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KIRISH (Fan doktori (DSc) dissertatsiyasi annotatsiyasi)

Dissertatsiya mavzusining dolzarbligi va zarurati. Jahon tilshunosligida
ayni davrda ommaviy kommunikatsiya matnlarini, xususan, reklama diskursini
pragmalingvistik, psixolingvistik va kognitiv yo‘nalishlarda tadqiq etish, ularning
lingvistik xususiyatlarini ochib berish borasidagi olib borilayotgan ilmiy
tadgigotlar tilimizning jahon migyosida hamda axborot makonida o0‘z o‘rni va
maqomiga erishuviga xizmat qilmoqda. O‘zbek tilshunosligida ham reklama
matnlarining tabiati, xususan, undagi lisoniy vositalarning ta’sirchanlik
(ekspressivlik) va manipulyativ xususiyatlari hagidagi nazariy bilimlarimizni
ma’lum darajada takomillashtirish bugungi davr talabidir. Bu esa, 0‘z navbatida,
o‘zbek reklama matnlarining fonetik-grafik va leksik-grammatik birliklarini
ekspressiv-pragmatik jihatdan tizimli va monografik asosda tadgiq qilish
zaruriyatini yuzaga keltiradi.

Dunyo tilshunosligida shakliy va mazmuniy mohiyatga ega bo‘lgan til
birliklariga pragmalingvistik va kognitiv asosda yondashish, ularni ko‘pkodli
matnlar doirasida semantik guruhlarga ajratib, funksional-uslubiy jihatlarini
yoritish, reklama muhitida qo‘llanilgan lug‘aviy va grammatik birliklarga xos
ta’sirchan xususiyatlarni o‘rganish, ularni turlicha psixolingvistik guruhlarga
ajratish asoslarini belgilash, har qaysi ekspressiv birliklarning nutqiy jarayonda
namoyon bo‘lish xususiyatlarini mukammal tadqiq etish bugungi kunning zaruriy
masalalaridan hisoblanadi.

Mustagqillik yillarida, aynigsa, yurtimizda erkin bozor igtisodiyotining jadal
rivojlanishi va ragamli media makonning kengayishi natijasida reklama sohasi
mislsiz darajada o°sdi. Bunga mos ravishda, axborot makonida tilimizning lisoniy,
ma’rifiy-badily xususiyatlarini va ekologiyasini saglash masalasiga e’tiborning
kuchayishi natijasida tadgigotlarning mavzu doirasi yanada kengaymoqda.
Jumladan, ma’naviyatimizning uzviy qismi va jamiyatning ommaviy iste’mol
obyektiga aylangan reklama matnlarining adabiy-badily hamda lisoniy
xususiyatlarini tadqiq etish yuzasidan keng ko‘lamli ishlar amalga oshirilmoqda.
Shu bilan birga, “...0o‘zbek tilining o‘ziga xos xususiyatlari, shevalari, tarixiy
taraqqgiyoti, uning istigboli bilan bog‘liq ilmiy tadqiqotlar samarasini oshirish,
kadrlar tayyorlash sifatini tubdan yaxshilashga erishmog‘imiz zarur™. Shunga
ko‘ra, o‘zbek reklama matnlarining til xususiyatlarini chuqur anglash, ulardagi
lisoniy vositalarning badiiy imkoniyatlari hamda milliy-madaniy jihatlarini tahlil
gilish va uni bugungi avlodga yetkazish, shuningdek, reklama tili orgali jamiyatga
kirib kelayotgan lisoniy og‘ishlar va xatoliklarning oldini olish muhim masala
sifatida kun tartibiga qo‘yildi. Bu borada o‘zbek reklama matnlarida fonetik-grafik
va leksik-grammatik  birliklarning ~ ekspressiv-pragmatik  xususiyatlarini
lingvokognitiv asosda tadgiq etish zamonaviy axborot va reklama tili rivojiga
qo‘shilgan hissa bo‘lib, ijodkor (kopirayter)larning lisoniy ta’sir ko‘rsatish
strategiyalarini, shuningdek, matnning funksional-uslubiy xususiyatlarini ochish
ham g‘oyat dolzarbdir.

1 Mup3suées IIILM. V36ex THmura naiaT THIM MaKOMHM OepHIraHMHMHT 30 MMIMIUra GaruIlIaHraH TAHTAHAJIM
Mapocumiard HyTK. 21 okta6pb, 2019 #mn. https://president.uz/uz/lists/view/2954
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O‘zbekiston Respublikasi Prezidentining 2017-yil 16-fevraldagi PF-4958-
son “Oliy o‘quv yurtidan keyingi ta’lim tizimini takomillashtirish to‘g‘risida”gi,
2019-yil 21-oktabrdagi PF-5850-son “O‘zbek tilining davlat tili sifatidagi nufuzi
va mavgeini tubdan oshirish chora-tadbirlari to‘g‘risida”gi, 2020-yil 20-oktabrdagi
PF-6084-son “Mamlakatimizda o‘zbek tilini yanada rivojlantirish va til siyosatini
takomillashtirish chora-tadbirlari to‘g‘risida”gi, 2020-yil 29-oktabrdagi PF-6097-
son “Ilm-fanni  2030-yilgacha rivojlantirish  konsepsiyasini  tasdiglash
to‘g‘risida”gi, 2022-yil  28-yanvardagi  PF-60-son  “2022-2026-yillarga
mo‘ljallangan Yangi O‘zbekistonning taraqqiyot strategiyasi to‘g‘risida’gi, 2023-
yil 11-sentabrdagi PF-158-son “O°‘zbekiston — 2030 strategiyasi to‘g‘risida’gi
farmonlari, O‘zbekiston Respublikasining 2022-yil 7-iyundagi O‘RQ-776-son
“Reklama to‘g‘risida”gi Qonuni, O‘zbekiston Respublikasi Prezidentining 2017-
yil 17-fevraldagi PQ-2789-son “Fanlar akademiyasi faoliyati, ilmiy-tadgigot
ishlarini tashkil etish, boshgarish va moliyalashtirishni yanada takomillashtirish
chora-tadbirlari to‘g‘risida”gi, 2017-yil 20-apreldagi PQ-2909-son “Oliy ta’lim
tizimini yanada rivojlantirish chora-tadbirlari to‘g‘risida”gi, 2019-yil 29-apreldagi
“O‘zbekiston Respublikasi xalq ta’limi tizimini 2030-yilgacha rivojlantirish
konsepsiyasini tasdiqlash haqida”gi qarorlari hamda mazkur faoliyatga tegishli
boshgqa me’yoriy-huqugiy hujjatlarda belgilangan vazifalarni amalga oshirishda
ushbu tadgigot muayyan darajada xizmat giladi.

Tadqgiqotning respublika fan va texnologiyalari rivojlanishining
ustuvor yo‘nalishlariga mosligi. Tadqigot respublika fan va texnologiyalar
hamda innovatsion rivojlanishining I. “Axborotlashgan jamiyat va demokratik
davlatni ijtimoiy, huquqiy, iqtisodiy, madaniy, ma’naviy-ma’rifiy rivojlantirishda
innovatsion g‘oyalar tizimini shakllantirish va ularni amalga oshirish yo‘llari”
ustuvor yo‘nalishiga muvofiq amalga oshirilgan.

Dissertatsiya mavzusi bo‘yicha xorijiy ilmiy-tadgigotlar sharhi?. Jahon
tilshunosligida ayni davrda ommaviy kommunikatsiya, medialingvistika va
reklama diskursini pragmatik, psixolingvistik va kognitiv jihatdan tadqiq etish,
reklama matnlaridagi lisoniy va nolisoniy birliklarning ta’sirchanlik xususiyatlarini
ochib berish borasidagi ilmiy izlanishlar jahonning yetakchi ilmiy markazlari va
oliy ta’lim muassasalari, jumladan, University of Pennsylvania, University of
California, Northwestern University (AQSH), Lancaster University, Oxford
University (Buyuk Britaniya), University of Amsterdam (Niderlandiya), Sorbonne
Nouvelle (Fransiya); Peking University (XXR), University of Tokyo (Yaponiya);
Lomonosov nomidagi Moskva davlat universiteti, Rossiya xalqglar do‘stligi
universiteti, Sankt-Peterburg davlat universiteti, A.S.Pushkin nomidagi Davlat rus
tili instituti (RF); Istanbul Universitesi, Ankara Universitesi, Hacettepe
Universitesi (Turkiya), Baki Dovlat Universiteti (Ozarbayjon), shuningdek, Alisher
Navoiy nomidagi Toshkent davlat o‘zbek tili va adabiyoti universiteti, O‘zFA
O‘zbek tili, adabiyoti va folklori instituti, O‘zbekiston Milliy universiteti, Farg‘ona

Dissertatsiya ~ mavzusi bo‘yicha  xorijiy  ilmiy-tadgiqgotlar ~ sharhi  https://www.researchgate.net,
https://scholar.google.com, https://www.scopus.com, https://www.msu.ru, https://www.rudn.ru,
https://www.ox.ac.uk, https://www.uva.nl, https://www.ankara.edu.tr va boshga manbalar asosida amalga oshirildi.

6


https://www.researchgate.net/
https://scholar.google.com/?authuser=1
https://www.google.com/search?q=https://www.scopus.com&authuser=1
https://www.msu.ru/
https://www.rudn.ru/
https://www.ox.ac.uk/
https://www.uva.nl/
https://www.ankara.edu.tr/

davlat universiteti va Samargand davlat universiteti (O°‘zbekiston)da olib
borilmoqda.

Jahon tilshunosligida reklama diskursi, mediamatnlarning lingvopragmatik
va ekspressiv xususiyatlari yuzasidan, jumladan, quyidagi ilmiy natijalar olingan:
reklama matnlarining polikodli (kreollashgan) tabiati va ulardagi vizual-grafik
hamda verbal unsurlarning o‘zaro sintezi ochib berilgan, adresatga nutqiy ta’sir
ko‘rsatish mexanizmlari umumlashtirilgan (University of Amsterdam, Lancaster
University); reklama matnlarining psixolingvistik va suggestiv (ongostiga ta’sir
giluvchi) mexanizmlari, perlokutiv samaradorligi va manipulyativ mohiyati ochib
berilgan (Moskva davlat universiteti, Rossiya xalglar do‘stligi universiteti);
ommaviy kommunikatsiyada pragmatonimlar, neologizmlar va ekspressiv sintaktik
qurilmalarning  ta’sir  kuchi  lingvokognitiv. va etnolingvistik usullarda
komparativistik yondashuv asosida yoritilgan (University of California, Ankara
Universitesi); tijoriy va ijtimoiy reklamalar tili madaniyatlararo kommunikatsiya,
diskurs-tahlil va ekolingvistika (til ekologiyasi) asosida tahlilga tortilgan (Alisher
Navoiy nomidagi Toshkent davlat o‘zbek tili va adabiyoti universiteti, O‘zbekiston
Milliy universiteti).

Dunyo tilshunosligida reklama diskursi va mediamatnlar pragmatikasi
bo‘yicha gator, jumladan, quyidagi ustuvor yo‘nalishlarda ilmiy tadqiqotlar olib
borilmoqda: reklama matnlarining pragmatik, sotsiolingvistik va psixolingvistik
jihatlarini yoritish; matndagi fonetik-grafik va leksik-grammatik birliklarning
ekspressiv xususiyatlarini ochib berish; reklama va jamoatchilik bilan alogalar
diskursining manipulyativ tabiati, nutqiy ta’sir strategiyalari va taktikalarini
kognitiv yo‘nalishda o‘rganish; ommaviy axborot vositalari va internet (ragamli)
reklamalari tilining ekolingvistik muammolari (lisoniy normalardan og‘ish, lisoniy
vandalizm holatlari)ni tahlil gilish; tijoriy matnlarning kreollashganlik (matn, rang,
shrift, tasvir uyg ‘unligi) xususiyatlarini tarjimashunoslik va
lingvomadaniyatshunoslik doirasida ko‘rib chiqgish hamda reklama matnlari
bazasida milliy lingvistik korpuslar yaratish.

Muammoning of‘rganilganlik darajasi. Dunyo tilshunosligida til
birliklariga fagatgina aloga vositasi sifatida emas, balki inson ongi, ruhiyati va
jamiyatni boshqaruvchi qudratli mexanizm sifatida yondashishga alohida e’tibor
garatilmogda. Ommaviy kommunikatsiya, xususan, reklama diskursini pragmatik,
kognitiv va psixolingvistik jihatdan tadqiq etish borasidagi nazariy garashlar XX
asrning o‘rtalaridayoq shakllanib, bugungi kunda o‘zining yuqori taraqqiyot
bosqichiga ko‘tarildi.

Jahon tilshunosligi va falsafasida nutqiy ta’sir va tilning manipulyativ
tabiati ilk bor pragmalingvistika va kognitologiya vakillari tomonidan o‘rganildi.
J.Ostin va J.Syorllarning “Nutqiy aktlar nazariyasi” tilning harakat va voqelikni
o‘zgartiruvchi kuch ekanligini asoslab berdi®. T.A. van Deyk tangidiy diskurs-
tahlil asoslarini yaratib, matn va hukm (ta’sir o‘tkazish) o‘rtasidagi

3 Cépnp Ix.P. Uro Taxoe peuesoii axt? / HoBoe B 3apybesxHoii nuursuctuxe. Beim. 17. — Mocksa: IIporpecc,
1986. - C. 151.



munosabatlarni yoritdi*. Sh.Balli, J.Vandries, E.Sepir kabi olimlar esa tildagi
ekspressivlik, emotsionallik va fonosemantika (ovoz ramziyligi) masalalarini
tadqiq etib, til birliklarining inson hissiyotlariga bevosita ta’sirini isbotladilar®.
Shuningdek, K.Byuler, V.Kyoler, M.Jonson, J.Lakoff, E.Kassirer kabi kognitolog
va faylasuflar metaforalar hamda lisoniy ikonizmning inson tafakkurini
modellashtirishdagi beqiyos o‘rnini yoritib berdilar®. Reklama psixologiyasi,
iste’molchi xulg-atvori, vizual idrok va ranglar semantikasi esa T.Kyonig, K.Bove,
U.Arens, E.Aronson, R.Arnxeym, M.Pasturo, E.Xeller, T.L’el kabi yirik
mutaxassislar tomonidan chuqur tadgiq etilgan’. Bu tadgicotlar ommaviy axborot
vositalari orqali auditoriyani ishontirish, ongostiga ta’sir qilish va xaridorga
yo‘naltirilgan xulg-atvorni shakllantirishning universal mexanizmlarini ochib
berdi. MDH va rus tilshunosligida reklama matnlari, pragmalingvistika va
medialingvistika muammolari keng ko‘lamda tadqiq qilingan bo‘lib, ularni shartli
ravishda bir necha yo‘nalishlarga ajratish mumkin.

Matn lingvistikasi va diskurs nazariyasi |.R.Galperin, N.D.Arutyunova,
V.G.Gak, Y.S.Kubryakova asarlarida asoslangan bo‘lsa®, bevosita reklama
matnining lingvistik va sintaktik xususiyatlari D.E.Rozental, N.N.Koxtev,
Y.V.Pesoskiy, T.N.Livshis kabi olimlarning ilk monografiyalarida ochib berildi®.
Psixolingvistika va nutqiy ta’sir nazariyasi A.A.Leontev, Y.F.Tarasov,
D.N.Uznadze va A.N.Lebedev-Lyubimov tadqiqotlarida o‘z aksini topgan.
Lisoniy baholash, ekspressivlik va konnotatsiya masalalari V.N.Teliya,
Y.M.Galkina-Fedoruk, Y.M.Volf, V.l.Shaxovskiy, D.A.Paramonov tomonidan
o‘rganildi''. Shuningdek, rus lingvistikasida reklama tilidagi neoleksemalar,
lisonly o‘yinlar va chegaralangan leksika xususiyatlari V.Z.Sannikov,
S.V.llyasova, L.P.Amiri, T.A.Gridina, M.V.Terskix, N.V.Uglova, G.A.Potapova
tomonidan'?;  kreollashgan matnlar tabiati va shriftlar  pragmatikasi

4 Jleiix T.A. Ban. Jluckypc 1 BiacTh: PenpeseHTanus JOMUHHPOBaHUA B sA3bike. — Mocksa: JluGpokom, 2013. — C.
45,

® Bammu 111. ®panmysckas cTHIMCTHKA. — MockBa: U31-Bo MHOCTpaHHOM ymTeparyphl, 1961. — C. 142.

6 JTakopd Hx., Joxoncon M. MeTtadopsl, KOTOpbIMU Mbl %kuBeM. — Mocksa: YPCC, 2004. — C. 25.

" Bose K.JI., Apenc V.®. CoBpemenHas peknama. — Tonbarta: M3gatensckuii oM Jlosrans, 1995. — C. 704.

8 Tanbnepun W.P. TekcT kak OOBEKT JIMHIBUCTHYECKOro McclemoBaHus. — Mocksa: Hayka, 1981. — C. 18;
Apytionosa H.JI. luckypc // JIunrBucTrveckuii sHIMKIONEMYECKUi cioBaps. — Mocksa: C3, 1990. — C. 136; I'ak
B.T". S3wpikoBbie peobpazoBanusi. — MockBa: [llkoma «S3b1ku pycckoit nuteparypei», 1998. — C. 628; KyOpskoBa
E.C. fI3b1k u 3HaHue. — MockBa: SI3bIku cinaBstHCKO# KynabTyphl, 2004. — C. 92.

® Posenrans J1.9., Koxtes H.H. SI3bik peknaMHbIX TeKcTOB. — Mocksa: Beicmas mkona, 1981. — C. 127; Ieconxuii
E. CoBpemennas peknama. Teopust u mpaktuka. — PoctoB-Ha-llony: ®enukc, 2001. — C. 320; Jlupmmi T.H.
Crierdrka pexsiaMbl B IparMaTHYECKOM M IMHTBUCTHYECKOM actiektax. — Taranpor: M3a-Bo TPTVY, 1999. — C. 45.
10 JleontseB A.A. OCHOBBI ICHXOJUHTBHCTHKA. — Mocksa: Cwmbic, 1997. — C. 142; Tapacos E.®. Peuepoe
BO3JICHCTBHE: TICUXOJIOINYECKUE M TICUXOJIMHIBUCTHUECKHE Mpobiembl. — MockBa: Hayka, 1986. — C. 45; Y3nanze
J.H. O6mas ncuxonorus. — Mocksa: Cmeicia, 2004. — C. 89; Jlebener-JIlrooumor A.H. [Ncuxonorus pexiaMbl. —
Cankr-IlerepOypr: ITurep, 2002. — C. 71.

11 Tenus B.H. Pycckas ¢paseonorus. CeMaHTHUECKUH, MParMaTHIECKUH U JTIMHIBOKYJIBTYPOJIOTHYECKUH ACTIEKTHI. —
MockBa: f3bikm pycckod KynbTypbl, 1996. — C. 214; Tlankuna-®enopyk E.M. OO0 skcnpeccHBHOCTH U
SMOIIMOHAILHOCTH B si3bIke // COOpHUK cTaTeil mo s3piko3HaHuto. — MockBa: MI'Y, 1958. — C. 103; Boasd E.M.
ODyHKIMOHATbHAST CeMaHTHKa oleHKH. — MockBa: Hayka, 1985. — C. 63; Illaxosckuii B.U. JImHrBUCTHYECKAs
Teopust smonuii. — MockBa: ['Hosuc, 2008. — C. 52; ITapamonos /I.A. ®eHOMEH TPaMMaTHYECKOTO BBIPAYKEHHS
MOJIATBHBIX 3HAUYEHUH B COBPEMEHHOM PYCCKOM SI3BIKE B CBETE IKCIIPECCHBHOCTH: aBTOped. IHC. ... A-pa (HUION.
Hayk. — Mockga, 2010. — C. 16.

12 Cannukop B.3. Pycckuil A3bIk B 3epkajie S3bIKOBOI Urpbl. — MockBa: S3bIKH CaBAHCKOM KynbTypsl, 2002. — C.
552; Hnesacosa C.B., Amupu JLII. ‘I3bIkoBast urpa B KOMMYHUKaTHBHOM mnpoctpaHcTtBe CMU u pexmambl. —

8



Y.Y.Anisimova, O.V.Osetrovalar ishida'®; fonosemantika va onomatopeya
S.V.Voronin, A.P.Juravlev, V.A.Tashkinova asarlarida atroflicha yoritilgan®®.

Imperativlikning tipologiyasi va undash pragmatikasi V.S.Xrakovskiy,
A.P.Volodin, Y.l.Belyayeva kabi olimlar tomonidan o‘rganilgan®®. Reklama
onomastikasi va pragmatonimlar tabiati N.VV.Podolskaya, A.A.Ufimseva, Y.S.0tin,
0.V Kirpicheva singari tadqiqotchilarning ilmiy diggat markazida bo‘lgan bo‘lsa’®,
reklama  matnlaridagi me’yordan  og‘ishlar  ekolingvistika  doirasida
V.G.Kostomarov, A.P.Skovorodnikov, Y.S.Kara-Murza kabi olimlar tomonidan
keskin tangidiy tahlilga tortildi'’.

Milliy tilshunosligimizda tilning ichki imkoniyatlari va ekspressiv
vositalarni o‘rganish tarixi Mahmud Koshg‘ariy va Alisher Navoiylarning o‘lmas
asarlariga borib tagaladi‘®. Hozirgi o‘zbek tilshunosligida esa bu masalalar tizimli
ravishda tadqiq etib kelinmoqda. Xususan, o‘zbek tili grammatikasi, so‘z yasalishi
va lug‘at boyligini kengaytirish tamoyillari A.G‘ulomov, G°.Abdurahmonov,
A Hojiyev, H.Ne’matov kabi olimlar tomonidan ishlab chigilgan®. O‘zbek tili
stilistikasi,  frazeologiyasi va badily tasvir vositalari R.Qo‘ng‘urov,
Sh.Rahmatullayev, A.Shomaqsudov, H.Rustamov, B.Yo‘ldoshev tadqiqotlarida
keng yoritilgan®.

Mustaqillik yillarida va undan keyingi davrda o‘zbek tilshunosligida
antropotsentrik paradigmaning garor topishi natijasida pragmalingvistika, kognitiv

Mocksa: ®@munTa, 2012, — C. 145; I'puanna T.A. SI3pIkOoBast Wrpa: CTEPEOTHII U TBOPUYECTBO. — EkarepuHOYypT:
Vpan. roc. mex. yH-T, 1996. — C. 78; Tepckux M.B. Jlekcmka OTrpaHHYEHHOTO YIMOTPEOICHHS B peKIame:
(yakunonanbHbI acniekt / Heodwmmomorms. — 2025. — T. 11. Ne 1. — C. 58; Vriosa H.B. YmorpeGrenue
JKapTOHHBIX CJIOB B PEKIAMHOM TEKCTE // AlbMaHaX TEOPETHYECKHX W TPHKIATHBIX HCCICAOBAHUM PEKIaMbl. —
2016. Ne 1. — C. 49; Ilotamoa I'.A. ®yHKIIMOHUPOBAaHUE UHOSAZBIYHBIX MOpP(EM B PYCCKOM SI3bIKEe Ha pyOexe XX-
XXI BekoB: aBroped. auc. ... kana. Gpuion. Hayk. — Hwkuauit Horopoa, 2014. — C. 3.

13 Auncumona E.E. JIMHIrBUCTHKA TEKCTA U MEXKKYJILTYpHas KOMMyHHKalus. — Mocksa: Akanemust, 2003. — C. 128;
OcerpoBa O.B. llpudrt B pexinamHom amzaiine: Ha npumepe mnedarHoit nonurpaduueckod M IHpecc-peKiiambl:
aBToped. auc. ... kaua. ¢unon. Hayk. — Boponex, 2005. — C. 112.

14 Boponun C.B. OcHoBbl (oHOceMaHTUKH. — Jlenunrpan: Wsa-so JITY, 1982. — C. 68; XKypasnes A.IL
®onernueckoe 3HaueHue. — Jlenunrpaa: Msp-so JII'Y, 1974. — C. 160; TamxkuHoBa B.A. ®oHOoceMaHTHUECKast
CTPYKTYpa HOJIUKOZOBOTO TEKCTA: JHC. ... KaH[. (puion. Hayk. — [Tepmb, 2022. — C. 230.

15 Xpakosckuii B.C., Bomogun A.Il. CeMaHTHKa W THIOJIOTHS HMIEpAaTHBa: Pycckuii mMmmepaTus. — JleHMHTpas:
Hayka, 1986. — C. 36; bensepa E.l. I'pammarnka u mparmatuka moOyXKICHHS: aHTIIHMACKUH s3BIK. — BopoHex:
BI'Y, 1992. - C. 168.

16 Tlononbekas H.B. CnoBaph pycckoil oHomacTMueckoil TepmuHonoruu. — Mocksa: Hayka, 1988. — C. 108;
Youmnena A.A. Jlekcuueckoe 3HaueHue. [IpUHIUI CEMHUOJOTMYECKOrO OMMCaHHs JIeKCHKH. — MockBa: Hayka,
1986. — C. 27; Otun E.C. CioBapb KOHHOTATHBHBIX cOOCTBeHHBIX UMeH. — [lonerk: OO0 «tOro-Boctoky, 2004. —
C. 171; KuprimaeBa O.B. OHOMacTHKOH peknamHoro Texcra. — Bonrorpaa: BITIY, 2007. — C. 14.

17 Kocromapos B.T. SIsbikoBoil Bkyc snoxu. U3 HaOoneHUil Haj pedyeBoii NpakTHKOM Macc-menua. — Mocksa:
ITemaroruka, 1994. — C. 84; CrxoBopoguukoB A.I1. Dkomnorus pycckoro sizbika. — Kpacaosipck: COY, 2016. — C. 25;
Kapa-Myp3a E.C. JIunrBuctuueckas 3KCIepTH3a pekiiaMHOro auckypca // Kymprypa peun u sddekruBHOe
obmenue. — Mocksa: ®aunra, 2005. — C. 250.

18 Komrrapuii M. Jleony syrotut Typk. 11 skmmn. — Toukent: Y3®A mamp, 1961. ; Anmumep Hasowuii. Acapnap. Vu
TypTuHYM ToM. — TomkenT: Fapyp Fynom Homunaru Anabuér Ba canbar Hampuérh, 1968.

9 Fynomop AF. ®enn. — Tomkent: Y3DA, 1954, — B. 45; A6aypaxmoros F. V36ex Twiu rpaMMaTHkacu.
Cunrakcuc. — TomkeHnt: @an, 1996. — b. 112; Xoxues A. Cy3 scanuiu TU3UMU. — TOIIKEHT: S"KI/ITquI/I, 1989. — b.
34; Hewmaros X., Pacynos P. Y36ek Tuiu cucrem nekcukonoruscu acociapu. — Tomkent: Ykurysun, 1995, — b.
41.

2 Kyurypos P. Y36ex Tunmaa tacBupumii Bocutanap. — Tomkent: ®an, 1977. — b. 154; Paxmarynnaes 1. V36ex
TUIMHUHT ppa3zeosioruk ryraTu. — TomkenT: Komycnap 6om taxpupmsaru, 1992. — b. 12; Hlomakcynos A., Pacynos
N., Kyurypos P., Pycramos X. V36ex tmmn crumactukacu. — Tomkent: Ykutysun, 1983. — b. 178; Pycramos A.
Cy3 xycycmma cy3. — Tomkent: Em reapmms, 1987. — B. 14; Wymmomes B. V36ex ¢paseonormsicu Ba
¢pazeorpadusicu macananapu. — Tomkent: Myxappup, 2013. — b. 90.
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lingvistika va matn lingvistikasi jadal rivojlandi. Bu yo‘nalishda ko‘lamli ishlar
N.Mahmudov galamiga mansub bo‘lsa?!, Sh.Safarov, A.Nurmonov, M.Hakimov,
S.Mo‘minov, D.Xudoyberganova, M.Yo‘ldoshev, B.Mengliyev va R.Sayfullayeva
kabi yirik olimlarning yaratgan gator tadgigotlar mavjud?2,

Sintaktik ta’sirchanlik, aktualizatsiya, ellipsis va vokativlar A.Abdullayev,
B.O‘rinboyev, A.Boboyeva, N.Sadullayeva, O.Bozorov, D.Egamnazarova,
T.Allayorov, M.Xolboyeva kabi olimlarning ilmiy izlanishlarida keng yoritilgan?2,
Grammatik va sintaktik sath masalalari, lisoniy interferensiya va me’yor
muammolari M.Ernazarova, D.Lutfullayeva, Sh.Usmonova asarlarida, murojaat
birliklari va undalmalar N.Ahmedova tomonidan ilmiy tahlilga tortilgan bo‘lsa,
terminologiya, neologiya va onomastikaning kognitiv jihatlari A.Madvaliyev,
Y.Odilov, M.Aliyeva, D.Yuldashev ishlarida o‘z ifodasini topgan®

Bevosita o‘zbek reklama matnlari, OAV va ijtimoily kommunikatsiya tili
muammolari ustida ham so‘nggi yillarda qator e’tiborga molik izlanishlar olib
borildi. Z.Tohirovning reklama uslubiyatiga doir ishidan so‘ng?®, keyingi yillarda
mazkur sohaning xususiy yo‘nalishlari bo‘yicha dissertatsion tadqiqotlar yaratildi.
Xususan, K.Q.Yusupovaning reklamada imperativlik ifodalanishiga doir ishi,
D.Sh.Mamirovaning reklama matnlarining sotsiolingvistik  xususiyatlarini
o‘rganishga qaratilgan tadqiqoti, J.A.Bakadirovning ijtimoiy reklamalarni
lingvomadaniy tahlil gilgan izlanishlari hamda N.M.Allaberganovaning reklama
matnlarining lingvokognitiv xususiyatlarini ochib bergan monografik ishlari bu

2 MaxmynoB H. Tun tuncumu taakuku. — Tomkent: Mumtoz so‘z, 2017. — b. 24; Maxmynos H. TunumMuzHuHT
tiiia canaury. — TomkeHT: Fadyp Fynom HOMHUJArH HAPUET-MaTbaa wkoamii yitn, 2012. — b. 12; Maxmynos H.
Vxmarummap — _06pasnu Tadakkyp maxcyuu // V36ex Tunm Ba amabuéru. — Tomkent, 2011. — Ne 3. — B. 20;
Maxmynos H. yKI/ITyB‘II/I HYTKH MaJaHuaTH. — TomkeHT: Anumep HaBouwit HOMumaru V36exucron Mummit
KyTyOxoHacu Hampuéru, 2007. — b. 45.

22 Cacapos III. IIparmanuureuctika. — TOIIKEHT: V36eKHCTOH MU SHIHKIONEIHACH JaBnar wunmui
Hampuéty, 2008. — B. 34; Hypmonos A., Maxmyzo H., Comuxyxaesa C. Y36ek THIMHUHT Ma3MyHHii CHHTAKCHCH.
— Tomkent: ®an, 1992. — b. 42; Xakumos M.X. V36ex TUJMIa MATHHUHT NParMaTtuk TankuHu. — TomkeHt: Paw,
2001. — B. 56; MymunoB C. Y36eK MYIOKOT XyJIKHHHHT WKTHMOHI-THCOHMH XycycusTmapu. — Toukent: Mam,
2000. — b. 34; XynoitbepranoBa /. MaTHHUHT aHTPONOINCHTPHUK Taakwku. — Tomxkent: ®an, 2013. — b. 12;
PI}“IHJ:[OLHGB M. baguuii MAaTHHUHT JIMHTBOMOATUK TagKUKH. — TowmkenT: ®an, 2008. — b. 156; Menrnues b. Xo3upru
¥y30ek tun. — Tomkent: Tadakkyp, 2018. — b. 62; Caiidpymiaesa P., Menrnues b. Ba 6omk. Xo3upru y30ex agaduit
tiin. — Tomkent: @an Ba rexnonorus, 2010. — B. 345.

2 AGmynnaeB A. Y36eK THIMIA KCIPECCUBINK H(BONANAIIHUAT CHHTAKTHK ycyiu. — Tomkent: ®an, 1987. — b. 6;
Vpun6oes b. Xosupru y36ex Tuamaa Bokatue Kateropus. — Tomkent: ®an, 1972. — B. 37; BoGoesa A. Xo3upru
336k amabmii Tranaa TYaMKeH3 ramiap. — Tomkent: ®an, 1978. — b. 44; Cagymnaesa H.A. V36ex tummyHocurina
Tymken3 ramiap // Buxoro davlat universiteti ilmiy axboroti. — Byxopo, 2020. Nel. — B. 170; Bo3opos O. ¥36exk
THJIN/A TallHUHT KOMMYHHUKAaTHB (aKTyan) Ty3wiaumu: ¢uiosn. ¢an. Hom3. ..guc. — @aprona, 2004. — b. 12;
Sramuazaposa J{. [anHuHr akTyan GYIHMHMIIM KOHIENuUsAcH. — AnmmkoH, 2021, — b. 118; Amaépos T.P. V36ex
THIarn OyWpyK Ba CYpOK KOHCTPYKUMSUIAPUHHMHT JIMHTBOINOSTHK Xycycustiapu. — ['ymucron, 2020. — b. 14;
Xonboesa M. Byiipyk ramnap cemanTukacura goup // Y36ex Timu Ba anabuéti. — Tomkent, 2005. Ne2. — B. 104.

24 Dpnazaposa M. ['paMMaTUK MabHO JIMCOHMI Ba MParMaTHK OMWJLIAP SXJIUTIMTHAA. — TOIKEHT: AKajemMHanp,
2016. — b. 155; Jlyrdynnaesa J. MycTakWIUIMK AaBpH pacMHU-WAOpaBHH WII YCIIyOM TapakKMETH. — TOIIKEHT:
Extremum-press, 2020. — b. 95; Ycmonosa 111, JIuareuctuk uHTEpdEpeHIINsA Myammosapu // Xopuxuid HUI0IoTHs.
— Camapkang, 2017. — Ne 2. — b. 14; Axmenosa H. ¥36ek tuan Myposxkaat 6Gupmnukiapu. — Tomkent: Haspys, 2009.
— b. 5; MazgBamueB A. V36ex TepMHHOTOTHSCH Ba JIeKCHKorpadusch Macamasapy. — Tomkent: Y3MD, 2017. — B.
384; Omunos E. I'moGannantys gaBpy MyOIMIECTHKACH TUINHHHT TapakkuéT. — TomkenT: Nodirabegim, 2020. —
b. 140; AnueBa M. Pekntama qUCKYpCUHUHT JJUHTBOKOTHUTHB TaaKUKU. — TomkeHnT: ®Pan, 2019. — b. 45; FOnnames
J1. ATOKJIN OTJIApHUHT aHTPOMOLEHTPHUK Tagkuku. — Tomxkent: Huxom, 2021. — b. 86.

2 Toxupos 3.T. OAB peknamanapy yciyousTy Hazapusicu Ba amanuétu. — Tomkent: Y uusepeurer, 2006, — B. 22.
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sohada mustahkam poydevor yaratdi?®®. Shuningdek, O.Jumayev reklamadagi
neologizmlar o‘rnini, M.Buzrukova esa undash konstruksiyalari tabiatini ilmiy
tahlilga tortgan. Bundan tashgari, ranglarning madaniy-psixologik xususiyatlari
borasida Sh.Mustafayev, S.Bulatov singari olimlarning izlanishlarini gayd etish
mumkin?’,

Yugorida gayd etilgan jahon va milliy tilshunoslikdagi keng gamrovli
tadgigotlarga garamay, hozirgi globallashuv va ragamli axborot almashinuvi
davrida o‘zbek reklama matnlari yaxlit, polikodli va manipulyativ diskurs sifatida
kompleks tadgig etilmagan. Dunyo tilshunoslari tomonidan ommaviy
kommunikatsiyadagi ta’sir mexanizmlari, ekolingvistika, medialingvistika va
kognitiv stilistika borasida erishilgan yutuglarni yaxlit tizimga solgan holda,
o‘zbek reklama matnlaridagi fonetik-grafik ekspressiv-pragmatik xususiyatlarini
milliy mentalitet qonuniyatlari bilan uzviylikda, monografik asosda o‘rganish
masalasi tilshunosligimizda hanuz ochiq qolmoqda. Ushbu bo‘shligni to‘ldirish va
o‘zbek reklama diskursining pragmalingvistik hamda ekolingvistik modellarini
yaratish mazkur dissertatsiyaning muammo sifatidagi yangiligi va dolzarbligini
belgilab beradi.

Dissertatsiya tadqiqotining dissertatsiya bajarilgan oliy ta’lim
muassasasining ilmiy-tadqiqot rejalari bilan bog‘ligligi. Tadqiqot O‘zbekiston
Respublikasi Fanlar akademiyasi O‘zbek tili, adabiyoti va folklori instituti O‘zbek
tili  yo‘nalishi ilmiy-tadqiqot ishlari rejasining “O°zbek tilshunosligining
zamonaviy yo‘nalishlari: muammo va yechimlar” mavzusi doirasida bajarilgan.

Tadgigotning magsadi o‘zbek reklama matnlarining lingvopragmatik,
kognitiv va psixolingvistik xususiyatlarini yaxlit tizim sifatida monografik tadqiq
etish, reklama diskursida ekspressiv fonetik-grafik, leksik va grammatik
vositalarning iste’molchi ruhiyatiga ta’sir etish mexanizmlarini ochib berish hamda
0°‘zbek reklama tilining ekolingvistik parametrlarini belgilashdan iborat.

Tadqigotning vazifalari:

reklama matni va diskursini pragmatik, psixolingvistik va kognitiv
aspektlarda tadgiq etishning nazariy-metodologik asoslarini takomillashtirish
hamda ekspressiv vositalarning pragma-kognitiv tasnifini ishlab chiqish;

o‘zbek reklama matnlarida fonetik va grafik vositalarning attraktiv
(e’tiborni  jalb qilish) hamda suggestiv (ishontirish va undash) ta’sir
imkoniyatlarini aniglash, ularning gender va sotsiomadaniy Xxususiyatlarini
baholash;

% }0cynosa K.K. V36ex Tuimaru pekiiaMa MaTHIApHa HMIEPATHBIMK Ba YHUHT udonananumu. Ouon. das. ...
PhD gmucc. — Tomxkent, 2022. — Bb. 15; Mamuposa JI.II. V36ex pexnama MaTHIAPUHHHT COIHOIMHIBHCTHK
xycycustiapu. ®unon. dan. ... PhD gucc. — Tomkent, 2024. — B. 18; Bakamupos JXK.A. V36ex Ba uHrim3
TWUIAPUIATH KTHMOHH PEKIIaMaIApHUHT TUHTBOMaaHui Taakuku. Oumon. ¢ad. ... PhD mucc. — Tomkenr, 2023.
— b. 20; Anmabepranosa H.M. V36ex Tuinmars pexiaMa MaTHIAPHHUHT JIMHIBOKOTHHTHB XyCycHsTIapn: Muion.
(dhann. 6yinya daic. gokt. (PhD) ... nucc. aBroped. — Tomkent, 2026. — b. 14.

27 Xymaep O. Pexnama MaTHIApUIA HEOIOTH3MIAPHUHT YpHH // Y36ek Tiiu Ba anabuétu. — Tomkent, 2012, — Ne
6. — B. 70; Buzrukova M. O‘zbek badily matnida undash konstruksiyalari // Xopwxkwuii ¢punosnorus. — Camapkasn,
2020. — Ne 1. — B. 108; Mycradaes II11.H., Byiaros C.C. Haxmuanua Kyopouunr “Jlatoud nazapuscu” // Journal
of Igro. — Camapxkanz, 2024. — B. 102; bynaros C.C., Axanos b. Paur ncuxosnoruscu. — Tomkent: ®an, 2003. — b.
45,
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reklamada qo‘llanilgan ekspressiv leksika va chegaralangan qatlam
so‘zlarining lingvomadaniy konnotatsiyalarini hamda manipulyativ ishontirish
strategiyalaridagi o‘rnini asoslash;

o‘zbek reklama matnlarida ekspressiv morfologiya (subyektiv baho
affikslari, xorijiy prefikslar, fe’l mayllari) va sintaktik qurilmalarning (inversiya,
ellipsis, parsellyatsiya, ritorik so‘roqlar) pragmatik vazifalarini dalillash;

reklama tilida adabiy me’yorlardan chekinish (lisoniy ximeralar,
gibridizatsiya, lisoniy vandalizm) holatlarini ekolingvistik va tanqidiy diskurs-
tahlil nugtayi nazaridan baholash hamda sohani muvofiqglashtirish bo‘yicha amaliy
tavsiyalar ishlab chiqgish.

Tadgigotning obyekti sifatida o‘zbek tilidagi tijoriy va ijtimoiy reklama
matnlari (matbuot, televideniye, radio, tashgi reklama bannerlari va internet
tarmog‘i/ijtimoiy tarmoqlardagi reklama materiallari) tanlangan.

Tadgigotning predmetini o‘zbek reklama matnlarida qo‘llanilgan fonetik-
grafik va leksik-grammatik birliklarning ekspressiv-pragmatik, psixolingvistik va
ekolingvistik xususiyatlari tashkil etadi.

Tadqiqgotning usullari. Dissertatsiyada pragmalingvistik tahlil, kognitiv-
diskursiv tahlil, tanqidiy diskurs-tahlil, psixolingvistik va neyrolingvistik
yondashuvlar, etnolingvistik tahlil va giyosiy-tipologik metodlardan foydalanilgan.

Tadqiqgotning ilmiy yangiligi quyidagilardan iborat:

reklama matni va reklama diskursining pragma-kognitiv. hamda
psixolingvistik tabiati chegaralanib, ekspressiv vositalarning an’anaviy lingvo-
struktural tasnifidan fargli ravishda yangi pragma-kognitiv tasnifi ishlab chigilgan;

o‘zbek reklama diskursida fonetik va grafik vositalarning maqgsadli
auditoriyaga (jumladan, gender va ijtimoily guruhlarga) yo‘naltirilgan vizual-
lingvistik ta’sir kodlari ochib berilgan;

leksik sathda neologizm va okkazionalizmlar, troplar, shuningdek, toponim
va pragmatonimlarning “illokutiv aldov” va “lisoniy-hududiy ta’sirlantirish”
vositasi sifatidagi kognitiv funksiyalari hamda chegaralangan leksikaning
intimizatsiya hosil qilishdagi o‘rni dalillangan;

grammatik sathda affikslarning subyektiv-baholovchi va xaridor ongostiga
ta’sir qiluvchi xususiyatlari, shuningdek, shart, ijro mayllari va uchinchi shaxs
orqali imperativlikning yumshatib berilishi (o‘zbekona andisha pragmatikasi)
ochib berilgan;

reklama tilidagi me’yordan og‘ishlar ekolingvistika va tanqidiy diskurs-
tahlil nugtayi nazaridan baholanib, o‘zbek tilshunosligida ilk bor “lisoniy ximera”
va “lisonty immunitet” konsepsiyalari reklama diskursi asosida ilmiy iste’molga
Kiritilgan.

Tadqgiqgotning amaliy natijalari quyidagilardan iborat: reklama
yaratuvchilari va marketologlar uchun o‘zbek tilining milliy-kognitiv tabiatiga mos
va xaridor ongiga ta’sir etuvchi samarali lisoniy vositalar tizimi tagdim etilgan;
internet, televideniye va tashqgi reklama matnlarini filologik ekspertizadan
o‘tkazishning ekolingvistik va pragmatik mezonlari ishlab chigilgan hamda
matnlardagi lisoniy vandalizm holatlarini bartaraf etish bo‘yicha tavsiyalar
berilgan.
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Tadqiqot natijalarining ishonchliligi tanlangan nazariy-metodologik
yondashuvlarning zamonaviy ilm-fan talablariga mosligi, OAV, internet va tashqi
reklamalardan olingan minglab faktik materiallarning keng ko‘lamliligi,
xulosalarning amaliyotga joriy etilganligi hamda olingan natijalarning respublika
va xorijiy nufuzli ilmiy nashrlarda e’lon qilinganligi bilan izohlanadi.

Tadgqiqgot natijalarining ilmiy va amaliy ahamiyati.

Tadqigotning ilmiy ahamiyati shundan iboratki, unda erishilgan xulosalar
va yangi nazariy konsepsiyalar o‘zbek pragmalingvistikasi, kognitiv tilshunoslik,
psixolingvistika va ekolingvistika fanlarining nazariy bazasini boyitadi.

Tadgigotning amaliy ahamiyati dissertatsiya materiallaridan OTMlarning
filologiya va jurnalistika fakultetlarida “Pragmalingvistika”, “Medialingvistika”,
“Kognitiv tilshunoslik”, “Reklama psixologiyasi” fanlari bo‘yicha o‘quv
qo‘llanmalar yaratishda, shuningdek, reklama agentliklari va filologik ekspertiza
markazlari faoliyatida bevosita foydalanish mumkinligi bilan belgilanadi.

Tadqiqot natijalarining joriy qilinishi. Reklama matnlarida fonetik-
grafik va leksik-grammatik birliklarning ekspressiv xususiyatlarini tadqiqg etish,
xususan, reklama diskursining pragma-kognitiv tabiati, til birliklarining
kommunikativ ta’sirchanligi hamda ekolingvistik xususiyatlari bo‘yicha olingan
ilmiy natijalar asosida:

reklama matnlaridagi fonetik-grafik hamda leksik-grammatik vositalarning
ekspressiv-pragmatik imkoniyatlari, til birliklarining kommunikativ ta’sirchanligi
va lingvoekologik xususiyatlariga oid ishlab chigilgan ilmiy xulosa hamda
tavsiyalardan O‘zbekiston Respublikasi Fanlar akademiyasi O‘zbek tili, adabiyoti
va folklori institutida 2024-2025-yillarda bajarilgan AL-662204328 ragamli
“Sport terminlarining o‘zbek tilidagi i1zohli lug‘atini tuzish va nashr qilish
(lug‘atning mobil ilovasi va veb-saytini yaratish)” mavzusidagi amaliy loyihada
foydalanilgan (O‘zbekiston Respublikasi Fanlar akademiyasining 2026-yil 30-
iyuldagi 3/1255-2170-son ma’lumotnomasi). Natijada sport terminlari izohli
lug‘ati maqolalarini ilmiy-uslubiy jihatdan takomillashtirishga, termin izohlarining
anigligi, tushunarliligi va kommunikativ samaradorligini oshirishga, shuningdek,
lug‘atning ilmiy-metodik asoslarini boyitishga erishilgan;

so‘z vyasalishi jarayonida hosil bo‘ladigan til birliklarining reklama
diskursida emotsional-ekspressiv. mazmun kasb etishi, baholovchi semantikasi
hamda pragmatik vazifalarini tavsiflash, derivatsion birliklarning ekspressiv
imkoniyatlarini yoritishda fonetik-grafik vositalar, ekspressiv affikslar, baholovchi
leksik birliklar hamda grammatik shakllarning funksional-semantik xususiyatlari
bo‘yicha ishlab chiqilgan ilmiy-nazariy xulosalardan O‘zbekiston Respublikasi
Fanlar akademiyasi Qoraqalpog‘iston bo‘limi Qoraqalpoq gumanitar fanlar ilmiy-
tadgigot institutida 2024-2025-yillarda amalga oshirilgan “Hozirgi qoraqgalpoq
tilidagi so‘z yasalish tizimining nazariy asoslari” mavzusidagi fundamental
loyihada foydalanilgan (Qoragalpoq gumanitar fanlar ilmiy-tadgigot institutining
2026-yil 27-iyuldagi 352/1-son ma’lumotnomasi). Natijada reklama diskursida
fonetik-grafik hamda leksik-grammatik vositalarning ekspressiv-pragmatik
salohiyatini hisobga olish zarurligi ilmiy jihatdan asoslangan;
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reklama matnlarining ta’sirchanligini oshirish, ularni ixcham, ravon va esda
qolarli shaklda tuzish, fonetik uyg‘unlik, takror, alliteratsiya, baholovchi so‘zlar
hamda boshga ekspressiv til vositalaridan o‘rinli foydalanish bo‘yicha berilgan
tavsiyalardan “Renessans TV” telekanalida efirga uzatiladigan “Zargarshop” tijoriy
ko‘rsatuvining mahsulot tagdimotlari, reklama matnlari, efir anonslari va promo
roliklarini tayyorlash, shuningdek, “Renessans minbari” ko‘rsatuvining efiroldi
anonslari va telekanalning ijtimoiy roliklari matnlarini tayyorlash hamda tahrir
qilish jarayonida foydalanilgan (“Renessans TV” telekanalining 2026-yil 3-
avgustdagi 112/2026-son ma’lumotnomasi). Natijada telekanalda tayyorlanayotgan
reklama mahsulotlarining matniy sifati, ta’sirchanligi va auditoriya uchun
jozibadorligi oshirilishiga hamda matnlarning mazmunan aniq, usluban ravon va
tomoshabin xotirasida yaxshi saglanadigan shaklda tayyorlanishiga erishilgan.

reklama matnlarining ekspressivligini oshirish, auditoriya e’tiborini jalb
etuvchi vositalardan magsadli foydalanish, reklama mazmuniga mos shrift va
grafik yechimlarni tanlash, ranglarning psixologik ta’siridan samarali foydalanish,
reklama amaliyotida ommaviy iste’molchi uchun tushunarli va faol qo‘llaniladigan
o‘zlashma birliklar hamda xalqaro marketing terminlarini kommunikativ magsadga
muvofiq qo‘llashga oid tavsiyalardan “FIDO studio” reklama agentligining
mamlakatimizda faoliyat yurituvchi yirik banklardan biri - “Hamkorbank” ATB
uchun ishlab chigilgan reklama kampaniyalari, videoroliklar, ragamli reklama
materiallari, ijtimoiy tarmoglar uchun reklama postlari va promo matnlarini
yaratish hamda tahrir gilish jarayonida foydalanilgan (“FIDO studio” reklama
agentligining 2026-yil 3-avgustdagi 19/26-08-son ma’lumotnomasi). Natijada
agentlik faoliyatida reklama matnlarini yaratish va tahrir gilish jarayoni yanada
takomillashtirilib, reklama kampaniyalarining umumiy samaradorligi sezilarli
darajada oshgan.

Tadqiqgot natijalarining aprobatsiyasi. Mazkur tadgigot natijalari 2 ta
xalgaro va 2 ta respublika ilmiy-amaliy konferensiyalarida muhokamadan o‘tgan.

Tadqiqot natijalarining e’lon qilinganligi. Dissertatsiya mavzusi
bo‘yicha jami 22 ta ilmiy ish chop etilgan, shu jumladan, O‘zbekiston
Respublikasi OAKning doktorlik dissertatsiyalari asosiy ilmiy natijalarini chop
etish tavsiya etilgan ilmiy nashrlarda 16 ta magola, shundan 3 tasi Xxorijiy
jurnallarda e’lon qilingan.

Dissertatsiyaning tuzilishi va hajmi. Dissertatsiya Kkirish, to‘rtta bob,
xulosa, foydalanilgan adabiyotlar ro‘yxati va ilovalardan iborat. Dissertatsiyaning
umumiy hajmi 263 betni tashkil etadi.

DISSERTATSIYANING ASOSIY MAZMUNI

Kirish gismida dissertatsiya mavzusining dolzarbligi va zarurati asoslangan,
tadgigotning maqgsadi va vazifalari, obyekti va predmeti tavsiflangan, Respublika
fan va texnologiyalari rivojlanishining ustuvor yo‘nalishlariga mosligi ko‘rsatilgan,
tadgigotning ilmiy yangiligi va amaliy natijalari bayon qilingan, olingan
natijalarning ilmiy-amaliy ahamiyati ochib berilgan, tadgigot natijalarini
tasdiglovchi ma’lumotlar keltirilgan.
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Tadgiqotning birinchi bobi “Reklama matnlarining lingvouslubiy va
pragmatik tadqigining nazariy-metodologik asoslari” deb nomlanadi.
Dissertatsiyaning birinchi bobining ilk fasli “Reklama matni: tushunchasi,
o‘ziga xos xususiyatlari va tilshunoslikda o‘rganilishi” tarzida belgilangan.
Zamonaviy tilshunoslikda tilni sof struktural hodisa sifatida o‘rganishdan voz
kechilib, uning inson va jamiyat bilan uzviyligini tadgiq etuvchi antropotsentrik
paradigmaga o‘tilishi reklama tilin1i ham yangicha metodologik asosda o‘rganishni
tagozo etdi. Tadgiqgotda matn va diskurs tushunchalarining ontologik chegaralari
qat’iy belgilandi. Matn obyektiv borligdagi vogea va hodisalarning leksik,
grammatik va mantiqiy jihatdan tugallangan lisoniy ifodasi bo‘lsa?®, diskurs ana
shu matnning mulogot magsadi, ijtimoiy-madaniy vaziyat va psixologik omillar
bilan birga real hayotda vogelanishidir?®. Shu bois, mazkur ishda lisoniy
vositalarning tuzilishi tahlil qilinganda “reklama matni”, ularning iste’molchi
ruhiyatiga ta’siri va pragmatik maqsadi yoritilganda “reklama diskursi”
atamalaridan foydalanish ilmiy jihatdan asoslandi.

Tadqiqot doirasida an’anaviy muloqot turlaridan keskin farq qiluvchi
reklama diskursining to‘rtta asosiy xususiyati ajratib ko‘rsatildi:

1.  Reklamada xolis axborot berish emas, balki xaridorni ishontirish va
xaridga undash (perlokutiv samara) birlamchi o‘rinda turadi®’.

2. Reklama millionlab ommaviy auditoriyaga garatilsa-da, matn xuddiki
bir shaxsga shivirlab aytilayotgandek yashirin dialogik shaklda tuziladi®!.

3. Reklama matni so‘z (verbal) va tasvir, rang, ohang (noverbal)
unsurlarining mukammal sintezidan iborat bo‘lib, bu komponentlar bir-birini
to‘ldirmasa, pragmatik magsad ro‘yobga chigmaydi®?.

4, Intimizatsiya va psixolingvistik manipulyatsiya. Xaridordagi tabiiy
himoya (shubha) to‘sig‘ini yengib o‘tish uchun reklama sun’iy do‘stona yoxud
oilaviy yaqginlik (intimizatsiya) muhitini yaratadi hamda inson ongini yashirin
boshqgaradi.

Jahon® va o‘zbek tilshunosligida reklama matnlarining o‘rganilish tarixi
tizimlashtirilib, u uchta mantiqiy bosqgichga ajratildi:

Birinchi bosgich — jurnalistika va umumiy uslubiyat doirasidagi kuzatishlar.
Bu davrda reklamalarning OAVdagi o‘rni, tarixiy va uslubiy xususiyatlari®*,

28 MaxmynoB H. Tun tancumu taakukn. — Tomkent: Mumtoz so‘z, 2017. — b. 24.; T'amenepun N.P. TekcT kak
00BEKT TMHTBUCTHUIECKOTO HccienoBanus. — Mocksa: Hayka, 1981. — C. 18.

2 Apyrionosa H.JI. Jluckypc // JIMHrBUCTUYECKUIT SHIMKIIONENYIECKHI ciioBapk. — Mocksa: C3, 1990. — C. 136.;
Cadpapos III. TTparmanuareuctika. — ToIIKeHT: Y36€KUCTOH MU SHIMKIONEuscH [[aBiaT WiMHil HauIp UETH,
2008. - b. 34.

3% Ocrun JIx.J1. Cnoso kak aeiicteue // HoBoe B 3apyGesxHoii munrsuctuke. Beim. 17. — Mocksa: [Iporpecc, 1986. —
C. 122.

31 Toxupos 3.T. OAB peknamanapy yciyOusaTH Hazapuscu Ba amanuéru. — Touikent: Yuusepcurer, 2006. — B. 22.
32 Auucumosa E.E. JIMHIBUCTHKA TEKCTA U MEXKKYIILTYpHas KOMMYHHUKalus. — Mocksa: Akajgemus, 2003, — C. 71.
33 Kapa-Mypsa E.C. Jluarsuctuueckas JKcIepTH3a pekIaMHOro auckypca / KynpTypa peun u sddextuHOE
obmenne. — Mocksa: ®nunTa, 2005. — C. 250.; Xonukynosa III. Typkucton marOyoTuaa bJIOH Ba peKIamaap
(XIX acp oxupu — XX acp 6onutapu): @uiomn. dan. HOM3. ... gucc. — Tomkent, 2006. — b. 24.

3 A6myasuzosa H. Munuii yiironuin naspu ¥36ex MarOyoTu Tapuxu. — Tomkent: MabHaBust, 2004. — B. 86. ;
Maxmynos H. Tunumussusr THta caaanrd. — Tomkent: Fadyp Fynom Homunarn mampuér-matbaa wxonuit yiu,
2012.-b. 12.
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shuningdek, til sofligi va peshlavhalardagi g‘alizliklar sotsiolingvistik muammo
sifatida tadgiq gilingan®®.

Ikkinchi bosqgich — pragmatik va leksik-grammatik tahlillar davri. Milliy
pragmalingvistika  poydevori  shakllangach®, reklama lingvistikasining
nazariyasi®’, reklamadagi yashirin ma’nolar va neologizmlar®®, shuningdek,
imperativlik va sintaktik qurilish masalalari maxsus tadgiq etildi®.

Uchinchi bosgich — kognitiv, psixolingvistik va ethnomadaniy yondashuvlar.
Bugungi kunda reklama diskursini matn antropotsentrizmi, ijtimoiy gadriyatlar va
lingvokognitiv xususiyatlar kesimida o‘rganish ustuvor ahamiyat kasb etmoqda®’.

Xulosa o‘rnida ta’kidlash joizki, o‘zbek tilshunosligida ushbu sohada
salmoqli ishlar gilinganiga qaramay, o‘zbek reklama matnlarida fonetik-grafik va
leksik-grammatik birliklarning ekspressiv-pragmatik xususiyatlarini polikodli
hamda manipulyativ diskurs sifatida, milliy etnopragmatika tamoyillari asosida
yaxlit, monografik tadqiq etish bugungi filologiya ilmining dolzarb vazifasi bo‘lib
golmoqda.

Bobning ikkinchi fasli “Tilshunoslikda ekspressivlik hodisasi: mohiyati,
turlari va ifodalanish sathlari” deb nomlanadi. Zamonaviy antropotsentrik
tilshunoslikda til shunchaki axborot uzatish vositasi emas, balki insonning ichki
ruhiy olami, his-tuyg‘ulari va magsadli ta’sir etish quvvatini namoyon qiluvchi
o‘ta murakkab tizim sifatida baholanadi*'. Tadgigot doirasida reklama diskursining
pragmatik negizini tashkil etuvchi ekspressivlik hodisasining nazariy-metodologik
mohiyati va uning til sathlarida vogelanish mexanizmlari chuqur tahlilga tortildi.

[lmiy tahlillar shuni ko‘rsatdiki, emotsionallik, baholash va ekspressivlik
tushunchalari ko‘pincha qorishtirilsa-da, ular funksional jihatdan qat’iy farglanadi.
Emotsionallik bevosita insonning ruhiy-hissiy kechinmalarini ifodalasa*?, baholash
vogelikka nisbatan mantigiy-axlogiy hukmni anglatadi*®. Ekspressivlik esa ushbu
ikki hodisaning intensivligini (ta’sir kuchini) bo‘rttirib ko‘rsatuvchi hamda lisoniy
axborotning adresatga etib borish shiddatini oshiruvchi kengroq lingvistik qurol

% Mamuposa J.III. V36ex peknamMa MAaTHJIAPMHUHI COLMOJMHIBUCTHK Xycycustiapu: @uion. ¢dan. 6yiiuua

tdancada noxkropu (PhD) mmcc. — Tomkent, 2024. — b. 14..; YuaukynoB H. [lemuaBXamapuHWHT JTHCOHHH
xycycusatinapu: @unon. ¢pas. HoM3. ... aucc. — Tomkent, 2007. — B. 22.
% Cadapos 1. Ilparmanunrsuctuka. — TOIIKeHT: Y36eKHCTOH MUUIMH OSHIMKIONEIusAcH JlapiaaT HiMuil
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(PhD) muce. — Aaamxos, 2020.

3% JKymae O. PekiamMa MaTHIapHHH aJpecaTra eTKasHIl ycyi Ba Bocutanapu // Y3Gekucton. Muimmii yH-TH
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4 Anna6epranosa H.M. V36ek Timiaru pekiiaMa MaTHIAPMHUHT JIMHIBOKOTHHTHB XycycHusTmapu: Ouiioir. (am.
6yitmua Qanc. gokr. (PhD) ... mucc. aroped. — Tomkent, 2026. — B. 14.; Bakamupos JK.A. V36ex Ba mnrmms
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sanaladi**. Pragmalingvistik nuqtayi nazardan, ekspressivlik so‘zlovchining
illokutiv niyatini maksimal darajaga olib chigib, mugarrar perlokutiv samarani
(tinglovchini harakatga undashni) ta’minlaydi.

Tilshunoslikda ekspressivlikning tabiati o‘zining kelib chiqishiga ko‘ra ikki
yirik turga: lug‘aviy ma’noning o‘ziga xos bo‘lgan lisoniy (ingerent) va muayyan
kontekst yoki majoziy qo‘llanish natijasida yuzaga keladigan nutqiy (adgerent)
ekspressivlikka® ajratib o‘rganildi. Shuningdek, ekspressivlikning lisoniy ierarxiya
— barcha til sathlarida o‘zaro sinergetik munosabatda voqelanishi quyidagicha
tizimlashtirildi:

1. Fonetik va grafiko-fonologik sath. Tovushlarning magsadli takrori
(alliteratsiya, assonans) hamda onomatopeya hodisalari kross-modal muvofiglik
(sinesteziya) asnosida inson ruhiyatida hajm, harorat va shiddat kabi
assotsiatsiyalarni avtomatik tarzda uyg‘otadi®®.

2. Leksik-semantik va frazeologik sath. O‘zbek tilining boy lug‘at xazinasi,
sinonimik qatorlar, iboralar*” hamda metafora va metonimiya kabi badiiy
ko‘chimlar mahsulotning hissiz, quruq ko‘rsatkichlarini iste’molchiga yaqin
bo‘lgan milliy-madaniy obrazlarga ko*chiradi*®.

3. Morfologik va derivatsion sath. Agglyutinativ tabiatga ega o‘zbek tilida
erkalash, Kichraytirish (subyektiv baho) affikslari gabul giluvchi bilan oradagi
1jtimoly masofani qisqartirsa, fe’l mayllarining pragmatik qo‘llanilishi harakatga
undovning keskinligini pasaytiradi.

4. Sintaktik sath. Gapning mantigiy-grammatik qurilishidagi ongli
burilishlar — inversiya, ellipsis (tushiriq)*, parsellyatsiya va ritorik so‘roglar
nutqning tezkorligi hamda emotsional shiddatini oshirib, iste’molchini passiv
tinglovchidan faol hammuallifga aylantiradi.

Psixolingvistik va neyrolingvistik yondashuvlarga ko‘ra, betaraf axborot
inson miyasida "sensor charchoqg"ni yuzaga keltiradi®®. Ekspressiv vositalar esa
[.Pavlovning “mo‘ljallash refleksi”ni ishga tushirish orqali xaridorning mantiqiy-
tanqidiy to‘siglarini buzib o‘tadi va to‘g‘ridan-to‘g‘ri ongosti (0o‘ng miya yarim
shari) markazlariga ta’sir giladi®..

Bobning uchinchi fasli “Reklama matnlarida ekspressivlikni yuzaga
Kkeltiruvchi lisoniy vositalar tasnifi masalalari”dir. Zamonaviy tilshunoslikda har
ganday murakkab lisoniy hodisani chuqur anglash va uning vyashirin
gonuniyatlarini ochib berish uchun uni muayyan mantigiy hamda vazifaviy
mezonlar asosida tizimlashtirish taqozo etiladi. An’anaviy struktural tilshunoslikda
lisoniy vositalar asosan ularning shakliy-grammatik xususiyatlariga ko‘ra statik

44 Tenus B.H. KoHHOTAaTHBHBII acleKT CEMaHTHKH HOMHHATHBHBIX €MHHIL. — MOCKBa: Hayxka, 1986. - C. 112.

% Illomakcynos A., Pacynos U., Kyurypos P., Pycramos X. V36ex Twmu crummuctukacu — TomKeHT: YKuTyBunm,
1983. b. 23.; Xymnoiioepranosa [I. MaTHHUHT aHTPOMIOICHTPUK TagKUKU. — TomkeHt: ®awn, 2013. — b. 14.

4 Bopomun C.B. OcnoBel (onocemantuku. — Jlennnrpan: JII'Y, 1982, — C. 68. ; Spence C. Crossmodal
correspondences: A tutorial review // Attention, Perception, & Psychophysics. — 2011. — Vol. 73. - P. 972.

47 PycramoB A. C¥3 xycycuna cys. — Tomkent: B reapus, 1987. — b. 14.

48 paxmarymiaes 1. V36ex TumunuHr ppaseonorux nyraru. — Tomkent: Komycnap Gom Taxpupusty, 1992, — b.
12,

49 Maxmynos H. Dmnumcuc B y36exckom si3bike: ABToped. Aucc. ...KaH. Gpuion. Hayk. — Tomkenr, 1978.

%0 Jle6enen-JTio6umon A.H. Icuxonorus pexnamsl. — CII6.: Iutep, 2002. — C. 140.

51 TTaBnos W.II. [TomHOE cobpanue counnennid. T. 3. Ku. 1. — M.: Usn-Bo AH CCCP, 1951.
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holatda tasniflangan bo‘lsa, zamonaviy antropotsentrik va pragmatik paradigmalar
til birliklariga inson ongiga ta’sir o‘tkazuvchi dinamik mexanizm sifatida
yondashishni talab giladi. Sh.Safarov ta’kidlaganidek, nutqiy akt jarayonida har bir
lisoniy vosita so‘zlovchining pragmatik niyatini ro‘yobga chiqaruvchi harakat
sifatida baholanishi lozim®2,

Jahon va o‘zbek tilshunosligida (xususan, I.A.Sternin®3, N.Mahmudov®,
R.Qo‘ng‘urov®>®  tadgiqotlarida) ilgari surilgan nazariy  yondashuvlarni
umumlashtirgan holda, mazkur tadqiqot doirasida o‘zbek reklama matnlaridagi
ekspressiv vositalarning yaxlit, o‘zaro uzviy bog‘liq ikkita yirik — lingvo-struktural
hamda pragma-kognitiv (psixolingvistik) tasnifi ishlab chiqildi.

I. Lingvo-struktural tasnif. Mazkur tasnif ekspressiv vositalarning til
qurilishi sathlariga ko‘ra ierarxik guruhlanishini ifodalaydi va matnning qanday
lisoniy unsurlardan qurilganligini ko‘rsatadi:

1. Fonetik va grafiko-fonologik vositalar. Bunga matnning musiqiyligi
va ritmini ta’minlovchi evfonik vositalar (alliteratsiya, assonans), kross-modal
ta’sirga ega fonosemantik birliklar (onomatopeya)®® hamda shrift o‘yinlari va
polikodli matn vizualizatsiyasi kiradi.

2. Leksik-semantik va frazeologik vositalar. Reklama matnining kognitiv
o‘zagini tashkil etuvchi bu guruhga baholovchi leksika, badiity ko‘chimlar
(metafora, metonimiya), shuningdek, diggatni tortuvchi neologizm, okkazionalizm
va chegaralangan qatlam so‘zlari (sheva, jargon) kiritildi.

3. Morfologik va derivatsion vositalar. O‘zbek tilining agglyutinativ
imkoniyatlaridan kelib chiqgib, subyektiv baho affikslari (erkalash, hurmat), xorijiy
prefikslar (super-, mega-) va fe’l mayllarining transpozitsion pragmatik
xususiyatlari guruhlandi.

4, Sintaktik vositalar. So‘z tartibining ongli buzilishi (inversiya), ellipsis,
parsellyatsiya hamda ritorik so‘roglar xabar shiddatini oshiruvchi sintaktik
figuralar sifatida tizimlashtirildi.

I1. Pragma-kognitiv va psixolingvistik tasnif. Mazkur innovatsion tasnif
lisoniy vositalarning iste’molchi ongida qanday reaksiya uyg‘otishiga, ya’ni nutqiy
ta’sirning qaysi bosqichida xizmat qilishiga qarab to‘rtta pragmatik blokka
ajratildi:

1.  Attraktorlar (diggatni jalb giluvchi vositalar). Mantigiy stereotiplarni
buzuvchi grafik anomaliyalar, kutilmagan neologizmlar va provokatsion so‘zlar
xaridorning “axborot shovqini”’dagi filtrini yorib o‘tishga xizmat giladi.

2. Fatik vositalar (ishonchli aloga of‘rnatuvchilar). Sheva so‘zlari,
deminutiv affikslar, xalq maqollari va ritorik murojaatlar orgali rasmiy masofa
qgisqartirilib, xaridor bilan sun’iy do‘stona (intimizatsiya) muhit yaratiladi.

2 Cagapos 1. Ilparmanunreuctuka. — TOIIKEHT: V36eKHCTOH MHIUIMI  SHIHKIONEAMACH JaBnar wunmui
nampuéty, 2008. — B. 120-122.

53 Crepuun U.A. OcHOBHI pedeBoro BoseiicTsus. — Boponex: Hcroku, 2012, — C. 64-68.

54 Maxmynos H. Tun Tuncumu taakuxu. — TomkenT: Mumtoz so‘z, 2017. — B. 24.

5 Kyurypos P. Y36ek Tununa taceupumii Bocutanap. — Tomkent: ®an, 1977. — b. 54-56.

% Tamxunosa B.A. ®oHOCEMaHTHUECKAs CTPYKTYpa IOJIMKOA0BOro TexcTa. Jucc. ... Kana. Guion. Hayk. — Ilepmb,
2022. - C. 166-170.
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3. Suggestorlar (ongostiga singdiruvchi vositalar). Mantigiy dalillarni
aylanib o‘tuvchi metaforalar, oliy darajadagi giperbolalar va murakkab kasbiy
terminlar xaridorga mahsulotni mutlaq yechim sifatida yashirin tirkash
(manipulyatsiya) vazifasini bajaradi.

4.  Argumentatorlar (ratsional ishontiruvchi vositalar).  Sintaktik
gradatsiya, aniq ragamlar, parallelizm va gat’iy modal so‘zlar iste’molchida o‘z
xaridining mantiqan to‘g‘riligiga mutlaq ishonch hosil giladi.

Xulosa o‘rnida gayd etish mumkinki, o‘zbek reklama diskursining
muvaffaqgiyati va uning yakuniy perlokutiv samaradorligi mazkur lingvo-struktural
vositalar hamda ularning pragma-kognitiv vazifalari o‘rtasidagi mukammal
sinergiyaga bevosita bog‘ligdir. Muallif lisoniy shaxs sifatida o‘z maqsadiga
erishish uchun ushbu arsenalning eng o‘tkir elementlarini saralab oladi va
iste’molchi tafakkurini to‘liq qamrab oluvchi yaxlit psixolingvistik arxitekturani
yaratadi.

Birinchi bobning yakunlovchi to‘rtinchi fasli “Reklama matnlarini tadqgiq
etishning zamonaviy metodlari va integrativ yondashuvlari” tarzida
belgilangan. Tilshunoslikda an’anaviy strukturalizmdan inson omilini markazga
qo‘yuvchi antropotsentrik paradigmaga o‘tilishi tilni tadqiq etish metodologiyasini
tubdan o‘zgartirdi. N.Mahmudov ta’kidlaganidek, tilni fagat aloqa vositasi sifatida
talgin etish uni jo‘nlashtirish bo‘lib, tilni inson ruhiyati, tarixi va milliy
dunyogarashi bilan uzviylikda o‘rganishgina haqqoniy ilmiy xulosalar beradi®’.
Shu nuqgtayi nazardan, reklama diskursidek murakkab ijtimoiy-ruhiy va
manipulyativ fenomenning lisoniy tabiatini yoritishda an’anaviy tavsifiy
usullardan voz kechilib, jahon ilm-fanida sinovdan o‘tgan integrativ metodlar
tizimi ishlab chiqildi:

1. Pragmalingvistik va nutgiy aktlarning tahliliy metodi. J.Ostin va
J.Serlning nutqiy aktlar nazariyasiga tayanuvchi bu metod®® reklama matniga
so‘zlovchining ishontirish niyatini o‘zida mujassam etgan maqsadli harakat sifatida
garaydi. Sh.Safarov va M.Hakimovlarning ta’limotlariga muvofiq, matnning
sintaktik va leksik tanlovi bevosita so‘zlovchining illokutiv magsadi (yashirin
niyati) bilan belgilanadi®. Metod orgali P.Graysning “kommunikativ hamkorlik”
tamoyillarining®® reklamada ongli ravishda buzilishi va bu orqali iste’molchiga
manipulyativ ta’sir o‘tkazish mexanizmlari fosh etiladi.

2. Psixolingvistik va neyrolingvistik yondashuvlar. A.A.Leontyev asos
solgan psixolingvistik ta’limot orqali so‘zning mantiqiy ma’nosidan ko‘ra, uning
inson asab tizimidagi (miyaning o‘ng va chap yarim sharlaridagi) hissiy-obrazli
aks-sadosi  o‘rganiladi®*. D.Uznadzening “ruhiy yo‘naltirish” nazariyasi®,

57 MaxmynoB H. Tun Tuncumu tankuku. — Tomkent: Mumtoz so‘z, 2017. — B. 3.

%8 Ocrun JIx. CnoBo kak neiictue / HoBoe B 3apyGeskHoii unrsuctuke. Beim. 17. — M.: TIporpecc, 1986. — C. 22-
129; Cépn JIx. P. Uto takoe peueBoii akt? / HoBoe B 3ap. mmareucruke. Bem. 17. — M., 1986. — C. 151-1609.

% Cadapos . IlparmanuureucTuka. — TOIIKEHT: V36eKHCTOH MUIUTHIT SHIMKIONEIHSICH JaBnar wamuit
Hampuéth, 2008. — b. 12.; Xakumo M.X. V36ek THIMIA MATHHUHT nparMaTtuk TajakuHu. — Tomkent: ®@an, 2001. —
b. 42.

60 I'paiic I'.I1. Jloruxa u peyeBoe obmenue / HoBoe B 3apybexHoii nunrsuctuke. Boim. 16. — Mocksa: IIporpecc,
1985. - C. 217-237.

61 Jleonther A.A. OCHOBBI ICHXONUHTBUCTHKH. — Mocksa: Cmbici, 1997. — C. 142.

62 V3nanse JI.H. O6mas ncuxonorus. — Mocksa: Cmeic, 2004. — C. 89.
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N.Mahmudovning assotsiativ tadgigotlari®®, shuningdek, semantik differensial,
lahzaviy ko‘rish idroki® hamda kognitiv uslublar® orgali reklama tilining
ongostiga singdirish quvvati o‘Ichanadi.

3. Kaognitiv-diskursiv va konseptual tahlil usuli. Y.S.Kubryakova,
D.Xudoyberganova kabi olimlarning nazariyalariga ko‘ra, reklama matni inson
miyasidagi madaniy goliplar (konseptlar)ni ishga tushiruvchi lisoniy triggerdir®.
J.Lakoff va M.Jonsonning konseptual metafora nazariyasi asosida mavhum
iqtisodiy tushunchalarning milliy obrazlarga ko‘chirilishi tahlil qilinadi.
Etnolingvistik yondashuv orqali lisoniy vositalar zamirida o‘zbek xalqining ming
yillik gadriyatlari (andisha, mehr) gay tarzda faollashuvi ochib beriladi®’.

4. Tanqidiy diskurs-tahlil va ekolingvistik yondashuv. T. van Deyk va
N.Ferklo tomonidan asoslangan bu metod® jozibali reklama so‘zlari ortidagi soxta
gadriyatlar wva illokutiv aldovlarni tanqgidiy baholaydi. Shu bilan birga,
A.P.Skovorodnikov va V.G.Kostomarovlarning ekolingvistik tamoyillariga
tayanib®®, reklama makonidagi lisoniy o‘yinlar, xorijiy o‘zlashmalar va
jargonlarning ona tili sofligiga ta’siri (lisoniy vandalizm) ilmiy ekspertizadan
o‘tkaziladi.

5. Korpus lingvistikasi va miqgdoriy-sifatiy modellashtirish. Axborot
texnologiyalariga tayangan ushbu metod yuzlab reklama matnlarini ragamli bazaga
jamlab, ekspressiv lisoniy vositalarning uchrash chastotasini (statistik dalillarni)
aniglaydi va ushbu ragamlarni semantik-pragmatik jihatdan sharhlaydi.

Dissertatsiyaning ikkinchi bobi “O¢‘zbek reklama matnlarida fonetik-
grafik vositalarning ekspressiv-pragmatik xususiyatlari” deb nomlanadi va bir
necha fasldan iborat. Bobning birinchi fasli “Fonetik vositalarning
ekspressivlikni ta’minlashdagi o‘rni va pragmatik vazifalari” deb nomlangan.
Zamonaviy reklama diskursi ko‘p belgili tizim sifatida nafagat matn mazmuni,
balki uning fonetik va vizual shakli orgali ham kuchli perlokutiv ta’sir o‘tkazadi’.
Tadgigotda aniglanishicha, reklama matnida fonetik vositalar shunchaki lisoniy
bezak emas, balki xaridor diggatini keskin jalb giluvchi (attraktiv), brend nomini
xotirada mustahkam muhrlovchi (mnemonik) va iste’molchini bevosita xaridga
undovchi o‘ta kuchli pragmatik mexanizm hisoblanadi.

83 Maxmynos H. Tun Tuncumu taakuxu. — TomxkenT: Mumtoz so‘z, 2017

6 Crepuun M.A. O4epku 10 KOTHMTUBHOM JIMHIBUCTHKE. — Boponex: Mcroku, 2001. — C. 56.

8 Kénur T. Tlcuxonorus peknamel. — Mocksa: U3n-so H.A. Cronsp, 1925. — C. 114.

8 Ky6psikosa E.C. SI3bik n 3Hanue. — Mocksa: SI3biku cnaBsHckol KyasTypbl, 2004, — C. 92. ; XymoiiGepranosa JI.
MaTHHUHT aHTPONOLEHTPUK TaaAKUKU. — TomkeHT: dan, 2013.

67 Maxmyno H. Tuiumusausr tinia canauru. — Tomkent: Fadyp Fynom HoMuparn Hampuér-marbaa wKoIwin
yiim, 2012. — Bb. 12. ; Temms B.H. Pycckas ¢paseonorus. CemaHTHYECKHI, NparMaTu4ecKuid U
JIMHIBOKYJIBTYpPOJIOTHUECKUH acnieKThl. — MockBa: SI3piku pycckoit KynsTypsl, 1996. — C. 214.

88 Jeiix T.A. Ban. Jluckypc u BacTh: Pemnpe3eHTalus JOMHUHUPOBaHUS B a3bIke. — Mocksa: Jlu6pokom, 2013. — C.
45.

89 CxoBopoanukos A.Il. Dxonorust pycckoro ssbika. — Kpacuosipck: CDY, 2016. — C. 25. ; Kocromapos B.T.
SI3BIKOBOM BKYC 3MOXH. M3 HaOmIoIeHN HaJ pedeBOi MpakTUKOW Macc-Menua. — Mocksa: Ilemaroruka, 1994. — C.
84.

0 Boee K.JI., Apenc V.®. Cospemennas peknama / Ilep. ¢ anrin. — Tonbsartu: «M3patensckuii oM JIoBranb,
1995. — 704 c. ; AnucumoBa E. E. JIMHrBUCTHKAa TeKCTa M MEXKYJIbTYpHAs KOMMYHHKanus (Ha MaTepuale
KPEOJIHM30BAaHHBIX TEKCTOB). — M.: Akanemus, 2003. — 128 c.

20



Tadgigotda tovushlar takrori (alliteratsiya va assonans) global
fonosemantika qonuniyatlari’t hamda o‘zbek mumtoz adabiyotidagi favzi’
san’atining’® o‘ziga xos sintezi sifatida baholandi. Pragmalingvistikadagi kross-
modal muvofiglik (sinesteziya) nazariyasiga ko‘ra, magsadli tanlangan undoshlar
va unlilar takrori xaridor ongostida mahsulotning fizik va hissiy xususiyatlarini
avtomatik tarzda gavdalantiradi’®. Xususan, jarangli va portlovchi undoshlar
(B,D)(K,Q,T,) jarangsiz portlovchilar baraka, qat’iyat, ishonch va pishiqlikni;
sirg‘aluvchi va sonor undoshlar (M, L, N) tezlik, (S, Z kabi) jarangli va jarangsiz
shovqinli undoshlar harakatchanlik, mayinlik va lazzatni ifodalovchi psixologik
signal (kod) vazifasini o‘taydi. Assonans hodisasida esa ochiq va unlilar (A, O)
inson ruhiyatida mahsulotga nisbatan kenglik, salmoq, xavfsizlik va ulug‘vorlik
ma’nolarini vizuallashtirishi isbotlandi’.

Reklama matnlarida marom va qofiya (saj’) iste’molchi xotirasida eng uzoq
saglanuvchi lisoniy langar bo‘lib xizmat qiladi. Ular fonostilistik ikonizm sifatida
matnning pragmatik magsadini amalga oshiradi”. Qofiyaning pragmatik turlari,
jumladan, maqol yoxud hikmatli so‘z shaklidagi qofiyalar millatning
lingvomadaniy kodlarini faollashtirib, xaridorda qadrdonlik va so‘zsiz ishonch
uyg‘otadi. Brend nomining ijobiy semali so‘zlar bilan qofiyalanishi esa mahsulot
imijini keskin oshirib, barcha ijobiy hissiyotlarni to‘g‘ridan-to‘g‘ri xosnom ustiga
ko‘chiradi’,

Onomatopeya (taqlid so‘zlar) va fonetik ramziylik orqali mahsulotning
akustik yoki fizik xususiyatlari (tezlik, qarsillash, yengillik) ortigcha lisoniy
tavsiflarsiz to‘g‘ridan-to‘g‘ri xaridorning sensor idrokiga uzatiladi. Tadqiqotda bu
holat ikonik kongruentlik (verbal so‘z va noverbal fizik xususiyat o‘rtasidagi
mutlag psixologik moslik) sifatida baholanib, reklama diskursida lisoniy
tejamkorlik va maksimal ta’sirchanlikni ta’minlashi dalillandi’’.

Bobning ikkinchi fasli “Grafik vositalarning ekspressiv-pragmatik
tahlili” tarzida belgilangan. Zamonaviy reklama diskursida matn fagatgina
so‘zlardan iborat bo‘lmay, verbal va noverbal (shrift, rang, logogramma,
kompozitsiya) unsurlarning uzviy sintezidan iborat polikodli (kreollashgan) tizim
sanaladi’®. Tadqiqotda grafik vositalarning xaridor ongiga “birlamchi vizual idrok”

"I Bopounun C. B. OcHoBbl poHOCEMaHTUKH. — Jlennnrpan: Usa-so JITY, 1982, — C. 244,

72 Alisher Navoiy ensiklopediyasi. IV jild. — Toshkent, 2024. — B. 12.

8 Tamkunosa B. A. ®oHOCEMAHTHYECKAS CTPYKTYpa MOJIUKOA0BOro TekcTa. Jluce. ... Kaua. Qpuios. Hayk. — [Tepmb,
2022. - C. 166-170.

4 Kohler, W. Gestalt psychology. - New York, 1923. - 409 p.; Sapir, E. A study in phonetic symbolism // J. Exp.
Psychol. - 1929. - Vol. 12. - P. 225.

> Tamkunosa B. A. MoHOCEMaHTHYECKAs CTPYKTYpa MOJMKOIOBOTO TekcTa. Jluce. ... Kaua. Qpuio. Hayk. — [lepmb,
2022. - C. 167.

6 Klink, R. R. Creating Brand Names with Meaning: The Use of Sound Symbolism // Mark. Lett. - 2000. - Vol. 11.
- P. 10-15.

" Tamxkunosa B. A. ®oHoceMaHTHUECKAs! CTPYKTYpPa MOJIMKOAOBOIO TekcTa. Jlucc. ... kaHj. Gpuioi. Hayk. — [lepms,
2022. - C. 166.

8 Copokun I0.A., Tapacos E.®. KpeonusopaHHble TEKCTHl M MX KOMMYHMKaTHBHas (QyHkuus // OnruMusaius
peueBoro BozzaencTBus. — M., 1990. — C. 180-186. ; bepnaukas A.A. K npobieme «kpeosu3anuu» TeKCTa: HCTOPUs
U coBpeMeHHoe cocTostHne // PeueBoe obmenue: BectHuk Poccuiickoit putoprudeckoit acconnanun. — KpacHospek,
2000. — Bpm. 3 (11). — C. 104-110.
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orqali kuchli ta’sir o‘tkazuvchi va matnning ekspressiv-pragmatik salohiyatini
belgilovchi mustagil lisoniy-vizual qurol ekanligi asoslandi?®.

Shrift pragmatikasi tahlilida shrift shunchaki texnik vosita emas, balki
xabarning emotsional va ijtimoiy giyofasini belgilovchi ikonik belgi sifatida
baholandi®. 0O.V.Osetrovaning “shriftli troplar” nazariyasiga muvofig®,
reklamadagi harflar mahsulotning jismoniy xususiyatini vizuallashtiradi. Masalan,
galin va burchakli shriftlar ishonch, pishiglik va erkaklarga xoslikni, nafis kursivlar
esa estetika va elitarlikni bildiradi. Shriftning bunday tanlanishi verbal xabarning
ta’sir kuchini bir necha barobar oshiradi.

Tadqiqotning muhim yo‘nalishlaridan biri sifatida ranglarning reklama
matnlaridagi ta’siri o‘rganildi. Rang idroki shunchaki fiziologik hodisa emas®?,
balki millatning tarixiy xotirasi va lingvomadaniy kodlariga bevosita bog‘liq
ekanligi isbotlandi®. O‘zbekistonda rang semantikasining ildizlari Najmiddin
Kubroning “Latoif nazariyasi” hamda mumtoz poetikamizdagi ramziy talqinlarga
borib tagaladi®*. Tahlillar natijasida quyidagi xromatik kodlar ajratib ko‘rsatildi:

Oq rang o‘zbek mentalitetida islomiy poklik, halollik, shifo va mutlaq
ishonch belgisi bo‘lib, u tibbiyot va oziq-ovqgat diskursida kuchli ijobiy
konnotatsiya kasb etadi.

Turkiy tillarda tarixan “omma, oddiy xalq” ma’nosini tashigan qora rang
zamonaviy marketingda an’anaviy salbiy ma’nolardan xalos bo‘lib, mutlaq nufuz,
hashamat va elitarlik indikatoriga aylangani ko‘rsatildi.

Osiyo va sharq mentalitetida gizil rang xaridorni shoshiltiruvchi dinamik
signal bo‘lishi bilan birga quvonch va tantana ramzi hisoblanishi, ammo dindor
auditoriyada gon assotsiatsiyasi tufayli ehtiyotkorlik talab etishi dalillandi.

" Pozentans J1.9., Koxres H.H. SI3blk peknamHbIX TeKCTOB. — M.: Boicias mixona, 1981.; INuporosa FO.K.,
BapanoB A.H., ITapmua II.b. PexmamubIif TekcT: AMHrBHCTHKAa M cemuotruka. — M., 2000.; Mensenesa E.B.
Pexnamuas kommyHukanus. — M.: Enutopuan YPCC, 2004.

[4] bakuesa I'.X., TemabaeBa .M. OmmaBuii axOopot Bocutamapu twin. — TomkeHt: O’zkitobsavdonashriyot,
2020.; Dmbexor T.V. XXamoarunnuk OmiaH ajokaizap Ba MaTOyoT Xu3MatTiapu. — TomkeHT: YHuHBepcureT, 2008.;
MamnaeBa @. PexamaHWHT WHCOH Ba xamuAaT xaetumaru ypuu // KaplY xabapmapu, 2018. ; A6xymnaes b.X.
V36ek pexnama JTMHTBHCTHKACH: Hasapusi Ba amannér. ®uion. Qan. Oyitmua ¢ancapa aoxropu (PhD)
muccepranusicu aBTopedeparn. — AanmkoHs, 2020. — b. 15.

8 Hcrpun B. A. BosuuxHoBeHue 1 passutHe muchMma. — M.: Hayka, 1965. — C. 13.; Tynynos B.B. Tazera:
MapKeTHHT, 1nu3aitH, pekiama. — Boponex: Keapra, 2001. — C. 98.

81 Ocerposa O. B. Illpudr B pexiamHoM jusaiine: Ha mpumepe mevatHoit monurpaduueckoil U Mpecc-peKiambl:
Huc. ... kaua. gunon. Hayk. — Boponex, 2005. — 222 c.

8 Bynaros C.C., Axanos b. Panr ncuxomoruscu. — Tomxent: ®Pan, 2003. — Bb. 45-48; Anuea M. Pexnama

JMIUCKYPCUHUHT JUHTBOKOTHUTHUB Taikuku. — Tomkent: ®Pan, 2019. — Bb. 82-85; JleGenes-Jlrooumor A.H.
[cuxonorus peknamel. — Cankr-IlerepOypr: [Tutep, 2002. — C. 145-150.
8 Kopununosa E., Topnees 10. CnoBo u uzobpaxenue B pexname. — Boponex: Ksapra, 2001. — C. 64-68.;

Kaxpamon Hypanu. Panraoma — panriapHuHr cu3 omnMaiinuran y36exkda Homapu // Oyina.uz MAIIMHA HOpTaiu. —
2025. ;] DTUMOJOTHUECKHH CIIOBAPh TIOPKCKUX S3BIKOB. OOIIETIOPKCKHE M MEXTIOPKCKHE OCHOBBL. — MoOCKBa:
Hayxka, 1997. — C. 186. ; Maxmyn Komrapuii. [leBony ayrotut Typk. I skunn. — Tomkent: @an, 1960. — b. 124. [16]
V36ek THIMHUHT n30x)1M JyFaTu. [ sxxunn. — TomKeHT: §’3M3, 2006. - b. 211.

8 Mycragaes L. H., Bynatos C. C. Haxmummua Ky6pouunr «Jlatoud Hazapuscu» // Journal of Iqro. —
Camapkann, 2024. — Special Issue. — b. 102-107. ; Bynaros C. C., AxaHoB b. Panr ncuxonoruscu. — T., 2003. —
B. 24.; PysmeBa M. E. V36ex xank KymmKmapuaa padr cuMBomukack: ¢mion. dau. mokropu (DSc) mmce.
aBropedeparn. — Tomkent, 2017. — 46 6.; Yranosa C. X. Ammmep Haowii Fasannéruaa paHr CHMBOINKACH:
dunon. daun. Hom3omu auce. — Tomkent, 2007. — 138 6. ; AGxypaxmonoB A. A. Y36ek mebpusatuia Hyp, paHr Ba
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Tomkent, 2018. — 168 0.
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Sariq rang inson ko‘zi uchun eng kam energiya talab qiluvchi, ammo miyani
tez faollashtiruvchi nur bo‘lib, o‘zbek turizm va xizmat ko‘rsatish reklamalarida
quyosh, mehmondo‘stlik va farovonlikni ifodalovchi eng mahsuldor vositadir.

Bundan tashgari, matnda digqgatni tortishning radikal wusuli sifatida
noan’anaviy yozuv (grafikonlar) keng qo‘llanilayotgani tahlil qilindi. So‘z
tarkibida lotin va Kkirill alifbolari qorishuvi yoxud logogrammalar (ragam va
belgilarni harf o‘rnida ishlatish) axborot siqigligini (kompressiyasini) ta’minlaydi.
Tinish belgilarining ataylab takrorlanishi (!!!, ...) yoki so‘zlarni fagat BOSH
HARFLAR bilan yozish matnning imperativlik (buyruq) darajasini vizual hayqiriq
darajasiga ko‘taradi®. Ammo bu kabi qoidalardan chekinishning me’yordan ortishi
milliy yozuv madaniyatiga va vizual savodxonlikka salbiy ta’sir ko‘rsatuvchi
lisoniy vandalizm ko‘rinishi ekanligi gayd etildi.

Xulosa o‘rnida e’tirof etildiki, reklama matnidagi vizual-grafik unsurlar
mahsulotning estetik jozibadorligini oshiribgina golmay, xaridorning ongosti
qatlamlariga to‘g‘ridan-to‘g‘ri singib kiruvchi va xarid qarorini manipulyatsiya
giluvchi hal giluvchi lingvopragmatik mexanizmdir.

Ikkinchi bobning yakuniy uchinchi fasli “Fonetik-grafik vositalarning
magqsadli auditoriyaga va sotsiomadaniy jihatlarga yo‘naltirilganligi” deb
nomlanadi. Zamonaviy reklama diskursida fonetik va grafik vositalar fagatgina
estetik vazifani bajarmay, balki maqgsadli auditoriyaning yoshi, jinsi va ijtimoiy-
madaniy qiyofasiga to‘liq moslashuvchi pragmatik qurol sanaladi. Tadqiqotda
aniqlanishicha, yoshlar auditoriyasiga qaratilgan matnlarda “klipli tafakkur’ni
o‘ziga jalb qilish uchun lisoniy me’yorlardan ongli chekinish, lotin va kirill
alifbolarini qorishtirish kabi nostandart grafik o‘yinlar faol qo‘llaniladi®. Biroq,
S.V.Mosheva hamda I.N.Plindina ta’kidlaganidek, bu kabi vizual anomaliyalar
ekolingvistik nuqtayi nazardan xavfli bo‘lib, milliy imlo me’yorlarining
emirilishiga, yoshlar tafakkurida tilga nisbatan iste’molchilik munosabati
shakllanishiga va sotsiomadaniy gadriyatlarning gadrsizlanishiga olib keladi®’.

Reklama matnlarining grafik va fonetik giyofasi gender xususiyatlariga
ko‘ra ham keskin farqlanadi®®. Ayollarga yo‘naltirilgan matnlarda hissiy
bo‘yoqdorlik, nafis va yumaloq shriftlar hamda murakkab rang jilolari ustunlik
qilsa, erkaklar auditoriyasi uchun qalin, to‘g‘ri chizigli shriftlar, keskin rang
kontrastlari va lo‘nda, mantiqiy-shiddatli ohang tanlanadi. Tadgigotda reklamadagi
grafik kodlar orqali sun’ity gender qutblanishlar yaratish emas, balki milliy
mentalitetga mos sog‘lom 1jtimoty rollarni targ‘ib qilish zarurligi asoslandi.

8 JOcynosa K.K. V36ex Tuimiaru pekiiaMa MaTHIapHa HMIEPATHBIMK Ba YHUHT udoxananuuy. dunon. das. ...
PhD aucc. — Tomkent, 2022; Mamuposa J[.III. V36ek pexnamMa MaTHIAPUHHHT COLHOIMHIBUCTHK XYCYCHATIAPH.
PhD nucc. — Tomkent, 2024. — b. 64.

8 Momesa C.B. Macc-memuitnbiil auckypc: rpaduko-opdorpaduueckue BhIpasUTeNbHbIE cpeacTBa // BecTHHK
HI'Y.T. 11, Bem. 6. — C. 130.

87 Mpanosa H.K., Momiesa C.B. MHTeHIMOHANBHEIN aCeKT PeKIaMHOrO AUcKypca: (oHeTHKo-opdorpadumaeckie
ocobenHoctu. — M., 2011. — C. 45. ; IIneiaanna V.H. Mcnons3oBanne nBera B pekiaaMe // AKTyallbHBIE BOIIPOCHI
SKOHOMHYECKHX HayK. — benropon, 2015. — C. 48-51.

8 Asapenox H.B. I'ennepHoe Bocnpustie pekiaamsl / Penosuropuii BITIY. — Munck. — C. 49. ; 3aiinensman O.B.
I'ennepHble 0COOEHHOCTH BOCTIPUATHS COIMAILHON peKiaMbl // DkoHOMUKa U coruyM. — Yda, 2017. — Ne 1(32). —
C. 638.
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O‘zbek reklama matnlarida iste’molchini harakatga undash (imperativlik)
fagatgina buyruq fe’llari bilan emas, balki tovush-yozuv va sintaktik vositalar
sinergiyasi orgali yuzaga chigadi. Nutgiy aktlar nazariyasiga tayanib tahlil
qilinganda, o‘zbek muloqot xulgiga xos andisha, lutf va xushmuomalalik
tamoyillari reklama tilidagi imperativlikni yumshatishi aniglandi®®. Xorijiy
reklamalardagi tajovuzkor buyruqlardan farqli o‘laroq, milliy reklamamizda 2-
shaxs hurmat shakllari®, shuningdek, shart va xabar mayllari orgali ifodalangan
“yashirin boshgaruv” usullari keng qo‘llaniladi.

Undov va buyrugning ta’sirchanligini vizual-grafik jihatdan kuchaytirishda
sintaktik deformatsiyalarning o‘rni  beqiyosdir. Kesimning gap boshiga
ko‘chirilishi (inversiya), undalmalarning (murojaat birliklarining) alohida xatboshi,
yirik shrift va pauzalar bilan ajratilishi xaridor diggatini zudlik bilan gamrab oladi.
Qolaversa, mahsulotni jonlantirish (tashxis) va metaforik bo‘rttirishlarning fonetik
jarangdorlik bilan uyg‘unlashuvi gat'iy buyrugni "samimiy do‘stona tavsiya'ga
aylantiradi.

Dissertatsiyaning uchinchi bobi “O¢‘zbek reklama matnlarida leksik
birliklarning ekspressiv-pragmatik va lingvomadaniy tahlili” deb nomlanadi.
Bobning birinchi fasli “Ekspressiv leksikaning qo‘llanishi, pragmatik
maqsadlari va lingvomadaniy konnotatsiyalari” tarzida belgilandi. Reklama
diskursida leksik birliklar fagatgina voqelikdagi yangi predmet yoki hodisalarni
nomlash (nominativ) ehtiyojini qondirmay, balki iste’molchining hissiyotlari va
garor gabul qilish jarayonini yashirin boshqarishga qaratilgan o‘ta kuchli
ekspressiv-pragmatik hamda lingvomadaniy vositaga aylangan. Til “tirik vujud”
sifatida ijtimoiy o‘zgarishlarga moslashib boradi®® va reklama tarmog‘i bu leksik
yangilanishlarni  birinchilardan bo‘lib ommalashtiradigan dinamik maydon
hisoblanadi.

Reklama matnlarida neologizm va okkazionalizmlarning qo‘llanilishi
shunchaki yangi tushunchalarni atash emas, balki xaridor e’tiborini zudlik bilan
jalb qilish, goliplashgan stereotiplarni buzish va kuchli mnemonik ta’sir (xotirada
saglab qolish) ko‘rsatishdek strategik pragmatik maqsadlarga bo‘ysundiriladi.
Ushbu jarayonda lisoniy o‘yinlar iste’molchi ruhiyatini manipulyatsiya qilishning
eng sermahsul vositasi sifatida namoyon bo‘lmoqda®. So‘zlarning tovush qobig‘i
va kognitiv ma’nosini chatishtirish (paronomaziya, polisemiya) orqali xaridorda
jjobiy hissiyotlar va brendga nisbatan uzilmas neyrokognitiv bog‘liglik avtomatik
ravishda shakllantiriladi®,

8 [Ocynosa K.K. V36ex Tumumarn pexiama MaTHIapuga MMIEpaTHBIMK Ba YHMHT mdonanammmu: PhD mucc.
aBTopedeparu. — Tomkent, 2022. — b. 10-11.; benstieBa E. 1. I'pammaTrka 1 mparmMaTrka moOyxIeHHs: aHTJIHHCKUHI
a3bIK. — Boponex: BI'Y, 1992. — C. 46.

% IMykypos III. V36ex Timuna dewn maitnnapu tapakkuétu. — Tomkent: dan, 1980. — b. 8. ; Konosos A. H.
I'pamMMaTrKa COBPEMEHHOI0 y30€KCKOTro JuTeparypHoro si3sika. — M.-JI: Mzn-8o AH CCCP, 1960. — C. 205-207. ;
Annamoa M. Typkuii TuIapaa 6yipyk-ucTak Maiinm xakuaa / Y36ex tunu Ba anaduétu. Ne4. — 1966. — B. 31.

% Tacera A.B. SI3bik Kak >kuBOM opranusM // Mononoil yuensrii. — 2016, — Ne 11 (115). — C. 213.

92 Burrenmreiin JI. ®unocodekue uccnenonanus / Hooe B 3apybesxHoil nuarBucTHKE. Boim. 16. — M.: IIporpecc,
1985. — C. 24-37.

% Cagapos 1. Ilparmanunrsuctuka. — TOIIKEHT: V36eKHCTOH MHIUIMI  SHIHKIONEAHACH Japnar unmui
Hampuéty, 2008. — B. 120-122.
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Tadqiqotda lisoniy o‘yinlar va til me’yorlaridan atayin chekinishning
ekolingvistik oqibatlari tanqidiy tahlil qilindi. Ta’kidlanishicha, tijoriy manfaatlar
yo‘lida oila, ayol sha’ni va milliy andisha kabi muqaddas qadriyatlarni arzon savdo
vositasiga yoxud lisoniy hazil obyektiga aylantirish jamiyatning nutqg madaniyatini
yemiradi. Tilning sofligini bunday lisoniy vandalizmdan himoya qilish magsadida
reklama matnlarining davlat lingvistik ekspertizasini joriy etish, gadriyatlar
chegarasini gqonunan belgilash hamda kommunikativ mas’uliyatni oshirish zarurati
ilmiy asoslandi®®. Shuningdek, reklama diskursida okkazionalizmlar va gibrid
so‘zlar yaratishda xorijiy tillarga oid affikslarning o‘zbekcha o‘zaklarga majburan
ulanishi glokalizatsiya (global va mahalliy unsurlar gorishuvi) effektini yuzaga
chigarib, xaridor diggatini tortishga xizmat giladi®. Birog, bu hodisa tilning tabiiy
morfologik tizimiga qilingan tajovuz bo‘lib, lisoniy qaramlikni keltirib chigarishi
dalillandi. Qolaversa, “haqiqiy”, “asl”, “betakror” kabi baholovchi leksikaning faol
qo‘llanilishi milliy mentalitetga tayanib, xaridorda mahsulot sifatiga nisbatan
mutlaq va mantiqiy ishonch shakllantirishi ko‘rsatib o*tildi®®.

Yuqoridagi ilmiy-nazariy tahlillarga tayanib, o‘zbek reklama diskursida
ekspressiv leksikaning qo‘llanilishi bo‘yicha quyidagi xulosalar shakllantirildi:

Zamonaviy o‘zbek reklama matnlarida so‘z o‘zining azaliy nominativ
vazifasidan chekinib, iste’molchining ongi va xulg-atvorini yashirin boshgarishga
yo‘naltirilgan manipulyativ hamda ishontiruvchi qurolga aylangan.

Neologizm, okkazionalizm va lisoniy o‘yinlar xaridor idrokini faollashtirish,
qoliplashgan tafakkurni buzish va brendning xotirada mustahkam saqlanib
qolishini ta’minlovchi asosiy strategik vositadir.

Milliy-ma’naviy qadriyatlar (oila, ayol sha’ni) ustida gilingan arzon lisoniy
hazillar hamda xorijiy o‘zaklarga o‘zbekcha qo‘shimchalarni zo‘raki ulash orqali
yaratilgan gibrid so‘zlar milliy nutq madaniyatini sayozlashtiruvchi xavfli
ekolingvistik tahdiddir.

O‘zbek reklamalaridagi baholovchi leksika oddiy axborot emas, balki
bevosita milliy mentalitetga, halollik va ishonch konseptlariga tayanib, mahsulotga
yuksak 1jtimoiy maqom (elitarlik) hamda asllik bag‘ishlaydi.

Uchinchi bobning ikkinchi fasli “Reklama matnida troplarning
ekspressiv-pragmatik  vazifalari va ular orqgali  milliy-madaniy
stereotiplarning aks etishi” tarzida belgilangan. Reklama diskursida badiiy tasvir
vositalari, xususan, troplar (metafora, metonimiya, mubolag‘a va h.k.) shunchaki
lisoniy bezak emas, balki iste’molchi ongini va uning ijtimoiy xulg-atvorini
yashirin boshqgaruvchi qudratli idrokka xos (kognitiv) mexanizm vazifasini o‘taydi.
O‘zbek tilshunosligida R.Qo‘ng‘urov va M.Yo‘ldoshevlar ta’kidlaganidek, troplar
tilning boy ifodaviy imkoniyatlarini namoyish etibgina qolmay, o‘quvchining

% CkoBopoauukos A.Il. Dxojorus pycckoro sseika. — Kpacaospek: COV, 2016. — C. 25.; Kapa-Mypsa E.C.
JImarBucTHYECKas dKCIIEpTH3a PeKIaMHOTO nuckypea // KynbTypa pedun u agdextuBHoe obmenue. — M.: OnuHTa,
2005. - C. 261.

% Robertson R. Glocalization: Time-Space and Homogeneity-Heterogeneity // Global Modernities. — London: Sage,
1995. — P. 25-44.

% Bonbd E.M. ®ynkunonanbHas cemantuka onenku. — M.: Hayka, 1985. — C. 63.
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hissiyotlariga bevosita ta’sir ko‘rsatuvchi, nutqning jozibasini oshiruvchi betakror
uslubiy yechimdir®’.

Kognitiv tilshunoslik, xususan, J.Lakoff va M.Jonsonlarning konseptual
metafora nazariyasiga tayanib tahlil gilinganda, metafora fagat badiiyat quroli
emas, balki inson tafakkurining yashash usuli ekanligi namoyon bo‘ladi®%,
Reklama ijodkorlari moliyaviy xizmatlar, texnologiyalar kabi mavhum, qurug va
zerikarli tushunchalarni xaridorga tanish, issiq va yaqin bo‘lgan milliy madaniy
obrazlarga ko‘chirib berish orqali kuchli etnopragmatik ta’sirga erishadilar.
D.Xudoyberganova®® va Sh.Maxmaraimovalarning tadgiqotlari tasdiglaganidek,
metafora orgali inson murakkab borligni insoniylashtiradi va milliy tasavvurlar
golipiga soladi.

Tadqiqot jarayonida o‘zbek reklama diskursi uchun eng mahsuldor bo‘lgan
metaforik modellar tizimlashtirildi va ularning pragmatik ta’sir kuchi aniqlandi:

1. Tabiat va ekologiyaga oid metaforalar (“tog‘lar beshigini tebratgan suv”
— tozalik va mugaddaslik konnotatsiyasi mahsulot xavfsizligini ongostiga
singdiradi).

2. Somatik-antropomorf (inson wvujudi va hislariga oid) metaforalar
(masalan, “Yandeks Pro — uydagilar yuragida” metonimiyasi xizmatni tijoriy
vositadan g‘amxo‘r do‘st va oilaviy xavfsizlik manbaiga aylantiradi).

3. Makon, masofa va harakatga oid metaforalar (moliyaviy barqgarorlikni
“ishonchli qadam”, “yo‘l ochish” kabi makoniy ko‘chimlar orqali isbotlash).

4. Ibtido, inttho va me’morchilik metaforalari (maishiy texnika va uylarni
“baxtli hayot poydevori”, shaharning “yuragi” sifatida ulug‘lash).

5. Sehr-jodu va asotiriy metaforalar (“Oltin baligcha”, “Bir bor ekan...”
ertak goliplari orqali mablag® sarflash jarayonini stressdan xoli mo‘jizaga
aylantirish).

6. Sensor metaforalar (sinesteziya) (“qaynoq mehr va salqin ta’m”,
“garsillagan lahzalar” — turli sezgilar qorishuvi orgali kuchli psixologik joziba
yaratish).

7. DLjtimoiy o‘zlik va oilaviy qadriyatlarga asoslangan ko‘chimlar
(avtomobilni “temir tulpor”, do‘kon xizmatini “bir piyola choy” sifatida taqdim
etish).

Olib borilgan lingvomadaniy tahlillar natijasida o‘zbek reklama diskursida
troplarning qo‘llanilishi bo‘yicha quyidagi umumlashgan xulosalar shakllantirildi:

G‘arb reklamalarida shaxsiyat erkinligiga, individual manfaatlarga
asoslangan majoziy obrazlar ustunlik qilsa, o‘zbek reklama matnlarida asosan
milliy-madaniy va ma’naviy timsollar (ota-onaga ehtirom, mehmondo‘stlik, oila
butunligi, andisha) bilan yo‘g‘rilgan lisoniy ko‘chimlar mutlaq yetakchilik giladi.

Badity ko‘chimlar mahsulotning quruq texnik xususiyatlarini millatning
hissiy-psixologik tiliga tarjima qilib beruvchi “kognitiv ko‘prik” vazifasini o‘taydi.

97 Kynrypos P. V36ex Tmnmma tacBupmii Bocuranap. — Tomkent: ®an, 1977. — Bb. 154.; Uynnomes M. Baauuii
MAaTHHHMHT JUHTBOTIO3TUK TaAKUKH. — TorkeHT: ®@an, 2008. — b. 156.
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“Bir piyola choy” yoki “temir tulpor” kabi metaforalar xaridor va sotuvchi
o‘rtasidagi sovuq tijoriy masofani mutlag yo‘qga chiqarib, intimizatsiya (ruhiy
yaginlashuv) hosil giladi.

Reklamadagi bunday o‘rinli troplar va lisoniy mubolag‘alar iste’molchini
shunchaki buyum sotib olishdek moddiy harakatga majburlamaydi, balki uning eng
oliy ma’naviy ehtiyojlarini (yaqinlariga mehr ko‘rsatish, oilaviy xavfsizlik, oqgibat
tuyg‘ularini qondirish) ro‘yobga chigarishga xizmat qiladi. Bu esa o‘zbek reklama
diskursining eng o‘ziga xos etnopragmatik cho‘qqisidir.

Uchinchi  bobning uchinchi fasli “Atoqli otlarning ekspressiv
qo‘llanilishining pragmatik jihatlari va ishontirish strategiyalaridagi o‘rni”
deb nomlanadi. Atogli otlar (onomastik birliklar) shunchaki shaxs yoki narsani
farglovchi oddiy yorlig (identifikator) vazifasidan mutlago ajralib chiggan. Ular
o‘zida xalgning ko‘p asrlik madaniy-tarixiy tajribasini, ijtimoiy-ruhiy
munosabatlarini jamlagan o‘ta kuchli ekspressiv-pragmatik va ishontiruvchi
mexanizmga aylangan!®. Tadgigotda aniglanishicha, reklama matnidagi
pragmatonimlar, antroponimlar va toponimlar iste’molchi diqqgatini tortuvchi
asosiy attraktor va yashirin tarzda uning ongiga ta’sir qilib, xaridga undovchi
suggestor  vazifasini bajaradi. O.V.Kirpicheval® va D.Andaniyazovalarning'®®
tadgigotlariga tayangan holda, reklamadagi atogli otlar, aynigsa, muvagqgat
onomastik birliklar, iste’molchining hissiy va ongosti idrokini boshqarishda hal
qgiluvchi rol o‘ynashi isbotlandil%,

O‘zbek reklama matnlarida atoqli otlarning pragmatik ta’siri uchta darajada
(idrokka oid, hissiy va ongostiga yo‘naltirilgan) tizimlashtirildi. Idrok bosgichida
nom mahsulotni tanitsa, hissiy bosgichda yogimli assotsiatsiyalar shakllantiradi.
Eng oliy — ongosti bosgichda esa hech ganday mantiqiy dalillarsiz xaridorda ko‘r-
ko‘rona ishonch hosil gilinadi.

Pragmatonimlar (brend va mahsulot nomlari) reklama matnining kognitiv
markazi sanaladi. Ular semantizatsiya (asl turdosh ot ma’nosini jonlantirish,
masalan, “Mo‘tabar” tibbiyot markazi) hamda so‘z ma’nolari o‘yini (‘“Zarhal”
zargarlik uyi) orqali iste’molchida avtomatik ijobiy kayfiyat uyg‘otadi.
Shuningdek, pragmatonimlarni metafora yoki jonlantirish (tashxis) asosida
tasvirlash (masalan, “Sag‘bon mijozlari haqida gayg‘uradi”) brend va xaridor
o‘rtasida insoniy, yaqin munosabatni shakllantiradi.

Antroponimlar (shaxs ismlari) reklamada psixologik identifikatsiyani yuzaga
keltiradi. Mujassamlangan (ishoraviy) antroponimlar (tarixiy shaxslar, Alpomish,
Ibn Sino yoki mashhurlar) mahsulotga mutlag nufuz, gahramonlik va sifat
kafolatini yuklaydi. Boshga tomondan, mavhum, maishiy ismlar (Nodira opa,
Qodir aka) yoki ismlarning kichraytirish shakllari (shirintoyim) reklamadagi
sovuq, rasmiy savdo muhitini qisqartirib, mijozni so‘zlovchining “shaxsiy

101 JIupwmy T.H. Crnenuduka pekiaMbl B MParMaTHYeCKOM M JIMHIBUCTHYECKOM acnekTax. — Tarampor: M3a-so
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103 Andaniyazova D.R. O‘zbek tilida muvaqqat onomastik birliklarning badiiy-estetik xususiyatlari: DSc diss.
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hududi”’ga (do‘stona muloqotga) tortadi va uning mantigiy shubhalarini
parchalaydi®,

Toponimlar (joy nomlari) o‘zbek reklama diskursida sifat va tabiiylikning
tarixan shakllangan eng ishonchli etaloni vazifasini o‘taydi. “Chust pichoglari”,
“Zomin asali” yoki “Quva anori” kabi iboralardagi toponimlar shunchaki manzilni
emas, yuz yillik mehnat madaniyati va tabiat sofligi konseptini tashiydi. Biroq,
toponimlardan gasddan, lisoniy manipulyatsiya magsadida (masalan, sun’iy ko‘lda
bogilgan baligni sotish uchun Amudaryo yoki Sho‘rko‘l nomlaridan foydalanish)
foydalanish iste’molchini nohalol ishontirish (illokutiv aldov) bo‘lib xizmat
giladit®®.

Qadimgi Sharg adabiyotiga gilingan murojaat (Shosh kamoni, Isfahon
po‘lati, Kashmir sholi) toponimlarning sifat etaloni (superbrend) sifatidagi
pragmatik kuchi bugun paydo bo‘lmagani, balki uning ildizlari xalq tarixi va
adabiyotiga gadar chuqur borib tagalishini ilmiy jihatdan asosladi. Bugungi
reklama mutaxassislari ana shu tarixiy-lingvokognitiv xotiradan unumli
foydalanmoqda.

Uchinchi bobning to‘rtinchi fasli “O¢‘zbek reklamasi tilida chegaralangan
leksikaning faollashuvi: ekspressiv-pragmatik xususiyatlari va sotsiolingvistik
omillar”dir. Bugungi kunda iste’molchilarning digqatini tortish magsadida axborot
makonida shafqatsiz raqobat kuzatilmoqda. An’anaviy va sillig adabiy til
me’yorlariga qat’ty amal qilingan reklama matnlari ko‘pincha xaridorlarda
befarqlik, ya’ni “reklama ko‘rligi” deb ataluvchi psixologik to‘signi keltirib
chigarmogda. Shu sababli magsadli auditoriya bilan tezkor, ishonchli va
emotsional muloqot o‘rnatish uchun reklama ijodkorlari umumxalq adabiy tilidan
tashqgarida turuvchi maxsus lisoniy gatlamga — qo‘llanish doirasi chegaralangan
leksikaga jadal murojaat qilmoqgdalar. M.V.Terskix va N.V.Uglovalarning
tadqgigotlariga tayangan holda, mazkur lisoniy gatlamning reklama diskursiga olib
Kirilishi bir tomondan diggatni keskin jalb qgilish va mahalliylashtirishga xizmat
qilsa, ikkinchi tomondan, adabiy til me’yorlarining yemirilishi hamda “leksik
portlash” kabi jiddiy ekolingvistik muammolarni yuzaga chigarishi ilmiy jihatdan
ishotlandi®’.

Tadqiqot jarayonida o‘zbek reklama matnlarida chegaralangan leksikaning
har bir turi o‘ziga xos pragmatik va sotsiolingvistik vazifalarni bajarishi aniglandi.
Xususan, yoshlar auditoriyasiga mo‘ljallangan reklamalarda jargon va slenglar
(vayb, otriv qil, bomba narxlar, cho ‘tkiy) mutlaq hukmronlik gilmogda. Ushbu
qatlam so‘zlari reklamani rasmiy muloqot qobig‘idan xalos etib, xaridor va brend
o‘rtasida sun’iy tenglik, samimiyat va do‘stona muhitni ta’minlaydi. Biroq,
e’tiborga olish lozimki, Y.S.Kara-Murza ta’kidlaganidek, tijoriy so‘z erkinligi
niqobi ostida dag‘allashgan va marginal leksikaning ommaviy axborot vositalarida

105 Bermaros . ¥36ek ncmmapn. — Tomkent: Komycmap 6o Taxpupusti, 1998. — b. 12.

106 FOnmarues JI. ATOK/IM OTJapHUHI aHTPONOLEHTPUK Taakuku. — Tommkent: Huxo, 2021. — B. 86, 108.

107 Tepckux M.B. Jlekcuka OrpaHMYEHHOTr0 ynoTpebieHus B pekname: GYHKIMOHAIbHBIN aciekT / Heoduiomnorus.
—2025.—T. 11. Ne 1. — C. 58-59.; Yriosa H.B. Ynorpe0ieHue xaproHHbIX CIIOB B PEKJIAaMHOM TeKcTe // AlbMaHax
TEOPETHYECKNX U NMPUKIAIHBIX HccenoBaHuid pexnambl. — 2016. Ne 1. — C. 49-50.
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keng targ‘ib qilinishi jamiyat nutq madaniyatining sayozlashishiga va lisoniy
didning tanazzuliga olib keluvchi xatarli tendensiyadirt®,

Magsadli auditoriyada ishonch va qadrdonlik hissini uyg‘otishning yana bir
qudratli vositasi sifatida sheva so‘zlari tadqiq etildi. “Qaymog i ustida”, “oyingiz
yopgandek”, “tandir go'‘sht” kabi hududiy leksik birliklar mahsulotga maishiy
tabiiylik, xalqchillik va “uydagidek” iliglik bag‘ishlaydi. Dialektizmlar
iste’molchining ongosti gatlamlarida nostalgiya (o‘tmishni qo‘msash) hissini
faollashtirib, u bilan ishonchli hududiy muloqot o‘rnatadil®®. Shu bilan birga, bu
kabi so‘zlar reklama xabarining kommunikativ gamrovini fagat muayyan bir
mintaqa yoki sheva vakillari bilan cheklab qo‘yishi va boshga hudud xaridorlari
uchun tushunmovchilik, ya’ni psixologik to‘siq yaratishi mumkinligi o‘z tasdig‘ini
topdi*?®,

Reklama diskursining informativ va ishonchlilik darajasini oshirishda
terminlar va professionalizmlar o‘ta muhim suggestiv rol o‘ynaydi. Tadqiq
gilingan matnlarda peptidlar, gialuron kislotasi, injektor, kalsiy ionlari kabi tor
doiradagi kasbiy va ilmiy so‘zlardan foydalanilishi xaridor ongida mahsulotga
nisbatan yuksak ekspertlik, ilmiylik va xalgaro nufuz magomini yuklashga
garatilgani dalillandi*!!. Aksariyat iste’molchilar bu terminlarning asl kimyoviy
yoki texnik mohiyatini to‘liq anglamasalar-da, mantiqgiy ishontirish gqonuniyatlariga
ko‘ra, ularning ortidagi “ilmiy kafolat” va “innovatsionlik” illyuziyasiga so‘zsiz
ishonadilar.

Shuningdek, reklama nomlash amaliyotida istorizm va arxaizmlar (beklar
taomi, podshohona lutf, karvon) alohida etnopragmatik ahamiyat kasb etadi.
Tarixiy leksika mahsulotga aslzodalik, uzoq yillik ishonchlilik va elitar magom
berib, mijozning ijtimoiy g‘ururini oshirish magqsadida qo‘llaniladi'*2. Ammo
ularni zamonaviy texnologik mahsulotlarga nisbatan ehtiyotsizlik bilan ishlatish
kognitiv nomutanosiblikni, ya’ni ishonchsizlikni keltirib chigarishi aniq ko‘rsatib
o‘tildi!®3,

Neologizm va okkazionalizmlar (skidkamaniya, shok-tushdi, megabayt)
orgali yuzaga keladigan lisoniy 0‘yinlar axborotning xotirada tez muhrlanishiga va
reklamaning zanjirsimon ommalashuviga xizmat giladi'!*. Lisoniy tejamkorlikni
ta’minlasa-da, xorijiy tillarga oid affikslarning o‘zbekcha o‘zaklarga majburan
ulanishi natijasida hosil bo‘lgan duragay (gibrid) so‘zlar glokalizatsiya (global va
mahalliy unsurlar qorishuvi) effektini yaratsa-da, tilning tabiiy morfologik
tuzilishiga qilingan qo‘pol tajovuz ekanligi asoslandi. Qolaversa, V.M.Volf
nazariyasiga ko‘ra, “hagqgiqiy”, “asl”, “betakror” kabi baholovchi leksikaning faol

108 Kapa-Mypsa E.C. KynbTypa pycckoil peur B pekiiaMHOM jesTenbHocTH // JKypHanueTnka u KysibTypa pyccKoit
peun. — M., 1996. Brin. 4. — C. 45.

199 Menpenena E.B. Peknamuas komMmyHuKanus. — M.: Equropuan YPCC, 2004, — C. 112,

110 Tepckux M.B. Jlekcuka OrpaHMUeHHOTO ynoTpebienus B pexname... — 2025, — T. 11. Ne 1. — C. 59.

1 Emenpanos C.M. IpodeccuonanusM B cpepe pekiambl U CBA3eH ¢ OOIIECTBEHHOCTHIO... / DKOHOMHKA M
ynpasnenue. — 2010. — Ne 12, — C. 63.; Tepckux M.B. JIekcuka orpaHHdeHHOT0 yHoTpebaeHus B pexiiame... — 2025.
-T.11.Ne 1. - C. 61.

112 KamonxonoB X. Xosupru y30ex agabuii Tumy. — Tomkent: Tankun, 2005. — B. 172.; Tepckux M.B. Jlekcuxa
OTpaHHYEHHOTO yrnoTpebienus B pexmame... —2025. —T. 11. Ne 1. — C. 64.

113 Cacgapos 11I. KorauTus Tunmysocmuk. — XKuszax: Canrsop, 2006. — B. 64.

114 Tepckux M.B. Jlekcuka orpaHMUeHHOTO ynoTpebienus B pexname... — 2025, — T. 11. Ne 1. — C. 64-65.
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qo‘llanilishi milliy mentalitetga tayanib, xaridorda mahsulot sifatiga nisbatan
mutlag ishonch shakllantiradi**®.

Xulosa o‘rnida ta’kidlash joizki, o‘zbek reklama diskursida chegaralangan
leksikaning faollashuvi shunchaki uslubiy evrilish yoki tasodif emas, balki xaridor
ongini va bozor xulg-atvorini boshqgarishga yo‘naltirilgan murakkab, aniq
pragmatik strategiyadir. Baholovchi leksika, shevalar va jargonlar vositasida
mahsulotga kerakli ijtimoiy qiyofa bag‘ishlansa-da!'®, ularning nazoratsiz va
ommaviy targ‘ib etilishi milliy til ekologiyasiga, xususan, yoshlar nutq
madaniyatiga putur yetkazadi. Shu bois tijoriy manfaatlar yo‘lida oila, ayol sha’ni
va milliy andisha kabi mugaddas gadriyatlarni arzon savdo vositasiga yoxud
lisoniy hazil obyektiga aylantirish jamiyatning nutq madaniyatini emirishini
inobatga olgan holda, reklama matnlarining davlat lingvistik ekspertizasini qat’iy
joriy etish, qadriyatlar chegarasini gonunan belgilash va ijodkorlarning
kommunikativ mas’uliyatini oshirish bugungi kunning kechiktirib bo‘lmas ilmiy
hamda ijtimoiy zarurati sifatida asoslab berildi.

Dissertatsiyaning yakuniy to‘rtinchi bobi “O¢‘zbek reklama matnlarida
grammatik vositalarning ekspressiv-pragmatik talqini” haqida bo‘lib, bobning
dastlabki fasli “Ekspressiv morfologiyaning pragmatik vazifalari va
kommunikativ samaradorligi” deb nomlanadi. Reklama matni shunchaki
ma’lumot emas, u iste’molchida aniq hissiyot uyg‘otish va xarid qilishdek amaliy
harakatga yo‘naltirishga qaratilgan psixolingvistik hodisadir. Mazkur jarayonda
ekspressiv morfologiya so‘zlarning yashirin quvvatini va botiniy ta’sir etish
kuchini yuzaga chigaruvchi asosiy qurol sifatida namoyon bo‘ladi.

G.A.Potapova kabi olimlarning tadgigotlari asosida tahlil gilinganda,
zamonaviy o‘zbek reklama diskursida mahsulot sifatini bo‘rttirib, unga mutlaq
jadallik bag‘ishlash magsadida xalqaro super-, mega-, ultra-, giper-, anti- kabi old
qo‘shimchalardan (prefikslardan) intensiv foydalanilayotgani aniglandil'’. Garchi
bu unsurlar agglyutinativ o‘zbek tilining sof tabiati uchun yot bo‘lsa-da, reklama
ijodkorlari ularni xaridor ongida kutilmagan shok holatini (jalb gilishni) yaratuvchi
vosita sifatida o‘zbekcha o‘zaklarga biriktirmoqdalar!?®,

Lisoniy tejamkorlikni ta’minlovchi bunday qurilmalarning nazoratsiz
ko‘payishi ekolingvistika nuqgtayi nazaridan jiddiy xavf sifatida baholandi. Bu kabi
qo‘shimchalarning mahalliy so‘zlarga ulanishi (“super narx”, “mega yutuq”)
genetik jihatdan nomutanosib “lisoniy ximera”larni paydo gilmogda®®. Lisoniy
ximera — tijoriy uydirmani tildagi sun’iy so‘z orqali go‘yoki haqiqgatdek tasvirlash
(illyuziya yaratish) usuli bo‘lib, millatning tabiiy so‘z yasalish algoritmiga putur
yetkazadi va “lisoniy immunitet”ni pasaytiradi. Shuningdek, -landiya, -siti, -haus

115 Bonpd E.M. ®ynkiuoHansHas ceManTrka oneHku. — M.: Hayka, 1985. — C. 63.
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aBToped. muc. ... kaun. ¢wron. Hayk. — Hwkauit Hosropoa, 2014. — C. 3.; Coéncypen b. MHos3p14HBIE CclIOBa €
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kabi affiksoidlar hamda -ing kabi xorijiy suffikslar mahsulotga global nufuz va
zamonaviylik bag‘ishlashdek pragmatik vazifani o‘tamoqda’?,

Tadqiqotda ekspressiv morfologiyaning yana bir muhim tarmog‘i -
subyektiv munosabatni ifodalovchi qo‘shimchalarning (-jon, -gina, -voy) roli
yoritildi. Bunday affikslar xaridorning tabiiy himoya (shubha) to‘sig‘ini buzib
o‘tib, rasmiy muloqotni samimiy, mehrga yo‘g‘rilgan oilaviy suhbat darajasiga
ko‘taradi. Masalan, shirintoylar tanlovi, muzdekkina choy kabi birikmalar
mahsulotni tovar qobig‘idan xalos etib, ongostida himoya va xavfsizlik
instinktlarini ishga tushiradi.

Sintaktik ifodadorlikni ta’minlashda modal so‘zlar va undovlarning
qatnashuvi alohida tahlilga tortildi. D.A.Paramonov nazariyasiga ko‘ra, modal
so‘zlar tinglovchining vogelikni gabul qilish qolipini o‘zgartirish vositasidir?!,
O‘zbek reklamalarida modal so‘zlar quyidagi toifalarga ajratildi:

1. Qat’iy ishonch va muqarrarlik ifodasi (albatta, so‘zsiz, muqgarrar) —
xaridorda mahsulotga nisbatan shubhalarni butunlay bartaraf etadi.

2. Majburiyat va zarurat (kerak, shart) — buyrugning keskinligini
pasaytirib, uni hayotiy ehtiyojga aylantiradi.

3. Taxmin va yumshatish (balki, ehtimol) — ragobatchiga nisbatan
yashirin kesatiq sifatida ishlaydi.

4, Hissiy munosabat (afsuski, xayriyatki) — mijozda yo‘qotish qo‘rquvini
yoki muammodan xalos bo‘lish quvonchini uyg‘otadi.

Oz navbatida, undov so‘zlar reklama xabarining “hissiy portlash” markazi
ekanligi isbotlandi*??. Xitoylik olima Syuy Shanshan tadgigotlariga tayangan
holda, undov va modal so‘zlarning qo‘llanilishida gat’iy gender farglari mavjudligi
asoslandi. Ayollar auditoriyasi uchun mo‘ljallangan matnlarda his-hayajon,
nazokat va empatiyani ifodalovchi undovlar (Voy, Oh, le) ustunlik giladi va
mantiqiy dalildan ko‘ra hissiy quvonchni rag‘batlantiradi'®. Erkaklarga garatilgan
reklama (avtomobil, bank, texnika) matnlarida esa hissiyot deyarli uchramaydi;
ular o‘rnini hukmronlik va mantiqni anglatuvchi qisqa undovlar (Olg‘a! Bas!)
hamda aniq modal kafolatlar egallaydi.

Xulosa o‘rnida e’tirof etildiki, o‘zbek reklama diskursida affikslar, modal
so‘zlar va undovlar shunchaki grammatik birliklar emas. Ular xaridor va sotuvchi
o‘rtasidagi rasmiy masofani gisqgartirib, mulogotni samimiylashtiruvchi hamda
gender gadriyatlarini mohirona manipulyatsiya gilish orqgali perlokutiv (harakatga
undovchi) magsadni yuz foiz ta’minlovchi o‘ta nozik psixolingvistik
arxitekturadir.

Bobning ikkinchi fasli “Reklama matnlarida ekspressiv gap
qurilishlarining tuzilishi va ma’no munosabatlari” deb nomlanadi. Reklama
matnida tilning barcha sathlari qatorida gap qurilishi, xususan, ta’sirchan-

120 Cogncypen b. HOsA3bIYHbIE CIIOBA C 3aMMCTBOBaHHBIME cyhduxcamu... — C. 25.

121 TTapamonos JI. A. ®deHOMEH IPaMMaTHYECKOTO BHIPAKEHMS MOJAIBLHBIX 3HAYEHUH B COBPEMEHHOM PYCCKOM
SI3BIKE B CBETE DKCIPECCUBHOCTH: aBTOped. Iuc. ... 1-pa punoin. Hayk. — Mocksa, 2010. — C. 16.
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bo‘yoqdor sintaktik qurilmalar markaziy va hal qiluvchi o‘rinni egallaydi.
Sh.Safarov ta’kidlaganidek, nutqiy ta’sir o‘tkazish jarayonida til vositalari
shunchaki borligni aks ettirmaydi, balki so‘zlovchining niyatiga ko‘ra
tinglovchining xulg-atvorini o‘zgartirishga bevosita xizmat giladi*?*. M.Hakimov
fikricha, nutqiy ta’sirchanlik faqatgina so‘zlarning lug‘aviy ma’nosi bilan emas,
balki ularning gap ichidagi joylashuvi va ohangi bilan ham chambarchas
bog‘liqdir!?®.

O‘zbek reklama diskursida me’yoriy gap qurilishi (ega + to‘ldiruvchi/hol +
kesim) qgat’iy tartibiga ongli ravishda aralashish yuz beradi. Bu jarayonning asosiy
maqgsadi — muloqotni kuchaytirish, e’tiborni keskin qaratish va hissiy
bo‘yoqdorlikni oshirishdir. Tadqiqotda aniqlanishicha, reklama matnlaridagi
ekspressiv sintaktik qurilmalar quyidagi yetakchi shakllarda namoyon bo‘ladi:

1. Inversiya (so‘z tartibining ongli buzilishi). D.Egamnazarova?®® hamda
M.Iminovlar'?’ ta’kidlaganidek, inversiya nutqning hissiy jozibasini va shiddatini
o‘zgartiradi. O‘zbek tilida odatda gap oxirida keladigan kesimning reklama
bannerlarida gap boshiga chigishi (“Keldi intigib kutilgan chegirmalar mavsumi!”,
“Taklif etamiz eng zamonaviy yechimlarni!) iste’molchida kuchli hayajon va
qiziqish hissini yaratadi. Inversiya harakatni tezkorlashtirib, unga “mavjudlik
tasavvuri”’ni (jarayon hozir va shu erda ro‘y berayotganligini) bag‘ishlaydi'?®,

2. Elliptik (to‘ligsiz) konstruksiyalar. D.Lutfullayeva va
G*.Abdurahmonovlar ta’kidlagan tilda tejamkorlik va nutqiy sigiglik tamoyillarit?°
reklama matnlarida kesimning yoki boshga bo‘laklarning tushirib qoldirilishi
orgali amalga oshadi. Masalan, “Kelajak — biz bilan!” (quriladi so‘zi o‘rnida)
yoxud “Sizga — qulaylik, bizga — ishonch!”. Kesimning tushib qolishi matnni
lo‘nda, xotirada tez saqlanib qoluvchi chaqiriqqa aylantiradi hamda xaridorni o‘zi
yetishmayotgan bo‘lakni ongida tiklashga majbur qilib, uni faol hammuallifga
(ishtirokchiga) aylantiradi.

3. Parsellyatsiya (gapning mantiqiy bo‘laklarga ajratilishi). M.Yo‘ldoshev
tadgigotlarida®™® ko‘rsatilganidek, uzun gaplarni nuqtalar bilan uzib berish
(“Orzuingizdagi xonadon. Qulay shartlar bilan. Shahar markazida.”) o‘quvchini
har bir bo‘lakda nafas olishga va o‘qiganini his gilishga majbur etadi. Bu xabarni
qabul qilish tezligini oshirib, matnda o°‘ziga xos “ruhiy zinapoya’ni
shakllantiradi®s!,

4. Ritorik so‘roglar va undalmalar (vokativ gaplar). Reklama aslida monolog
(bir tomonlama nutq) bo‘lsa-da, u o‘zini dialog sifatida niqoblaydi. “Uyingizda
ta’mir boshlandimi?” kabi so‘roglar mijozning real muammosini dolzarblashtirib,
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uni ichki javob izlashga majbur giladi. B.O‘rinboyev va N.Ahmedovalar asoslagan
vokativ gaplar (murojaatlar) esa iste’molchini global auditoriyadan ajratib olib
(“Hurmatli hamyurtlar!”, “Qalaysan do‘stim!”’), muloqotdagi ruhiy masofani va
buyrugning gat’iyligini yumshatuvchi “psixologik pauza” vazifasini o‘taydi.

5. Ziddiyat (kontrast) va inkor qurilmalari. A.P.Skovorodnikov gayd
etganidek, gqarama-qarshi qo‘yish (“Ko‘proq kutib, kamroq to‘lang!”) xaridorning
fikrlash tezligini oshirib, unga to‘g‘ri qaror qabul qilayotganlik hissini beradi.
Shuningdek, “yo‘q” yoki “emas” kabi inkor elementlari (“Ortiqcha xarajatlarga
o‘rin yo‘q!”) xaridorning shubhalarini bartaraf etish va tasdigni yanada
kuchaytirish vazifasini bajaradi.

6. Sinesteziya (sezgilar gorishuvi). B.Yo‘ldoshev ta’kidlaganidek, mantigan
bir-biriga to‘g‘ri kelmaydigan so‘zlarning birikuvi (“Mazali narxlar”, “Yorgin
ta’m”) insonning ko‘rish, eshitish va ta’m bilish sezgilarini qorishtirib yuboradi.
Bunday g‘ayrioddiy birikuvchanlik reklamaning hissiy jozibadorligini va raqobat
muhitidagi o‘ziga xosligini yuz karra oshiradi.

Bobning uchinchi fasli “Gap turlari va fe’l mayllari vositasida
ta’sirchanlikni yuzaga Keltirish usullari”dir. Reklama matnining eng oliy
pragmatik magsadi iste’molchining ongiga ta’sir o‘tkazib, uni xarid qilishdek aniq
harakatga undashdir'®?, Lisoniy jihatdan bu magsad, eng avvalo, kesimlik
kategoriyasi, xususan, fe’l mayllari hamda gap turlari (darak, so‘roq, buyruq)
vositasida ro‘yobga chiqadi. Tadqiqotda fe’l mayllarining o‘zbek reklama
diskursida quruq grammatik shakl emas, balki so‘zlovchining shaxsiy irodasi,
hurmati va yashirin boshgaruvi aks etadigan murakkab ijtimoiy-psixologik
mexanizm ekanligi o‘rganildi.

O‘zbek tilshunosligida buyrug-istak maylining gaysi shaxslarga tegishliligi
borasida (A.G‘ulomov, A.N.Kononov, T.Xo‘jayev, V.V.Reshetov kabi
olimlarning) munozarali qarashlari mavjud®*®. Tadgigot doirasida, turkiy tillar
tabiati hamda inson ruhiyatidan kelib chiqgib, buyrug-istak mayli nafagat ikkinchi
shaxsga, balki V.S.Xrakovskiy va A.P.Volodinlar asoslaganidek, 1- va 3-shaxs
shakllari orqali ham keng namoyon bo‘lishi isbotlandi!34,

1. Ikkinchi shaxs buyrug-istak shakllarining pragmatikasi. O‘zbek milliy
mentalitetidan kelib chiqib, to‘g‘ridan-to‘g‘ri (qat’iy) buyrug (“ol”, “ich”) reklama
matnida ko‘pincha andisha, hurmat va xushmuomalalik shakllari (-ing, -ingiz)
bilan nigoblanadi. Mahmud Koshg‘ariy o‘zining “Devonu lug‘otit turk™ asarida XI
asrdayoq turkiy xalglarda -ingiz qo‘shimchasining hurmat ma’nosida qo‘llanganini
gayd etgan!®®. Biroq bugungi internet va ommaviy madaniyat ta’sirida yoshlar
auditoriyasi uchun atayin -sen (sensirash) shakli (“O‘ynasang, yutasan!”,

132 Tapacos E.D. PeueBoe BO3NEHCTBUE: TICHXOJOTHYECKHE M TICUXOJUHIBUCTUYECKME TPOOIEMBL. — MOCKBa:

Hayxka, 1986. — C. 45.

133 ITIykypos 1. ¥36ex Tunmaa debn maiimiapu tapakkuéta. — Tomkent: ®an, 1980. — B. 8.; Fynomos A.F. ®eb.
— Tomkent: Y3®A, 1954. — b. 45.; Kononos A.H. I'paMMaTHKa COBPEMEHHOTO y36€KCKOTO JTHTEPATyPHOTO SI3bIKA.
— Mocksa-Jlennurpan: Msn-8o AH CCCP, 1960. — C. 205. ; Xyxaes T. Y36ex tmanaa Oyiipyk Maitmm: OHiomn.
(harmapu HOM3... muce. — Camapkana: CamlY, 1963. — b. 8.

134 Aslanova S. Imperativin grammatik semino dair // ADU-nun Elmi xadarlori. —2016. Ne 5. — S. 31.

135 Komrrapuii M. JleBony syrotut TypK. Il skuma. — Tomkent: Y3DA namp, 1961. — B. 50.
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“Shoshil! ) gqo‘llanilmoqda. Bu usul rasmiylik to‘sig‘ini buzib, do‘stona va tezkor
mulogot ruhiyatini yaratadi.

2. Birinchi shaxs ko‘plik shakli (inklyuzivlik) orgali undash. Reklamada -
aylik, -amiz (1-shaxs ko‘plik) shaklining qo‘llanilishi eng kuchli psixolingvistik
usullardan biridir (“Yorgin kelajakni birgalikda quramiz”). Bu lisoniy shakl
so‘zlovchi (sotuvchi) va tinglovchi (xaridor) o‘rtasidagi masofani batamom yo‘q
qgilib, ularni bitta yagona jamoadoshga (inklyuzivlik) aylantiradi. Xaridor buyrug
emas, hamjihatlik chorlovini eshitadi.

3. Uchinchi shaxs (-sin) shakli va inkor orgali ta’sir. Kesimi -sin bo‘lgan
gaplar (“Endi kimdir bundan-da mazaliroq deb ko ‘rsin-chil”) sintaktik buyrug
bo‘Isa-da, semantik inkor (“iloji yo‘q, hamma tan oladi’) ma’nosini bildiradi**®. Bu
orgali xaridor psixologik jihatdan bahsga chorlanadi va matn mutlag ishonch
ta’siriga ega bo‘ladi.

Reklama diskursida inson psixologiyasining ochiq buyrugga tabiiy garshiligi
sababli, fe’l mayllarining vazifadoshligi (transpozitsiyasi) faol qo‘llaniladi:

Aniqlik (ijro) mayli orqali undash: “Biz kelajak uchun javobgarmiz”. Kelasi
yoki hozirgi zamon orqali xaridorni harakat gilish ijtimoiy burch va rad etib
bo‘lmaydigan qonuniyat degan tushunchaga ishontirish.

Shart mayli orqali undash: To‘g‘ridan-to‘g‘ri buyruq o‘rniga (-sa) shakli
orgali xaridorga nazokatli taklif (diplomatik tanlov huquqi) berilishi.

Harakat nomi + kerak (zarur): "Har bir oilaga zarur" sintaktik gqolipi
insonning 1jtimoily majburiyati (oilasiga g‘amxo‘rlik burchi) torlarini chertib,
mutlaqg xarid irodasini shakllantiradi.

Bobning yakuniy — to‘rtinchi fasli “Reklama tilidagi grammatik
ekspressivlikning o‘zbek adabiy tili normalariga munosabati” tarzida
belgilangan. Bugungi axborotlashgan jamiyatda tijoriy murojaatlar shunchaki tovar
sotish vositasi bo‘lishdan to‘xtab, ommaviy tafakkur va lisoniy didni
shakllantiruvchi qudratli ijtimoiy institutga aylandi. Ushbu ta’sirchanlikning ilmiy
asosi tilshunoslikda T.V.Matveeva hamda V.N.Gridinlar tomonidan ilgari surilgan
“matn energiyasi” va “ekspressivlik” nazariyalari bilan chambarchas bog‘liqdir!®’,
Tadqiqotimiz doirasida o‘zbek reklama matnlaridagi ta’sirchanlik (jadallik va
hissiy bosim) lisoniy me’yordan ongli ravishda chekinish orqali yuzaga kelishi,
ammo bu holat adabiy til goidalariga ganchalik mos kelishi masalasi chuqur
ekolingvistik va pragmatik tahlilga tortildi.

Kuzatishlar shuni ko‘rsatadiki, bozordagi shafqatsiz raqobat sharoitida
xaridor digqatini zudlik bilan tortish ehtiyoji reklama ijodkorlarini o‘zbek tilining
sof agglyutinativ tabiatiga zid bo‘lgan usullarni qo‘llashga undamoqda. Xususan,
belgining eng yuqori, me’yordan ortiq darajasini anglatuvchi super-, mega-, ultra-,
giper- kabi xorijiy old qo‘shimchalarning (prefikslarning) o‘zbekcha o‘zaklarga
sun’ly ravishda yopishtirilishi oqibatida lisoniy ximeralar (super-narx, mega-
arzon, anti-dog‘) yuzaga kelmoqda. S.E.Rodionova gayd etganidek, garchi bu

136 XonGoera M. Byiipyk rammap cemantukacura aoup // Y36ek Timm Ba agabuérn. — Tomkent, 2005. Ne2. — B. 104,
187 Marseesa T. B. Wsmeputs 3Hepruto Tekcra // Quaestio Rossica. — Exarepun6ypr, 2017. Bei. 5. — C. 838.;
I'punua B. H. DxcnpeccuBHOCTS // JIMHIBUCTHYECKH SHIMKIIONIEANYECKHH coBapb. — Mocksa: Hayka, 1990. — C.
591.
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unsurlar mahsulot darajasini sun’iy ravishda maksimallashtirib, kuchli psixologik
shok yaratsa-da, milliy tilning sofligi va morfologik arxitekturasini qo‘pol ravishda
buzadi'®®. Bunga qo‘shimcha ravishda, eng zo ‘rroq kabi mutlag orttirma va giyosiy
darajalarining mantigsiz gavatlanishi (grammatik tavtologiya)®*® reklama matni
mualliflarining lisoniy malakasi pastligini va millatning qiyoslash mantig‘iga zarar
yetkazayotganini ko‘rsatadi. Iste’molchi bunday soxta lisoniy ximeralarga ko‘nika
borgan sari tilning milliy immun tizimi pasayib boradi.

Sintaktik me’yorlarning buzilishi ham xuddi shunday xatarli tus olgan.
Reklama shiorlarining gisqa bo‘lishini ta’minlash va xorijiy tillardan (rus, ingliz)
to‘g‘ridan-to‘g‘ri ko‘chirma qilish (kalka) oqibatida o‘zbek tili sintaksisiga
mutlago yot tuzilmalar ommalashmoqgda. Masalan, “Toshkent shahri bo ‘ylab
Yetkazib berish bepul” deyish o‘rniga ‘“Toshkent yetkazib berish bepul”, yokKi
“Sizga qulay” deyish o‘rniga “Siz uchun qulaylik” kabi mantigiy tobelashuv
qoidalarini buzuvchi sun’iy iboralar ommalashmoqda.

Tadgigotning eng muhim yangiliklaridan biri sifatida ragamli makon —
internet muhitidagi grammatik ingiroz masalasi yoritildi. Ijtimoiy tarmoq
foydalanuvchisining skrolling (tezkor o‘tkazish) va “klipli tafakkur” tezligiga
moslashish magsadida internet reklamalarida lisoniy kompressiya (siqiqlik)
o‘zining cho‘qqisiga chiqdi. Birinchidan, matnlar kesimsiz, fagat ot va sifatlardan
iborat uzug-yuluq bo‘laklarga ajratilib (parsellyatsiya qilinib), tilning murakkab
mantiqgiy tizimi siqib chigarilmoqgda (Yangi uy. Arzon narx. Bugunog oling.).
Ikkinchidan, “xeshteg sintaksisi”’ paydo bo‘lib, so‘zlar grammatik aloqasiz, faqat
SEO algoritmlari  uchun  mexanik tarzda yonma-yon qo‘yilmoqda
(#biz_bilan bo‘ling #eng arzon narxlar). Uchinchidan, tinish belgilari va his-
hayajon so‘zlari o‘rnini to‘liq emojilar (piktogrammalar) egallamoqda. Bu holat
alifbo yozuvidan qadimgi ieroglif yozuvga gaytish bo‘lib, B.Mengliyev
ta’kidlaganidek, xatoning ommaviylashuvi va jamiyat tomonidan ko‘nikma sifatida
gabul gilinishi avlodlarning lisoniy majruhligiga olib kelishi tayin!.

V.G.Kostomarov va A.P.Skovorodnikovlarning ekolingvistik nazariyalariga
tayanib shunday xulosaga kelindiki, “tijoriy kreativlik” nigobi ostida adabiy til
me’yorlarining ommaviy buzilishi lisoniy-estetik didning tanazzuliga sabab
bo‘lmoqda. O‘zbek reklama diskursini ushbu lisoniy inqirozdan qutqarish
magsadida aniq amaliy tavsiyalar ishlab chiqildi:

1. Ommaviy va tashgi reklama matnlarini gat’iy ravishda davlat
lingvistik ekspertizasidan o‘tkazish institutini qonuniylashtirish;

2. Kopirayterlar va marketologlar uchun yagona “Lisoniy etika va adabiy
me’yor kodeksi”ni joriy etish;

3. IT-lingvistika imkoniyatlaridan foydalanib, internet reklamalaridagi
qo‘pol xatolarni avtomatik tahrirlovchi maxsus ochiq dasturlar yaratish.

138 Ponuonosa C. E. CeMaHTUKa MHTEHCHBHOCTH U €€ BHIPQ)KEHHME B COBPEMEHHOM PyCcCcKoM s3bike // IIpobmembl
(hyHKIMOHATBHOM rpaMMaThKH... — CankT-IleTepOypr: Hayka, 2005. — C. 164.

139 [TlomakcynoB A., Pacynos ., Kyurypos P., Pycramos X. V36ex tmmn crumictukac. — TOMKEHT: YKATYBYH,
1992. — B. 120.

190 Menrnues B. Xo3upru y36ek tumu. — Tourkent: Tadakkyp, 2018. — B. 62.
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Pirovardida e’tirof etish lozimki, reklama tilidagi grammatik ta’sirchanlik
shunchaki savdo hajmini oshirish vositasi emas, balki til ekologiyasi va ma’naviyat
sinovdan o‘tadigan o‘ta mas’uliyatli maydondir. Adabiy me’yorlarni buzmagan
holda, tilimizning o‘z boy ichki imkoniyatlaridan unumli foydalanib ham eng
yugori pragmatik samaradorlikka erishish mumkinligini isbotlash bugungi
filologiyamizning strategik vazifasidir.

XULOSA

O‘zbek reklama matnlarida fonetik-grafik va leksik-grammatik birliklarning
ekspressiv-pragmatik  xususiyatlarini  lingvokognitiv,  psixolingvistik  va
ekolingvistik  aspektlarda monografik tadgiq etish natijasida quyidagi
umumlashtirilgan ilmiy-nazariy va amaliy xulosalarga kelindi:

1. Zamonaviy tilshunoslikda “reklama matni” va “reklama diskursi”
tushunchalarini qat’iy chegaralash muhim metodologik zaruratdir. Matn statik,
moddiylashgan lisoniy qurilma bo‘lsa, diskurs ushbu matnni harakatga keltiruvchi,
so‘zlovchining pragmatik niyati, tinglovchining psixologiyasi va madaniy-ijtimoiy
kontekstni o‘zida yaxlit mujassamlashtirgan dinamik, ko‘p o‘lchamli
kommunikativ tuzilmadir. Reklama diskursining mohiyati sof axborot uzatishdan
iborat emas, balki u to‘ligligicha perlokutiv ta’sirga qaratilgan pragmatik
markazlashgan hodisadir.

2. Reklama tilidagi ekspressivlik hodisasi shunchaki nutgni bezatuvchi,
uning husnini oshiruvchi uslubiy vosita emas. U insonning ichki subyektiv
dunyosini obyektiv vogelikka bog‘lovchi, emotsionallik va bahoviylik quvvatini
o‘zida mujassamlashtiruvchi murakkab psixolingvistik quroldir. Ekspressivlik
inson miyasidagi mo‘ljal olish refleksini ishga tushirib, mantiqiy-tanqidiy
to‘siglarni  buzib o‘tadi va axborotning ongostiga bevosita singishini
ta’minlaydigan botiniy quvvatdir.

3. Reklama matnlarida ekspressivlikni yuzaga keltiruvchi vositalarni
an’anaviy grammatik qoliplardan voz kechgan holda, ularning pragmatik ta’sir
mexanizmiga ko‘ra tasniflash ilmiy jihatdan eng magbul yechimdir. Bunda barcha
lisoniy birliklarning iste’molchi ongida bajaradigan aniq vazifasiga ko‘ra to‘rtta
yirik kognitiv guruhga: 1) diggatni jalb giluvchilar (attraktorlar), 2) ruhiy masofani
gisqartiruvchilar (fatik vositalar), 3) ongostiga singdiruvchilar (suggestorlar) va 4)
mantigan ishontiruvchilar (argumentatorlar)ga ajratilishi reklamaning ichki
psixologik arxitekturasini to‘la namoyish etadi.

4. Reklama diskursining serqgirra, antropotsentrik tabiati uni fagatgina bir
metod bilan o‘rganishni maqgbul hisoblamaydi. Tadqiqotning ilmiy muvaffaqiyati
pragmalingvistik, psixolingvistik, kognitiv-diskursiv, etnolingvistik va korpus
metodlarining mukammal poliparadigmal sinteziga bog‘liq. Shu bilan birga,
reklamaning til ekologiyasiga, milliy mentalitetga va axloqiy me’yorlarga
ko‘rsatadigan nodurust ta’sirini ko‘rsatishda va tadqiqotning ijtimoiy-ma’naviy
giymatini kafolatlashda tangidiy diskurs-tahlil va ekolingvistik yondashuvlar
asosly metodologik o‘Ichov bo‘lib xizmat qiladi.
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5. Reklama matnining fonetik  ekspressivligi  milliy  filologik
an’analardagi lafziy san’atlar hamda zamonaviy fonosemantika qonuniyatlarining
murakkab pragmatik natijasi sintezidir. Undosh va unli tovushlarning magsadli
takrori kross-modal muvofiglik tamoyiliga ko‘ra mahsulotning konseptual
xususiyatlarini fonetik sathda kodlashtiradi va insonning boshqa sezgi a’zolarini
faollashtirib, mahsulotga nisbatan shartli refleks va botiniy ishonch hosil giladi.

6. Reklama shiorlarining xotirada uzoq muddat saglanib qolishi bevosita
marom va qofiyaning lisoniy o‘yin mexanizmi sifatida qo‘llanilishiga bog‘lig. Bu
jarayonda milliy madaniy kodlar va pretsedent matnlarga stilizatsiya qilish
strategiyalari mantiqgiy dalillarsiz ham mutlag ishonch yaratuvchi asosiy perlokutiv
omil bo‘lib xizmat qiladi va xabarning oson va yuqumli tarqgalishini ta’minlaydi.

7. Zamonaviy reklama polikodli matn sifatida vizual-grafik vositalarning
mutlag ustuvorligiga tayanadi. Shriftlarning geometriyasi, ranglarning psixologik
semantikasi va noan’anaviy yozuv usullari so‘zning lug‘aviy ma’nosidan oldin
miyaga yetib boruvchi va matnning pragmatik magsadini belgilab beruvchi
mustaqil ikonik belgilar (vizual metaforalar) vazifasini bajaradi.

8. Reklama matnida fonetik va grafik vositalarning tanlanishi bevosita
magsadli auditoriyaning ijtimoiy magomi va gender xususiyatlariga tobedir.
Ammo, magsadli auditoriya digqgatini tortish va ular bilan ruhiy yaqinlik
o‘rnatishda yuqori samara bersa-da, imloviy va grafik deformatsiyalarning
(noan’anaviy yozuvlarning) ommalashuvi millatning vizual-lisoniy didiga putur
yetkazuvchi, tilning mugaddaslik magomini pasaytiruvchi ekolingvistik tahdid
sifatida namoyon bo‘lmoqda.

Q. Reklama diskursida yangi tushunchalarni nomlash va lisoniy
tejamkorlikka erishish maqgsadida vyaratilayotgan ekspressiv leksika, xususan,
neoleksemalar, kontaminatsiya va gibridizatsiya hodisalari intellektual jalb
giluvchanlik yaratuvchi yetakchi mexanizmlardir. Ekolingvistika nugtayi nazaridan
esa so‘z yasalish me’yorlarining sun’iy buzilishi, xorijiy affikslarning milliy
0‘zaklarga o‘rinli-o‘rinsiz ulanishi (lisoniy ximeralar) tilning tabiiy morfologik
mutanosibligini yemiradi va jamiyatda makaronik nutgning urchishiga sabab
bo‘ladi.

10. Reklama matnlaridagi turli ko‘chimlar mahsulotning quruqg texnik
xususiyatlarini millatning hissiy-psixologik tiliga tarjima qiluvchi kognitiv ko‘prik
vazifasini o‘taydi. Bu mubolag‘a va majozlar bevosita milliy gadriyatlar va
ma’naviy stereotiplar bilan sintezlashgan holda, xaridorning ichki himoya
to‘siglarini etnopragmatik yo‘l bilan bartaraf etadi va mahsulotga nisbatan mutlaq
yaqinlik yaratadi.

11. Atoqli otlar reklama matnida shunchaki nominativ belgi emas, balki
iste’molchiga kognitiv, affektiv va suggestiv ta’sir ko‘rsatuvchi qudratli
manipulyativ quroldir. Xususan, maishiy va tarixiy toponimlarning qo‘llanilishi
mahsulotga mutlaq sifat etaloni magomini bersa-da, ba’zan ulardan mahsulotning
real xususiyatlarini xaspo‘shlash magqsadida illyuziya yaratish (illokutiv aldov)
uchun foydalanish holatlari yuridik lingvistikaning dolzarb muammosini yuzaga
keltirmoqda.
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12.  Qo‘llanish doirasi chegaralangan leksika qatlamlari (dialektizmlar,
kasbiy terminlar va jargonlar) maqgsadli auditoriya bilan ijtimoiy tenglik va ruhiy
yaqinlashuv o‘rnatishning eng tezkor vositasidir. Bu leksik gatlam mahsulotga
mahalliy kolorit yoki ekspertlik maqomini bag‘ishlasa-da, marginal va jargon
leksikaning ommaviy reklama makonida ko‘payishi millatning nutq madaniyati
sayozlashuviga olib keluvchi nomaqgbul omil bo‘lib, lisoniy mas’uliyat tamoyiliga
qat’ily amal qilishni talab etadi.

13. Grammatik ta’sirchanlik tilning eng nozik gqatlami bo‘lib, unda
subyektiv-baholovchi affikslar, modal so‘zlar va undovlar iste’molchi ruhiyatini
boshgaruvchi botiniy vositalar sifatida namoyon bo‘ladi. Ular mahsulotga nisbatan
mutlag kafolat va mantigiy ishonch arxitekturasini yaratadi hamda xaridorning
ongostidagi eng kuchli hissiyotlarni faollashtirish orgali rasmiy matnni jonli,
samimiy insonily muloqot darajasiga ko‘taradi.

14.  An’anaviy gap qurilishining magsadli deformatsiyalanishi — inversiya,
ellipsis va parsellyatsiya hodisalari axborotni gabul qilishning o‘zaro faol usulini
yaratadi. Gapning mantiqiy bo‘laklarga bo‘lib berilishi o‘quvchini passiv
kuzatuvchi maqomidan chigarib, matndagi mantiqiy bo‘shligni o‘z ongida
mustaqil to‘ldiruvchiga, qaror gabul gilish jarayonining bevosita ishtirokchisiga
aylantiradi va kommunikativ tezkorlikni ta’minlaydi.

15. Reklama mulogotining bosh maqgsadi bo‘lgan xaridga undash
(imperativlik) jarayoni o‘zbek tilida ochiq va dag‘al buyruq shaklida emas, balki
milliy mentalitetdagi andisha, Iutf va hurmat tamoyillariga mos ravishda, fe’l
mayllarining vazifadoshligi orgali amalga oshadi. Imperativlikning shart yoki
aniglik mayli yordamida bilvosita, maslahat va ezgu tilak ohangida yetkazilishi
xaridorda majburiyat emas, balki ixtiyoriy tanlov va shaxsiy manfaatdorlik hissini
yuzaga keltiruvchi eng yorgin etnopragmatik xususiyatdir.

16. Tijoriy manfaat yo‘lida har gqanday yo‘l bilan ta’sirchanlikka intilish
bugungi kunda, aynigsa, ragamli texnologiyalar va internet muhitida ba’zan o‘zbek
adabiy tili me’yorlarining buzilishiga olib kelmoqda. Klipli tafakkur asosidagi
xeshteglar sintaksisi, kesimsiz qurilmalar va emojilarning grammatika o‘rniga
qo‘llanilishi tildagi tejamkorlik bahonasida milliy tilning mantiqiy-struktural
yaxlitligini yemiruvchi omilga aylandi. Bu esa zamonaviy reklama ijodkorlaridan
yuksak ekolingvistik mas’uliyatni, davlat miqyosida esa reklama matnlari ustidan
doimiy lisoniy ekspertiza o‘rnatishni kechiktirib bo‘lmas vazifa sifatida taqozo
etadi.
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INTRODUCTION (Abstract of the Doctor of Science (DSc) Dissertation)

Relevance and necessity of the dissertation topic. In contemporary global
linguistics, research into mass communication texts, particularly advertising
discourse, from pragmalinguistic, psycholinguistic, and cognitive perspectives, as
well as studies aimed at revealing their linguistic characteristics, contributes to
strengthening the position and status of language in the global and information
space. In Uzbek linguistics, there is likewise a growing need to advance theoretical
knowledge concerning the nature of advertising texts, particularly the expressive
and manipulative properties of the linguistic devices employed in them. This, in
turn, necessitates a systematic and comprehensive monographic investigation of
the phonetic-graphic and lexical-grammatical units of Uzbek advertising texts from
an expressive-pragmatic perspective.

In global linguistics, applying pragmalinguistic and cognitive approaches to
linguistic units possessing both formal and semantic dimensions, classifying them
into semantic groups within polycode texts and elucidating their functional-
stylistic characteristics, examining the expressive properties of lexical and
grammatical units used in advertising, establishing the principles for their
classification into various psycholinguistic groups, and conducting a
comprehensive investigation into the manifestation of each expressive unit in
speech constitute some of the pressing issues of contemporary linguistic research.

During the years of independence, particularly as a result of the rapid
development of a free-market economy and the expansion of the digital media
space in Uzbekistan, the advertising industry has experienced unprecedented
growth. Accordingly, increased attention to preserving the linguistic, educational,
literary and artistic characteristics and ecology of the Uzbek language in the
information space has further broadened the thematic scope of research. In
particular, extensive studies are being conducted on the literary, artistic, and
linguistic characteristics of advertising texts, which have become an integral
component of the nation’s spiritual culture and an object of mass consumption in
society. At the same time, “...we must enhance the effectiveness of scientific
research related to the distinctive features of the Uzbek language, its dialects,
historical development and future prospects, and achieve a fundamental
improvement in the quality of personnel training.” Accordingly, an in-depth
understanding of the linguistic characteristics of Uzbek advertising texts, analysis
of the expressive potential and national-cultural dimensions of the linguistic
devices employed in them and their transmission to the present generation, as well
as the prevention of linguistic deviations and errors entering society through the
language of advertising, have become matters of particular importance. In this
regard, a linguocognitively grounded investigation of the expressive-pragmatic
characteristics of phonetic-graphic and lexical-grammatical units in Uzbek
advertising texts contributes to the development of the language of contemporary
information and advertising. It is also highly relevant to identify the linguistic

1 Mupsuées I11.M. Y36ex THIira 1aBiat THIX MAaKOMU GepuyiraHMHUHT 30 HHIUIHrUra GaruiIaHraH TAHTAHAIM
mapocumaaru HyTK. 21 oktsiops, 2019 #in. https://president.uz/uz/lists/view/2954
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influence strategies employed by creative professionals (copywriters) and to reveal
the functional-stylistic characteristics of advertising texts.

This research contributes, to a certain extent, to the implementation of the
objectives set forth in the Decrees of the President of the Republic of Uzbekistan
No. PF-4958 of February 16, 2017, “On Improving the System of Postgraduate
Education”; No. PF-5850 of October 21, 2019, “On Measures to Fundamentally
Enhance the Prestige and Status of the Uzbek Language as the State Language”;
No. PF-6084 of October 20, 2020, “On Measures for the Further Development of
the Uzbek Language and Improvement of Language Policy in the Country”; No.
PF-6097 of October 29, 2020, “On Approval of the Concept for the Development
of Science until 2030”; No. PF-60 of January 28, 2022, “On the Development
Strategy of New Uzbekistan for 2022-2026; and No. PF-158 of September 11,
2023, “On the Uzbekistan—2030 Strategy’’; the Law of the Republic of Uzbekistan
No. O‘RQ-776 of June 7, 2022, “On Advertising”’; the Resolutions of the President
of the Republic of Uzbekistan No. PQ-2789 of February 17, 2017, “On Measures
for Further Improvement of the Activities of the Academy of Sciences and the
Organization, Management and Financing of Scientific Research”; No. PQ-2909 of
April 20, 2017, “On Measures for Further Development of the Higher Education
System”; the Resolution of April 29, 2019, “On Approval of the Concept for the
Development of the Public Education System of the Republic of Uzbekistan until
2030; as well as other regulatory legal acts pertaining to this sphere.

Compliance of the research with the priority areas of science and
technology development in the Republic. The research was conducted in
accordance with Priority Area | of the development of science, technology, and
innovation in the Republic: “Formation of a System of Innovative Ideas and Ways
of Their Implementation in the Social, Legal, Economic, Cultural, Spiritual and
Educational Development of an Information Society and a Democratic State.”

Review of international research on the dissertation topic?. In
contemporary global linguistics, research into mass communication, media
linguistics, and advertising discourse from pragmatic, psycholinguistic, and
cognitive perspectives, as well as studies aimed at identifying the expressive
properties of linguistic and non-linguistic units in advertising texts, is being
conducted at leading research centers and higher education institutions worldwide,
including the University of Pennsylvania, the University of California,
Northwestern University (USA); Lancaster University, the University of Oxford
(United Kingdom); the University of Amsterdam (the Netherlands); Sorbonne
Nouvelle University (France); Peking University (PRC); the University of Tokyo
(Japan); Lomonosov Moscow State University, RUDN University, Saint
Petersburg State University, and the Pushkin State Russian Language Institute
(Russian Federation); Istanbul University, Ankara University, Hacettepe
University (Turkiye); Baku State University (Azerbaijan); as well as Alisher
Navo’i Tashkent State University of Uzbek Language and Literature, the Institute

2 The review of international research on the dissertation topic was conducted on the basis of
https://www.researchgate.net, https://scholar.google.com, https://www.scopus.com, https://www.msu.ru,
https://www.rudn.ru, https://www.ox.ac.uk, https://www.uva.nl, https://www.ankara.edu.tr, and other sources.
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of Uzbek Language, Literature and Folklore of the Academy of Sciences of
Uzbekistan, the National University of Uzbekistan, Fergana State University, and
Samarkand State University (Uzbekistan).

In global linguistics, research on advertising discourse and the
linguopragmatic and expressive characteristics of media texts has yielded, inter
alia, the following scientific results: the polycode (creolized) nature of advertising
texts and the synthesis of their visual-graphic and verbal elements have been
elucidated, and mechanisms of speech influence on the addressee have been
systematized (University of Amsterdam, Lancaster University); the
psycholinguistic and suggestive (subconscious influence) mechanisms of
advertising texts, their perlocutionary effectiveness, and manipulative nature have
been identified (Moscow State University, RUDN University); the persuasive
potential of pragmatonyms, neologisms, and expressive syntactic constructions in
mass communication has been examined through linguocognitive and
ethnolinguistic methods within a comparative framework (University of California,
Ankara University); and the language of commercial and social advertising has
been analyzed from the perspectives of intercultural communication, discourse
analysis, and ecolinguistics (language ecology) (Alisher Navo’i Tashkent State
University of Uzbek Language and Literature, National University of Uzbekistan).

In global linguistics, research on advertising discourse and the pragmatics of
media texts is being conducted across a number of priority areas, including the
following: elucidating the pragmatic, sociolinguistic, and psycholinguistic aspects
of advertising texts; identifying the expressive properties of phonetic-graphic and
lexical-grammatical units in texts; examining, from a cognitive perspective, the
manipulative nature of advertising and public relations discourse and the strategies
and tactics of speech influence; analyzing ecolinguistic issues in the language of
mass media and Internet (digital) advertising, including deviations from linguistic
norms and instances of linguistic vandalism; investigating the creolized nature of
commercial texts, namely the integration of text, color, font, and image, within the
frameworks of translation studies and linguocultural studies; and developing
national linguistic corpora based on collections of advertising texts.

Degree of Prior Research on the Problem. In contemporary global
linguistics, particular attention is being paid to the study of linguistic units not
merely as means of communication, but also as a powerful mechanism capable of
influencing human consciousness and psychology and of regulating social
processes. Theoretical approaches to the pragmatic, cognitive, and psycholinguistic
investigation of mass communication, particularly advertising discourse, began to
take shape as early as the mid-twentieth century and have now reached an
advanced stage of development.

In global linguistics and philosophy, speech influence and the manipulative
nature of language were initially investigated by representatives of
pragmalinguistics and cognitive studies. J. Austin and J. Searle’s Speech Act
Theory substantiated the view of language as a force capable of performing actions
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and transforming reality®. T. A. van Dijk laid the foundations of critical discourse
analysis and elucidated the relationship between text and power (influence)?.
Scholars such as Ch. Bally, J. Vendryes, and E. Sapir investigated expressivity,
emotionality, and phonosemantics (sound symbolism) in language and
demonstrated the direct influence of linguistic units on human emotions®.
Furthermore, cognitive scholars and philosophers such as K. Buhler, W. Kéhler,
M. Johnson, G. Lakoff, and E. Cassirer highlighted the exceptional role of
metaphor and linguistic iconicity in modelling human cognition®. The psychology
of advertising, consumer behaviour, visual perception, and the semantics of colour
have been extensively investigated by prominent specialists such as T. Konig, C.
Bovee, W. Arens, E. Aronson, R. Arnheim, M. Pastoureau, E. Heller, and T. L’El".
These studies revealed universal mechanisms for persuading audiences through
mass media, exerting subconscious influence, and shaping consumer-oriented
behaviour. In CIS and Russian linguistics, advertising texts and issues of
pragmalinguistics and media linguistics have been studied extensively and may
conventionally be classified into several major areas.

While the foundations of text linguistics and discourse theory were
developed in the works of I. R. Galperin, N. D. Arutyunova, V. G. Gak, and E. S.
Kubryakova®, the linguistic and syntactic characteristics of advertising texts
specifically were elucidated in the early monographic studies of D. E. Rosenthal,
N. N. Kokhtev, E. V. Pesotsky, and T. N. Livshits®. The theory of
psycholinguistics and speech influence was reflected in the studies of A. A.
Leontiev, E. F. Tarasov, D. N. Uznadze, and A. N. Lebedev-LyubimovZ.
Linguistic evaluation, expressivity, and connotation were investigated by V. N.
Teliya, E. M. Galkina-Fedoruk, E. M. Wolf, V. I. Shakhovsky, and D. A.
Paramonov!!. In Russian linguistics, neolexemes, language play, and restricted

3 Cépnp JIx.P. Uro Takoe peuesoiil axt? / Hosoe B 3apybesxHoii nuursuctuke. Beim. 17. — Mocksa: IIporpecc,
1986. - C. 151.

4 Jletik T.A. Ban. JlucKypc U BIacTh: PenpeseHTanus JOMMHHPOBAHUA B s3bIke. — Mocksa: JIubpokom, 2013. — C.
45,

® Bammu 111. ®panmysckas cTHIMCTHKA. — MockBa: U3/1-Bo MHOCTpaHHOM ymTeparyphl, 1961, — C. 142.

6 JTakopd Hx., Jxoncon M. Meradopsl, KOTOPbIMU MbI kHuBeM. — Mocksa: YPCC, 2004. — C. 25.

"Boee K.JI., Apenc Y.®. Cospemennas peknama. — Tonbsartu: Msnatensckuii jom Josrans, 1995. — C. 704.

8 Tampnepun M.P. TekcT kak OOLEKT JUHTBMCTHYECKOTO McclenoBanHus. — Mocksa: Hayka, 1981. — C. 18;
Apytionosa H.JI. luckypc // JIuHrBucTHYECKHI SHIMKIONEMUecKuid cioBaps. — Mocksa: C3, 1990. — C. 136; I'ak
B.T". S3wikoBbie peobpazoBanusi. — MockBa: [llkoma «S3b1ku pycckoit nuteparypei», 1998. — C. 628; KyOpsikoBa
E.C. fI3p1k u 3HaHue. — MockBa: SI3bIku cinaBstHCKOU KyabTypsl, 2004, — C. 92.

® Pozenrans J1.9., Koxtes H.H. SI3bIk pexkaaMHBEIX TeKcTOB. — Mocksa: Beicmias mkona, 1981. — C. 127; Ieconxuii
E. CoBpemennas peknama. Teopus u npaktuka. — PoctoB-Ha-Zlony: ®enukc, 2001. — C. 320; JIupmmn T.H.
Crneunduka pekiaMbl B IparMaTHYECKOM U JIMHI'BUCTHYECKOM acriekTax. — Taranpor: U3n-sBo TPTY, 1999. — C. 45.
10 JleontseB A.A. OCHOBBI ICHXOJUHTBHCTHKA. — Mocksa: Cwmbic, 1997. — C. 142; Tapacos E.®. Peuepoe
BO3JICHCTBHE: TICUXOJIOINYECKUE M TICUXOJIMHIBIUCTHYECKHE MpobieMbl. — MockBa: Hayka, 1986. — C. 45; Y3nanze
J.H. O6mas ncuxonorus. — Mocksa: Cmeica, 2004. — C. 89; Jlebener-JIlrooumor A.H. [Ncuxonorus pexiaMmbl. —
Cankr-IlerepOypr: ITurep, 2002. — C. 71.

11 Tenus B.H. Pycckas ¢paseonorus. CeMaHTHUECKUH, MParMaTHIECKUii U JIMHIBOKYJIBTYPOJIOTHYECKUI aCTIEKTI. —
Mocksa: S3piku pycckoir KyabTypbl, 1996. — C. 214; TankuHa-®enopyk E.M. OO6 >KCIpecCHBHOCTH U
SMOIIMOHAILHOCTH B si3bIke // COOpHUK cTaTeil mo s3piko3HaHuto. — MockBa: MI'Y, 1958. — C. 103; Boasd E.M.
OyHKIIMOHANbHAS ceMaHTHKa oleHKH. — Mocksa: Hayka, 1985. — C. 63; Hlaxosckmii B.M. Jluarsuctnueckas
Teopust smonuii. — MockBa: ['Hosuc, 2008. — C. 52; ITapamonos /I.A. ®eHOMEH TPaMMaTHYECKOTO BBIPAYKEHHS
MOJIATBHBIX 3HAUYEHUH B COBPEMEHHOM PYCCKOM SI3BIKE B CBETE IKCIIPECCHBHOCTH: aBTOped. IHC. ... A-pa (HUION.
Hayk. — Mocksa, 2010. - C. 16.
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vocabulary in advertising language were studied by V. Z. Sannikov, S. V. llyasova,
L. P. Amiri, T. A. Gridina, M. V. Terskikh, N. V. Uglova, and G. A. Potapova;*?
the nature of creolized texts and the pragmatics of typefaces were examined in the
works of E. E. Anisimova and O. V. Osetrova®; while phonosemantics and
onomatopoeia were comprehensively addressed in the works of S. V. Voronin, A.
P. Zhuravlev, and V. A. Tashkinova®*.

The typology of imperativity and the pragmatics of inducement were
investigated by scholars such as V. S. Khrakovsky, A. P. Volodin, and E. I.
Belyaeva®®. While advertising onomastics and the nature of pragmatonyms were
the focus of research by N. V. Podolskaya, A. A. Ufimtseva, E. S. Otin, and O. V.
Kirpicheval®, deviations from linguistic norms in advertising texts were subjected
to critical analysis within the framework of ecolinguistics by V. G. Kostomarov, A.
P. Skovorodnikov, E. S. Kara-Murza, and other scholars'’.

In Uzbek linguistics, the tradition of studying the internal resources of
language and its expressive means can be traced back to the enduring works of
Mahmud al-Kashgari and Alisher Navoi'®. In modern Uzbek linguistics, these
issues have been investigated systematically. In particular, the principles governing
Uzbek grammar, word formation, and the expansion of lexical resources were
developed by scholars such as A. G‘ulomov, G*. Abdurahmonov, A. Hojiyev, and
H. Ne’matov?®®. Uzbek stylistics, phraseology, and figurative-expressive devices

2 Cannukos B.3. Pycckuil A3bIk B 3epkajie S3bIKOBOU Urpbl. — MockBa: S3bIku caBsHCKOM KynbTypsl, 2002. — C.
552; WUnesacosa C.B., Amupu JLII. S3bikoBasg urpa B KOMMYHHKaTUBHOM mpocTpaHctBe CMU u pexnambl. —
Mocksa: ®munta, 2012. — C. 145; I'pununa T.A. SI3pikoBas urpa: CTEpeOTHN W TBOpUecTBO. — ExarepunHOypr:
VYpan. roc. men. yH-T, 1996. — C. 78; Tepckux M.B. Jlekcuka orpaHHYE€HHOTO YHOTPEOJIEHUS B peKIame:
¢ynkuronanpheiii acnekt // Heodunomorus. — 2025. — T. 11. Ne 1. — C. 58; Yrnosa H.B. YmorpeGuenue
JKAPTOHHBIX CJIOB B PEKIAMHOM TEKCTe // AJlbMaHaX TEOPETUUECKMX W INPHUKIATHBIX MCCICAOBAHUI pEKIaMbl. —
2016. Ne 1. — C. 49; Ilotamoa I'.A. ®yHKIIMOHUPOBAaHUE UHOSAZBIYHBIX MOpP(EM B PYCCKOM SI3bIKEe Ha pyOexe XX-
XXI BexoB: aBToped. auc. ... kanz. ¢puon. Hayk. — Hmkauit Hosropon, 2014. — C. 3.

13 Auucumosa E.E. JIMHIBUCTHKA TEKCTa U MEKKYILTYpHass KOMMyHMKauus. — Mockpa: Akagemus, 2003. — C. 128;
OcetpoBa O.B. IllpudT B pexmamHoM am3aiiHe: Ha mpumepe medaTHOW MOMUTpapUUECKOW M TPECC-pEKIaMBbI:
aBToped. auc. ... KaH1. (o Hayk. — Boporex, 2005. — C. 112.

14 Boponun C.B. OcnoBHl (oHOceManTHKHM. — Jlemmurpax: Wsg-so JII'Y, 1982. — C. 68; XKypasmen A.IL
®onernueckoe 3HaueHue. — Jlenunrpaa: Msa-so JII'Y, 1974. — C. 160; TamxkuHoBa B.A. doHOoceMaHTHUECKast
CTPYKTYpa MOJUKOAOBOTO TEKCTA: IUC. ... Kau. (umnon. Hayk. — [lepmb, 2022. — C. 230.

15 Xpakosckuiit B.C., Bonoaun A.Il. CeMaHTHKa M THIONIOTHS MMIepaTuBa: Pycckuii umnepaTus. — JleHuHrpan:
Hayka, 1986. — C. 36; benseBa E.M. I'pammaTnka u mparmaTtuka mMoOyXKISHHS: aHTIIMHACKUHN s3BIK. — BopoHex:
BI'Y, 1992. - C. 168.

% Tlomonbckas H.B. CinoBapb pycckoil oHOMacTHueckod TepmuHojorud. — Mocksa: Hayka, 1988. — C. 108;
Ydumnesa A.A. Jlexcuueckoe 3HaueHue. [IpHHIMIT CEMMOJIOTMYECKOTO ONMCaHMs JeKCMKH. — Mocksa: Hayka,
1986. — C. 27; Otun E.C. CnoBapbp KOHHOTATHBHBEIX cOOCTBeHHBIX UMeH. — [lonenk: OO0 «tOro-Boctoky, 2004. —
C. 171; Kupnuuepa O.B. OHOMacTHKOH peknaMHoro Tekcra. — Bonrorpaa: BITIY, 2007. — C. 14.

17 Kocromapor B.T. SI3bikoBoit BKyc smoxu. W3 HaGmrojeHUil Hajl PeYeBOH NMPAKTUKOM Macc-menua. — MoCKBa:
[enaroruxa, 1994. — C. 84; CxoBoponuukoB A.Il. Dxoxorus pycckoro si3sika. — KpacHosipck: COY, 2016. — C. 25;
Kapa-Myp3a E.C. JIunrBuctuueckas 3KClepTH3a pekiiaMHOro auckypca // Kymprypa peun u sddekrtuBHOe
obmenne. — Mocksa: @aunra, 2005. — C. 250.

18 Komrrapuit M. JleBony myrorut Typk. 11 skuma. — Toukent: Y3®A namp, 1961.; Ammmep Hasonit. Acapnap. Yu
TYypTHHYH ToM. — TomkeHT: Fadyp Fynom Homunarn Anabuér Ba canpat HampuéTn, 1968.

19 FynomoB AF. ®ewn. — Tomkent: Y3DA, 1954. — Bb. 45; A6mypaxmonoB F. V30ek THIM rpaMMaTHKAacH.
Cuntakcuc. — Tomkent: ®an, 1996. — B. 112; Xoxues A. Cy3 scamuum tu3umu. — ToukenT: Ykutysun, 1989, — b.
34; Hewmaros X., Pacynos P. Y36ek Tuu cucrem nekcukonoruscu acociapu. — TomkenT: Ykurysun, 1995, — b.
41.
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have been extensively examined in the works of R. Qo‘ng‘urov, Sh.
Rahmatullayev, A. Shomagsudov, H. Rustamov, and B. Yo‘ldoshev?.

During the years of independence and the subsequent period, the
establishment of the anthropocentric paradigm in Uzbek linguistics led to the rapid
development of pragmalinguistics, cognitive linguistics, and text linguistics. A
substantial body of research in these areas belongs to N. Mahmudov?!, while
significant studies have also been produced by prominent scholars such as Sh.
Safarov, A. Nurmonov, M. Hakimov, S. Mo‘minov, D. Xudoyberganova, M.
Yo‘ldoshev, B. Mengliyev, and R. Sayfullayeva??

Syntactic expressivity, actualization, ellipsis, and vocatives have been
extensively addressed in the scholarly research of A. Abdullayev, B. O‘rinboyeyv,
A. Boboyeva, N. Sadullayeva, O. Bozorov, D. Egamnazarova, T. Allayorov, M.
Xolboyeva, and other researchers?®. Issues relating to the grammatical and
syntactic levels of language, linguistic interference, and linguistic norms have been
examined in the works of M. Ernazarova, D. Lutfullayeva, and Sh. Usmonova;
forms of address and vocatives have been subjected to scholarly analysis by N.
Ahmedova; while the cognitive dimensions of terminology, neology, and
onomastics have been reflected in the studies of A. Madvaliyev, Y. Odilov, M.
Aliyeva, and D. Yuldashev?*.

VKyurypos P. Y36ex THmuaa taceupuii Bocutamap. — Tomkent: ®an, 1977. — b. 154; Paxmarymiaes 111 V36ex
TWIMHUHT (Ppa3eosoruk yraT. — TomkeHnT: Komycnap 6omr taxpupusta, 1992. — b. 12; Hlomakcynos A., Pacymos
U., Kyurypos P., Pycramos X. ¥36ex tunn crumuctukacy. — Toukent: Yiurysun, 1983. — B. 178; PycramoB A.
Cy3 xycycuna cy3. — Tomkent: Fmr reapams, 1987. — B. 14; WUynmomes b. VY36ex dpaseonormsicn Ba
(dpaseorpadusicu macaianapu. — Tomkent: Myxappup, 2013. — B. 90.

2 MaxmynoB H. Tun tuncumu taakuku. — Tomkent: Mumtoz so‘z, 2017. — b. 24; Maxmynos H. TunumMuzHuHT
tiiia canaury. — TomkeHT: Fadyp Fynom HOMHJAry Hampuér-mMarbaa mwioauii yitn, 2012. — b. 12; Maxmynos H.
Vxmarummap — _06pasnu Tadakkyp maxcyuu // V36ex Tunm Ba amabuéru. — Tomkent, 2011. — Ne 3. — B. 20;
Maxmynos H. yKI/ITyB‘II/I HYTKH MaJaHuaTH. — TomkeHT: Anumep HaBouwit HoMumaru V36exucron Mummit
KyTyOxoHacu Hampuéru, 2007. — b. 45.

22 Cadapor III. TlparManuHrBUCTHKA. — TONIKEHT: Y3GEKHCTOH MHIUTHII SHIMKIONEAUACH JlaBnaT MiIMui
Hampuéty, 2008. — B. 34; Hypmonos A., Maxmyzos H., Comuxyxaesa C. Y36ek THIMHUHT Ma3MyHHii CHHTAKCHCH.
— Tomkent: ®@an, 1992. — b. 42; XakumoB M.X. V36ek TumIa MATHHUHT [parMaTukK TaIKUHU. — TomkeHT: daH,
2001. — B. 56; MymunoB C. Y36eK MYIOKOT XyJIKHHHHI WKTHMOHMI-THCOHMH XycycusTmapu. — Toukent: Mam,
2000. — b. 34; XynoitbepranoBa /. MaTHHUHT aHTPONOINCHTPHUK Taakwku. — Tomxkent: ®an, 2013. — b. 12;
ﬁ}”fﬂnomeB M. bagunii MAaTHHUHT JTUHTBOMOATUK TagkuKK. — TomkeHnT: @an, 2008. — b. 156; Menrnues b. Xo3upru
y30ek T, — Tomkent: Tadakkyp, 2018. — b. 62; Caiidpymiaesa P., Menrnues b. Ba 6omk. Xo3upru y30ex agaduit
i, — Tomkent: ®an Ba rexHosorus, 2010. — B. 345.

2 AGmynnaeB A. Y36eK THIMIA KCIPECCUBINK U(BONANANIHUHT CHHTAKTHK ycyu. — Tomkent: ®an, 1987. — b. 6;
Vpun6oes b. Xosupru y36ex Tmamaa Bokatue Kareropus. — Tomkent: ®an, 1972. — B. 37; BoGoesa A. Xo3upru
336k amabmii TraHaa TYaMKeH3 ramiap. — Tomkent: ®an, 1978. — b. 44; Cagymmaesa H.A. V36ex trmmyHocurnia
Tymiken3 ramap // Buxoro davlat universiteti ilmiy axboroti. — Byxopo, 2020. Nel. — B. 170; Bo3opos O. Y36ex
THJIN/A TallHUHT KOMMYHUKAaTHB (aKTyan) Ty3wiaummu: ¢uiosn. ¢an. Hom3. ..quc. — @aprona, 2004. — b. 12;
Sramuazaposa J{. ['anHuHr akTyan GYIMHMIIM KOHIENusacH. — Armmkon, 2021, — b. 118; Amaépos T.P. V36ex
THIarn OyWpyK Ba CYpOK KOHCTPYKUMSUIAPUHHMHT JIMHTBOINOSTHK Xycycustiapu. — ['ymucron, 2020. — b. 14;
Xonboesa M. Byiipyk rammap cemanTukacura 1oup // Y36ek Tumu Ba agabuétu. — Tomkent, 2005. Ne2. — B. 104.

24 Dpnazaposa M. ['paMMaTUK MabHO JIMCOHMI Ba MParMaTHK OMWJLIAP SXJIUTIMTHAA. — TOIKEHT: AKajemMHanp,
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384; Omunop E. I'moGannamys gaBpu MyOIMIECTHKACH TUINHUHT TapakkuéTH. — TomkenT: Nodirabegim, 2020. —
b. 140; AnueBa M. Pekniama JUCKYpCUHUHT JJUHTBOKOTHUTHB TaaKUKU. — TomkeHT: ®Pan, 2019. — b. 45; FOnnames
J. ATOKJIN OTJIAQpHUHT aHTPOMOLIEHTPUK Taakuku. — Tomkent: Huxom, 2021. — b. 86.
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In recent years, a number of noteworthy studies have also been conducted
directly on Uzbek advertising texts and on issues related to the language of the
mass media and social communication. Following Z. Tohirov’s work on the
stylistics of advertising®®, dissertation research has subsequently been undertaken
in several specialized areas of this field. In particular, K. Q. Yusupova’s study of
the expression of imperativity in advertising, D. Sh. Mamirova’s research into the
sociolinguistic characteristics of advertising texts, J. A. Bakadirov’s linguocultural
analysis of social advertising, and N. M. Allaberganova’s monographic study
revealing the linguocognitive characteristics of advertising texts have established a
solid foundation for research in this area®. In addition, O. Jumayev has examined
the role of neologisms in advertising, while M. Buzrukova has subjected the nature
of inducement constructions to scholarly analysis. The studies of scholars such as
Sh. Mustafayev and S. Bulatov on the cultural and psychological characteristics of
colours may also be noted?’.

Despite the extensive research conducted in global and national linguistics,
as outlined above, Uzbek advertising texts have not yet been comprehensively
investigated as an integrated, polycode, and manipulative discourse in the
contemporary era of globalization and digital information exchange. Although
global linguistic scholarship has achieved substantial advances in the study of
influence mechanisms in mass communication, ecolinguistics, media linguistics,
and cognitive stylistics, the systematic integration of these achievements and the
monographic investigation of the phonetic-graphic expressive-pragmatic
characteristics of Uzbek advertising texts in close connection with the patterns of
national mentality remain unresolved issues in Uzbek linguistics. Filling this
scholarly gap and developing pragmalinguistic and ecolinguistic models of Uzbek
advertising discourse determine the novelty and relevance of the problem
addressed in the present dissertation.

Relation of the dissertation research to the research plans of the higher
education institution where the dissertation was carried out. The research was
conducted within the framework of the research plan of the Uzbek Language
Department of the Institute of Uzbek Language, Literature and Folklore of the
Academy of Sciences of the Republic of Uzbekistan under the topic
“Contemporary Trends in Uzbek Linguistics: Problems and Solutions.”

The aim of the research is to conduct a comprehensive monographic
investigation of the linguopragmatic, cognitive, and psycholinguistic

2 Toxupos 3.T. OAB peknamanapy yciyousTy Hazapusicu Ba amanuétu. — Tomkent: Y uusepcuter, 2006. — B. 22.
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xycycustiapu. ®unon. dan. ... PhD gucc. — Tomkent, 2024. — B. 18; Bakammpos JXK.A. V36ex Ba uHrims
TWUIAPUIATH KTHMOHH PEKIIaMaIApHUHT TUHTBOMagaHui Tankuku. Ounon. ¢ad. ... PhD mucc. — Tomkenr, 2023.
— b. 20; Anmabepranosa H.M. V36ex Tuinmars pexiaMa MaTHIAPHHUHT JIMHIBOKOTHHTHB XyCycHsTIapn: Muion.
(dann. 6yiinya daic. gokt. (PhD) ... nucc. aBroped. — Tomkent, 2026. — b. 14.

27 )Kymaes O. PexitaMa MaTHIapHIa HEOJNOTH3MIAPHUHT YpHH // Y36ek Tiiu Ba anabuétu. — Tomkent, 2012, — Ne
6. — b. 70; Buzrukova M. O‘zbek badiiy matnida undash konstruksiyalari // Xopwxuii punonorus. — Camapkan,
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of Igro. — Camapxkanm, 2024. — b. 102; Bynaros C.C., Axanos B. Paur ncuxonorusicu. — Tomkent: ®an, 2003. — b.
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characteristics of Uzbek advertising texts as an integrated system; to reveal the
mechanisms through which expressive phonetic-graphic, lexical, and grammatical
devices in advertising discourse influence consumer psychology; and to determine
the ecolinguistic parameters of the Uzbek language of advertising.

The objectives of the research are as follows:

to improve the theoretical and methodological foundations for studying
advertising texts and advertising discourse from pragmatic, psycholinguistic, and
cognitive perspectives, and to develop a pragma-cognitive classification of
expressive devices;

to identify the attractive (attention-grabbing) and suggestive (persuasive and
inducive) potential of phonetic and graphic devices in Uzbek advertising texts, and
to assess their gender-related and sociocultural characteristics;

to substantiate the linguocultural connotations of expressive vocabulary and
restricted lexical strata used in advertising, as well as their role in manipulative
persuasion strategies;

to demonstrate the pragmatic functions of expressive morphology
(subjective-evaluative affixes, foreign prefixes, and verbal moods) and syntactic
constructions (inversion, ellipsis, parcellation, and rhetorical questions) in Uzbek
advertising texts;

to evaluate deviations from literary norms in advertising language, including
linguistic chimeras, hybridization, and linguistic vandalism, from the perspectives
of ecolinguistics and critical discourse analysis, and to develop practical
recommendations for regulating this field.

The object of the research comprises commercial and social advertising
texts in the Uzbek language, including advertising materials from the press,
television, radio, outdoor advertising banners, the Internet, and social media.

The subject of the research consists of the expressive-pragmatic,
psycholinguistic, and ecolinguistic characteristics of the phonetic-graphic and
lexical-grammatical units employed in Uzbek advertising texts.

Research methods. The dissertation employs pragmalinguistic analysis,
cognitive-discursive analysis, critical discourse analysis, psycholinguistic and
neurolinguistic approaches, ethnolinguistic analysis, and comparative-typological
methods.

The scientific novelty of the research is as follows:

the pragma-cognitive and psycholinguistic nature of advertising texts and
advertising discourse has been delimited, and, in contrast to the traditional
linguostructural classification of expressive devices, a new pragma-cognitive
classification has been developed,

visual-linguistic influence codes employed through phonetic and graphic
devices in Uzbek advertising discourse and targeted at specific audiences,
including gender and social groups, have been identified;
at the lexical level, the cognitive functions of neologisms and occasionalisms,
tropes, as well as toponyms and pragmatonyms as means of “illocutionary
deception” and “linguistic-spatial influence,” together with the role of restricted
vocabulary in creating intimization, have been substantiated;
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at the grammatical level, the subjective-evaluative properties of affixes and
their potential to influence the consumer’s subconscious, as well as the mitigation
of imperativity through the use of the conditional and indicative moods and third-
person forms as a manifestation of the pragmatics of Uzbek andisha, have been
revealed;

deviations from linguistic norms in advertising language from the
perspectives of ecolinguistics and critical discourse analysis, as well as the
concepts of “linguistic chimera” and “linguistic immunity”, introduced into
scholarly usage on the basis of advertising discourse for the first time in Uzbek
linguistics, have been substantiated.

The practical results of the research are as follows: a system of effective
linguistic devices corresponding to the national-cognitive characteristics of the
Uzbek language and capable of influencing consumer consciousness has been
proposed for advertising professionals and marketers; ecolinguistic and pragmatic
criteria for the philological examination of Internet, television, and outdoor
advertising texts have been developed, and recommendations have been
formulated for eliminating instances of linguistic vandalism in such texts.

The reliability of the research results is ensured by the conformity of the
selected theoretical and methodological approaches with contemporary scientific
requirements, the extensive empirical corpus comprising thousands of factual
examples drawn from mass media, Internet, and outdoor advertising, the practical
implementation of the conclusions, and the publication of the research findings in
reputable national and international scholarly journals.

Scientific and Practical Significance of the Research. The scientific
significance of the research lies in the fact that the conclusions and new
theoretical concepts developed in the study contribute to enriching the theoretical
foundations of Uzbek pragmalinguistics, cognitive linguistics, psycholinguistics,
and ecolinguistics.

The practical significance of the research is determined by the possibility
of directly using the dissertation materials in the preparation of teaching manuals
for the courses “Pragmalinguistics,” “Media Linguistics,” “Cognitive Linguistics,”
and “Psychology of Advertising” at the faculties of philology and journalism of
higher education institutions, as well as in the activities of advertising agencies and
centres for philological expertise.

Implementation of the research results. Based on the scientific findings
obtained from the study of the expressive characteristics of phonetic-graphic and
lexical-grammatical units in advertising texts, particularly the pragma-cognitive
nature of advertising discourse, the communicative impact of linguistic units, and
their ecolinguistic characteristics:

the scientific conclusions and recommendations developed with regard to the
expressive-pragmatic potential of phonetic-graphic and lexical-grammatical
devices in advertising texts, the communicative impact of linguistic units, and their
linguoecological characteristics were applied in the practical project No. AL-
662204328, entitled “Compilation and Publication of an Explanatory Dictionary of
Sports Terms in the Uzbek Language (Development of a Mobile Application and
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Website for the Dictionary),” implemented at the Academy of Sciences of the
Republic of Uzbekistan in 2024-2025 (Certificate No. 3/1255-2170 of the
Academy of Sciences of the Republic of Uzbekistan dated July 30, 2026). As a
result, the scientific and methodological quality of the entries in the explanatory
dictionary of sports terms was improved; the accuracy, clarity, and communicative
effectiveness of the definitions of terms were enhanced; and the scientific and
methodological foundations of the dictionary were further enriched;

the scientific and theoretical conclusions developed concerning the
functional-semantic characteristics of phonetic-graphic devices, expressive affixes,
evaluative lexical units, and grammatical forms in describing the emotional-
expressive meanings, evaluative semantics, and pragmatic functions acquired by
linguistic units formed in word-formation processes within advertising discourse,
as well as in elucidating the expressive potential of derivational units, were applied
in the fundamental project entitled “Theoretical Foundations of the Word-
Formation System in the Modern Karakalpak Language,” implemented in 2024—
2025 at the Karakalpak Research Institute of Humanities of the Karakalpakstan
Branch of the Academy of Sciences of the Republic of Uzbekistan (Certificate No.
352/1 of the Karakalpak Research Institute of Humanities dated July 27, 2026). As
a result, the necessity of taking into account the expressive-pragmatic potential of
phonetic-graphic and lexical-grammatical devices in advertising discourse was
scientifically substantiated,

the recommendations aimed at enhancing the impact of advertising texts,
constructing them in a concise, fluent, and memorable form, and making
appropriate use of phonetic harmony, repetition, alliteration, evaluative words, and
other expressive linguistic devices were employed in the preparation of product
presentations, advertising texts, on-air announcements, and promotional videos for
the commercial programme “Zargarshop” broadcast on the Renessans TV channel,
as well as in the preparation and editing of pre-broadcast announcements for the
programme “Renessans minbari” and scripts for the television channel’s social
advertising videos (Certificate No. 112/2026 of Renessans TV dated August 3,
2026). As a result, the textual quality, persuasive impact, and audience appeal of
the advertising products produced by the television channel were improved, and
the texts were prepared in a manner characterized by semantic precision, stylistic
fluency, and greater memorability for viewers;

the recommendations concerning the enhancement of expressivity in
advertising texts, the targeted use of devices that attract audience attention, the
selection of fonts and graphic solutions appropriate to advertising content, the
effective use of the psychological influence of colours, and the communicatively
appropriate use in advertising practice of widely understood and frequently used
loanwords and international marketing terms were applied by the FIDO studio
advertising agency in the creation and editing of advertising campaigns, video
advertisements, digital advertising materials, advertising posts for social media,
and promotional copy developed for Hamkorbank JSCB, one of the major banks
operating in Uzbekistan (Certificate No. 19/26-08 of the FIDO studio advertising
agency dated August 3, 2026). As a result, the processes of creating and editing
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advertising texts within the agency were further improved, and the overall
effectiveness of its advertising campaigns increased significantly.

Approbation of the research results. The results of the present research
were discussed at 2 international and 2 national scientific-practical conferences.

Publication of the research results. A total of 22 scientific works have
been published on the dissertation topic, including 16 articles in scientific
publications recommended by the Higher Attestation Commission of the Republic
of Uzbekistan for the publication of the principal scientific results of doctoral
dissertations, 3 of which were published in international journals.

Structure and scope of the dissertation. The dissertation consists of an
introduction, four chapters, a conclusion, a list of references, and appendices. The
total volume of the dissertation is 263 pages.

MAIN CONTENT OF THE DISSERTATION

The Introduction substantiates the relevance and necessity of the
dissertation topic, defines the aim and objectives of the research, describes its
object and subject, demonstrates its conformity with the priority areas of science
and technology development in the Republic, presents the scientific novelty and
practical results of the study, elucidates the scientific and practical significance of
the findings, and provides information confirming the implementation and
validation of the research results.

The first chapter of the research is entitled “Theoretical and
Methodological Foundations of the Linguostylistic and Pragmatic Study of
Advertising Texts.” The first section of Chapter One is entitled “Advertising
Text: Concept, Distinctive Features, and Its Study in Linguistics.” The shift in
contemporary linguistics from viewing language as a purely structural
phenomenon to an anthropocentric paradigm that examines its intrinsic
relationship with the individual and society has necessitated the study of
advertising language on a new methodological basis. Within the framework of the
present research, the ontological boundaries between the concepts of text and
discourse were clearly delineated. Whereas a text is a lexically, grammatically, and
logically complete linguistic representation of events and phenomena in objective
reality?®, discourse is the realization of that text in actual communicative practice
together with its communicative purpose, sociocultural context, and psychological
factors?®®. Therefore, the use of the term “advertising text” when analysing the
structure of linguistic devices, and the term “advertising discourse” when
examining their influence on consumer psychology and their pragmatic purpose,
was scientifically substantiated in this study.

2 Maxmynos H. Tun tuncumu Tagkuky. — Tomkent: Mumtoz so‘z, 2017. — B. 24.; Tanenepun U.P. Tekcr kax
00BEKT TMHTBUCTUIECKOTO HccienoBanus. — Mocksa: Hayka, 1981. — C. 18.

29 Apyrtionosa H.JI. Jluckypc // JIMHrBUCTHYECKMIA SHIMKIIONEIMYECKUH c1oBaph. — Mocksa: C3, 1990. — C. 136.;
Cadapos 1. [TparmanuarBucTuka. — TOMIKEHT: V36eKHCTOH MUIIITHIT SHITMKIIONEUSCH Jasnat unmuii HampueETH,
2008. —b. 34.
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Within the framework of the research, four principal characteristics of
advertising discourse that distinguish it markedly from traditional forms of
communication were identified:

1. In advertising, the primary objective is not the neutral transmission of
information, but rather the persuasion of the consumer and inducement to
purchase, that is, the achievement of a perlocutionary effect°.

2. Although advertising is addressed to a mass audience of millions, the text
IS constructed in a covert dialogic form, as though it were being whispered to a
single individual®.

3. An advertising text consists of an integrated synthesis of verbal elements
and non-verbal components such as imagery, colour, and intonation; if these
components do not complement one another, the pragmatic objective cannot be
fully achieved®2.

4. Intimization and psycholinguistic manipulation. In order to overcome the
consumer’s natural defensive barrier of scepticism, advertising creates an
artificially friendly or family-like atmosphere of closeness (intimization) and exerts
covert influence on human consciousness.

The history of research on advertising texts in global® and Uzbek linguistics

was systematized and divided into three logical stages:
The first stage is characterized by observations within journalism and general
stylistics. During this period, the role of advertising in the mass media, its
historical and stylistic features®, as well as issues of linguistic purity and
infelicities in public signs and inscriptions, were investigated as sociolinguistic
problems®.

The second stage represents the period of pragmatic and lexical-
grammatical analysis. Following the establishment of the foundations of national
pragmalinguistics®, the theory of advertising linguistics®’, implicit meanings and

30 Octun Ix.JI. Cnoso kak aeiictsue / Hosoe B 3apybexHoii nuursuctuke. Boim. 17. — Mocksa: ITporpecc, 1986. —
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(XIX acp oxupu — XX acp 6ouutapn): @umosn. pan. HOMS. ... quce. — Tomkenr, 2006. — b. 24.

3 AGnyasuzosa H. Muumii yironum naBpu y36ek marOyotu Tapuxu. — Tomkent: MabHasust, 2004, — B. 86.;
Maxmynos H. Tunumusaunar tiiuia canaurd. — Tomkent: Fadyp Fynom Homunaru nampuér-matbaa mwxoaunit yitu,
2012.-b. 12.
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neologisms in advertising®, as well as issues of imperativity and syntactic
organization, became the subject of specialized research®,

The third stage is characterized by cognitive, psycholinguistic, and
ethnocultural approaches. At present, the study of advertising discourse from the
perspectives of textual anthropocentrism, social values, and linguocognitive
characteristics has acquired particular priority“°.

In conclusion, it should be emphasized that, despite the substantial body of
research conducted in this field in Uzbek linguistics, a comprehensive
monographic investigation of the expressive-pragmatic characteristics of phonetic-
graphic and lexical-grammatical units in Uzbek advertising texts as a polycode and
manipulative discourse, grounded in the principles of national ethnopragmatics,
remains an important task of contemporary philological scholarship.

The second section of the chapter is entitled “The Phenomenon of
Expressivity in Linguistics: Its Essence, Types, and Levels of Manifestation.”
In contemporary anthropocentric linguistics, language is regarded not merely as a
means of transmitting information, but as an exceptionally complex system
capable of expressing the individual’s inner psychological world, emotions, and
capacity for purposeful influence®!. Within the framework of the present study, the
theoretical and methodological nature of expressivity, which constitutes the
pragmatic foundation of advertising discourse, as well as the mechanisms through
which it is manifested at different levels of language, were subjected to in-depth
analysis.

The scholarly analysis demonstrated that although the concepts of
emotionality, evaluation, and expressivity are often conflated, they are functionally
distinct. Emotionality directly expresses an individual’s psychological and
affective experiences*?, whereas evaluation denotes a logical and ethical judgement
of reality*®. Expressivity, in turn, is a broader linguistic mechanism that intensifies
the force of these two phenomena and increases the impact with which linguistic
information is conveyed to the addressee**. From a pragmalinguistic perspective,
expressivity maximizes the speaker’s illocutionary intention and ensures the
intended perlocutionary effect, namely, prompting the recipient to act.

In linguistics, the nature of expressivity was examined according to its origin and
divided into two major types: linguistic (inherent) expressivity, which is intrinsic to
lexical meaning itself, and speech-based (adherent) expressivity, which arises as a

38 Kymaes O. Pexmama MaTHIApHHM ajpecartra eTKaswll ycyi Ba BocHTanap // Y36exncToH. Mumimii yH-TH
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result of a particular context or figurative usage®. The manifestation of
expressivity within the linguistic hierarchy—that is, its synergistic interaction
across all levels of language—was also systematized as follows:

1. Phonetic and grapho-phonological level. The deliberate repetition of
sounds (alliteration and assonance), as well as onomatopoeic phenomena,
automatically evoke associations such as size, temperature, and intensity in the
human psyche through cross-modal correspondences (synesthesia)“®.

2. Lexical-semantic and phraseological level. The rich lexical resources of
the Uzbek language, synonymic series, phraseological units*’, and figurative
devices such as metaphor and metonymy transform the product’s neutral and
purely factual characteristics into national-cultural images that are closer and more
meaningful to the consumer*.

3. Morphological and derivational level. In the agglutinative Uzbek
language, diminutive and endearing affixes expressing subjective evaluation
reduce the social distance between the sender and the recipient, while the
pragmatic use of verbal moods mitigates the force of inducement to action.

4. Syntactic level. Deliberate deviations from the logical and grammatical
organization of the sentence-inversion, ellipsis*®, parcellation, and rhetorical
questions-enhance the dynamism and emotional intensity of speech, transforming
the consumer from a passive listener into an active co-author of the message.

According to psycholinguistic and neurolinguistic approaches, neutral
information causes “sensory fatigue” in the human brain®®. Expressive devices, by
activating 1. Pavlov’s “orienting reflex,” overcome the consumer’s logical and
critical barriers and exert a direct influence on subconscious centres associated
with the right cerebral hemisphere®.,

The third section of the chapter is entitled “Issues in the Classification of
Linguistic Devices Generating Expressivity in Advertising Texts.” In
contemporary linguistics, any complex linguistic phenomenon must be
systematized according to specific logical and functional criteria in order to
achieve a comprehensive understanding of its nature and reveal its underlying
regularities. Whereas traditional structural linguistics classified linguistic devices
primarily in a static manner according to their formal and grammatical properties,
contemporary anthropocentric and pragmatic paradigms require linguistic units to
be viewed as dynamic mechanisms capable of exerting influence on human
consciousness. As Sh. Safarov notes, in the process of a speech act, every
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linguistic device should be interpreted as an action through which the speaker’s
pragmatic intention is realized®?.

By synthesizing theoretical approaches advanced in global and Uzbek
linguistics, particularly in the studies of I.A.Sternin,>® N.Mahmudov®, and R.
Qo‘ng‘urov™, the present research developed an integrated classification of
expressive devices in Uzbek advertising texts comprising two major and
interrelated dimensions: a linguo-structural classification and a pragma-cognitive
(psycholinguistic) classification.

I. Linguo-structural classification. This classification reflects the
hierarchical grouping of expressive devices according to the levels of language
structure and demonstrates the linguistic elements from which an advertising text
IS constructed:

1. Phonetic and grapho-phonological devices. This group includes euphonic
devices that create the musicality and rhythm of the text (alliteration and
assonance), phonosemantic  units  possessing  cross-modal influence
(onomatopoeia)®, as well as typographic play and the visualization of polycode
texts.

2. Lexical-semantic and phraseological devices. This group, which
constitutes the cognitive core of advertising texts, includes evaluative vocabulary,
figurative devices such as metaphor and metonymy, as well as attention-attracting
neologisms, occasionalisms, and items belonging to restricted lexical strata,
including dialectisms and jargon.

3. Morphological and derivational devices. Taking into account the
agglutinative potential of the Uzbek language, this category includes subjective-
evaluative affixes expressing endearment and respect, foreign prefixes (super-,
mega-), and the transpositional pragmatic properties of verbal moods.

4. Syntactic devices. Deliberate deviations from conventional word order
(inversion), ellipsis, parcellation, and rhetorical questions were systematized as
syntactic figures that intensify the impact of the message.

Il. Pragma-cognitive and psycholinguistic classification. This innovative
classification divides linguistic devices into four pragmatic blocks according to the
type of response they generate in the consumer’s consciousness, that is, according
to the stage of speech influence at which they operate:

1. Attractors (attention-attracting devices). Graphic anomalies that disrupt
logical stereotypes, unexpected neologisms, and provocative words serve to break
through the consumer’s perceptual filter within the surrounding “information
noise.”

2. Phatic devices (means of establishing trust-based contact). Through
dialect words, diminutive affixes, folk proverbs, and rhetorical forms of address,
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formal distance is reduced and an artificially friendly atmosphere of closeness
(intimization) is created between the advertiser and the consumer.

3. Suggestors (devices of subconscious suggestion). Metaphors that bypass
logical argumentation, extreme hyperboles, and complex professional terminology
perform the manipulative function of implicitly presenting the product to the
consumer as an absolute solution.

4. Argumentators (devices of rational persuasion). Syntactic gradation,
precise numerical data, parallelism, and categorical modal words create in the
consumer a strong conviction that the purchase decision is logically justified.

In conclusion, it may be noted that the success of Uzbek advertising
discourse and its ultimate perlocutionary effectiveness directly depend on the
optimal synergy between these linguo-structural devices and their pragma-
cognitive functions. In order to achieve the intended communicative goal, the
author, as a linguistic personality, selects the most powerful elements from this
repertoire and constructs an integrated psycholinguistic architecture capable of
comprehensively engaging the consumer’s cognition.

The concluding fourth section of Chapter One is entitled “Modern Methods
and Integrative Approaches to the Study of Advertising Texts.” The transition
in linguistics from traditional structuralism to an anthropocentric paradigm that
places the human factor at the centre fundamentally transformed the methodology
of language research. As N. Mahmudov emphasizes, interpreting language merely
as a means of communication oversimplifies its nature; only the study of language
in inseparable connection with human psychology, history, and national worldview
can yield valid scientific conclusions®’. From this perspective, in order to reveal
the linguistic nature of advertising discourse as a complex socio-psychological and
manipulative phenomenon, the study moves beyond traditional descriptive
methods and employs a system of integrative methods that have been established
in international scholarship:

1. Pragmalinguistic and speech-act analytical method. Based on J. Austin
and J. Searle’s Speech Act Theory®®, this method treats the advertising text as a
purposeful action embodying the speaker’s intention to persuade. In accordance
with the approaches of Sh. Safarov and M. Hakimov, the syntactic and lexical
choices in a text are directly determined by the speaker’s illocutionary purpose, or
underlying communicative intention®®. Through this method, the deliberate
violation of P. Grice’s principles of “communicative cooperation” in advertising®
and the mechanisms through which such violations produce manipulative influence
on the consumer are revealed.
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2. Psycholinguistic and neurolinguistic approaches. Drawing on the
psycholinguistic framework established by A. A. Leontiev, these approaches focus
not merely on the logical meaning of a word, but on its emotional and imagistic
resonance within the human nervous system, including the functional interaction of
the right and left cerebral hemispheres®t. The capacity of advertising language to
penetrate the subconscious is assessed through D. Uznadze’s theory of
“psychological set,”® N. Mahmudov’s associative studies®®, as well as semantic
differential techniques, rapid visual perception®, and cognitive-style approaches®.

3. Cognitive-discursive and conceptual analysis. According to the theoretical
approaches of scholars such as E. S. Kubryakova and D. Xudoyberganova, an
advertising text functions as a linguistic trigger that activates culturally embedded
schemas and concepts in the human mind®. On the basis of G. Lakoff and M.
Johnson’s Conceptual Metaphor Theory, the transfer of abstract economic
concepts into nationally grounded images is analysed. Through an ethnolinguistic
approach, the study reveals how centuries-old values of the Uzbek people, such as
andisha and mehr, are activated through linguistic devices®’.

4. Critical discourse analysis and ecolinguistic approach. This method,
developed on the basis of the works of T. van Dijk and N. Fairclough®®, critically
evaluates false values and illocutionary deception concealed behind attractive
advertising language. At the same time, drawing on the ecolinguistic principles of
A. P. Skovorodnikov and V. G. Kostomarov®®, language play, foreign borrowings,
and jargon in the advertising space are subjected to scholarly examination in terms
of their impact on the purity of the native language, including manifestations of
linguistic vandalism.

5. Corpus linguistics and quantitative-qualitative modelling. Based on
information technologies, this method compiles hundreds of advertising texts into
a digital database, determines the frequency of expressive linguistic devices
through statistical evidence, and interprets these quantitative data from semantic
and pragmatic perspectives.

The second chapter of the dissertation is entitled “Expressive-Pragmatic
Characteristics of Phonetic-Graphic Devices in Uzbek Advertising Texts” and
consists of several sections. The first section of the chapter is entitled “The Role
of Phonetic Devices in Creating Expressivity and Their Pragmatic Functions.”
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As a polysemiotic system, contemporary advertising discourse exerts a strong
perlocutionary effect not only through the semantic content of the text, but also
through its phonetic and visual form™. The research established that phonetic
devices in advertising texts are not merely ornamental linguistic elements; rather,
they constitute powerful pragmatic mechanisms that sharply attract consumer
attention (attractive function), firmly encode brand names in memory (mnemonic
function), and directly induce consumers to make a purchase.

In the study, sound repetition, particularly alliteration and assonance, was
interpreted as a distinctive synthesis of universal principles of phonosemantics™
and the classical Uzbek poetic device of tavzi’.”> According to the theory of cross-
modal correspondence (synesthesia), the deliberate repetition of selected
consonants and vowels automatically evokes representations of the product’s
physical and emotional qualities in the consumer’s subconscious’. In particular,
voiced plosive consonants (B, D) and voiceless plosives (K, Q, T) function as
psychological signals or codes associated with abundance, firmness, confidence,
and durability; fricative and sonorant consonants (M, L, N) may signal speed,
while voiced and voiceless obstruents such as S and Z convey mobility, softness,
and pleasurable sensory qualities. In the case of assonance, it was demonstrated
that open vowels such as A and O can evoke in the human psyche associations of
spaciousness, substantiality, safety, and grandeur in relation to the advertised
product.

Rhythm and rhyme (saj’) in advertising texts function as linguistic anchors
that remain in consumer memory for extended periods. As manifestations of
phonostylistic iconicity, they contribute to the realization of the text’s pragmatic
purpose”. Pragmatic types of rhyme, including those modelled on proverbs or
aphoristic expressions, activate national linguocultural codes and generate a sense
of familiarity and implicit trust in the consumer. The rhyming of a brand name
with words carrying positive semantic associations, in turn, substantially enhances
the product’s image by transferring the positive emotional connotations directly
onto the brand name’®.

Through onomatopoeia and phonetic symbolism, the acoustic or physical
characteristics of a product, such as speed, crispness, and lightness, are transmitted
directly to the consumer’s sensory perception without the need for excessive verbal
description. In the research, this phenomenon is interpreted as iconic congruence,
that is, complete psychological correspondence between a verbal expression and a
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non-verbal physical property, and is shown to ensure linguistic economy and
maximum persuasive impact in advertising discourse’’.

The second section of the chapter is entitled “Expressive-Pragmatic
Analysis of Graphic Devices.” In contemporary advertising discourse, a text is
not composed solely of words; rather, it constitutes a polycode (creolized) system
based on the integrated synthesis of verbal and non-verbal elements, including
typeface, colour, logograms, and composition’®. The study substantiates that
graphic devices function as independent linguistic-visual tools that exert a
powerful influence on the consumer’s consciousness through “primary visual
perception” and determine the expressive-pragmatic potential of the text?®.

In the analysis of typeface pragmatics, typeface is interpreted not merely as a
technical means, but as an iconic sign that shapes the emotional and social image
of the message®. In accordance with O. V. Osetrova’s theory of “typographic
tropes,”®! letters used in advertising visually represent the physical characteristics
of a product. For example, bold and angular typefaces convey reliability,
durability, and masculinity, whereas elegant italics signal aesthetics and
exclusivity. Such deliberate selection of typeface substantially enhances the
persuasive force of the verbal message.

One of the significant areas of the research was the examination of the
influence of colour in advertising texts. It was demonstrated that colour perception
is not merely a physiological phenomenon®?, but is directly associated with a
nation’s historical memory and linguocultural codes®®. In Uzbekistan, the semantic
roots of colour symbolism can be traced to Najmiddin Kubro’s “Theory of Lataif”
and to symbolic interpretations in classical Uzbek poetics®*. The analysis identified
the following chromatic codes:
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White, in the Uzbek mentality, functions as a symbol of Islamic purity,
honesty, healing, and absolute trust and therefore acquires strongly positive
connotations in medical and food-related discourse.

Black, which historically carried the meaning of “the masses” or “ordinary
people” in Turkic languages, has been shown to have shed its traditionally negative
meanings in contemporary marketing and to have become an indicator of absolute
prestige, luxury, and exclusivity.

In Asian and Eastern cultural contexts, red functions as a dynamic signal that
creates a sense of urgency in the consumer while simultaneously symbolizing joy
and celebration; however, it requires careful use when addressing religious
audiences because of its possible association with blood.

Yellow requires relatively little visual effort for the human eye while rapidly
activating cognitive attention and therefore represents one of the most productive
means of expressing sunlight, hospitality, and prosperity in Uzbek tourism and
service advertising.

In addition, the study analyses the widespread use of non-standard
orthography (graphicons) as a radical means of attracting attention in advertising
texts. The combination of Latin and Cyrillic scripts within a single word, as well as
the use of logograms, namely numbers and symbols in place of letters, serves to
achieve informational compression. The deliberate repetition of punctuation marks
(M1, ..) or the use of words written entirely in CAPITAL LETTERS visually
intensifies the level of imperativity to the effect of a visual shout®. At the same
time, it is noted that excessive deviation from established writing conventions
constitutes a form of linguistic vandalism that has a negative impact on national
writing culture and visual literacy.

In conclusion, visual-graphic elements in advertising texts are recognized
not merely as means of enhancing the aesthetic appeal of a product, but as decisive
linguopragmatic mechanisms that penetrate the subconscious layers of consumer
perception and manipulate purchasing decisions.

The concluding third section of Chapter Two is entitled “Target-Audience
and Sociocultural Orientation of Phonetic-Graphic Devices.” In contemporary
advertising discourse, phonetic and graphic devices perform not only an aesthetic
function, but also operate as pragmatic tools adapted to the age, gender, and
sociocultural profile of the target audience. The research reveals that advertising
texts aimed at younger audiences actively employ deliberate deviations from
linguistic norms and non-standard graphic play, including the mixing of Latin and
Cyrillic scripts, in order to appeal to “clip thinking®.” However, as S. V.
Moshcheva and I. N. Plyndina emphasize, such visual anomalies are problematic
from an ecolinguistic perspective, since they may contribute to the erosion of

8 [Ocynosa K.K. V36ex Trmmmars pexiaMa MaTHIApHIa HMIIEPATHBIMK Ba YHUHT ndogamannmu. Puon. ¢a. ...
PhD mucc. — Tomkent, 2022; Mamuposa JI.III. V36ex peknama MaTHIAPUHUHT COIMOTHHIBUCTHK XyCyCHSTIApH.
PhD pucc. — Tomkent, 2024. — b. 64.

8 Momepa C.B. Macc-menuiineiii auckype: rpaduxo-opdorpaduueckue BhIpasuTeNbHble cpejacTa // BecTHuk
HI'V.T. 11, Bbin. 6. — C. 130.

61



national orthographic norms, the formation of a consumerist attitude toward
language among young people, and the devaluation of sociocultural values®’.

The graphic and phonetic configuration of advertising texts also differs
markedly according to gender-specific characteristics®®. Texts targeting women
tend to be characterized by greater emotional colouring, elegant rounded typefaces,
and complex colour combinations, whereas advertising aimed at male audiences
typically employs bold, rectilinear typefaces, sharp colour contrasts, and concise,
logically intensive intonation. The study substantiates the need not to create
artificial gender polarization through graphic codes in advertising, but rather to
promote healthy social roles consistent with the national mentality.

In Uzbek advertising texts, inducement to action (imperativity) is expressed
not only through imperative verb forms, but also through the synergy of phonetic,
graphic, and syntactic devices. Analysis based on Speech Act Theory has shown
that the principles of andisha, courtesy, and politeness, which are characteristic of
Uzbek communicative behaviour, mitigate imperativity in advertising language®.
Unlike the aggressive commands frequently encountered in foreign advertising,
Uzbek advertising extensively employs second-person honorific forms®, as well as
methods of “implicit control” expressed through conditional and indicative verb
forms.

Syntactic deformation plays an especially significant role in visually and
graphically reinforcing the persuasive force of exhortation and command. Moving
the predicate to the beginning of the sentence through inversion, isolating
vocatives (forms of address) in separate paragraphs, and highlighting them by
means of larger typefaces and pauses immediately capture the consumer’s
attention. Furthermore, the combination of personification of the product and
metaphorical exaggeration with phonetic euphony transforms a categorical
command into a “sincere and friendly recommendation.”

The third chapter of the dissertation is entitled “Expressive-Pragmatic and
Linguocultural Analysis of Lexical Units in Uzbek Advertising Texts.” The
first section of the chapter is entitled “The Use of Expressive Vocabulary, Its
Pragmatic Purposes, and Linguocultural Connotations.” In advertising
discourse, lexical units no longer merely satisfy the nominative need to designate
new objects or phenomena in reality; rather, they have become powerful
expressive-pragmatic and linguocultural instruments aimed at covertly influencing
consumers’ emotions and decision-making processes. As a “living organism,”
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language adapts to social change®!, and advertising represents one of the most
dynamic spheres in which such lexical innovations are among the first to be
popularized.

The use of neologisms and occasionalisms in advertising texts is
subordinated not merely to the naming of new concepts, but to strategic pragmatic
objectives such as immediately attracting consumer attention, disrupting
established stereotypes, and producing a strong mnemonic effect by ensuring
retention in memory. Within this process, language play emerges as one of the
most productive means of manipulating consumer psychology®. By combining the
phonetic form and cognitive meaning of words through devices such as
paronomasia and polysemy, positive emotions and persistent neurocognitive
associations with the brand are automatically formed in the consumer’s mind®.

The study critically examines the ecolinguistic consequences of language
play and deliberate deviations from linguistic norms. It is emphasized that turning
sacred values such as family, women’s dignity, and the national principle of
andisha into cheap commercial devices or objects of linguistic humour for
commercial purposes contributes to the erosion of society’s speech culture. In
order to protect linguistic purity from such manifestations of linguistic vandalism,
the study scientifically substantiates the need to introduce state linguistic
examination of advertising texts, legally define the boundaries of value-sensitive
content, and enhance communicative responsibility®*. It is also established that, in
advertising discourse, the forced attachment of foreign-language affixes to Uzbek
stems in the creation of occasionalisms and hybrid words produces an effect of
glocalization, that is, the blending of global and local elements, and serves to
attract consumer attention®. However, this phenomenon is shown to constitute an
intrusion into the natural morphological system of the language and to create a risk
of linguistic dependency. Furthermore, the active use of evaluative lexical items
such as “genuine,” “authentic,” and “unique” is shown to draw upon the national
mentality and to generate in consumers a strong and rational conviction regarding
the quality of the product®®.

On the basis of the above scientific and theoretical analysis, the following
conclusions were formulated regarding the use of expressive vocabulary in Uzbek
advertising discourse:

In contemporary Uzbek advertising texts, the word has moved beyond its
traditional nominative function and has become a manipulative and persuasive
instrument aimed at covertly influencing consumer consciousness and behaviour.
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Neologisms, occasionalisms, and language play constitute major strategic
devices for activating consumer perception, disrupting stereotyped patterns of
thought, and ensuring the durable retention of a brand in memory.

Trivial linguistic jokes involving national and spiritual values, including
family and women’s dignity, as well as hybrid words created through the forced
combination of Uzbek affixes with foreign stems, represent dangerous
ecolinguistic threats that diminish the quality of national speech culture.

Evaluative vocabulary in Uzbek advertising is not merely informational; by
directly appealing to national mentality and to the concepts of honesty and trust, it
endows the product with elevated social status, exclusivity, and authenticity.

The second section of Chapter Three is entitled “Expressive-Pragmatic
Functions of Tropes in Advertising Texts and the Reflection of National-
Cultural Stereotypes through Them.” In advertising discourse, figurative
devices, particularly tropes such as metaphor, metonymy, hyperbole, and others,
are not merely ornamental linguistic elements; rather, they function as powerful
cognitive mechanisms for covertly influencing consumer consciousness and social
behaviour. As R. Qo‘ng‘urov and M. Yo‘ldoshev have emphasized in Uzbek
linguistics, tropes not only demonstrate the rich expressive potential of language,
but also constitute distinctive stylistic devices that directly affect readers’ emotions
and enhance the appeal of discourse®’.

When analysed from the perspective of cognitive linguistics, particularly on
the basis of G. Lakoff and M. Johnson’s Conceptual Metaphor Theory, metaphor
emerges not merely as an artistic device, but as a fundamental mode of human
thought®®. By transferring abstract, impersonal, and potentially unengaging
concepts such as financial services and technologies into familiar, emotionally
resonant, and culturally close national images, advertising creators achieve a
powerful ethnopragmatic effect. As confirmed by the studies of D.
Xudoyberganova® and Sh. Makhmaraimova, metaphor enables individuals to
humanize complex reality and structure it according to nationally embedded
conceptual patternst®,

During the research, the most productive metaphorical models in Uzbek
advertising discourse were systematized and their pragmatic impact was identified:

1. Metaphors related to nature and ecology (“water that has rocked the cradle
of the mountains” — the connotations of purity and sacredness subconsciously
reinforce the perception of product safety).

2. Somatic-anthropomorphic metaphors (related to the human body and
emotions), for example, the metonymic expression “Yandex Pro — in the hearts of
those at home,” which transforms the service from a commercial instrument into a
caring companion and a source of family security.
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3. Metaphors of space, distance, and movement (representing financial
stability through spatial expressions such as “a confident step” and “opening the
way”).

4. Metaphors of origin, culmination, and architecture (representing
household appliances and homes as “the foundation of a happy life” and a city as
its “heart™).

5. Magical and mythological metaphors (transforming the process of
spending money into a stress-free miracle through fairy-tale models such as “The
Golden Fish” and “Once upon a time...”)

5. Sensory metaphors (synesthesia) (“warm affection and cool taste,”
“crunchy moments” — creating strong psychological appeal through the blending of
different sensory modalities).

6. Figurative models based on social identity and family values (presenting a
car as an “iron steed” or a shop service as “a cup of tea”).

As a result of the linguocultural analysis, the following generalized
conclusions were formulated regarding the use of tropes in Uzbek advertising
discourse:

Whereas Western advertising tends to privilege figurative images based on
personal freedom and individual interests, Uzbek advertising texts are
predominantly characterized by figurative expressions imbued with national-
cultural and spiritual symbols, including respect for parents, hospitality, family
unity, and andisha.

Figurative devices function as a ‘“cognitive bridge” that translates the
product’s dry technical characteristics into the emotional and psychological
language of the nation. Metaphors such as “a cup of tea” or “an iron steed”
virtually eliminate the impersonal commercial distance between buyer and seller
and generate intimization, that is, psychological closeness.

Appropriately employed tropes and linguistic hyperboles in advertising do
not merely induce consumers to perform the material act of purchasing an item;
rather, they appeal to and help fulfil their higher emotional and spiritual needs,
such as demonstrating affection for loved ones, ensuring family security, and
expressing care and reciprocity. This constitutes one of the most distinctive
ethnopragmatic features of Uzbek advertising discourse.

The third section of Chapter Three is entitled “Pragmatic Aspects of the
Expressive Use of Proper Names and Their Role in Persuasion Strategies.”
Proper names (onomastic units) have moved far beyond the function of simple
labels or identifiers distinguishing individuals or objects. They have become
powerful expressive-pragmatic and persuasive mechanisms that encapsulate the
centuries-old cultural and historical experience of a people, together with their
social and psychological associations!®’, The research established that
pragmatonyms, anthroponyms, and toponyms in advertising texts function as
major attractors that capture consumer attention and as suggestors that covertly
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influence consciousness and induce purchasing behaviour. Drawing on the studies
of O. V. Kirpicheval® and D. Andaniyazova!®®, it was demonstrated that proper
names in advertising, particularly temporary onomastic units, play a decisive role
in shaping consumers’ emotional and subconscious perception®,

The pragmatic influence of proper names in Uzbek advertising texts was
systematized at three levels: cognitive, emotional, and subconscious. At the
cognitive stage, a name identifies the product; at the emotional stage, it generates
positive associations. At the highest, subconscious stage, it produces unquestioning
trust in the consumer without the need for logical argumentation.

Pragmatonyms, that is, brand and product names, constitute the cognitive
centre of the advertising text. Through semanticization, whereby the original
meaning of a common noun is reactivated, as in the name of the “Mo‘tabar”
medical centre, and through semantic wordplay, as in the “Zarhal” jewellery house,
they automatically evoke positive associations in the consumer. Furthermore,
presenting pragmatonyms through metaphor or personification, for example,
“Sag‘bon cares about its customers,” establishes a humanized and emotionally
close relationship between the brand and the consumer.

Anthroponyms, or personal names, create psychological identification in
advertising. Referential anthroponyms associated with recognizable historical
figures, epic heroes such as Alpomish, lbn Sino, or contemporary celebrities
transfer prestige, heroism, and an implied guarantee of quality to the product.
Conversely, generic everyday names such as Nodira opa and Qodir aka, or
diminutive forms of names such as shirintoyim, reduce the impersonal and formal
character of the commercial environment, draw the customer into the speaker’s
“personal space” of friendly interaction, and weaken logical scepticism!%.

Toponyms, or place names, function in Uzbek advertising discourse as
historically established and highly credible markers of quality and naturalness.
Toponyms in expressions such as “Chust knives,” “Zomin honey,” and “Quva
pomegranates” convey not merely geographical origin, but also the concepts of
centuries-old craftsmanship and natural purity. However, the deliberate use of
toponyms for linguistic manipulation, for example, using the names Amudaryo or
Sho‘rko‘l to market fish raised in an artificial pond, functions as a form of unfair
persuasion or “illocutionary deception.!%®”

References to ancient Eastern literature, such as the bow of Shosh, Isfahan
steel, and Kashmir shawls, provide scholarly evidence that the pragmatic force of
toponyms as quality benchmarks or “superbrands” is not a recent phenomenon, but
has deep roots in the historical and literary memory of the people. Contemporary
advertising professionals make active use of this historical and linguocognitive
memory.
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The fourth section of Chapter Three is entitled “Activation of Restricted
Vocabulary in the Language of Uzbek Advertising: Expressive-Pragmatic
Characteristics and Sociolinguistic Factors.” Today, the information space is
characterized by intense competition for consumer attention. Advertising texts that
strictly adhere to conventional and polished literary language norms often generate
indifference among consumers, creating a psychological barrier commonly referred
to as ‘“advertising blindness.” For this reason, advertising creators increasingly
resort to a special linguistic stratum outside the standard literary language-
restricted vocabulary-in order to establish rapid, credible, and emotionally
engaging communication with the target audience. Drawing on the studies of M.
V. Terskikh and N. V. Uglova, it was scientifically demonstrated that the
incorporation of this linguistic stratum into advertising discourse serves, on the one
hand, to attract attention sharply and facilitate localization, while, on the other
hand, it gives rise to serious ecolinguistic problems such as the erosion of literary
language norms and a “lexical explosion.”%’

The research established that each type of restricted vocabulary used in
Uzbek advertising texts performs specific pragmatic and sociolinguistic functions.
In particular, jargon and slang (vayb, otriv gil, bomba narxlar, cho ‘tkiy) are highly
prevalent in advertising targeting young audiences. Such lexical items free
advertising from the constraints of formal communication and create an artificial
sense of equality, informality, and friendliness between the consumer and the
brand. However, it should be noted that, as E. S. Kara-Murza emphasizes, the
widespread promotion of coarse and marginal vocabulary in the mass media under
the guise of commercial freedom of expression represents a dangerous tendency
that may contribute to the impoverishment of society’s speech culture and the
deterioration of linguistic taste%,

Dialect words were also examined as another powerful means of generating
trust and a sense of familiarity among target audiences. Regional lexical items such
as “gaymog‘i ustida”, “oyingiz yopgandek”, and ‘“tandir go‘sht” endow the
product with everyday naturalness, authenticity, and a sense of homely warmth.
Dialectisms activate feelings of nostalgia in the consumer’s subconscious and
establish a trusted form of regionally marked communication® At the same time,
it was confirmed that such words may restrict the communicative reach of an
advertising message to representatives of a particular region or dialect and may
create misunderstanding, that is, a psychological barrier, for consumers from other
areas'to,

Terms and professional vocabulary perform an especially important
suggestive function in increasing the informativeness and credibility of advertising
discourse. The analysis demonstrated that the use of narrowly specialized
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professional and scientific terms such as peptides, hyaluronic acid, injector, and
calcium ions is intended to endow the product with an image of high expertise,
scientific credibility, and international prestige in the consumer’s mind®,
Although most consumers do not fully understand the actual chemical or technical
meanings of such terms, according to the principles of rational persuasion, they
tend to accept without question the illusion of “scientific assurance” and
“innovativeness” associated with them.

Historisms and archaisms (beklar taomi, podshohona lutf, karvon) also
acquire particular ethnopragmatic significance in advertising naming practices.
Historical vocabulary is used to confer aristocratic status, long-established
reliability, and exclusivity upon a product, thereby enhancing the customer’s sense
of social pride!2. At the same time, it was clearly demonstrated that careless use of
such vocabulary in relation to modern technological products may create cognitive
incongruity and consequently generate distrust*2,

Language play created through neologisms and occasionalisms such as
skidkamaniya, shok-tushdi, and megabayt promotes rapid memorization of
information and the chain-like dissemination of advertising messages*'4. Although
such formations contribute to linguistic economy, hybrid words created through
the forced attachment of foreign-language affixes to Uzbek stems, while producing
a glocalization effect through the blending of global and local elements, were
substantiated as a crude intrusion into the natural morphological structure of the
language. Furthermore, according to E. M. Wolf’s theory, the active use of
evaluative lexical items such as “hagigiy” (“genuine”), “asl” (“authentic”), and
“betakror” (“unique”) draws on national mentality and generates absolute
confidence in product quality among consumers®,

In conclusion, the activation of restricted vocabulary in Uzbek advertising
discourse is not merely a stylistic transformation or accidental phenomenon, but
rather a complex and clearly defined pragmatic strategy aimed at influencing
consumer consciousness and market behaviour. Although evaluative vocabulary,
dialectisms, and jargon may be used to construct a desired social image of a
product!!®, their uncontrolled and widespread promotion may damage the ecology
of the national language, particularly the speech culture of younger generations.
Therefore, given that turning sacred values such as family, women’s dignity, and
national andisha into cheap commercial instruments or objects of linguistic
humour contributes to the erosion of society’s speech culture, the strict
introduction of state linguistic examination of advertising texts, the legal
delineation of value-sensitive boundaries, and the enhancement of advertising
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creators’ communicative responsibility were substantiated as urgent scientific and
social necessities.

The final fourth chapter of the dissertation is entitled “Expressive-
Pragmatic Interpretation of Grammatical Devices in Uzbek Advertising
Texts.” The first section of the chapter is entitled “Pragmatic Functions and
Communicative Effectiveness of Expressive Morphology.” An advertising text
iIs not merely a source of information; it is a psycholinguistic phenomenon
intended to evoke specific emotions in the consumer and direct them toward a
practical action such as making a purchase. Within this process, expressive
morphology emerges as one of the principal tools for activating the latent semantic
potential of words and their implicit persuasive force.

An analysis based on the studies of scholars such as G. A. Potapova revealed
that contemporary Uzbek advertising discourse makes intensive use of
international prefixes such as super-, mega-, ultra-, hyper-, and anti- in order to
exaggerate product qualities and endow them with a sense of absolute intensity*!’.
Although these elements are alien to the inherent agglutinative nature of the Uzbek
language, advertising creators attach them to Uzbek stems as a means of producing
an unexpected “shock effect” in the consumer’s mind and thereby attracting
attention?8,

From an ecolinguistic perspective, the uncontrolled proliferation of such
constructions, despite their contribution to linguistic economy, was evaluated as a
serious threat. The attachment of these elements to native words, as in “super
narx” (“super price”) and “mega yutug” (“‘mega prize”), produces genetically
incongruent “linguistic chimeras.”*!® A linguistic chimera is interpreted as a
technique whereby a commercially fabricated image is presented as if it were
reality through an artificially constructed linguistic form, thereby disrupting the
natural word-formation algorithms of the national language and weakening
“linguistic immunity.” Affixoids such as -landiya, -siti, and -haus, as well as
foreign suffixes such as -ing, likewise perform the pragmatic function of
conferring global prestige and modernity upon a product??°,

The research also elucidated another important dimension of expressive
morphology: the role of suffixes expressing subjective attitude, including -jon, -
gina, and -voy. Such affixes overcome the consumer’s natural defensive barrier of
scepticism and transform formal communication into intimate, affectionate,
family-like interaction. For example, combinations such as shirintoylar tanlovi and
muzdekkina choy remove the product from the impersonal sphere of commercial
goods and activate subconscious associations of protection and security.
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The role of modal words and interjections in creating syntactic expressivity
was examined separately. According to D. A. Paramonov’s theory, modal words
function as a means of modifying the listener’s interpretive framework for
perceiving reality*?!. In Uzbek advertising, modal words were classified into the
following categories:

1. Expressions of absolute confidence and inevitability (albatta “certainly,”
so zsiz “‘undoubtedly,” mugarrar “inevitably”) — completely eliminate the
consumer’s doubts about the product.

2. Obligation and necessity (kerak “need to,” shart “must”) — mitigate the
categorical force of a command and transform it into a perceived life necessity.

3. Assumption and mitigation (balki “perhaps,” ehtimol “possibly”) —
function as a form of implicit irony or indirect criticism directed at competitors.

4. Emotional attitude (afsuski “unfortunately,” xayriyatki “fortunately”) —
evoke either fear of loss or relief and satisfaction associated with overcoming a
problem.

Interjections, in turn, were shown to constitute the centre of the advertising
message’s “emotional explosion'?2.” Drawing on the research of the Chinese
scholar Xu Shanshan, the study substantiated the existence of pronounced gender
differences in the use of interjections and modal words. In texts targeting female
audiences, interjections expressing emotion, delicacy, and empathy (Voy, Oh, le)
predominate and stimulate emotional pleasure rather than logical reasoning?. In
advertising addressed to men, particularly in the automotive, banking, and
technology sectors, overt emotionality is far less frequent; instead, short
interjections expressing dominance and decisiveness (Olg‘a! “Forward!”, Bas!
“Enough!”) and explicit modal assurances are preferred.

In conclusion, it was established that affixes, modal words, and interjections
in Uzbek advertising discourse are not merely grammatical units. Rather, they form
a highly nuanced psycholinguistic architecture that reduces the formal distance
between buyer and seller, renders communication more intimate, and achieves the
intended perlocutionary effect-prompting action-through the skilful manipulation
of gender-related values.

The second section of the chapter is entitled “Structure and Semantic
Relations of Expressive Sentence Constructions in Advertising Texts.”
Alongside all other levels of language, sentence structure, particularly expressive
and emotionally marked syntactic constructions, occupies a central and decisive
position in advertising texts. As Sh. Safarov emphasizes, in the process of speech
influence, linguistic devices do not merely reflect reality, but directly serve to
modify the listener’s behaviour in accordance with the speaker’s intention?,
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According to M. Hakimov, speech expressivity is closely connected not only with
the lexical meaning of words, but also with their arrangement within the sentence
and their intonational realization!?,

In Uzbek advertising discourse, the conventional sentence pattern (subject +
object/adverbial modifier + predicate) is deliberately disrupted. The principal
purpose of this process is to intensify communication, focus attention sharply, and
enhance emotional colouring. The research established that expressive syntactic
constructions in advertising texts are manifested primarily in the following forms:

1. Inversion (deliberate deviation from conventional word order). As D.
Egamnazarova'?® and M. Iminov!?” note, inversion alters the emotional appeal and
intensity of discourse. In Uzbek, where the predicate normally occurs at the end of
the sentence, placing it at the beginning of an advertising banner, as in “Keldi
intiqib kutilgan chegirmalar mavsumi!” (“The long-awaited season of discounts
has arrived!”) or “Taklif etamiz eng zamonaviy yechimlarni!” (“We offer the most
modern solutions!”), creates a strong sense of excitement and interest in the
consumer. Inversion accelerates the perception of action and gives it a sense of
immediacy, creating the impression that the process is unfolding ‘“here and
now.”1?8

2. Elliptical (incomplete) constructions. The principles of linguistic economy
and speech compression discussed by D. Lutfullayeva and G¢. Abdurahmonov!#°
are realized in advertising texts through the omission of the predicate or other
sentence elements. Examples include “Kelajak — biz bilan!” (“The future — with
us!”), where the verb quriladi (“is built”) is omitted, and “Sizga — qulaylik, bizga —
ishonch!” (“Convenience for you, trust for us!”). The omission of the predicate
transforms the text into a concise and memorable appeal and compels the
consumer to mentally reconstruct the missing element, thereby turning the
recipient into an active co-author and participant.

3. Parcellation (division of a sentence into logically separate segments). As
shown in the studies of M. Yo‘ldoshev*, breaking a long sentence into shorter
units separated by full stops, as in “Orzuingizdagi xonadon. Qulay shartlar bilan.
Shahar markazida.” (“The home of your dreams. On favourable terms. In the city
centre.”), encourages the reader to pause at each segment and emotionally process
what has been read. This increases the speed and intensity of message perception
and creates a distinctive “psychological staircase” within the text.

4. Rhetorical questions and vocatives (vocative sentences). Although
advertising is essentially monologic, that is, one-way communication, it frequently
disguises itself as dialogue. Questions such as “Uyingizda ta ’mir boshlandimi?”
(“Has renovation started in your home?”) actualize the consumer’s real-life
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problem and prompt an internal search for an answer. Vocative sentences and
forms of address, as substantiated by B. O‘rinboyev and N. Ahmedova, isolate the
consumer from the mass audience through expressions such as “Hurmatli
hamyurtlar!” (“Dear compatriots!”) and “Qalaysan do ‘stim!” (“How are you, my
friend!”), and function as a “psychological pause” that reduces interpersonal
distance and softens the categorical force of the message.

5. Contrast and negative constructions. As A. P. Skovorodnikov notes,
juxtaposition, as in “Ko ‘proq kutib, kamrog to‘lang!” (“Get more, pay less!”),
accelerates the consumer’s reasoning process and creates a sense that the correct
decision is being made. Likewise, negative elements such as yo ‘q (“no”) and emas
(“not™), as in “Ortigcha xarajatlarga o ‘rin yo‘q!” (“No room for unnecessary
expenses!”), serve to eliminate consumer doubts and reinforce affirmation.

6. Synesthesia (blending of sensory modalities). As B. Yo‘ldoshev observes,
combinations of words that are logically incongruent, such as “Mazali narxlar”
(“Tasty prices”) and “Yorgin ta’m” (“Bright taste”), blend visual, auditory, and
gustatory perception. Such unconventional combinability greatly enhances the
emotional attractiveness of advertising and strengthens its distinctiveness in a
competitive environment.

The third section of the chapter is entitled “Methods of Creating
Persuasive Impact through Sentence Types and Verbal Moods.” The highest
pragmatic objective of an advertising text is to influence consumer consciousness
and induce a concrete action, namely, a purchase®!. Linguistically, this objective is
realized primarily through the category of predication, particularly verbal moods
and sentence types such as declarative, interrogative, and imperative constructions.
The study demonstrates that verbal moods in Uzbek advertising discourse are not
merely grammatical forms, but complex socio-psychological mechanisms through
which the speaker’s personal volition, respect for the addressee, and implicit
control are expressed.

In Uzbek linguistics, there are divergent scholarly views regarding the
person categories to which the imperative-optative mood belongs, as reflected in
the works of A. G‘ulomov, A. N. Kononov, T. Xo‘jayev, V. V. Reshetov, and
other scholarst®2, Within the framework of the present research, and taking into
account the nature of Turkic languages as well as psychological factors, it was
demonstrated that the imperative-optative mood is manifested not only through
second-person forms, but also extensively through first- and third-person forms, as
substantiated by V. S. Khrakovsky and A. P. Volodin!33,

1. Pragmatics of second-person imperative-optative forms. In accordance
with the Uzbek national mentality, direct categorical commands such as ol (“take”)
and ich (“drink™) are frequently mitigated in advertising texts through markers of

181 Tapacos E.D. PeueBoe BO3jeiicTBHE: MCHXONOTMYECKUE U TICHXOJHMHTBUCTUYECKHE IIPpoOieMbl. — MoCKBa:
Hayka, 1986. — C. 45.

132 ITIykypos 1. ¥36ex Tunuaa debn maiimiapu tapakkuéta. — Tomkent: ®an, 1980. — B. 8.; Fynomos A.F. ®eni.
— Touikent: Y3®A, 1954. — B. 45.; Konono A.H. I'paMMaTHKa COBPEMEHHOTO Y36EKCKOrO JIHTEPaTypPHOTO SA3bIKA.
— Mocksa-Jleannrpan: M3n-8o AH CCCP, 1960. — C. 205.; Xyxaes T. ¥36ex tnanaa Oyiipyk maitmm: ®wumon.
(harmapu HOM3... muce. — Camapkana: CamlY, 1963. — b. 8.

133 Aslanova S. Imperativin grammatik seminos dair // ADU-nun Elwmi xadarlori. —2016. Ne 5. — S. 31.
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andisha, respect, and politeness, particularly the forms -ing and -ingiz. As early as
the eleventh century, Mahmud al-Kashgari noted in his Diwan Lughat al-Turk that
the suffix -ingiz was used among Turkic peoples to express respect'**. However,
under the influence of contemporary Internet culture and mass culture, advertising
targeting young audiences deliberately employs the informal second-person
singular form, as in “O‘ynasang, yutasan!” (“If you play, you win!”) and
“Shoshil!” (“Hurry!”). This technique breaks down the barrier of formality and
creates an atmosphere of friendly and immediate communication.

2. Inducement through the first-person plural form (inclusivity). The use of
first-person plural forms such as -aylik and -amiz constitutes one of the most
powerful psycholinguistic techniques in advertising, as in “Yorqin kelajakni
birgalikda quramiz” (“Let us build a bright future together”). This linguistic form
eliminates the distance between the speaker (seller) and the listener (consumer),
transforming them into members of a single collective and thereby creating
inclusivity. The consumer perceives not a command, but an appeal to solidarity
and joint action.

3. Influence through the third-person form -sin and negation. Sentences with
predicates marked by -sin, as in “Endi kimdir bundan-da mazaliroq deb ko ‘rsin-
chi!” (“Now let someone try to claim that anything is tastier than this!”), are
syntactically imperative but semantically express negation, namely the implication
that such a claim is impossible and that everyone must acknowledge the stated
superiority®®. Through this device, the consumer is psychologically drawn into an
implicit challenge or debate, while the text acquires the force of absolute
confidence.

Because human psychology naturally resists explicit commands, advertising
discourse actively exploits the functional transposition of verbal moods:

Inducement through the indicative mood: “Biz kelajak uchun javobgarmiz”
(“We are responsible for the future”). The use of present or future tense forms
persuades the consumer that action constitutes a social duty and an unavoidable
norm.

Inducement through the conditional mood: instead of a direct command, the
-sa form offers the consumer a polite suggestion and creates an impression of
diplomatic freedom of choice.

Verbal noun + kerak (“necessary”) construction: the syntactic pattern “Har
bir oilaga zarur” (“Necessary for every family”) appeals to the individual’s sense
of social responsibility, particularly the duty to care for one’s family, thereby
strengthening the intention to purchase.

The concluding fourth section of the chapter is entitled “The Relationship
of Grammatical Expressivity in Advertising Language to the Norms of the
Uzbek Literary Language.” In today’s information society, commercial messages
have ceased to function merely as instruments for selling goods and have become a
powerful social institution that shapes public consciousness and linguistic taste.

134 Komrrapuii M. Jlesony myrotut TypK. II sxumna. — Tomkent: Y3®A mamp, 1961. — B. 50.
135 Xon6oesa M. Byiipyk ramiap ceManTukacura goup // Y36ex Ty Ba agabuétu. — Tomkent, 2005. Ne2. — B. 104.
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The scholarly foundations of such influence are closely related to the theories of
“textual energy” and “expressivity”” advanced in linguistics by T. V. Matveeva and
V. N. Gridin**, Within the framework of the present research, the expressive force
of Uzbek advertising texts, including intensity and emotional pressure, was
examined as a phenomenon frequently produced through deliberate deviation from
linguistic norms; the extent to which such deviations conform to the rules of the
literary language was subjected to in-depth ecolinguistic and pragmatic analysis.

The observations show that, under conditions of intense market competition,
the need to attract consumer attention immediately encourages advertising creators
to employ techniques that conflict with the inherently agglutinative nature of the
Uzbek language. In particular, the artificial attachment of foreign prefixes such as
super-, mega-, ultra-, and hyper-—which indicate an extreme or excessive degree
of a quality—to Uzbek stems results in the formation of linguistic chimeras such as
super-narx, mega-arzon, and anti-dog‘. As S. E. Rodionova notes, although such
elements artificially maximize the perceived degree of a product characteristic and
create a strong psychological shock effect, they seriously disrupt the purity and
morphological architecture of the national language®®’. In addition, the illogical
layering of absolute superlative and comparative forms, as in eng zo rrog (“more
best”), constitutes grammatical tautology*®® and reflects the inadequate linguistic
competence of advertising copywriters while undermining the internal logic of
comparison in the language. As consumers become accustomed to such artificial
linguistic chimeras, the “linguistic immune system” of the national language
gradually weakens.

Violations of syntactic norms have acquired an equally serious character. In
an effort to ensure the brevity of advertising slogans and as a result of direct
calquing from foreign languages, particularly Russian and English, constructions
alien to Uzbek syntax are becoming increasingly widespread. For example, instead
of the normative “Toshkent shahri bo ‘ylab yetkazib berish bepul” (“Delivery
throughout Tashkent is free”), forms such as “Toshkent yetkazib berish bepul” are
used; similarly, “Siz uchun qulaylik” (“Convenience for you”) may replace the
more syntactically appropriate “Sizga qulay” (“Convenient for you”). Such
artificial constructions violate the logical principles of syntactic subordination.

One of the most significant innovations of the research is its examination of
the grammatical crisis in the digital environment, particularly on the Internet. In
order to adapt advertising to users’ rapid scrolling behaviour and “clip thinking,”
linguistic compression in online advertising has reached an extreme degree. First,
texts are fragmented into elliptical segments composed primarily of nouns and
adjectives, frequently without predicates, thereby displacing the complex logical
structure of language, as in “Yangi uy. Arzon narx. Bugunoq oling.” (“New home.

136 Marpeesa T. B. U3smepurs suepruro tekcra // Quaestio Rossica. — Exarepun0ypr, 2017. Bem. 5. — C. 838,;
I'puana B. H. OxcnpeccuBHOCTS // JIMHTBUCTHYECKHHA SHITHKIIONIEMYECKHI cioBaps. — Mocksa: Hayka, 1990. — C.
591.

137 Poguonosa C. E. CeMaHTUKa MHTEHCHMBHOCTH U €€ BHIPQKEHHE B COBPEMEHHOM PyCCKOM s3bike // IIpoGiaeMbr
(hyHKIMOHATBHOM rpaMMaThkH... — CankT-IleTepOypr: Hayka, 2005. — C. 164.

138 TIlomakcynos A., Pacynos U., Kyurypos P., Pycramos X. Y30ex THIM CTHINCTUKACH. — TONIKEHT: YKUTYBUH,
1992. — B. 120.
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Low price. Buy today.”). Second, a form of “hashtag syntax” has emerged in
which words are mechanically juxtaposed without grammatical relations and are
arranged primarily for SEO algorithms, as in  #biz bilan bo ling
#eng_arzon_narxlar. Third, punctuation marks and emotion-expressing words are
increasingly replaced entirely by emojis or pictograms. This tendency represents a
shift away from alphabetic writing toward a quasi-hieroglyphic mode of
expression; as B. Mengliyev emphasizes, when linguistic errors become
widespread and are accepted by society as habitual usage, they inevitably
contribute to the linguistic impairment of future generations®3°.

Drawing on the ecolinguistic theories of V. G. Kostomarov and A. P.
Skovorodnikov, the study concludes that the mass violation of literary language
norms under the guise of “commercial creativity” contributes to the deterioration
of linguistic and aesthetic taste. In order to protect Uzbek advertising discourse
from this linguistic crisis, the following practical recommendations were
developed:

1. To establish, through legislation, a mandatory system of state linguistic
examination for mass-media and outdoor advertising texts;

2. To introduce a unified “Code of Linguistic Ethics and Literary Norms”
for copywriters and marketers;

3. To develop specialized open-access software, using the capabilities of IT
linguistics, for the automatic correction of serious linguistic errors in Internet
advertising.

Ultimately, grammatical expressivity in advertising language should be
regarded not merely as a means of increasing sales, but as a highly responsible
domain in which language ecology and cultural values are put to the test.
Demonstrating that maximum pragmatic effectiveness can be achieved through the
rich internal resources of the Uzbek language without violating literary norms
constitutes a strategic task of contemporary philology.

CONCLUSION

As a result of the monographic investigation of the expressive-pragmatic
characteristics of phonetic-graphic and lexical-grammatical units in Uzbek
advertising texts from linguocognitive, psycholinguistic, and ecolinguistic
perspectives, the following generalized scientific-theoretical and practical
conclusions were drawn:

1. In contemporary linguistics, a clear distinction between the concepts of
“advertising text” and “advertising discourse” is a major methodological
necessity. While a text is a static and materially realized linguistic construct,
discourse is a dynamic and multidimensional communicative structure that
activates the text and integrates the speaker’s pragmatic intention, the listener’s
psychology, and the sociocultural context. The essence of advertising discourse
does not consist merely in the transmission of information; rather, it is a

139 Menrnues B. Xo3upru ¥36ek timu. — Tourkent: Tadakkyp, 2018. — B. 62.
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pragmatically centred phenomenon oriented entirely toward achieving a
perlocutionary effect.

2. Expressivity in advertising language is not merely a stylistic device that
embellishes speech or enhances its aesthetic quality. It is a complex
psycholinguistic instrument that connects the individual’s subjective inner world
with objective reality and incorporates the potential of emotionality and evaluation.
Expressivity activates the orienting reflex in the human brain, overcomes logical
and critical barriers, and functions as an implicit force that facilitates the direct
penetration of information into the subconscious.

3. The most scientifically appropriate approach to classifying the devices
that generate expressivity in advertising texts is to move beyond traditional
grammatical frameworks and categorize them according to their mechanisms of
pragmatic influence. Accordingly, linguistic units may be divided into four major
cognitive groups based on the specific functions they perform in consumer
consciousness: 1) attention-attracting devices (attractors), 2) devices that reduce
psychological distance (phatic devices), 3) subconscious suggestive devices
(suggestors), and 4) devices of rational persuasion (argumentators). Such a
classification fully reveals the internal psychological architecture of advertising.

4. The multifaceted and anthropocentric nature of advertising discourse
makes it methodologically inappropriate to investigate it by means of a single
research method. The scientific effectiveness of the research depends on an
integrated polyparadigmatic synthesis of pragmalinguistic, psycholinguistic,
cognitive-discursive, ethnolinguistic, and corpus-based methods. At the same time,
critical discourse analysis and ecolinguistic approaches serve as the principal
methodological criteria for identifying the potentially harmful impact of
advertising on language ecology, national mentality, and ethical norms, while also
ensuring the sociocultural and moral significance of the research.

5. The phonetic expressivity of advertising texts represents a complex
pragmatic synthesis of verbal artistic devices rooted in national philological
traditions and the principles of contemporary phonosemantics. The purposeful
repetition of consonants and vowels encodes the conceptual properties of a product
at the phonetic level in accordance with the principle of cross-modal
correspondence, activates other sensory modalities, and generates conditioned
reflexes and implicit trust toward the advertised product.

6. The long-term retention of advertising slogans in memory is directly
associated with the use of rhythm and rhyme as mechanisms of language play. In
this process, national cultural codes and strategies of stylization based on precedent
texts function as major perlocutionary factors capable of generating strong
confidence even in the absence of logical argumentation, while also facilitating the
easy and contagious dissemination of the advertising message.

7. As a polycode text, contemporary advertising relies heavily on the
predominance of visual-graphic devices. The geometry of typefaces, the
psychological semantics of colours, and non-standard writing techniques function
as independent iconic signs, or visual metaphors, that reach the brain prior to the
lexical meaning of words and determine the pragmatic orientation of the text.
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8. The selection of phonetic and graphic devices in advertising texts is
directly conditioned by the social status and gender characteristics of the target
audience. Although such devices may be highly effective in attracting attention and
establishing psychological closeness with the audience, the widespread use of
orthographic and graphic deformations, including unconventional writing
practices, is emerging as an ecolinguistic threat that undermines national visual-
linguistic taste and diminishes the cultural status of the language.

9. Expressive vocabulary created in advertising discourse for the purposes of
naming new concepts and achieving linguistic economy, particularly neolexemes,
contamination, and hybridization, constitutes a leading mechanism of intellectual
attraction. From an ecolinguistic perspective, however, the artificial violation of
word-formation norms and the indiscriminate attachment of foreign affixes to
native stems, resulting in linguistic chimeras, disrupt the natural morphological
balance of the language and contribute to the proliferation of macaronic speech in
society.

10. Various figurative devices used in advertising texts function as a
cognitive bridge that translates the product’s dry technical characteristics into the
emotional and psychological language of the nation. By combining hyperbole and
figurative meaning with national values and cultural-spiritual stereotypes, these
devices ethnopragmatically overcome the consumer’s internal defensive barriers
and create a strong sense of closeness to the product.

11. Proper names in advertising texts are not merely nominative markers, but
powerful manipulative instruments that exert cognitive, affective, and suggestive
influence on consumers. In particular, the use of everyday and historical toponyms
may confer upon a product the status of an absolute benchmark of quality;
however, their use to create an illusion and conceal the actual characteristics of a
product, that is, as a form of illocutionary deception, gives rise to a pressing issue
for forensic and legal linguistics.

12. Restricted lexical strata, including dialectisms, professional terms, and
jargon, constitute some of the most immediate means of establishing social
equality and psychological closeness with a target audience. Although such
vocabulary may endow a product with local colour or an image of expertise, the
proliferation of marginal and jargon-based vocabulary in the public advertising
space is an undesirable factor that may contribute to the deterioration of national
speech culture and therefore requires strict adherence to the principle of linguistic
responsibility.

13. Grammatical expressivity represents one of the most subtle levels of
linguistic influence, in which subjective-evaluative affixes, modal words, and
interjections function as implicit means of managing consumer psychology. These
devices create an architecture of absolute assurance and rational confidence in
relation to the product and, by activating powerful emotions in the consumer’s
subconscious, transform formal advertising text into vivid, sincere, and human-
centred communication.

14. The purposeful deformation of conventional sentence structure through
inversion, ellipsis, and parcellation creates an interactive mode of information
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processing. The segmentation of a sentence into logical units moves the reader
beyond the position of a passive observer and turns them into an active participant
who independently reconstructs the logical gaps in the text and becomes directly
involved in the decision-making process, thereby enhancing communicative
immediacy.

15. The principal communicative objective of advertising—inducement to
purchase, or imperativity—is realized in Uzbek not through explicit and harsh
commands, but through the functional transposition of verbal moods in accordance
with culturally embedded principles of andisha, courtesy, and respect. The indirect
expression of imperativity through the conditional or indicative mood, conveyed in
the form of advice or benevolent suggestion, represents one of the most distinctive
ethnopragmatic features of Uzbek advertising discourse, creating in the consumer a
sense not of obligation, but of voluntary choice and personal interest.

16. The pursuit of persuasive effectiveness by any means for commercial
purposes is increasingly leading, particularly in digital and Internet environments,
to violations of the norms of the Uzbek literary language. Hashtag syntax
associated with “clip thinking,” verbless constructions, and the substitution of
grammatical structures with emojis have become factors that, under the pretext of
linguistic economy, undermine the logical and structural integrity of the national
language. This situation requires a high degree of ecolinguistic responsibility from
contemporary advertising creators and, at the state level, makes the establishment
of continuous linguistic examination of advertising texts an urgent and
indispensable task.
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BBEJIEHUE (anHoTauus auccepranuu Jokropa Hayk (DSc))

AKTYaJIbHOCTh W  BOCTPe0OBAHHOCTHL TeMbl Juccepranuu. B
COBPEMEHHOM MHPOBOM SI3bIKO3HAHUHU HAYYHBIC UCCIICIOBAHUS TEKCTOB MACCOBOM
KOMMYHUKAIINH, B YaCTHOCTH PEKJIAMHOTO JUCKYpCa, B MIParMaMHTBUCTUYECKOM,
MICUXOJIMHTBUCTUIECKOM M KOTHUTHBHOM acCIIeKTaX, HAIpPaBIICHHbIC HA BBISIBICHHC
WX JIMHTBUCTUYECKUX OCOOEHHOCTEH, CIIOCOOCTBYIOT YKPCIUICHUIO TO3UINN |
MOBBIIICHUIO CTaTyca HAIEro S3blka B MHPOBOM U HH(POPMAIMOHHOM
npocTpaHcTBe. B y30€KCKOM SI3bIKO3HAHMM TakXke TpeOOBaHMEM BpEMEHU
ABJIIETCS] JaJIbHEHIlee COBEPUICHCTBOBAHUE TEOPETHUECKUX TMPE/ICTABICHUNA O
OpUpoOAEe  PEKIAMHBIX TEKCTOB, B YacCTHOCTH 00 JKCIPECCUBHBIX U
MaHUITYJISITUBHBIX CBOMCTBaX HMCIOJB3YEMbIX B HHUX SI3bIKOBBIX CPEJCTB. JTO, B
CBOIO Ouepe/ib, O0YCIOBINBAET HEOOXOAUMOCTh CUCTEMHOTO MOHOIPa(UyeCcKoro
ucciaenoBanusl (POHETUKO-TPAPUISCKUX H  JICKCHKO-TPAMMATHYCCKUX  CIIMHUIL
y30€KCKUX PEKIIAMHBIX TEKCTOB B AKCIIPECCUBHO-TIPArMaTHYECKOM aCIIeKTE.

B MupOBOM S3BIKO3HAHWM K YHCIAY AaKTyalbHBIX 3a7a4 OTHOCSATCS
MParMaJIMHTBUCTUYECKOE W  KOTHUTHBHOE M3YYCHHE S3BIKOBBIX  CIUHHUII,
oOnanaronux (popMamsHON U COIEepPIKaTEeIbHON CYITHOCTHIO; UX pacIlpeielIiCHHE 110
CEMaHTHYCCKAM TpylHmaM B paMKaX IOJHUKOJOBBIX TEKCTOB C BBISBICHHEM
(bYHKIIMOHATBHO-CTHIINCTUIECKUX OCOOCHHOCTEH; MCCIeTOBAaHUE DYKCIPECCUBHBIX
CBOMCTB JIGKCMYECKUX U TPaMMATUYECKUX €JIMHUII, UCTOJIb3YEeMbIX B PEKIaMHOM
cpene; ompeneraeHUe OCHOBaHMKW uX auddepeHIrManud O  Pa3IUYHBIM
NICUXOJMHTBUCTUYECKUM  TpyINaM, a TakKe BCECTOPOHHEE  HU3Y4YCHHUE
OCOOEHHOCTEW pealu3ali KakJI0HM OSKCIPECCUBHOW €IMHMIIBI B PEUYEBOM
nporecce.

B ronmpr He3aBUCUMOCTH, OCOOCHHO B PE3yJIbTaTe WHTEHCHUBHOTO PA3BUTUS
CBOOOJHOM pPBHIHOYHOM SKOHOMHUKHM B Hallle CTpaHE M paclIMpeHust HuppoBOTro
MeANaNnpOCTPaHCTBa, peKiIaMHas cepa momyumna OecnperenenTHoe pa3Butue. B
COOTBETCTBHH C 3THM, BCJICICTBUC YCUJICHUS BHUMAHUS K COXPAHCHUIO SI3BIKOBBIX,
MIPOCBETUTEIIbCKO-XYI0KECTBEHHBIX OCOOCHHOCTEH M DKOJIOTHH HAIETO s3bIKa B
WH(OOPMAITMOHHOM  TPOCTPAHCTBE, TEMATUYECKHH JHAIla30H HCCIEAOBaHUI
3HAUMUTEIBLHO  pacmupseTcs. B 4acTHOCTH, TPOBOAATCS  MacIITaOHbBIE
WCCJICIOBAHMS  JINTEPATypHO-XYAOKECTBCHHBIX M SI3BIKOBBIX  OCOOCHHOCTEH
pPEKJIaMHBIX TEKCTOB, CTaBIIUX HEOTHEMJIEMOW YAaCThIO JTyXOBHOW JKU3HU U
00BEKTOM MaccoBOro ImoTpeOJicHHs B oOmiecTtBe. Bmecte ¢ TeM «...Ham
HEOOXOMMMO JO0OUTHCS TOBBIMICHUSI A()(PEKTUBHOCTH HAYYHBIX HCCICTOBAHUMH,
CBSA3aHHBIX CO CBOEOOpPa3HBIMH OCOOCHHOCTSIMU y30EKCKOTO SI3bIKa, €ro
TUATICKTaMH, HWCTOPUYECKUM  Ppa3BUTUEM W  TEPCIEKTUBAMH, KOPEHHOTO
yJIy4IIEeHHs] Ka9eCTBA MOATOTOBKYU KaapoB»!. B CBA3M ¢ 3THM B KauecTBe OIHOM U3
aKTyaJIbHBIX 33J1a4 BBIJIBUTAIOTCS TITYOOKOE OCMBICIICHHUE SI3LIKOBBIX OCOOCHHOCTEH
y30€KCKHUX PEKIaMHBIX TEKCTOB, aHaJU3 XYJIOXECTBEHHBIX BO3MOXKHOCTEH U

1 Mupsuées I11.M. Y36ex THIira 1aBiat THIX MAaKOMU GepuyiraHMHUHT 30 HHIUIHrUra GaruiIaHraH TAHTAHAIM
Mapocumuard HyTK. 21 okta6pb, 2019 #mn. https://president.uz/uz/lists/view/2954
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HAIMOHAIBHO-KYJIBTYPHOHN CHEIU(UKHN UCTIOIb3YEMbIX B HUX SI3BIKOBBIX CPEACTB U
JIOBEJICHUE UX JI0 COBPEMEHHOTO MOKOJIEHHUS, & TAKXKE MPEJOTBPAILLIEHUE A3BIKOBBIX
OTKJIOHEHUHA ¢ OIIHUOOK, TMPOHUKAIIMX B OOIIECTBO IMOCPEACTBOM S3bIKa
pexiiamMbl. B 1aHHOM acmekTe HccleJoBaHUuE SKCIPECCUBHO-TMPArMaTHUYECKUX
ocoOeHHOCTeW (POHETUKO-TpaPUUECKUX U JIEKCUKO-TPAMMATHUYECKUX EIUHUIL
y30€KCKUX PEKJIAMHBIX TEKCTOB HA JIMHTBOKOTHUTHUBHON OCHOBE MPEJCTaBISET
co0oil ompenenEHHbId BKJIAJ B Pa3BUTHE COBPEMEHHOTO WH()OPMAIMOHHOTO M
PEKIAaMHOTO $I3bIKa; OCOOYIO0 aKTYaJdbHOCTh TNPUOOPETAET TAaKKE BBISBICHUE
CTpaTeruil SI3bIKOBOIO BO3JCHCTBUS, WCHOJIB3YEMbIX aBTOPAMHU PEKJIAMHBIX
TEKCTOB (KomupaiTepamu), U (YHKIHOHATHLHO-CTUIMCTUYECKUX OCOOCHHOCTEN
TEKCTa.

Hacrosiiiee uccnenoBanue B ONpelieIEHHON CTENEHU CIYKUT pealii3alyu
3amad, o0o3HaueHHBIX B ykazax Ilpesupenta PecnyOnuku Y3o0ekuctan No VII-
4958 ot 16 derpans 2017 roga «O madbHEWIIEM COBEPIIIEHCTBOBAHUU CHUCTEMBI
nocJIeBy30BCcKOro oopazoanusi», No YII-5850 ot 21 oktsa6ps 2019 roga «O mepax
N0 KapAMHAIBHOMY TOBBIIICHUIO POJU U aBTOPUTETa Y30EKCKOrO sI3bIKa B
KadecTBe rocyaapcTBeHHOro s3bika», Ne YII-6084 ot 20 oktsaops 2020 roga «O
Mepax IO JaJIbHEHUIIEMYy pPa3BUTHIO Y30€KCKOTO $3bIKa M COBEPIICHCTBOBAHUIO
S3BIKOBOM MONMUTHKKA B cTpaHey, Ne VII-6097 ot 29 oxtsa6ps 2020 roma «OO6
yrBepxkaeHnn Konnenmuu passutua Hayku 10 2030 roma», Ne VII-60 or 28
suBapst 2022 rona «O Crparerun passutus Hooro Y3bekucrana na 2022-2026
roab»y, No VII-158 ot 11 centabps 2023 roma «O Crpareruu “Y30eKkucTaH —
2030”»; 3akone Pecniyonuku Y36ekuctan Ne 3PY-776 ot 7 utonst 2022 roga «O
pexname»; moctaHoBieHusx [Ipesumenta PecmyOommku Y30ekuctan Ne T1I1-2789
or 17 ¢eBpans 2017 roga «O Mepax Mo AaJbHEHIIEMY COBEPIICHCTBOBAHUIO
JEATEIbHOCTH AKaJeMHH HayK, OpraHu3alluu, YNpaBjieHUs U (UHAHCUPOBAHUS
Hay4YHO-HCCJIEA0BaTENbCKON AesTenbHOCTHY, Ne TT11-2909 ot 20 anpensa 2017 rona
«O Mepax MO JaJbHEWIIEMY pa3BUTHUIO CHUCTEMbl BBICIIETO OOpa30BaHUSNY,
nocta”oByienuu ot 29 ampenst 2019 rona «O06 yrBepxaeHnn Konneniuu pa3BuTHs
CHUCTEeMBl HapoaHOro ooOpaszoBaHus PecnyOmuku Y306ekucran mo 2030 roma», a
TaKke B JPYTrMX HOPMAaTUBHO-NPABOBBIX JOKYMEHTAX, OTHOCSIIMXCS K JTaHHOW
chepe nesaTeIbHOCTH.

CooTBeTcTBHE  HCCJIEJOBAHWSI  NPUOPUTETHBIM  HANPABJEHUSIM
Pa3BUTHS HAYKM M TEXHOJOTrHil pecnyOauku. lccienoBaHue BBINOJIHEHO B
COOTBETCTBHM C MPUOPUTETHBIM HampaBiIeHUEM | pa3BUTHS HAYKH, TEXHOJOTUN U
WHHOBaIMi pecnyonuku: «DopMUpPOBAaHUE CHUCTEMbl MWHHOBAIIMOHHBIX HACH U
MyTH WX peaju3allid B COIMAJIbHOM, MPAaBOBOM, SKOHOMHUYECKOM, KYJbTYPHOM,
JTyXOBHO-TIPOCBETUTEILCKOM ~ Pa3BUTUM  HUHGPOPMAIMOHHOTO  OOIIecTBa U
JIEMOKPATHUYECKOT'0 TOCY1apCTBAY.

0030p 3apy0esKHBLIX HAYYHBIX HCCIEA0BAHMIA 110 TemMe guccepranuu’. B
COBPEMEHHOM MHPOBOM SI3bIKO3HAHWUU HCCIIEIOBAHHUS MAaCCOBOM KOMMYHUKAIIUH,
MEIMAJIMHTBUCTUKKM W PEKIAMHOTO  JIUCKypca B MOparMaTU4ecKOM,

2 00630p 3apyOeKHBIX HAYYHBIX HCCIIEJIOBAHMNA 1O TEeME€ AWCCEPTAlUM OCYIIECTBIEH HAa OCHOBE MAaTEpHAIIOB
https://www.researchgate.net, https://scholar.google.com, https://www.scopus.com, https://www.msu.ru,
https://www.rudn.ru, https://www.ox.ac.uk, https://www.uva.nl, https://www.ankara.edu.tr u qpyrux ¥CTOYHUKOB.
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NICUXOJMHIBUCTUYECKOM W KOTHUTHUBHOM acClleKTaX, a TakKe BbISBICHHUE
HKCIIPECCUBHBIX OCOOCHHOCTEH S3BIKOBBIX W HES3BIKOBBIX EIUHUIl PEKIAMHBIX
TEKCTOB  OCYILIECTBIAIOTCS B BEAyIIMX HAyYHBIX LEHTPaAX U  BBICHIMX
o0pa3oBaTeNIbHBIX YUPEKICHUAX MUpa, B ToM yucie B University of Pennsylvania,
University of California, Northwestern University (CIIIA), Lancaster University,
Oxford University (BenmukoOputanus), University of Amsterdam (Hunepmanmsr),
Sorbonne Nouvelle (®panmus), Peking University (KHP), University of Tokyo
(Amonust), MOCKOBCKOM TOCYJAapCTBEHHOM YyHHBepcuTere wumeHun M.B.
JlomoHocoBa, PoccuiickoM  yHHBepcuTeTe  Jpyx’Obl  HapogoB, CaHKT-
[TeTepOyprckoM rocyaapCTBEHHOM YHUBEpPCHTETE, ['0Cy/apCcTBEHHOM WHCTHTYTE
pycckoro s3bika umeHn A.C. Ilymkuna (P®), Istanbul Universitesi, Ankara
Universitesi, Hacettepe Universitesi (Typums), Baki Dévlot Universiteti
(AzepOaiimkaH), a Takke B TalIKEHTCKOM TOCYJapCTBEHHOM YHUBEPCUTETE
y30€KCKOTO si3bIKa U IuTepaTyphl iMeHn Anuiiepa HaBou, ucTuTyTe y30€KkcKoro
A3bIKa, JINTEPATYphl U Qoiibkiopa AkageMun HayK Y30ekucrtana, HarmonanbHoM
yHHUBepcuTeTe Y30ekucraHa, DepraHcKOM TOCYJapCTBEHHOM YHHUBEPCUTETE U
CamMapkaHCKOM rocy1apCTBEHHOM yHUBepcuteTe (Y30eKucTan).

B MupoBOM s3bIKO3HaHUM B OOJACTH HM3YyUEHMs] PEKIAMHOIO JUCKypca,
JMHTBOIPArMaTHUECKUX U SKCIPECCUBHBIX 0COOEHHOCTEN MEIUATEKCTOB MOJTyUeH
P HaydyHbIX  pE3yJabTaTOB, B  YAaCTHOCTH:  pacKpbiTa  TOJUKOAOBas
(KpeoJM30BaHHAs) MPUPOJIA PEKIIAMHBIX TEKCTOB U CHHTE3 COJAEPM AIIUXCS B HUX
BU3yaIbHO-TpaPUUECKUX W BEpOAJIbHBIX D3JIEMEHTOB, OOOOIICHB MEXAHU3MBbI
pedueBoro Bo3nedcTBuaA Ha anpecata (University of Amsterdam, Lancaster
University); BBISIBJICHBI IICUXOJIMHTBUCTUYECKUE 51 CyITE€CTUBHBIE
(BO3MIEUCTBYIONIME HA TMOJCO3HAHUE) MEXAHU3Mbl PEKJIaMHBIX TEKCTOB, HX
nepJIOKyTUBHAsT A()(PEKTUBHOCT, M MAHHUITYJSITUBHAS CYIIHOCTh (MOCKOBCKHiT
roCcyapCTBeHHBIN YHUBEpCUTET, Poccuiickuii yHUBEPCUTET APYKObI HAPOIOB); HA
OCHOBE KOMITApaTUBUCTCKOTO TMOAXOAa C MPUMEHEHHEM JIMHTBOKOTHUTHBHBIX U
ATHOJIMHTBUCTUYECKUX METOJIOB packpeITa BO3JICHCTBYIOIIAS cuia
MParMaToHMMOB, HEOJIOTU3MOB M JKCIPECCUBHBIX CUHTAKCUYECKUX KOHCTPYKITUI
B MaccoBoif kommyHukanuu (University of California, Ankara Universitesi); f3bIk
KOMMEPUYECKON M COLUAIBHON PEKIJIAMBbI MCCIEAOBAH B ACIEKTE MEXKYJIbTYPHOU
KOMMYHHKAIMH, JUCKypC-aHAIW3a W OKOJIMHTBUCTUKUA (DKOJIOTUM  SI3BIKA)
(TamkeHTCKUN TOCYIapCTBEHHBIN YHUBEPCUTET Y30CKCKOTO SI3bIKA M JIUTEPATYPHI
uMmenn Anumiepa HaBou, HalimoHanbHbINA YHUBEPCUTET Y30€KUCTaHA).

B MupoBOM S3BIKO3HAHWK MO TMpoOJeMaM pPEKIaMHOTO JUCKypca U
parMaTUKA MEAMATeKCTOB HAyYHBIC HCCIIECIOBAHHUS OCYIISCTBIISIOTCS TIO PSAy
MPUOPUTETHBIX HAIpPaBJICHUN, B TOM 4YHCJC: PACKPBITHE IParMaTHYECKHX,
COLIMOJIMHTBUCTHYECKUX W  TICUXOJMHTBUCTUYECKMX  AaCIEKTOB  PEKIaMHBIX
TEKCTOB; BBISBJICHUE DKCIPECCHUBHBIX OCOOCHHOCTEH (OHETHUKO-TpadhUUECKUX U
JEKCUKO-TPAMMATUYECKUX  ©IUHUI[ TEKCTa; KOTHUTUBHOE  HCCIICIOBAHUE
MaHUITYJISITUBHON TIPUPOJBI AUCKYypCa PEKJIaMbl M CBS3EH C OOIIECTBEHHOCTHIO,
CTpaTeTU ¥ TAKTUK pPEYCBOTO BO3JACUCTBUS; aHAIU3 OSKOJUHTBUCTUYCCKUX
npoOseM si3bIKa peKiIamMbl B CPEACTBAX MacCOBOW WH(MOpPMAIUU M HHTEPHETE
(mudpoBoii pekiame), BKIIOUas OTKIOHEHUS OT SI3BIKOBBIX HOPM U TPOSIBJICHHUS
S3BIKOBOTO  BaHAANM3Ma;  PACcCMOTPEHHE  OCOOCHHOCTEW  KpeosM3aluu
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KOMMEpPYECKUX TEKCTOB  (B3aMMOJECHCTBUSA  TEKCTa, IBeTa, mpupra U
M300paKEHMsI) B paMKaxX MEPEeBOJOBEIACHUS W JIMHTBOKYJIbTYPOJIOTHHU, a TaKkKe
CO37laHME HAIMOHANBHBIX JIMHIBUCTUYECKUX KOPIYCOB Ha 0a3e peKJIaMHbIX
TEKCTOB.

CreneHb W3y4YeHHOCTH NPoOjeMbl. B MUpPOBOM S3bIKO3HAaHUU 0CO0OE
BHUMAaHUE YAENSIETCA PACCMOTPEHHUIO SI3bIKOBBIX €IMHUI] HE TOJBKO KaK CpEICTBa
KOMMYHUKAIIMM, HO W KaK MOIIHOTO MEXaHM3Ma BO3JICUCTBUS Ha CO3HAHUE U
MCUXUKY YEJIOBEKa, a TakKe Ha OOIIECTBEHHBIE MpollecChl. TeopeTnueckue
B3IJISIIbl HA TIParMaTU4ecKoe, KOTHUTUBHOE U MCUXOJIMHIBUCTUYECKOE M3Yy4YCHUE
MacCOBOM KOMMYHHKAIIUW, B YaCTHOCTH PEKJIAMHOTO JUCKypca, CHOPMHUPOBAIINCH
eni€ B cepearHe XX BeKa U K HACTOSIIEMY BPEMEHH JIOCTUIJIM BBICOKOTO YPOBHSI
pa3BUTHSAL.

B wmupoBoMm s3blkO3HaHUM U GUIOCOPHUH pEUeBOE BO3ICHCTBHE U
MaHUITYJISITUBHAS ~TPUPOJA  SI3bIKA  BIIEPBBIE CTadM OOBEKTOM  U3YYCHUS
MPEACTABUTENICH NParMajluHIBUCTUKA W KOTHUTUBHUCTUKH. «Teopust pedeBbIX
aktoB» JIx. Octuna u JIx. Cépnsa o00CHOBaJIa MOJOXKEHUE O S3BIKE KaK CHUJIE,
CHOCOOHOM OCYLIECTBIATH JAEHCTBHE M NPEOoOpa3OBBIBATH JCHCTBUTEILHOCTD,
T.A. Ban /[lelK 3aJI0)KWJI OCHOBBI KPUTHYECKOTO AUCKYpPC-aHAJIU3a U PACKPHLI
B3aMMOCBSI3b MEX/Y TEKCTOM U BJIACThbIO (BoszelicTeuem)®. Takue yuénble, kak I11.
bammu, K. Banapuec, O. Cenup, wuccieays mnpooOJeMbl 3KCIPECCUBHOCTH,
AMOIMOHATILHOCTY U (OHOCEMAHTHUKH (3BYKOBOTO CHMBOJIM3MA), Jl0Ka3alu
HEMOCPEJCTBEHHOE BO3JCHCTBUE S3BIKOBBIX €IMHUI] Ha AMOIMOHAILHYIO chepy
yenoseka®. Kpome Toro, xorautusucTel M puiocodsl K. Bronep, B. Kénep, M.
Hxoncon, JIx. Jlakodpd, D. Kaccupep packpbull HCKIIOYUTEIBHYIO POJIb
MeTaOpBI U A3IKOBOTO HKOHU3MA B MOIETMPOBAHHUY YEJIOBEUECKOTO MBIIIICHHs®,
[lcuxomnorusi pekjgamMbl, TOBEJAECHUE MNOTpeOuTeNel, BU3yaJdbHOE BOCIPUSITHE U
CEMaHTUKA I[BETa TOJYyYUSIM TIyOOKOE OCBEIICHHE B TpPyAaX TaKUX KPYITHBIX
crienimanuctoB, kak T. Kénur, K. bose, Y. Apenc, O. AponcoH, P. Apuxeiim, M.
[Tactypo, D. Xemnep, T. JI’Dnp’. JlaHHBIE HCCIIET0BAHNS BBIABUIN YHUBEPCAIBHBIE
MEXaHU3Mbl  YOCXKICHHS  ayJAUTOPUU  TOCPEACTBOM  CPEACTB  MacCOBOU
uHdopMaIuu, BO3JCHCTBUA Ha TMOACO3HAHME UM (POPMUPOBAHUS TOBEICHUS,
OpUEHTHpOBaHHOTO Ha noTpebaeHue. B s3piko3nanuu ctpan CHI' u poccuiickoit
JUHTBUCTUKE  MPOOJIEeMBbI  PEKJIAMHOTO  TEKCTa, MNParMaiMHIBUCTUKU U
MEIUAJIMHTBUCTUKHU HUCCIEIOBAaHbl JIOCTATOYHO IIUPOKO W YCIOBHO MOTYT OBITh
nojpas/ejaeHbl Ha HECKOJbKO HapaBICHUH.

Ecnu Teopernueckrne OCHOBBI JIMHTBUCTHMKM TEKCTa M TEOPUU JUCKypca
3asoxkenbl B Tpyaax W.P. lansnepuna, H.[. ApytionoBoi, B.I'. I'aka, E.C.
KyOpsikoBOit®, TO HENOCPENCTBEHHO JIMHTBUCTHYECKHE M CHHTAKCHYECKUE

3 Cépmb Ix.P. Uro Takoe pedeBoit akr? // Hosoe B 3apybexHoii muarsuctuke. Bom. 17. — Mocksa: Ilporpecc,
1986. - C. 151.

4 Jleiix T.A. Ban. Jluckypc u BiacTh: PenpeseHTalus JOMUHUPOBaHHs B A3bike. — Mocksa: JluGpokom, 2013. — C.
45.

5 Bammu 111. ®panmysckas cTumuctika. — Mocksa: M31-Bo mHOCTpanHO# muteparypsl, 1961, — C. 142,

6 JTakod¢ Hx., Jxxorcon M. MeTadopsl, KOTOpsIMHU MBI skuBeM. — Mocksa: YPCC, 2004. — C. 25.

"Bose K.JI., Apenc Y.®. Cospemennas peknama. — Tonbsarru: Msaatensckuii gom Josrans, 1995. — C. 704.

8 Tampnepun M.P. TekcT kak OOBEKT JHMHTBMCTHYECKOTO McclenoBanus. — Mocksa: Hayka, 1981. — C. 18;
Apyrtionosa H.JI. Tuckypc // JIuarBucTHdeckunii sHIMKIONEMYECKni cioBapb. — Mocksa: C3, 1990. — C. 136; I'ak
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OCOOCHHOCTH PEKJIAMHOTO TEKCTa PaCKpbITBl B PaHHUX MOHOTpadHUUeCKux
uccienopanusx J1.9. Pozenransa, H.H. KoxteBa, E.B. Ilecoukoro, T.H. JIuBmum u
apyrux yuéHsix’. Teopusi ICHXOJNMHTBUCTUKA M PEYEBOTO BO3JEHCTBMS HAIIa
oTpaxkeHue B uccienoBanusax A.A. JleontseBa, E.®. Tapacora, JI.H. Y3nanze u
A.H. Jle6enena-JIrooumonal®. [TpoGsiemMbl S3BIKOBOM OIEHKH, SKCIPECCUBHOCTH U
koHHoTanuu uccienoBansl B.H. Tenueit, E.M. I'ankunoiti-®enopyk, E.M. Boasd,
B.WM. Illaxoeckum, JI.A. TlapamonoBeiM''. B pOCCHICKON JIMHTBHCTHKE
HEOJIEKCEMBbI, SI3BIKOBasi HWrpa HW OCOOCHHOCTHM JIEKCUKHM OTPaHUYEHHOIO
ynoTtpeOnennsi B s3bIke pekimambl  ucciaenoBadbl B.3. CanamkoBeiM, C.B.
Unwsacosoit, JLII. Amupu, T.A. I'puaunoit, M.B. Tepckux, H.B. Yriosoii, I'".A.
[Toranosoiil?; mpuposa Kpeoan30BaHHBIX TEKCTOB M IparMaTtuka mpudra — B
paborax E.E. Amucumosoii, O.B. Ocerposoii'®; ponocemManTHka u oHOMATONEs
BcecTOpoHHE ocBenleHbl B Tpynax C.B. Boponuna, A.Il. XKypasnésa, B.A.
TamkuHoBoH,

Tumonoruss MMIIEpaTUBHOCTH W TIparMaTHKa MOOYXKISHUS HCCIeT0BaHbI
Takumu yuéHbiMH, Kak B.C. Xpaxosckuii, A.Il. Bonomun, E.M. Bensesa. Eciu
peKJIaMHasi OHOMACTUKAa M MPUPOJIa MParMaTOHMMOB HAXOJUJIUCh B IIEHTPE
HayyHoro BHuManus H.B. Ilomonwckoit, A.A. Ydumnenoit, E.C. Otuna, O.B.
KupnuyeBoii u Ipyrux ucciepoparelneiil®, To oTkIoHeHH 0T HOPMBI B PEKJIaMHBIX

B.T". S3pikoBbie peoOpa3oBanns. — Mocksa: IlIkona «S3siku pycckoit mutepaTypbi», 1998. — C. 628; KyOpskosa
E.C. SI3p1k u 3HaHue. — MockBa: SI3bIku cnaBstHCKOM KyiabTyphl, 2004. — C. 92.

% Posenrans J1.9., Koxtes H.H. SI3pIk peKJIaMHBIX TeKCTOB. — MockBa: Briciias mxkona, 1981. — C. 127; Ilecoukuit
E. CoBpemennas peknama. Teopuss u npaktuka. — PocroB-Ha-[lony: ®enukc, 2001. — C. 320; JluBmun T.H.
Crierdrika peKksiaMbl B IparMaTHYECKOM M IMHTBUCTHYECKOM actiekTaX. — Taraapor: M3a-so TPTVY, 1999. — C. 45.
10 JleoutseB A.A. OCHOBBI HCHXOJUHTBHCTHKH. — Mocksa: Cwmbic, 1997. — C. 142; Tapacos E.®. Peuepoe
BO3JICHCTBHE: MCUXOJOTUYECKUE U TICUXOJMHTBUCTHUECKHE TIpoOsieMbl. — MockBa: Hayka, 1986. — C. 45; V3namze
J.H. Obmas ncuxonorus. — Mocksa: Cumeici, 2004. — C. 89; Jlebenes-Jlrooumor A.H. Ilcuxonorus pekiambl. —
Cankr-IlerepOypr: [Tutep, 2002. — C. 71.

11 Tenus B.H. Pycckas ¢paseonorus. CeMaHTHUECKUH, MParMaTHIECKUii U JIMHIBOKYJIBTYPOJIOTHYECKUI aCTIEKTHI, —
MockBa: S3biku pycckodt KymbTypbl, 1996. — C. 214; Tankuna-®enopyk E.M. OO0 53KCHpecCHBHOCTH U
SMONMOHANEHOCTHU B si3bike // COOpHHK cTaTed Mo s3bIKo3HaHWI0. — MockBa: MI'Y, 1958. — C. 103; Bomsgp E.M.
@yHKIMOHANbHAS ceMaHTHKa oueHku. — Mocksa: Hayka, 1985. — C. 63; Illaxosckuii B.WM. JIuHrBuctuueckas
Teopus sMoumi. — Mocksa: ['Ho3uc, 2008. — C. 52; IlapamonoB [I.A. ®eHOMEH I'paMMaTHYECKOI'O BBIPAKEHUS
MOJIaJIbHBIX 3HAYEHUH B COBPEMEHHOM PYCCKOM SI3BIKE B CBETE 3KCIPECCHBHOCTH: aBToped. IHc. ... A-pa ¢uirom.
Hayk. — Mocksa, 2010. — C. 16.

12 Cannukor B.3. Pycckuil A3bIk B 3epkajie S3bIKOBOI UIpbl. — MockBa: S3bIKH CaBAHCKOM KynbTypsl, 2002. — C.
552; Nnesacosa C.B., Amupu JLII. SI3pIkoBast urpa B KOMMYHHUKaTHBHOM mnpocTtpaHcTtBe CMU u pexmambl. —
Mocksa: ®munta, 2012. — C. 145; I'pununa T.A. SI3pikoBas urpa: CTEpeoTHN W TBOpUecTBO. — ExarepunHOypr:
VYpan. roc. men. yH-T, 1996. — C. 78; Tepckux M.B. Jlekcuka orpaHHYEHHOTO YMOTpPEOJIEHUS B peKiame:
¢ynkuponanpheiii acniekt // Heodunomorus. — 2025. — T. 11. Ne 1. — C. 58; Yrnosa H.B. YnorpeGienue
KAPTOHHBIX CJIOB B PEKIAMHOM TeKCTe // ANbMaHaX TEOPETHYECKUX M TMPHUKIAJHBIX HCCIEJOBAHUI PEKIaMbl. —
2016. Ne 1. — C. 49; IloranoBa I'.A. ®yHKIIMOHMPOBAaHNE MHOS3BIYHBIX MOP(EM B PYCCKOM sI3bIKe Ha pybOexe XX-
XXI BexoB: aBroped. auc. ... kana. Guion. Hayk. — Hwkuanit Hosropona, 2014. — C. 3.

13 Auncumosa E.E. JIMHrBUCTHKA TEKCTA U MEXKKYJIBTYpHas KOMMyHHUKanus. — Mocksa: Akanemust, 2003. — C. 128;
OcerpoBa O.B. Llpudr B peknamHom amzaiiHe: Ha npumepe mewarHoil monurpaduueckoil W Ipecc-peKsiaMbl:
aBToped. AuC. ... KaH]. ¢puioin. Hayk. — Boporex, 2005. — C. 112.

14 Bopomun C.B. OcHoBbl (oHocemanTuku. — Jlenunrpan: Usp-so JIT'Y, 1982. — C. 68; XKypasnes A.IL
®donerndeckoe 3HaueHue. — Jlenunrpaa: Msa-so JII'Y, 1974. — C. 160; TamkuHoBa B.A. ®oHOCeMaHTHUeCKast
CTPYKTYpa HOJIMKOZOBOTO TEKCTA: JHC. ... KaHJ. (puion. Hayk. — [Iepms, 2022. — C. 230.

15 Xpakosckuii B.C., Bonogun A.Il. CemaHTHKa M THIOJOrMs MMIepaTuBa: Pycckuii ummepatus. — JleHuHrpan:
Hayka, 1986. — C. 36; bensesa E.W. I'pammaruka u mparmMatuka moOyXKISHHS: aHTIMHACKUIN S3bIK. — BopoHex:
BI'Y, 1992. - C. 168.

16 Tlononbekas H.B. CnoBaph pycckoil oHomacTuueckoil TepmuHonoruu. — Mocksa: Hayka, 1988. — C. 108;
Youmnea A.A. Jlexcuyeckoe 3HaueHHe. [IpHHIMII CEMHOJIOTMYECKOTO ONMMCaHUs Jiekcuku. — MockBa: Hayka,
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TEKCTaX IOABEPIVINCh KPUTHYECKOMY AaHAJIM3y B pPaMKaxX OJKOJIMHIBUCTHUKHA B
tpyaax B.I'. Kocromaposa, A.Il. CkoBopoanukona, E.C. Kapa-Myp3sl u apyrux
yaEHBIX '

B 0oTe4ecTBEHHOM  SI3bIKO3HAHMM HCTOPHMSL M3YyYEHHs BHYTPEHHUX
BO3MOXXHOCTEM $3bIKA M DSKCIPECCUBHBIX CPEACTB BOCXOJIUT K OECCMEPTHBIM
Tpynam Maxmyma Kamrapu u Anmmepa Hasou'®. B coBpeMeHHOM y30€KCKOM
A3BIKO3HAHUU JJAHHBIE BOIPOCHI UCCIEIYIOTCS CUCTEMHO. B 4acTHOCTH, IPUHIIUIIBI
IrPaMMaTUYECKOTO CTPOsi Y30€KCKOTO $I3bIKa, CIIOBOOOpPA30BaHUS M PACIIUPEHUS
€ro CJIOBapHOro cocTaBa paspaboransl A. ['ymsmoBsiM, I'. AGaypaxMaHOBBIM, A.
XomxuesbiM, X. HebMaroBeiM 1 apyrumu yuéHbiMu'®, CTunucTuka y36€KCKOTro
s3bIKa, (Ppazeosioruss U CpeACTBa XyI0KECTBEHHON H300pa3uUTENbHOCTH IIMPOKO
ocBemieHsl B ucciaenoBanusasx P.  Kynrypoma, III. PaxwmarymmaeBa, A.
[llomakcynosa, X. Pycramosa, B. IOnnamesa®

B roapl HE3aBUCUMOCTH M TIOCIEAYIOIIMI IEPUOJ, B CBA3HU C YTBEPKICHUEM
AHTPONOLEHTPUYECKON MNapagurMbl B Y30€KCKOM SI3bIKO3HAHMM, HHTEHCHUBHOE
pa3BUTHE TOJYYWJIM [PAarMaJIMHIBUCTHKA, KOTHUTHBHAs JIMHIBUCTHKAa U
JMHIBUCTUKA TEKCTAa. J3HAYUTENIbHBIA KOPIYC HCCIEAOBAHWM B  JIAHHOM
HaIpaBJIeHUU TpuHamIexuT H. MaxmynoBy?!; BMecTe ¢ TeM MMeeTCs LENbIH Pl
pabotr kpymsbix yu€nbix III. CadapoBa, A. HypmonoBa, M. Xakxumona, C.
MymunoBa, [[. XynoioOepranosoit, M. IOngamesa, b. Menrauesa, P.
CaiiyiutaeBoii u gpyrux>2

CuHTaKcuYecKass 3KCHPECCUBHOCTb, aKTyalU3allMsl, 3JUIMICUC U BOKATHUBBI
IIMPOKO OCBEILEHBI B HAYYHBIX MccienoBaHuaX A. AOaymnaeBa, b. YpunoOaesa, A.

1986. — C. 27; Otun E.C. CioBapb KOHHOTATHBHBIX cOOCTBeHHBIX UMeH. — [lonerk: OO0 «HOro-Boctoky, 2004. —
C. 171; KuprimaeBa O.B. OHOMacTHKOH peknamHoro Texcra. — Bonrorpaa: BITIY, 2007. — C. 14.

17 Kocromapos B.T. SIsbikoBoil BKyc smoxu. W3 HabmrojeHuil Hajl pedeBOl MpakTUKOM Macc-menua. — Mocksa:
[Tegaroruka, 1994. — C. 84; CxoBopoanukoB A.Il. Dxonorus pycckoro szbika. — Kpacuosipck: COVY, 2016. — C. 25;
Kapa-Myp3a E.C. JluHreucruueckas 3KcrepTu3a pekiamHoro auckypca // KympTypa peun u addexruBHoe
obmenne. — Mocksa: @aunra, 2005. — C. 250.

18 Komrapuit M. Jleony ayrotut Typk. Il sxuna. — Toukent: Y3®A namp, 1961.; Anuuep Hagouit. Acapnap. Yu
TYpTHHYH ToM. — TomkenT: Fadyp Fynom Homunarn Axabuér Ba canpar HampuéTw, 1968.

19 FynomoB AF. ®ewn. — Tomxent: Y3DA, 1954. — b. 45; A6mypaxmonoB F. V36ex Tumm rpamMmmaTukacy.
Cuntakcuc. — Tomkent: ®an, 1996. — B. 112; Xoxues A. Cy3 sicanmuuy tu3umu. — Toukent: Ykutysun, 1989. — b.
34; Hewmaros X., Pacynos P. Y36ek Tumn cucrem nekcukonorusicu acocnapu. — Tomkent: Ykurysun, 1995, — b.
41.

2 KyurypoB P. Y36ex Tunmna tacBupmii Bocutanap. — Tomkent: ®an, 1977. — b. 154; Paxmarymnaes 111, V36ex
TUIMHUHT ¢pa3zeosioruk jgyraTu. — TomkenT: Komycnap 6om taxpupusrtu, 1992. — b. 12; Hlomakcynos A., Pacynos
W., Kynrypos P., Pycramos X. Y36ex T crumnctukacu. — Tomkent: Ykutysun, 1983. — Bb. 178; Pycramos A.
Cy3 xycycnaa cy3. — Tomwkent: Em reapams, 1987. — B. 14; Wymmomes B. V36ex ¢paseonormsicu Ba
(dpazeorpadusicu macananapu. — TomkeHnt: Myxappup, 2013. — B. 90.

2 MaxmyznoB H. Tun tuncumu taakuku. — Tomkent: Mumtoz so‘z, 2017. — b. 24; Maxmynos H. TunumMuzHuHTr
Tiiia canaury. — TomkeHT: Fadyp Fynom HOMM/IATH HAIIPUET- -matOaa wxoxauit yitn, 2012. — b. 12; Maxmynos H.
Vxmarummap — _06pasiu Tadakkyp Maxcyiu // V36ex timm Ba amabuétu. — Tomkent, 2011. — Ne 3. — B. 20;
Maxmynos H. VKI/ITquI/I HYTKd MaJaHuiTH. — TomkeHT: Anuimiep HaBouil HoMumaru V36ekucron Musumii
KkyTyOxoHnacu Hampuéry, 2007. — b. 45.

2 Cagapos IlI. Tlparmamuersuctuka. — TOMKeHT: Y30GeKMCTOH MHIUIMH DHIMKIONEIMSACH JlaBiaT HIMHi
nampuéty, 2008. — b. 34; Hypmonos A., MaxmynoB H., Comuxyxaesa C. Y36ek THIMHUHT Ma3MyHHil CHHTAaKCHCH.
— Tomkent: ®an, 1992. — b. 42; Xakumos M.X. V36ek THIMIA MATHHEHT rnparmMaTuk Tajgkuau. — TomkeHT: Dan,
2001. — B. 56; MymunoB C. Y36eKk MyIOKOT XyJIKHHHHT WKTHUMOMII-THCOHMH XycycusTnapu. — Tomkent: MaH,
2000. — b. 34; Xynoibepranosa J|. MaTHHUHT aHTPONOICHTPUK TaakKukH. — Tomkent: ®Pan, 2013. — b. 12;
ﬁynﬂomeB M. bagunii MATHHUHT JTUHTBOMIOATHUK Tagkuku. — TomkeHnT: @an, 2008. — b. 156; Menrnues b. Xo3upru
¥y30ek T, — Tomkent: Tadakkyp, 2018. — b. 62; Caiidpymiaesa P., Menrnues b. Ba 6omk. Xo3upru y30ex amaduit
T, — Tomkent: @an Ba rexnonorus, 2010. — b. 345.
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bo6oesoii, H. CanymnnaeBoii, O. bo3oposa, JI. Oramuazaposoii, T. Amnaspoa, M.
XonboeBoit u  Apyrux  yuéHeIX®. IIpoGmeMbl  IpaMMaTHYECKOrO U
CUHTaKCUYECKOI0 YPOBHEH, SI3bIKOBOM MHTEpP(HEPEHIIMU U HOPMbI UCCIEIOBAHbI B
Tpynax M. Opnazaposoit, Jl. Jlyrdymmaesoit, III. VYcmanoBoif; eauHHIIBI
oOpalieHdsi W BOKAaTHBBI TOJIBEPrHYTHl HaydyHoMy aHainuzy H. AxmenoBoii;
KOTHUTHUBHBIE AaCIEKThl TEPMHHOJIOTMM, HEOJOTMM W OHOMACTUKM HAaIllIu
OTpakeHHMe B McclenoBaHusx A. ManpamueBa, E. Omunosa, M. Ammesoit, JI.
IOnnamesa®,

B mnocnennue ronbl TakXke NPOBEAEH psii 3aCiIyKUBAIOIIUX BHUMAaHUS
UCCIIEIOBAaHUM, HEIOCPEICTBEHHO MOCBAIIEHHBIX Y30€KCKUM PEKJIAMHBIM TEKCTaM,
S3BIKY CPEICTB MAacCOBOM WH(GOpPMAllMU M COLMANbHOM KOoMMyHMKaiuu. [locme
pa6otel 3. ToXUpOBa, MOCBAIIEHHOM CTHIMCTUKE DPEKIAMBIZ®®, B MOCIEHYIOIIIE
ronbl OBUTM BBITIOJIHEHBI JAWCCEPTAMOHHBIC HCCICAOBAHUS TI0 OTACIBHBIM
HaIpaBJICHUSAM JaHHOW oOnactu. B dactHocTH, ucciaenoBanune K.K. KOcymnosoi,
MOCBSIEHHOE BBIPAKCHHUIO HWMIIEPATUBHOCTH B  pekiame, pabora .11
MaMupoBOil 1O M3YYEHHUIO COLMOJIMHTBUCTHUECKUX OCOOEHHOCTEH pPEeKIaMHBIX
TeKCTOB, wucciuenqoBanne JK.A. bakagupoBa, B KOTOPOM OCYIIECTBIEH
JUHTBOKYJBTYPOJIOTUYECKA  aHAIM3  COUMAJIBHOW  pEKJIaMbl, a  TaKke
MOHOTpaduyYecKue TPY/Ibl H.M. AmnnabepraHoBoid, pacKpbIBaroIIne
JIMHTBOKOTHUTHUBHBIE OCOOEHHOCTH PEKJIAMHBIX TEKCTOB, CO3Jlajid MPOYHYIO
HAay4YHYI0 OCHOBY Ul JalbHEHMIIEro pa3sBUTHs JAHHOTO HampapieHusZ. Kpome
toro, O. )KymaeB nmogBepr HaydYHOMY aHAJIA3Y POJIb HEOJOTU3MOB B pekiiame, a M.
By3pykoBa — mpupoly moOyauTeaIbHbIX KOHCTPYKIUK. CleayeT Takke OTMETUTh
uccnenosanus I1I. Mycradaesa, C. bynaroBa u apyrux y4€HbIX, MOCBSIIEHHBIE

KYJbTYPHO-TICUXOJIOTHYCCKUM 0COOEHHOCTSIM HBGTOBOﬁ CeMaHTI/IKI/IZY.

2 AGmynnaeB A. Y36eK THIMIA KCIPECCHUBINK U(BONANAIIHUAT CHHTAKTHK ycyiu. — Tomkent: ®an, 1987. — b. 6;
Vpun6oes b. Xosupru y36ex Tmamaa Bokatue Kareropus. — Tomkent: ®an, 1972. — B. 37; BoGoesa A. Xo3upru
36k amabmii Tranaa TYaMKeH3 ramiap. — Tomkent: ®an, 1978. — b. 44; Cagynmaesa H.A. V36ex tummyHocuria
tymukens ramiap // Buxoro davlat universiteti ilmiy axboroti. — Byxopo, 2020. Nel. — B. 170; Bo3zopos O. ¥36ek
TWIAJA TallHUHT KOMMYHHKATHB (aKkTyan) Ty3wimmmd: ¢mion. ¢aH. Hom3. ..jauc. — Daprona, 2004. — Bb. 12;
Sramuazaposa J|. TanmHunr akTyan GYIMHUIIE KoHIENuschH. — Aummkon, 2021. — B. 118; Anmaépos T.P. V36ek
TIIAAard OyApPYK Ba CYPOK KOHCTPYKUMSUIAPHHUHT JHHTBOIIOITHK Xycycustinapu. — ['ymmcron, 2020. — b. 14;
Xon6oesa M. Byiipyk rammap cemantukacura goup // Y36ek THmn Ba agabuérn. — Tomkent, 2005. Ne2. — B. 104.

24 3puazaposa M. ['paMMaTHK MabHO JMCOHMII Ba NPAarMaTuK OMIJLIAP SXJIUTIMTHAA. — TOIIKeHT: AKajeMHamIp,
2016. — b. 155; JIyrdymnaesa . MycTakW/UIMK AaBPH PACMUI-HIOPABHIA I YCIyOW TapakKKUETH. — TOIIKEHT:
Extremum-press, 2020. — b. 95; Ycmonosa 1. JIuarsuctik uHTepdepeHiius Mmyammoaapu // Xoprwkuii Guionorus.
— Camapkang, 2017. — Ne 2. — b. 14; Axmenosa H. ¥36ek tuan Myposxaat 6Gupmukiapu. — Tomkent: Haspys, 2009.
— b. 5; MazgBamue A. V36ek TepMHHOTOTHICH Ba JIeKcHKorpaduscu mMacananapy. — Tomkent: Y3MD, 2017. — B.
384; Omunos E. I'moGannantys gaBpy MyOIMIUCTHKACH THIMHUHT TapakkuéTn. — Tomkent: Nodirabegim, 2020. —
b. 140; AnueBa M. Peknama JUCKYpCUHUHT JTUHTBOKOTHUTHB TaaKUKU. — TomkeHnT: ®Pan, 2019. — b. 45; FOnnames
J. ATOKIM OTJIapHUHT aHTPONOLIEHTPUK TaaKUKU. — Tomkent: Huxon, 2021. — b. 86.

2 Toxupos 3.T. OAB peknamanapy yciyOusaTy Hazapuscu Ba amanuéru. — Tomkent: Yuusepcurer, 2006, — B. 22.
2 }Ocynosa K.K. V36ex Tmimiaru pekiiaMa MaTHIapHa HMIEPATHBIMK Ba YHUHT udoxananuuy. dumon. das. ...
PhD mucc. — Tomkent, 2022. — Bb. 15; Mamuposa JI.III. Y36ek pexnamMa MaTHIAPMHHHT COINHOIHHIBHCTHK
xycycustiapu. ®unon. dan. ... PhD gucc. — Tomkent, 2024. — B. 18; Bakamupos JXK.A. V36ex Ba uHrims
TWUIAPUIATH KTHMOHH PEKIIaMaIApHUHT TUHTBOMagaHui Tankuku. Ounon. ¢ad. ... PhD mucc. — Tomkenr, 2023.
— b. 20; Anmabepranosa H.M. V36ex Tuanaaru pekiiaMa MaTHJIAPHHHHT JTHHIBOKOTHHTHB XycycusTnapn: Do
(bani. O¥inga cdamnc. mokt. (PhD) ... aucc. aBroped. — TomkenT, 2026. — B. 14.

27 Kymaep O. Pexnama MaTHIApUIa HEOTOTM3MIAPHUHT YpHH // Y36ex iy Ba anabuétu. — Tomkent, 2012, — Ne
6. — B. 70; Buzrukova M. O‘zbek badily matnida undash konstruksiyalari // Xopwxwuii ¢punosnorus. — Camapkasn,
2020. — Ne 1. — B. 108; Mycradaes II1.H., Bynaros C.C. Haxxmunmua Kyopouunr “Jlaroud wazapusicu” // Journal
of Igro. — Camapxkanz, 2024. — B. 102; bynaros C.C., Axano b. Paur ncuxonorusicn. — Tomkent: ®an, 2003. — b.
45,
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HecMoTpst Ha mMpoKuid KPyr MCCIEIOBAHUMN, BBIMOJHEHHBIX B MUPOBOM U
OT€UECTBEHHOM SI3bIKO3HAHWM, Y30€KCKHME pEeKJIaMHble TEKCThl B YCJIOBHSX
COBPEMEHHOW TJIoOanu3anuu u IdpoBoro uHGOPMAIMOHHOTO OOMEHa 10
HACTOSIIIIETO BPEMEHM HE HCCJIEAOBAHBl KOMIUIEKCHO KaK  IIETOCTHBIH,
MOJIMKOJIOBBI M MaHUMYJSITUBHBIA AUCKYypc. B y30€KCKOM SI3bIKO3HAaHUM MO-
NpPEKHEMY  OCTa€Tcs  OTKPBITBIM  BONPOC  MOHOTpaUuecKoro  MU3y4eHUs
HKCIPECCUBHO-TIPArMAaTUYECKUX OCOOEHHOCTEH (POHETHKO-TPAPUISCKUX CPEICTB
y30€KCKHUX PEKJIAMHBIX TEKCTOB B OPTraHUYECKOW CBS3U C 3aKOHOMEPHOCTSIMHU
HAITMOHAIBHOTO MEHTAJIUTETa, MPH CHUCTEMHOM YYETE MOCTHKEHUNW MHPOBOTO
SI3BIKO3HAHUS B 00JaCTH MEXAaHW3MOB BO3JICHCTBHS B MacCOBON KOMMYHHKAITUH,
OKOJIMHTBUCTUKH,  MEIWATUHTBUCTUKA W KOTHUTHBHOM  CTHJIMCTHKH.
HeoOxoaumMocTh BOCHOJHEHHS MJAaHHOTO HAy4YHOro mipobena u  pa3pabOTKH
MParMaJIMHTBUCTUYECKUX W DKOJMHTBUCTHYECKHX  MOJACNIEeH  y30EKCKOTO
pPEKJIaMHOTO JHMCKypca OMpeNesieT HOBH3HY U aKTyaJlbHOCTh MPOOJIEMBI,
MOCTAaBJICHHON B HACTOSIIEH AUCCEPTALIUU.

CBsi3b IMCCEPTAIMOHHOIO WCCJAEJI0OBAHUS C IJIAHAMH HAYYHO-
HCCJIEI0BATEILCKUX  paldoT  yuype:KIeHUusi, B KOTOPOM  BbINOJHEHA
auccepraums. lccienoBaHue BBIMOJHEHO B pamkax TeMbl «CoOBpeMEHHbBIC
HampaBJieHUs  y30€KCKOro  SI3bIKO3HAHMs:  MNpOOJIeMbl U PEIICHUS,
MPETYCMOTPEHHONW IIJIAHOM HAYYHO-HCCIIEOBATEIIBCKUX pabdOT HampaBlICHUS
y30eKkcKkoro si3blka MHCTUTYTa y30€KCKOro f3bIKa, JHUTEpaTypbl U (oibKiIopa
Akanemun Hayk PecnyOnmku Y30ekucTaH.

Hear wucciaegoBaHusi 3aKiIOYaeTCs B MOHOIPA(QUUYECKOM H3YyYECHHH
JMHTBOMPArMaTHICCKNX, KOTHUTUBHBIX M TICUXOJWHTBUCTHYECKHX OCOOCHHOCTEH
y30EKCKUX PEKJIIAMHBIX TEKCTOB KaK IEJIOCTHOW CHCTEMBI, BEISIBJICHUN MEXaHU3MOB
BO3JICUCTBHSI  DKCIPECCHUBHBIX  (DOHETUKO-TPAPUIECKUX,  JICKCHYCCKUX U
rpaMMaTHYECKUX CPEICTB PEKIAMHOTO JUCKypca Ha IMCUXOJIOTHIO TOTpEeOuTENs, a
TAaK)K€ OMPENCICHUH HKOJIMHTBUCTUYECKUX TMapaMeTpoOB S3bIKa  y30€KCKOMU
pPEKIIaMBI.

3agaum nccjie0BaHuA:

COBEPIIICHCTBOBAHUE TEOPETUKO-METOJOJIOTUYECKHX OCHOB HCCIJICIOBAHUS
pPEKJIaMHOTO  TEKCTa U PEKJIaMHOTO  JUCKypca B  IParMaTuyecKoM,
MICUXOJIMHTBUCTUYECKOM ¥ KOTHHUTHBHOM acTEeKTax, a Takke pa3paboTka
MIParMaKOTHUTUBHON KJIAaCCU(DHUKAIINN SKCIIPECCUBHBIX CPEJICTB;

OTIPEEIICHUE aTTPAKTUBHOTO (TpUBJIEKAIOIIETO BHHMAaHUE) 151
CYITeCTUBHOTO (YOEXIAroero U MmoOyKIaroIIero) noTeHnnana GOHETUYECKUX U
rpauUecKuX CpencTB B Y30CKCKHX PEKIIAMHBIX TEKCTaX, OIEHKA WX TCHJICPHBIX U
COITMOKYJIbTYPHBIX OCOOCHHOCTEM;

000CHOBaHUE JIMHTBOKYJIBTYPHBIX KOHHOTAITUH IKCIPECCUBHOMN JIGKCUKUA U
CJIOB OTpaHUYEHHOU cdephl yIOTpeOIeHMs, HCTIONB3YEMbIX B PEKJIaMe, a TaKKe UX
POJIM B CTPATETUSIX MAHUITYJISITUBHOTO YOCKICHUS;

0o00OCHOBaHME TparMaTudeckux (QyHKIUH  CPENCTB  AKCIPECCHUBHOM
mMopdororuu (adhPurcoB CyOBEKTUBHOM OIEHKH, HHOS3BIYHBIX TTPEPUKCOB, (Hopm
IJIar0JIHOTO  HAKJIOHEHWS)) Y CUHTAKCUYECKHX KOHCTPYKIHMM (MHBEpCHUH,
AIUTUTICHCA, TMAPUEIUIAINN, PUTOPUYECKUX BOMPOCOB) B Y30EKCKUX PEKIAMHBIX
TEKCTax;
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OIICHKA OTKJIOHEHHUH OT JIMTEPATYPHBIX HOPM B SI3BIKE PEKIIAMBbI (SI3BIKOBBIX
XHMEep, THOPHUAN3AINU, S3BIKOBOTO BaHJANIHM3Ma) C TO3UIMA SKOJUHTBUCTUKH H
KPUTHYECKOTO  JIMCKypc-aHalm3a, a Takke pa3paboTka  MPaKTUIECKUX
PEKOMEHIAII TI0 PETYIUPOBAHUIO TAHHOU C(HEpHI.

O0BbeKTOM HCCIeI0BAHUS SBIISIOTCS TEKCTHl KOMMEPUYECKOH M COLMaIbHON
pekIamMbpl Ha Y30€KCKOM s3bIKE, BKIIIOYAs pPEKJIaMHBIC MaTepHallbl IMEYaTHBIX
W3JIaHUN, TEICBUIACHUS, PaIN0, HAPYKHBIC PEKIIaMHbIC OaHHEPHI, a TAKIKE PEKIIaMy
B ceTd VIHTEepHET M COIMAaIbHBIX CETSX.

IIpeaMer mccieq0OBaHUSI COCTABISIIOT AKCIPECCHBHO-TIPAarMaTHYECKUE,
TICUXOJIMHTBUCTUYECKAEC W JKOJUHTBUCTUYECKHEC OCOOCHHOCTH  (DOHETHKO-
rpaUIeCKuX U JIEKCUKO-TPAMMATHYCCKUX €IUHMUII, UCIIOJIB3YEMBIX B Y30EKCKHX
pPEKIIaMHBIX TEKCTaXx.

Metoabl wucciaenoBanus. B guccepTanmu MCMOJIB30BAHBI  METOIBI
MParMajJMHIBUCTUYECKOTO  aHall3a, KOTHUTHUBHO-TUCKYPCHUBHOTO  aHaJuU3a,
KPUTHUYECKOTO JUCKypC-aHaln3a, MICUXOJIMHTBUCTUYECKUN u
HEHPOJUHTBUCTUYECKUNA  TIOJIXOJIbI,  ATHOJIMHIBUCTUYECKUA  aHAIU3 |
CPaBHUTEIHHO-TUTIOJIOTMUYECKUN METO/I.

HayuyHasi HOBU3HA UCCJIEIOBAHMS 3aKITIOYACTCS B CIIEIYIONIEM:
MIparMaKkoOTHUTHUBHAS M TICUXOJMHTBUCTHYECKAs MPHUPOJA PEKIAMHOTO TEKCTa U
pEKIIaMHOTO  JWCKypca  pasepaHudeda, a  HOBas  MparMakKOTrHUTHUBHAS
KJIacCU(HUKAINS SKCIPECCUBHBIX CPEJICTB, OTIMYAIOIIASCS OT MX TPAJAUIIMOHHOMN
JIMHTBOCTPYKTYPHOU Kiaccudukaiuu, paspabomana,

BU3yaJIbHO-JIMHTBUCTHYCCKUE  KOIBI  BO3JACHCTBUA  (POHETHUCCKUX M
rpaUIECKUX CPEICTB B Y30CKCKOM PEKIAMHOM JIUCKYpPCE, OPUECHTHPOBAHHBIC Ha
IIEJICBYI0 ayJUTOPHI0, B TOM 4YHCJE Ha TCHIASPHBIC M COIMAIbHBIC TPYIIIHI,
8bIs6/1€HD;

Ha JIGKCHYECKOM YPOBHE KOTHUTHUBHBbIC (DYHKIIMM HEOJIOTU3MOB U
OKKa3MOHAJIM3MOB, TPOIIOB, a TaKK€ TOMOHMMOB M NPAarMaTOHUMOB KaK CPEICTB
«WJJIOKYTUBHOTO OOMaHa» M <«JIMHTBOTEPPUTOPHAIBHOTO BO3JCHCTBUM», a TAKKE
pOJIb JIEKCUKM OTPAaHWYEHHOTO yMOTPEOJICHUs B CO3MaHUM WHTUMM3AIUU
000CHOBAHYL;

HA TPAaMMAaTHYECKOM YPOBHE CYOBEKTHBHO-OIIEHOUHBIE CBOMCTBA aphuKCcOB
U WX CIIOCOOHOCTh BO3JCHCTBOBATH HA TIOJICOZHAHHWE TIOTPEOUTENS, a TaKKe
CMSATYCHHE WMIIEPATUBHOCTH IIOCPEJICTBOM YCIOBHOTO U  H3BSIBUTEIHLHOTO
HaKJIOHEHUH W (OPM TPETHhEro JHIA KaK TPOSBICHUE IMparMaTHKd y30€KCKOM
AHOUWU BbISIBIEHD;

OTKJIOHGHHSI OT S3BIKOBBIX HOPM B S3BIKE PpEKJIaMbl C TO3WUIUN
OKOJMHTBUCTUKA W KPUTHYECKOTO AUCKYpC-aHAIM3a OYeHeHbl, a KOHICIIIHN
«SI3BIKOBAsi XUMEpa» M «I3BIKOBOM HMMMYHHUTET» Ha MaTepualie PEKIaMHOTO
JUCKypca BIEPBBIC B Y30€KCKOM SI3bIKO3HAHUU B HAYUHBIN 000POT 668€0eHbl.

IIpakTHyeckue pe3yabTaThbl HCCIAENOBAHMS 3aKIIIOYAIOTCS B CIACAYIOMIECM:
JUTSL cO3/IaTeliell peKiiaMbl 1 MapKETOJIOTOB TMpeJIokeHa cuctemMa 3P GeKTHBHBIX
S3BIKOBBIX CPEACTB, COOTBETCTBYIOIIMX HAIMOHAJIHLHO-KOTHUTUBHOU TMPUPOJIC
y30€KCKOTO S3bIKa W CIIOCOOHBIX BO3/IEWCTBOBATh HAa CO3HAHHUE MOTPEOUTEIIS;
pa3paboTaHbI AKOJIMHTBUCTHYECKUE u parMaTu4ecKue KPUTEPHUH
(bUIOTOTHYECKOW JKCHEPTH3bl TEKCTOB HHTEPHET-PEKIaMbl, TCICBU3UOHHOW U
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HapY>KHOM peKJlaMbl, a TaKXe MNPEeJI0KEHbl PEKOMEHJAlMKU 0 YCTPAaHEHUIO
MPOSIBIICHUM SI3bIKOBOTO BaHJaIM3Ma B PEKJIAMHBIX TEKCTaX.

JlocToBEepHOCTH pe3yabTaTOB HCCJIeIOBAHMS onpeeseTcs
COOTBETCTBUEM n30paHHBIX TEOPETUKO-METO0JIOTUYECKHUX MOJIXOJI0B
TpeOOBAHUSIM COBPEMEHHON HAyKH, MAcIITaOHOCTBHIO (PaKTUUECKOro MaTepualla,
BKJIIOYAIONIETO THICAYM TMPUMEPOB, OTOOpPAHHBIX U3 CPEACTB MAacCOBOM
uH(OpMAIIMU, HWHTEPHET- W HAPY)KHOH pEKJIaMbl, BHEAPCHHEM IOJTYYCHHBIX
BBEIBOJIOB B TIPAKTUKY, a TaKXKe MyOJMKalUed pe3yJbTaTOB WCCICIOBAHUS B
ABTOPUTETHBIX PECITyOINKAHCKUX M 3aPYOCKHBIX HAYUYHBIX U3TaHUIX.

HayuyHnasi u npakTuyeckasi 3HA4YMMOCTh Pe3yJIbTATOB UCCJIeI0BAHMSI.

Hayuynasi 3HAa4YUMOCTH MCCJE€IOBAHUSl 3aKIIOYAECTCSI B TOM, HYTO
MOJIYYCHHBIC B HEM BBIBOJIBI M pa3pabOTaHHBIE HOBBIC TEOPETUUCCKUE KOHIICTIIIAN
000TamarmT TEOPETUIECKYI0 0a3y y30€KCKOW MparMaJuHTBUCTUKH, KOTHUTHBHOM
JIMHTBUCTUKHU, TICUXOJMHTBUCTUKHI U SKOJIUHTBUCTUKH.

IIpakTuyeckas 3HAYUMOCTH HCCJIeIOBAHUS oTnpeesieTcs
BO3MOKHOCTBIO HEMOCPEJICTBEHHOI'O HCIOJIb30BaHUSI MaTEpUaNIOB JHUCCEPTALUU
0Py CO3JaHUM YYEOHBIX MOCOOMH To aucuurmHaMm «lIparMamuHrBUCTHKAY,
«Menuanuureuctuka», «KorHutuBHasi JUHTBUCTHKAY», «[lcuxomorus pekiiambiy»
Ha (PUJIOJIOTHYECKUX U KYPHAIMCTCKUX (paKyIbTeTaX BBICIIMX OOpa30BaTEIbHBIX
YApeXKACHUH, a TakkKe B JEATCIBHOCTH PEKJIAMHBIX areHTCTB W IIEHTPOB
(UI0IOTUYECKON IKCTIEPTHU3HI.

BHeapenune pe3yiabTaTtoB HcciaeaoBaHus. Ha ocHOBe  HaydHBIX
pE3yNbTaTOB, TMOJYYEHHBIX TMPU HCCIACAOBAHMHM JKCIPECCHUBHBIX OCOOCHHOCTEH
dboHETHKO-TpaQUUECKHX H JIEKCUKO-TPAMMATHYECKUX CIUHHUIl B PEKIAMHBIX
TEKCTaX, B YACTHOCTH MParMaKkOTHUTHBHOW NPHUPOABI PEKIAMHOTO AHCKypca,
KOMMYHHUKATUBHOW  BO3JCHUCTBYIOIIEH CHUJIbI  A3BIKOBBIX €IMHUIl UM  HX
HKOJIMHI'BUCTHUECKUX OCOOCHHOCTEM:

Hay4YHbIE BBIBOJBI W PEKOMEHIAIMH, pa3pabOTaHHbIE OTHOCHUTEIBHO
HKCIIPECCUBHO-TIPArMAaTUYECKUX  BO3MOXKHOCTEH  (OHETHKO-Tpaduueckux u
JIEKCUKO-TPAMMATHYECKUX CPEJICTB PEKJIAMHBIX TEKCTOB, KOMMYHHKAaTHUBHOU
BO3JICUCTBYIONIEH CHJIBI SA3BIKOBBIX €IWHUIl M UX JIMHTBOAKOJOTUYECKUX
0COOEHHOCTEM, ObUIM HCIOIB30BaHbI B MpakTuyeckoM mpoekte AL-662204328
«CocTaBieHHEe W W3JaHWE TOJKOBOTO CJIOBAaps CIIOPTUBHBIX TEPMHHOB Ha
y30€KCKOM si3bIKE (CO3/aHhe€ MOOMJIBHOTO TPWJIOKEHHS U BeO-caiiTa cioBaps)y,
BBINIOJIHEHHOM B 2024-2025 ronax B MHCTUTYTE Y30€KCKOIO S3bIKa, IUTEPATYPHI U
dbonbkiiopa Akagemun Hayk PecnyOnuku Y30ekucTtaH (crnpaBka AKaJeMUU HayK
PecniyOnuku Y30exkuctan Ne 3/1255-2170 ot 30 uronsa 2026 roga). B pesynsrare
OBLTM YCOBEPIICHCTBOBAaHbI B HAyYHO-METOAMYECCKOM OTHOIICHHWH CJOBApHBIC
CTaThbU TOJIKOBOTO CJIOBApsl CIOPTUBHBIX TEPMHHOB, TIOBBIIIEHB TOYHOCTD,
MOHATHOCTh M KOMMYHHKATHBHas 3(P(EKTUBHOCTh TOJKOBAHHM TEPMHUHOB, a
TaK)ke 000TaIeHbl HAYYHO-METOANYECKIUE OCHOBHI CIIOBAPS;

HAy4YHO-TEOPETUYECKUE BBIBOJABI, pa3paboTaHHBbIE MO (HYHKIIMOHAIBHO-
CEMaHTUYECKUM OCOOCHHOCTAM (hOHETHKO-Tpa)UUECKUX CPEICTB, IKCIIPECCUBHBIX
ah(HUKCOB, OICHOUYHBIX JIEKCMYECKUX EAWHHUI] W TpaMMaTH4YeCKuX (opMm mpH
OTMMCAHUH 3MOIIUOHATBHO-IKCIIPECCUBHOTO COJIEPIKAHMS, OIIEHOYHON CEMaHTUKH U
nparMaTHYecknx (YHKIMA S3BIKOBBIX CIMHHI], OOpa3yIIMXCS B IpoIecce
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CIIOBOOOpPA30BaHMSA B PEKIAMHOM JIUCKypce, a TakkKe IpHU PACKPHITHU
HKCIIPECCUBHBIX BO3MOYKHOCTEN JEPUBALIMOHHBIX €IMHUL, ObUIM HCIOJIb30BaHbI B
(GyH1aMEHTaIbHOM IIPOEKTE «Teopernueckue OCHOBBI CUCTEMBI
CJIIOBOOOPA30BAHUSA B COBPEMEHHOM KapaKalllaKCKOM SI3bIKE», PEAIM30BAHHOM B
20242025 romax B KapakanmakCkoM Hay4YHO-HCCIIEIOBATEILCKOM HWHCTUTYTE
ryMaHuTapHbIX Hayk Kapakanmakckoro otneneHus AxkaaeMuu Hayk PecryOnuku
VY36ekucran (crpaBka Kapakanmakckoro Hay4YHO-HCCIEIOBATEIbCKOTO HHCTUTYTA
rymanuTapabix Hayk Ne 352/1 ot 27 wtons 2026 ronma). B pesynbrare HaydHO
000CHOBaHa HEOOXOJUMOCTh y4€Ta HKCIPECCUBHO-TIPArMaTHYecKoro MmoTeHIHAaIa
¢doHeTUKO-TpaUIECKUX U JIEKCUKO-TPAMMATUYECKUX CPEACTB B PEKIAMHOM
JICKYPCE;

PEKOMEHJAMM 110 TOBBIIICHUIO BO3JAEHCTBYIOLIEH CHJIbI PEKJIaAMHbIX
TEKCTOB, MX TOCTPOCHHUIO B KpPAaTKOW, CBSI3HOM M 3amoMUHaromieics ¢dopme,
YMECTHOMY HCIOJIb30BaHUIO (POHETUYECKOW T'apMOHMHU, MOBTOPOB, AJUIUTEPALIUH,
OLICHOYHOM JIEKCUKM U JIPYIMX 3KCIPECCUBHBIX SA3BIKOBBIX CPEJICTB ObLIN
UCIIOJIb30BaHbl NPU TOJArOTOBKE TOBAPHBIX MpPE3EHTALMN, PEKIAMHBIX TEKCTOB,
3(UpPHBIX AHOHCOB U NPOMOPOJUKOB KOMMEpPYECKOW mepenaun «Zargarshopy,
BbIXOAsIIEH B 3up Ha TenekaHane «Renessans TV», a Takke npu NOJATOTOBKE U
peaKTUpOBAaHUM Mpend(UpHBIX aHOHCOB mepenaun «Renessans minbariy u
TEKCTOB COILIMAIILHBIX POJUKOB TeJieKaHasa (crpaBka TeinekaHana «Renessans TVy»
Ne 112/2026 ot 3 aBrycta 2026 ronma). B pe3ynbrare HOBBILIEHBI TEKCTOBOE
KaueCTBO, BO3JCHCTBYIONIAsl CHJIA U IPUBJIEKATEIbHOCTh PEKJIAMHON MPOAYKIUU
TeJeKaHaja ISl ayJAuTOPUH, a Takke oOecleyeHa cojaeprKaTelabHash TOYHOCTb,
CTWJIMCTHYECKAs] CBA3HOCTb M JIyYlllas 3allOMHHAaEMOCTh IOATOTOBJICHHBIX
TEKCTOB;

PEKOMEHJAIMU 10 YCUJIEHHUIO SKCIPECCUBHOCTH PEKJIAMHBIX TEKCTOB,
LEJICHAIIPABICHHOMY  MCIIOJIb30BAaHUIO  CPEICTB  MPHUBJICYEHUS  BHUMaHUS
ayJIMTOpUH, BHIOOPY MPUPTOB W TpadUUECKUX PEIIEHUH B COOTBETCTBUU C
COJep’)KaHUEM peKJiaMbl, 3((PEKTUBHOMY HCIOIb30BAHUIO TICHUXOJIOTHUYECKOTO
BO3/ICICTBUS LIBETA, & TAK)Ke KOMMYHUKATHBHO 11€JI€CO00pa3HOMY MPUMEHEHUIO B
pEeKIaMHOM MpPaKTUKE TOHATHBIX MAacCOBOMY IOTPEOMTENI0 U  aKTHBHO
ynoTpeOasieMbIX 3aUMCTBOBAHHBIX €IUHUI] U MEXIYHApOAHBIX MapKETHHIOBBIX
TEPMUHOB OBUIM HCIHOJIb30BaHbl pekjIaMHbIM areHTCTBOM «FIDO studio» B
IpoLIecCe CO3JaHUsA W PENAKTUPOBAHMS PEKIAMHBIX KaMIIAHWUW, BUIEOPOIUKOB,
IM(POBBIX PEKIAMHBIX MAaTEPHANIOB, PEKJIAMHBIX MYyONMKAUUNA JJIs COLMAaIbHBIX
ceteil U mpoMoTekcToB, pazpadboranHbix s AKb «Hamkorbank», omnoro us
KPYIHBIX OaHKOB, OCYHIECTBISIOIIMX JACSITENbHOCTh B Hallleld cTpaHe (CrnpaBka
pexiiamHoro arenrctBa «FIDO studio» Ne 19/26-08 ot 3 aBrycra 2026 roga). B
pe3yinbTaTe ObUT YCOBEPILICHCTBOBAH MPOLECC CO3JaHUsl U  PEIaKTUPOBAHUS
PEKJIaMHBIX TEKCTOB B JIATEIBHOCTH areHTCTBA U CYIIIECTBEHHO MOBBIIIIEHA 00111as
3G (HEKTUBHOCTH PEKITAMHBIX KaMITAHUM.

AnpoGanus Ppe3yJbTAaTOB HMCCIeAOBaHUsSl. Pe3ynabTaThl HACTOSIIETO
UCCIIEIOBaHMUSI OOCYXKJAINCh Ha 2 MEXAYHapOAHBIX M 2 pecmyOIMKaHCKUX
HAYYHO-TIPAKTUUYECKUX KOH(PEPEHILIUAX.

Ony0uKOBaAaHHOCTH pe3yJabTAaTOB HccaenoBanus. [1o teme nuccepranuu
OIMyOJIMKOBAHO BCEro 22 Hay4dHbIX paboT, B TOM uwuciie 16 crareil B Hay4HbIX
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W3IaHUSAX, PEKOMEHIOBaHHBIX BhIciiel aTTecTalilmoHHOW Komuccuen PecnyOnuku
V30ekucTan g MyOJMKaIlMd OCHOBHBIX HAy4YHBIX PE3YJbTAaTOB JOKTOPCKHUX
JYCCepTalni, U3 HUX 3 CTaThu — B 3apyOEIKHBIX KypHAJIax.

Crpykrypa U 00béM auccepramuu. /[uccepranus COCTOMT W3 BBEICHUS,
YETBIPEX IJIaB, 3aKJIIOYCHMS, CIMCKAa HCIOJb30BAaHHOM  JIUTEpATypbl U
npuioxkeHuit. Oomuit 00bEM TUCCcepTaIIuy COCTaBIIACT 263 CTPaHUIIBI.
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