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Abstract. In the contemporary information society, media discourse plays a crucial role in shaping
public opinion, social attitudes, and cultural values through the strategic use of linguistic and semiotic
resources. This article investigates pragmatic strategies in media discourse with a particular focus on
advertising texts in English and Uzbek. Drawing on a linguopragmatic, multimodal, and discourse-
analytical framework, the study examines how verbal and visual elements interact to influence audience
perception, evoke emotional responses, and encourage specific patterns of behavior. The analysis is based
on selected examples of advertising texts, slogans, and visual imagery, allowing for a contrastive
exploration of universal and culture-specific pragmatic techniques. The findings reveal that while English
and Uzbek advertising discourse employs similar persuasive strategies—such as direct address,
emotional appeal, and positive connotation—their realization differs significantly due to cultural norms,
values, and communicative traditions. English advertisements tend to favor brevity, explicitness, and
individual-oriented messaging, whereas Uzbek advertisements emphasize implicit meaning, emotional
resonance, and collective cultural values. The study also highlights the importance of visual semiotics,
particularly the anchoring function of text in guiding image interpretation. Overall, the research
demonstrates that an integrated analysis of linguistic and visual pragmatic strategies is essential for a
comprehensive understanding of advertising discourse and offers valuable insights for media studies,
intercultural communication, and the development of culturally adaptive advertising practices.

Keywords: Pragmatic strategies, media discourse, contrastive analysis, linguopragmatics, cultural
context, multimodality.

Annotatsiya. Zamonaviy axborot jamiyatida mediadiskurs lingvistik va semiotik resurslardan
strategik foydalanish orgali jamoatchilik fikri, ijtimoiy munosabatlar hamda madaniy gadriyatlarni
shakllantirishda muhim o‘rin tutadi. Mazkur maqolada mediadiskursdagi pragmatik strategiyalar,
xususan, ingliz va o '‘zbek tillaridagi reklama matnlari misolida tadqiq etiladi. Lingvopragmatik,
multimodal va diskursiv tahlil yondashuvlariga tayangan holda, tadgiqotda verbal va vizual
elementlarning o ‘zaro taliri auditoriya idrokiga qanday talir ko ‘rsatishi, emotsional reaksiyalarni
yuzaga keltirishi hamda muayyan xulg-atvor modellari shakllanishini rag ‘batlantirishi tahlil gilinadi.
Tahlil reklama matnlari, shiorlar va vizual tasvirlarning tanlangan namunalariga asoslanib, pragmatik
usullarning universal va madaniyatga xos jihatlarini giyosiy o ‘rganish imkonini beradi. Natijalar shuni
ko ‘rsatadiki, ingliz va o ‘zbek reklama diskursida to ‘g ‘ridan-to ‘g ri murojaat, emotsional ta sir va ijobiy
konnotatsiya kabi o ‘xshash persuaziv strategiyalar qo ‘llanilsa-da, ularning ifodalanishi madaniy
me’yorlar, qadriyatlar va kommunikativ an’analarga ko ‘ra sezilarli darajada farqlanadi. Ingliz
reklamalari qisqalik, aniqlik va individual yo ‘naltirilgan xabar berishga moyil bo ‘Isa, o ‘zbek reklamalari
ko ‘proq implitsit ma’no, emotsional uyg ‘unlik va jamoaviy-madaniy qadriyatlarni ta ’kidlashga intiladi.
Shuningdek, tadqiqot vizual semiotikaning, aynigsa, matnning tasvir talginini yo ‘naltiruvchi “ankerlash”
(vo ‘naltiruvchi-cheklovchi) funksiyasining ahamiyatini yoritadi. Umuman olganda, mazkur izlanish
reklama diskursining kommunikativ tasirini to‘liq anglash uchun lingvistik va vizual pragmatik
strategiyalarni integrativ tarzda tahlil qilish zarurligini asoslaydi hamda media tadgiqotlari,
madaniyatlararo kommunikatsiya va madaniy moslashtirilgan reklama amaliyotini rivojlantirish uchun
muhim ilmiy xulosalar taqdim etadi.

128
www.uzresearchers.com

ISSN: 2992-8850


mailto:mmaftun0709@mail.com
https://doi.org/10.5281/zenodo.18666457

SCI E N C E TI M E VOLUME:4 ISSUE:?2 limiy jurnali
Scientific journal AL22:02. I L M V AQ T I

Kalit so‘zlar: pragmatik strategiyalar, mediadiskurs, chog ‘ishtirma tahlil, lingvopragmatika,
madaniy kontekst, multimodallik.

Annomayusn. B cogpemennom uHgopmayuoHnom oduecmsee MeouaoucKkypc uspaem Kiouesyro poib
8 opmuposaHuu 00WECMBEHHO20 MHEHUs, COYUANbHbIX YCMAHOBOK U KYIbMYPHbIX YeHHOCHell
HOCPEOCMBOM CMPAME2UIecKo20 UCNONb308AHUL TUHSBUCMUYECKUX U CeMUOMUYEeCcKUx pecypcos. B
OGHHOU Ccmamve paccMampusardmcs npazmamudeckue cmpamesuu 6 MeoUuaduckypce ¢ 0codbim
AKYEeHmMOM Ha peKlaMHble MeKCmbl Ha aHeIulickom U  y30exkckom azvikax. Onupascy Ha
JIUHEBONPACMAMUYECKUT], MYTbIMUMOOAIbHBIU U OUCKYPCUBHO-AHATIUMUYECKUL NOOX00bl, UCCIe008aHUE
amanusupyem, Kakum oopazom eepbanvHvle U 6U3VATbHbIE JJeMEeHmbl 83aUMOOeUCMEYIOm, GIUss Hd
gocnpusmue ayoumopuu, 6vi3vleds IMOYUOHAIbHbIE PeaKyuu U nooyxicoas K OnpeoeiéHHbM MOOelsim
nogeoenus. Anaiuz oCHOBAH HA OMOOPAHHLIX NPUMEPAX PEKAAMHBIX MEKCMO8, CI02AHO8 U GU3YANbHbIX
006pazos8, umMo No380/iem NPOBeCMU CONOCMABUMENbHOE UCCLE008AHUe VHUBEPCAILHBIX U KYIbIMYPHO-
cneyuguueckux npazmamudeckux npuémos. Pezynbmamvl nokaswiéaiom, 4mo, HeCMOMps Ha
UCNONb306AHUE CXOOHBIX NEPCYAZUBHBIX CMpamezuti — makux Kaxk npsamoe oopauwjenue, SMOYUOHANIbHAS
aneniayus U NOLONCUMENbHAS KOHHOMAYUs — 6 AHSAUNUCKOM U Y30eKCKOM DeKIAMHOM OUCKypce, uUx
peanuzayusi CyueCmeeHHo pasiudyaemcs 6 3d8UCUMOCTU Om  KYIbMYPHbIX HOPM, UYEHHOCmel U
KOMMYHUKAMUBHBIX — mpaouyui.  AH2l0A3bIYHAA — peKaama — Xapakmepuzyemcs  Kpamkocmyio,
IKCHAUYUMHOCMbIO U Opuenmayuell Ha UHOUBUOYATIbHbIE YEHHOCHU, M020d KaK Y30eKcKas pekiama
aKyeHmupyem UMHAUYUMHbIE — CMbICAbI,  IMOYUOHANbHYIO — BbIPA3UMENIbHOCb U KOJLIeKMUGHbLE
KYbmypHule YyenHocmu. B pabome marxoice noouépkueaemcs 3mauumMocms 6U3VATbHOU CEMUOMUKU, 8
YACMHOCMU «AKOPHOUY (QYHKYUU meKkcma, Hanpasisiowel uHmepnpemayuio uzobpascenus. B yenom
uccneoosanue  OeMOHCmpupyem, Ymo KOMIJIEKCHbIL —AHAAU3  JTUHSBUCMUYECKUX U  GU3YATIbHLIX
APazMamuieckux cmpamecuti AGIAemcsi HeoOXOOUMbIM YCA08UeM OJil 6CeCMOPOHHe20 NOHUMAHUS
PEKNAMHO20 OUCKYPCA U Npedocmasisien YeHHvle 6b1800bl O/ MeOUauccie008anull, MedcKyIbmypHOU
KOMMYHUKAYUU U pa3pabOmKU KyIbmypHO a0anmupO8aHHbIX PEKIAMHbIX NPAKMUK.

Knrwuesvie cnosa: npacmamuueckue cmpamecuu, MeOUaOUCKYPC, CONOCHMABUMENbHbIN AHAIU3,
JIUHEBONPACMAMUKA, KYIbIMYPHbLL KOHMEKCH, MYTbMUMOOANIbHOCHb.

Introduction. In the contemporary information society, media discourse occupies a
central position in shaping public opinion, social attitudes, and cultural values. Media texts
no longer function merely as channels of information transfer; rather, they actively
construct meanings, influence perceptions, and guide audience interpretation through
strategically selected linguistic and pragmatic means. As a result, the study of media
discourse has increasingly attracted the attention of linguists, particularly within the fields
of pragmatics, discourse analysis, and sociolinguistics.

Literature review. The study of media discourse has been widely developed within
the frameworks of pragmatics, discourse analysis, and social semiotics. Foundational
works by Halliday conceptualize language as a social semiotic system, emphasizing its
meaning-making potential in social contexts. Searle and Sperber & Wilson provide key
insights into speech acts and relevance theory, which are essential for understanding
implicature and persuasive intent in advertising discourse. Barthes and Mitchell highlight
the semiotic and ideological dimensions of visual representation, stressing the interaction
between text and image in constructing meaning. Kress further develops the concept of
multimodality, demonstrating how contemporary communication integrates multiple
semiotic modes.
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In Uzbek linguistics, scholars such as Mamirova, Axtyamov, and Chiniqulov have
examined sociolinguistic, pragmalinguistic, and stylistic aspects of advertising texts,
emphasizing their adaptation to national culture and mentality. However, despite the
growing body of research, contrastive studies focusing specifically on pragmatic strategies
in English and Uzbek advertising discourse from a multimodal perspective remain
relatively limited. This study seeks to address this gap.

Research methodology. The research is based on a contrastive linguopragmatic and
multimodal analysis of selected English and Uzbek advertising texts. The data include
slogans, short promotional texts, and accompanying visual elements collected from online
and print media sources. The study applies methods of discourse analysis, speech act
analysis, and visual semiotic interpretation to identify pragmatic strategies and their
cultural specificity. Comparative analysis is used to determine similarities and differences
in persuasive techniques across the two languages and cultural contexts.

Results and discussion. “Media texts (including advertising, film, and social media
texts) constitute complex communicative phenomena aimed at exerting a certain influence
on the audience through the integrated use of language and image. In such texts, pragmatic
strategies—that is, linguistic units and semiotic resources purposefully employed by the
author or sender—serve to influence the audience’s consciousness, persuade them, affect
their emotional state, or prompt specific patterns of behavior. A comparative analysis of
English and Uzbek media texts demonstrates that although similar pragmatic techniques
are used in both languages to achieve communicative goals, the manner of their
application and their effectiveness differ depending on cultural and linguistic factors” [1].

In the contemporary media environment, texts are often polycode (multimodal) in
nature, in which verbal (written or spoken language) and non-verbal (visual) signs operate
together. For example, in social media posts, short texts or hashtags are combined with
images or videos to create a coherent meaning; in films, dialogues are integrated with
visual sequences and sound to generate contextual and connotative meanings for the
audience. Therefore, in analyzing media texts, it is necessary to integrate not only
linguistic pragmatics (speech acts, implicature, etc.), but also approaches such as visual
semiotics, cognitive pragmatics, and critical discourse analysis. Visual semiotics examines
systems of images and signs, revealing their denotative and connotative meanings;
cognitive pragmatics investigates how the human mind interprets contextual information,
particularly how implicatures are derived from verbal and visual cues. Critical discourse
analysis (CDA), in turn, aims to uncover the socio-ideological underpinnings, power
relations, and manipulative elements embedded in media texts” [8].
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Figure 1. Main approaches to the study of media texts and their objects of analysis

“Advertising texts are short yet highly impactful media texts created with the aim of
encouraging consumers to use a particular product or service. In advertisements, linguistic
resources (such as slogans, calls to action, wordplay, and others) and visual resources
(images, colors, graphic design) are used in combination. Their pragmatic strategy is
usually oriented toward effective persuasion and motivating behavior. One of the well-
established facts in advertising studies is that advertising texts employ expressive and
emotional techniques to capture audience attention, and the use of these techniques may
vary across different cultures and languages™ [1].

For example, advertisements in English often attract attention through short and vivid
slogans (such as “Just do it” or “Because you’re worth it”’), whereas Uzbek advertising
texts tend to employ expressions that emphasize tradition and align with the national
mentality (for instance, phrases celebrating the notions of family, children, and happiness).
Nevertheless, in both cases advertisers seek to establish a sense of empathy and trust with
the audience through direct address using the “you” form, a friendly tone, and positively
connoted vocabulary.

From the perspective of visual semiosis, advertising images also possess rich
pragmatic potential. Roland Barthes (1964) emphasized that advertising images contain
layers of denotation and connotation, and that text (or a slogan) typically performs an
“anchoring” function in relation to the image—that is, the text limits the free interpretation
of the image and provides it with a specific direction. For instance, if the phrase “A source
of naturalness” is placed next to a brand logo or product image, the audience is guided to
perceive the image through this lens, readily drawing the conclusion that the product is
“natural” (which also serves as an example of presupposition and implicature) [3].

Local studies have also extensively examined linguopragmatic and semiotic means in
Uzbek advertising texts. In recent years, a number of scholarly works on the language of
advertising have been conducted in Uzbekistan. For example, Mamirova D.Sh. (2022)
analyzed the sociolinguistic features of Uzbek advertising texts in a dedicated doctoral
(PhD) dissertation [7]. Chiniqulov N.J. (2019) authored a monograph on the linguistic
characteristics of headlines (advertising headline banners), while Omonov Sh.l. (2022)
investigated the ethnopsychological characteristics of advertising consumers in
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Uzbekistan. In addition, Axtyamov A.E. (2022) conducted a pragmalinguistic analysis of
advertising texts using examples from Uzbek, Russian, and German [2].

These studies illuminate various aspects of local advertising discourse and
collectively demonstrate that Uzbek advertising texts employ modern persuasive linguistic
techniques; however, these techniques are adapted to national culture and mentality.

Conclusion. In conclusion, pragmatic strategies in advertising discourse are
developed with careful consideration of human psychology and culture. Advertising
creators engage in communication with the audience by making maximum use of the
meaning-making potential of language and the visual power of images, conveying the
message “what our product offers you” sometimes explicitly and sometimes in subtle,
implicit forms. Such a contrastive analysis of English and Uzbek advertising provides
important insights for the creation of effective advertising in the future, since the
perception of advertising differs across cultures and languages, and persuasive strategies
therefore need to be adapted accordingly. Our study confirms that only a comprehensive
analysis of pragmatic strategies in advertising texts—considering linguistic and visual
aspects together—allows for a full and nuanced understanding of their communicative
impact.
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