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Abstract.  This article examines the pragmatic and discursive characteristics of English fashion 

magazine texts. The study focuses on identifying communicative goals, speech strategies, and mechanisms 

of audience influence within fashion discourse. Particular attention is paid to evaluative language, 

persuasive constructions, interactive elements, and the discursive relationship between the author and the 

reader. The paper also explores how fashion texts contribute to identity construction, shape consumer 

behavior, and promote socio-aesthetic values. The findings highlight the role of fashion discourse as a 

powerful form of media communication and provide deeper insights into its linguistic and pragmatic 

nature. 
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Annotatsiya. Ushbu maqolada ingliz tilidagi moda jurnali matnlarining pragmatik va diskursiv 

xususiyatlari tahlil qilinadi. Tadqiqot moda diskursining kommunikativ maqsadlari, nutq strategiyalari va 

auditoriyaga ta’sir ko‘rsatish mexanizmlarini aniqlashga qaratilgan. Maqolada baholovchi birliklar, 

persuasiv konstruktsiyalar, interaktivlik elementlari hamda muallif va o‘quvchi o‘rtasidagi diskursiv 

munosabatlar o‘rganiladi. Shuningdek, moda matnlarida identitet yaratish, iste’molchi xulqini 

shakllantirish va ijtimoiy-estetik qadriyatlarni targ‘ib qilish kabi pragmatik funksiyalar yoritiladi. 

Tadqiqot natijalari moda diskursining zamonaviy media tilidagi o‘rni va uning lingvistik xususiyatlarini 

chuqurroq anglashga xizmat qiladi. 

Kalit so‘zlar: moda diskursi, pragmatika, diskursiv xususiyatlar, persuasiv strategiyalar, 

baholovchi birliklar, kommunikativ maqsad, auditoriya ta’siri, identitet. 

 

Аннотация. В данной статье рассматриваются прагматические и дискурсивные 

особенности текстов англоязычных модных журналов. Исследование направлено на выявление 

коммуникативных целей, речевых стратегий и механизмов воздействия на аудиторию в модном 

дискурсе. Особое внимание уделяется оценочной лексике, персуазивным конструкциям, элементам 

интерактивности, а также дискурсивным отношениям между автором и читателем. Кроме 

того, анализируется роль модных текстов в формировании идентичности, влиянии на поведение 

потребителей и продвижении социально-эстетических ценностей. Результаты исследования 

способствуют более глубокому пониманию прагматической и дискурсивной природы модного 

дискурса. 

Ключевые слова: модный дискурс, прагматика, дискурсивные особенности, персуазивные 

стратегии, оценочная лексика, коммуникативная цель, воздействие на аудиторию, 

идентичность. 

 

Introduction. In the contemporary era of globalization and digital media expansion, 

fashion has evolved from a mere reflection of clothing styles into a complex socio-cultural 

and communicative phenomenon. Fashion magazines, both in print and digital formats, 

have become influential platforms that not only present fashion trends but also construct 

meanings, identities, and lifestyles. Within this context, fashion discourse has emerged as 

a distinct type of media discourse characterized by its hybrid nature, combining elements 
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of journalism, advertising, and artistic expression. English fashion magazine texts, in 

particular, occupy a prominent position in global media due to the widespread use of 

English as an international language of communication. These texts are designed not only 

to inform readers about fashion trends but also to persuade, influence, and engage them. 

As a result, the language of fashion magazines demonstrates a high degree of 

pragmatically oriented and discursively structured communication, where meaning is 

shaped through context, intention, and interaction between the author and the audience. 

The relevance of studying pragmatic and discursive characteristics of fashion texts lies in 

the increasing importance of media language in shaping public opinion and consumer 

behavior. Fashion discourse actively participates in constructing social identities, 

promoting cultural values, and influencing aesthetic preferences. It employs various 

communicative strategies, such as evaluation, persuasion, and personalization, to establish 

a close relationship with the reader and to create a sense of involvement and aspiration. 

From a pragmatic perspective, fashion magazine texts are inherently goal-oriented. Their 

primary aim is not only to describe products or trends but also to affect the reader’s 

attitudes, desires, and choices. This is achieved through the use of persuasive strategies, 

including direct address, imperatives, and evaluative language, which guide the reader 

toward specific interpretations and actions. Moreover, pragmatic meaning in fashion 

discourse often extends beyond the literal level, relying on contextual cues, cultural 

references, and shared knowledge between the writer and the audience. From a discursive 

perspective, fashion texts can be viewed as structured communicative events that reflect 

broader social and cultural practices. They are organized according to specific genre 

conventions and employ recurring patterns of language that contribute to their coherence 

and effectiveness. The interaction between textual elements, visual components, and 

contextual factors creates a multimodal discourse that enhances the overall communicative 

impact of fashion magazines. Despite the growing interest in discourse analysis and media 

linguistics, the pragmatic and discursive dimensions of fashion magazine texts remain 

relatively underexplored. Most existing studies focus on lexical or stylistic aspects, while 

the interplay between pragmatic functions and discursive structures requires further 

investigation. This gap highlights the necessity of a comprehensive approach that 

integrates both perspectives. The aim of this article is to analyze the pragmatic and 

discursive characteristics of English fashion magazine texts. The objectives include 

identifying key pragmatic strategies used to influence the audience, examining discursive 

patterns and structures, and exploring how these elements interact to achieve 

communicative effectiveness. The study seeks to answer the following research questions: 

How are pragmatic meanings constructed in fashion texts? What discursive strategies are 

employed to engage and persuade readers? How do these features contribute to the overall 

function of fashion discourse? The theoretical significance of the study lies in expanding 

the understanding of fashion discourse within the frameworks of pragmatics and discourse 
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analysis. The practical significance is related to its applicability in fields such as media 

studies, English for specific purposes, translation, and communication strategies in the 

fashion industry. By providing a detailed analysis of pragmatic and discursive features, the 

research contributes to a deeper comprehension of how language operates in contemporary 

media contexts. In conclusion, the investigation of pragmatic and discursive characteristics 

of English fashion magazine texts offers valuable insights into the mechanisms of modern 

media communication and highlights the role of language as a powerful tool in shaping 

perceptions, identities, and consumer culture. 

Literature review and methodology. The study of fashion discourse has become 

increasingly relevant within modern linguistics, particularly in the frameworks of 

pragmatics, discourse analysis, and media linguistics. Scholars such as Norman Fairclough 

have emphasized that media discourse functions as a form of social practice, shaping 

ideologies, identities, and cultural values. In this regard, fashion magazine texts can be 

viewed as powerful communicative tools that not only reflect social realities but also 

actively construct them. From a pragmatic perspective, the foundations of this study are 

closely related to the theories developed by Stephen Levinson, who defines pragmatics as 

the study of meaning in context. Fashion magazine texts rely heavily on contextual 

meaning, implicature, and speaker intention to influence readers. Similarly, John Searle’s 

speech act theory provides a useful framework for understanding how language functions 

as action in fashion discourse, particularly through directives, recommendations, and 

persuasive statements that aim to shape consumer behavior. Discursively, fashion texts can 

be analyzed as structured communicative events that follow specific genre conventions. 

Teun A. van Dijk’s approach to discourse analysis highlights the importance of 

macrostructures, coherence, and the relationship between text and context. In fashion 

magazines, discourse is organized through recurring patterns such as trend reports, style 

advice, and promotional narratives, which contribute to the overall communicative 

effectiveness of the text. Moreover, Deborah Schiffrin’s work on discourse markers and 

interaction further supports the analysis of how coherence and reader engagement are 

achieved in media texts. In addition, the concept of persuasion and evaluative language, 

widely discussed in media linguistics, plays a crucial role in fashion discourse. Scholars 

have noted that media texts often employ specific strategies to influence audience 

attitudes, including positive evaluation, emotional appeal, and personalization. These 

strategies are particularly evident in fashion magazines, where the boundary between 

information and promotion is often blurred. Despite these theoretical contributions, the 

pragmatic and discursive characteristics of fashion magazine texts have not been 

sufficiently explored as an integrated phenomenon. Most studies tend to focus on either 

pragmatic aspects or discourse structures separately, which creates a gap in understanding 

how these elements interact within a single communicative framework. Therefore, this 

study adopts a comprehensive approach that combines both perspectives. The 
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methodology of the present research is based on a qualitative and descriptive-analytical 

approach. The descriptive method is used to identify and classify pragmatic and discursive 

features found in English fashion magazine texts. The analytical method enables a detailed 

examination of linguistic units, including speech acts, evaluative expressions, discourse 

markers, and structural patterns. In addition, elements of comparative analysis are applied 

to identify similarities and differences across various texts and contexts. The research 

material consists of a corpus of selected articles from leading English-language fashion 

magazines such as Vogue, Elle, and Harper’s Bazaar. These sources are chosen due to 

their global influence and their role in shaping contemporary fashion discourse. The 

selection includes both print and digital articles, allowing for a broader representation of 

discourse types. 

The analysis focuses on several key parameters: 

– identification of pragmatic strategies (e.g., persuasion, evaluation, direct address); 

– examination of discursive structures and genre conventions; 

– analysis of interaction between author and reader; 

– exploration of contextual and cultural factors influencing meaning. 

Results. The analysis of English fashion magazine texts reveals a complex 

interaction of pragmatic strategies and discursive structures that collectively shape the 

communicative effectiveness of fashion discourse. The findings demonstrate that these 

texts are not merely informative but are strategically designed to influence, engage, and 

persuade the audience.From a pragmatic perspective, one of the most prominent features 

identified is the extensive use of persuasive strategies. Fashion texts frequently employ 

directive speech acts, such as imperatives and recommendations, to guide reader behavior. 

Expressions like “add this essential piece to your wardrobe”, “don’t miss this season’s 

trend”, and “try this bold look” clearly illustrate how language is used to encourage action. 

These constructions reflect the intentional nature of fashion discourse, where influencing 

consumer choices is a primary communicative goal. Another significant result is the 

widespread use of evaluative language. Adjectives such as elegant, iconic, timeless, 

effortless, and luxurious are systematically used to create positive associations and 

enhance the perceived value of fashion items. This evaluative dimension contributes to the 

formation of an idealized image of fashion, where products are presented as desirable and 

essential. The frequent use of intensifiers (extremely, incredibly, perfectly) further 

strengthens the emotional impact of the message. The analysis also highlights the role of 

personalization and direct address in fashion discourse. The use of second-person 

pronouns (you, your) creates a sense of intimacy and interaction between the author and 

the reader. For example, phrases like “you will love this style” or “your perfect summer 

outfit” position the reader at the center of the discourse, making the message more 

engaging and persuasive. This interactive strategy reflects the dialogic nature of modern 

media communication. From a discursive perspective, the study identifies several 
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recurring structural patterns typical of fashion magazine texts. These include trend 

descriptions, style recommendations, product highlights, and narrative storytelling. Such 

structures contribute to the coherence and organization of the discourse, allowing readers 

to easily follow and interpret the content. Moreover, these patterns often combine 

informational and promotional elements, blurring the boundary between journalism and 

advertising. Another important finding is the use of discourse markers and cohesive 

devices that enhance textual flow and readability. Words and phrases such as “however”, 

“in addition”, “meanwhile”, and “as a result” help to structure the text logically and 

maintain coherence. At the same time, stylistic repetition and parallel constructions are 

used to emphasize key ideas and create rhythmic effects. The results further indicate that 

fashion discourse is highly context-dependent. Meaning is often constructed through 

cultural references, shared knowledge, and implicit assumptions about beauty, lifestyle, 

and social status. For instance, references to celebrity culture, luxury brands, or seasonal 

events contribute to the contextual richness of the text and increase its persuasive power. 

Importantly, the interaction between pragmatic and discursive features is evident 

throughout the analyzed material. Persuasive strategies are embedded within specific 

discursive structures, while discourse organization supports the realization of pragmatic 

goals. This integration ensures that fashion texts are not only coherent and aesthetically 

appealing but also highly effective in influencing reader perception and behavior. 

Discussion. The findings of this study confirm that English fashion magazine texts 

function as a highly strategic and multifaceted form of media discourse, where pragmatic 

intentions and discursive organization are closely interconnected. The results align with 

key theoretical perspectives in pragmatics and discourse analysis, demonstrating that 

fashion discourse is not only a linguistic phenomenon but also a social and cultural 

practice. From a pragmatic standpoint, the prominent use of directive speech acts and 

persuasive strategies supports the theoretical framework proposed by John Searle, 

according to which language performs actions beyond mere description. In fashion 

discourse, imperatives and recommendations serve as tools for influencing consumer 

behavior, encouraging readers to adopt specific styles or purchase certain products. This 

confirms that the primary function of fashion texts extends beyond information delivery to 

include behavioral impact. The extensive use of evaluative language observed in the 

results is consistent with the notion that media discourse relies heavily on positive 

appraisal to shape audience perception. The frequent use of adjectives such as iconic, 

elegant, and must-have reflects a deliberate strategy aimed at constructing desirability and 

reinforcing consumer-oriented values. This observation corresponds with the broader 

understanding of media language as inherently persuasive and ideologically driven. The 

role of personalization and direct address in fashion texts also supports the idea of 

interactive communication emphasized in modern discourse studies. By directly 

addressing the reader through second-person pronouns, fashion discourse creates a 



 

 233 

4 4/1 

simulated dialogue, reducing the distance between the author and the audience. This 

interaction enhances reader engagement and aligns with contemporary trends in media 

communication, where audience involvement is a key factor. From a discursive 

perspective, the identified structural patterns confirm Teun A. van Dijk’s view of 

discourse as organized and context-dependent communication. Fashion magazine texts 

exhibit clear genre conventions, including trend reporting, advisory formats, and 

promotional narratives. These structures not only ensure coherence but also facilitate the 

realization of pragmatic goals, such as persuasion and evaluation. In addition, the findings 

highlight the importance of contextual and cultural factors in shaping meaning. In line 

with Stephen Levinson’s theory of pragmatics, meaning in fashion discourse is often 

implicit and relies on shared cultural knowledge. References to luxury brands, celebrity 

influence, and seasonal trends function as contextual cues that enhance interpretation and 

strengthen persuasive impact. The integration of pragmatic and discursive features 

observed in this study supports Norman Fairclough’s concept of discourse as a form of 

social practice. Fashion magazine texts not only reflect existing cultural values but also 

actively contribute to their construction and dissemination. They promote particular ideals 

of beauty, lifestyle, and identity, thereby influencing social norms and consumer culture. 

The study also reveals certain limitations. The analysis is restricted to a selected corpus of 

English fashion magazine articles, which may not fully represent the diversity of fashion 

discourse across digital platforms such as social media, blogs, and influencer content. 

Given the growing importance of digital communication, future research should explore 

how pragmatic and discursive strategies evolve in online environments and multimodal 

contexts. The discussion demonstrates that the pragmatic and discursive characteristics 

identified in this study are systematically interconnected and function as integral 

components of fashion discourse. Their combined effect ensures not only the coherence 

and aesthetic appeal of the text but also its effectiveness as a persuasive and influential 

form of communication. This confirms the necessity of adopting an integrated analytical 

approach in the study of modern media discourse. 

Conclusions. The present study has provided a comprehensive analysis of the 

pragmatic and discursive characteristics of English fashion magazine texts, demonstrating 

that fashion discourse represents a complex and strategically constructed form of media 

communication. The findings confirm that language in fashion magazines is not limited to 

the transmission of information but is actively employed as a tool of influence, persuasion, 

and identity construction. From a pragmatic perspective, it has been established that 

fashion texts are inherently goal-oriented and rely on a wide range of communicative 

strategies to shape readers’ attitudes and behavior. The use of directive speech acts, 

evaluative language, and personalization reflects the intention to engage the audience and 

guide them toward specific interpretations and actions. These pragmatic mechanisms 

highlight the persuasive nature of fashion discourse and its role in promoting consumer 
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culture. From a discursive point of view, the study has shown that fashion magazine texts 

follow recognizable structural patterns and genre conventions that ensure coherence and 

communicative effectiveness. These structures integrate informational and promotional 

elements, creating a hybrid discourse that combines features of journalism and advertising. 

The interaction between textual organization and pragmatic strategies plays a crucial role 

in achieving the overall communicative purpose. The research has demonstrated that 

fashion discourse is deeply embedded in cultural and social contexts. It not only reflects 

contemporary values, trends, and lifestyles but also actively contributes to their formation. 

Through the use of symbolic language, cultural references, and implicit meanings, fashion 

texts participate in constructing social identities and aesthetic norms. The integration of 

pragmatic and discursive features observed in this study confirms that fashion discourse 

should be analyzed as a unified system, where linguistic choices, communicative 

intentions, and contextual factors operate together. This integrated approach allows for a 

more accurate understanding of how meaning is produced and interpreted in modern 

media texts. The theoretical significance of the study lies in its contribution to the fields of 

pragmatics, discourse analysis, and media linguistics by expanding the understanding of 

fashion discourse as a specific type of communication. The practical significance is related 

to its applicability in teaching English for specific purposes, translation studies, and 

professional communication in the fashion and media industries. Despite its contributions, 

the study acknowledges certain limitations, particularly in terms of the size and scope of 

the analyzed corpus. Future research is recommended to explore pragmatic and discursive 

features in digital fashion discourse, including social media platforms, blogs, and 

multimodal texts, as well as to conduct cross-cultural comparisons. In conclusion, English 

fashion magazine texts represent a powerful linguistic and communicative phenomenon in 

which pragmatic strategies and discursive structures interact to produce persuasive, 

engaging, and culturally significant messages. Their study provides valuable insights into 

the mechanisms of modern media communication and the role of language in shaping 

contemporary consumer society. 
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