itself. The man addresses the reader

with strong gaze and stretching forefinger. The slogan

s TAGHeuer #DontCrackUnderPressure (AuxV+Adv+N). Hashtag, an

Published on Sec 2, 2017, pp. 44-45).

omitted apostrophe and a new way of unspaced spelling
is used to create a feeling of unbreakableness of the
advertised watch. The slogan is metonymy. The ad
focuses on an image of Chris Hemsworth. He isa new
international brand ambassador. A strong individual was

chosen for product promotion (Luxury Living Magazine,

3.1.8 - “Men in English Commercials” deals with English commercials.

Categories of advertised products promoted by men in English print advertisements

and commercials (Total number 25)
Cosmetics-2

Accessory-3

Drink-5

Service-4

ok =

Technology-2
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6. Car-3

7. Shoes-4
8. Clothes-1
9. Sport-1

Table 6. Linguistic Characteristics in Men’s English Advertisements

Style

Phonology

Orthography

Morphology

Syntax

Grammatical
Structures

Neutral

Alliteration

Usage of
different
scripts

Adjectives

Affirmative
sentences

Adj+N+N+N

Art+N+Prep+Art+N

V+Pr+N

N+N

Monolingualism

Personalization

Official

Unofficial

Homophonic
pun

Usage of
hashtag

Nouns

Imperative
sentences

Pr+V+Pr. Pr+V+Pr

N+V+Art+Adj+N

Usage of
graphic signs

Pronouns
Adverbs

Interrogative
sentences

V+N+N+Adv

AuxV+NegPart+V+Adv
+N

Verbs

Simple

sentences

Conj+PastPart. Art+Pr
+Adj+Nacr+Num

Adj+Conj+Adj

Pr+Symbol+PresPart
+Pr

Infinitive

Complex

sentences

N+N/VPart.+
Compound Adv

PastPart+Part+V

Num+N+NPr+Adj
+N+Conj+V+Adj

Prepositions

Parallel
construction

V+N. V+N. V+N

V+Pr+Prep+Nacr

N+V+Adj+Conj+Pr
+V+Pr

N+Pr+Adv

Articles

Conditional
sentence

N+Adj+Prep+Art+
N+Pr+V

(Conj+Pr+V+Num+Art+
N+Prep+N,Pr+AuxV+Pr+
V+Pr)

PhrV+Adv

N+Adj

Adj+N+V+Adv.N+N

Pr+N/N.Pr+N+Adj+N

Adv+PresPart
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Paragraph 2-The Questionnaire was conducted with the people of different
professions and ages:men aged 18-25, 26-50,51-70 and women aged 18-25, 26-50, 51-

70.The results are represented in the following diagrams:

Questionnaire

1. What kind of advertisement do you prefer?

100%
80%
60%
40%

20%

0%

women women women men men men
18-25 26-50 51-70 18-50 26-50 51-70

W local MmRegional ™ General-natural M International
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2. In your opinion which is the most effective advertisement?

100%
80%
60%
40%
20%
0%

women women women men men men

18-25 26-50 51-70 18-50 26-50 51-70

MW informative M persuasive ®referral

3. What is the advertisement's main component?

100%
80%
60%
40%
20%

0%
women women women men men men
18-25 26-50 51-70 18-25 26-50 51-70
M repetition of words and alliteration B usage of adjectives, adverbs and pronouns

M usage of abbreviation
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4. What is important for the perception of an advertisement ?
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5. Which quality is characteristic for the female speech?
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6. Which quality is characteristics for the male speech?
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7.The catchiest component for the commercials (video ads)?

100%
80%
60%
40%

20%

0%
women women women men men men
18-25 26-50 51-70 18-25 26-50 51-70

B music Mslogan ®product ™ main character

67




8. Which form of expressing information do you prefer during the process
of advertising a product?
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mverbal ™ nonverbal

9. Which advertisement do you like most and why?

In spite of sex and age, as a result of the questionnaire, we have found out that
an advertisement is an inseperable part of their life. Most of the women prefer
advertisements of food and drink products, perfume, football championship, tourism,
construction company, healthy lifestyle, childish character, sales, technology,
telephone and bank services. Most of the men prefer food and  alcohol products,
perfume, trade centres, cars, car -parts, gambles, lottery, telephone and bank services.
Representatives of both sexes think, that main elements for a good advertisement
are: music, colours, plot, characters, product.

They also pay lot of attention to information, creativity, esthetics, nationality and

persuasion of advertisements.
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10. Have you ever bought an advertised product ?
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11. Do you pay attention to the character of an advertisement,
who advertises a product a manor a woman?
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12. Do you pay attention how characters of an advertisement
look like, how they are dressed, what colours are usedin an
advertisement?
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Conclusions

Advertising discourse is one of the important spheres among other discourses;

Advertisements try to change the audience’s behaviour. They are constantly

changed. They are means of local and global communications;

Advertisements are aimed at target audience.It’s worth saying that the main
function of advertising discourse is persuasive, they can amuse, inform,
misinform, worry or warn;

Advertisements are clear examples of verbal and nonverbal merging;

The language of advertisements is considered as a social language with
technique of persuasion, own right, traditions and aims.

Advertising discourse is distinguished with variety of different scripts, photos,
figures, sound, music and space;

Linguistic side of advertisement is various. Advertisements are distinguished
with the usage of descriptive words. They use laconic structures which are
aimed at easy perception. They are distinguished with diversity of genre
characteristics;

It is worth nothing that a text as a system of signs is very important for
advertising discourse. Codes and subcodes reflect a set of values, faith and
suggestions;

When we talk about advertisements we must take into account that
interaction (correlation) of signs, codes and symbols is very important;
Advertising discourse uses different kinds of techniques to achieve a goal. The
efficiency of advertisement determines the product perception by the user;
Advertisements use different types of arguments to achieve their goals.
Associations are main elements for advertising discourse. Advertisements’
strategies are determinant (constitutive) principles by which they manage to
persuade customers;

Gender is characterised as a descriptor of psychological, social and cultural
qualities. The difference between gender and sex is the following:sex is
congenital, gender acquired;

Gender has different means of expression in  different societies. It’s
determinative elements are:ethnicity, race and class;

It is clear that gender roles are various in different societies. They change

with time;
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Gender is constructed linguistically. It’s constructed as verbally as nonverbally.
Each society has its private gender stereotypes. Gender is a mixture of a
biological inheritance and acquired rules. The gender changes are reflected in
a communication;

When we talk about gender we must mention that a culture determines
gender stereotypes unambiguously. Gender is characterized with radically
different psychological characteristics;

A man’s speech is culturally dictated. Individuals create new models (patterns).
Women and men expose (reveal) different models of language usage. Women
are inclined for solidarity, men - for increasing power. Women and men are
different mental abilities. Women are distinguished with linguistic ability,
though the most famous orators are men;

Men and women have different rules of speech. They have different mental
reaction and nonverbal expression. Women compared with men are better at
decoding and encoding messages;

Georgian advertisements promoted by women are characterized by bilingualism,
brief texts, usage of hashtag and professional vocabulary.

English  advertisements  promoted by women are  characterized by
monolingualism, usage of print and manuscript, proverbs, metaphors and
phrases from well-known compositions;

Georgian and English advertisements promoted by women are characterized by
some similarities: neutral and official style, usage of alliteration and abbrevation.
Georgian and English advertisements promoted by women are distinguished
with the usage of nouns, adjectives, numerals, verbs, deverbal nouns and
adverbs;

Affirmative and imperative sentences are used in women’s Georgian and
English advertisements. They are distinguished with profusion of simple and
compound sentences;

Georgian and English advertisements promoted by women are characterised
with repetition of words and usage of parallel constructions;

The main difference in women’s Georgian and English advertisements is
demonstrated in syntactic structures;

According to the research we have found out that Georgian women advertise
accessories, cosmetics, services, technology, medicine, hygiene and food. In
English advertisements the priority is given to cosmetics, accessories, beverage,

service, company, food and hygiene;
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In Georgian and English advertisements promoted by women the focus is on
gaze, body, smile, face, hands, movement, accessory, closed eye, smelling and
movements of eyebrows;

English advertisements promoted by women are characterised with the usage of
fast movement of head, standing upside, sliding, tattoo, backward walking with
arms akimbo;

In Georgian advertisements promoted by men we found the texts in two languages.
English advertisements  promoted by men are characterized with
monolingualism, homophonic pun and usage of graphic sign;

There are some similarities in Georgian and English promoted by men
advertisements: neutral, official and unofficial styles, usage of alliteration,
different size script and hashtag;

Georgian and English advertisements promoted by men are characterised with
the usage of nouns, adjectives, numerals, verbs and adverbs

In Georgian and English advertisements promoted by men affirmative,
interrogative and imperative sentences are used. They are distinguished with
the wusages of diversity of simple and compound sentences, in English
advertisements conditional sentence are also used;

The main difference between Georgian and English advertisements promoted by
men is in syntactic structures;

According to the research Georgian men advertise service and alcoholic drink,
in English advertisements the priority is given to cosmetics, accessories, drink,
service, technique, car, shoes, clothes and sport;

In Georgian and English advertisements promoted by men the focus is on the
face, body, gaze, smile, legs and movement of hands.

In Georgian advertisements promoted by men we have found out that there is
a focus on frowing, eyes, accessories, head scratching, hugging, shaking
hands;

According to the questionnaire of various ages and sexes there is a set of
differences about advertising discourse;

The majority of women and men aged 18-25 and men aged 26-50 prefer an
international advertisement, but women aged 26-70 and men 51-70-national
one;

The representatives of both sexes aged 18-70 prefer persuasive advertisements,
but men aged 26-50 prefer an informative advertisement as the most effective

kind of advertising;
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o The representatives aged 18-70 of both sexes think that the main components
of an advertisement are the repetition of words and alliteration. The
exception is men aged 26-50, they prefer the usage of abbreviation;

e The representatives of both sexes aged 18-70 think that for the perception of an
advertisement the main element is the age of target audience. The exception is
the women aged 51-70, they prefer that the main factor is the status of an
audience;

e The majority of both sex representatives think that women’s speech is indirect,
conciliatory, facilitative, collaborative, person-orriented;

e The majority of both representatives consider that the men’s speech is
direct, aggressive, autonomous, competitive, task-orriented;

e Women aged 18-25 think that the most memorable component of
advertisements is the main character, but women aged 26-70 and men aged
51-70 prefer music, men aged 18-25-slogan, men 26-50 prefer music and
product equally;

e Women aged 18-70 and men aged 51-70 prefer a verbal form for expressing
information, but men aged 18-50 - nonverbal;

e According to the questionnaire there are some similarities and differences in

the sphere of their interests;
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