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Advertising is now becoming an integral attribute not only of the commercial sphere, but also of cul-
ture and modern life in general. Today, creating advertising is becoming an art, and the professionalism of
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its producers is steadily growing. The study of advertising attracts the attention of specialists in various
fields of science: linguists, psychologists, sociologists, cultural scientists, and marketers.

The study of advertising for children and adolescents is of particular scientific value and sociocultural
importance, since children represent a part of society on which the development of the entire cultural en-
vironment of society in the future depends.

Despite a significant amount of work on the language of advertising, there is insufficient research on
advertising texts addressed to children's audience. Advertising for children is a special type that has its
own characteristics.

It is known that advertising has both negative and positive effects on the psyche and worldview of
children and adolescents, so the specifics of the children's audience should be taken into account. The
manufacturer of advertising for children needs to determine the technical characteristics of the advertise-
ment (bright colorful pictures, movement, animation, sound), as well as language means.

To achieve the desired result, when creating an advertising message for children and adolescents, one
should take into account morphological, phonetic, and lexical means. The vocabulary found in advertising
conveys the characteristics of culture and the linguistic picture of the world.

Expressiveness is one of the most important characteristics of advertising. Lexical means of expres-
siveness include various groups of expressive vocabulary, as well as metaphor and metonymy.

Incentive sentences with a verb in the imperative mood are often used in Russian and English, for ex-
ample: Buy it. Sell it. Love it. «Caukepc» — Uam Ha Xpyct!» or «Mumnka — Pemuch crath Jy4iiiM B MU-
pel».

Syntactic means include non-conjunct and multi-conjunct sentences, changes in word order, syntactic
repetitions, as well as various rhetorical figures. For example, in advertising «AktuBun — «BaxHo ToO,
yro BHYTpu» U «bayntn» — Tak KTo e ckasai, 4To pail Ha 3eMiie BO3MOXKEH» a conjunction clause is
used. In addition to linguistic means, paralinguistic means are used to create expressiveness: facial ex-
pressions and gestures, volume and timbre of voice in oral speech and iconic means (pictograms, draw-
ings) in written texts.

In autumn, producers of advertising for children often turn to fairy-tale motifs. A fairy tale is close to
children's knowledge, so turning to fairy tales, magic, and miracles in advertising gives a feeling of a
dream coming true. For example, in an advertising message «Fruttis» — Monounsie peku, QppyKTOBBIE
Oepera» there is a comparison with a fairy tale «monounsle peku, KucenbHbIe Oepera». B pekname ger-
ckoro Horypra «Pactumka» — «Korme#, cieszait Bau3! — borock, koctei He cobepy! — «Hamo ObuTO ecTh
«PacTumikyy, xak s'!» [1].

The fairy-tale character Koschey the Immortal, familiar to every child, and the saying «You can’t col-
lect bones» correspond to the main property of the advertised youghurt — a high calcium content «for
strong bonesy.

«Princess». Fairytale address to the mirror «CBet Moit 3epkaiblie, ckaxu!» in the advertising slogan
does not require continuation, children know well that they turn to the mirror for the answer to the ques-
tion: «4 16 Ha cBeTe Bcex mmtee?», which corresponds to advertising of cosmetics.

Let's consider the morphological characteristics of advertising texts for children and adolescents.
Among the parts of speech that appear in large numbers in advertising texts, adjectives occupy the first
place. The analysis of the use of adjectives shows that qualitative adjectives are used more often. They
characterize various physical and spiritual qualities of a person, designate the properties and qualities of
objects and phenomena, and the names of colours. Such adjectives provide a visual description of the ob-
ject and help to easily imagine the product based on visual, auditory, and taste associations. For example:
«JlaHOH - HedicHbili BKyC 3a00ThI», «bayHTH — paiickoe HacnmaxaeHue», «MWIKa — pPEImnch OBITH
HEHCHBLMY.

Among the qualitative adjectives, the most frequent words are: gentle: cheerful friend, cheerful party,
cheerful games; delicious: delicious chocolates, tasty surprise, tasty reward; favourite: favourite choco-
late, favourite movie, favourite characters, favourite breakfast; big: big package, big fun, big dinosaur, big
discovery; small: little princess, little fairy, little toys.

Relative adjectives are used mainly to specify the advertised product. For example: «Mwnka — omuH
KyCOUCK U BBI B QIbNULICKOM MUPEY.
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To show the best characteristics of a product, comparative and superlative qualitative adjectives are
often used. Research shows that the adjectives best and excellent are the words with the highest frequency
of use.

For example: «B «Maxke» 1yuuas eda, He 3a0ynemb HUKOTHA!», «Opout». Camas éKychas 3alluTa OT
kapuecal!y», «J7». Tompko ayuwee!», «'mopus Ixunc». Ter camas xkpacuBas!y», «Seventeen». Camblii
TJIaBHBIN xypHan uist nesyiiek!». Children's advertising texts also use jargon such as repeanvro, peannb-
Ho, ouko, cynep-, abconomno u op. «Caukepc». Hepeanvro ceiTHBIH OaToHUNK!», «CHEKEepey. Cymnepnn-
TaTeJILHBIA OATOHUHUKY.

Analyzing advertising texts in Russian and English linguistic cultures, we can identify such lexical-
thematic groups as «attitude towards a small child» and «activity and new achievementsy.

In the Russian-language lexical-thematic group characterizing «attitude towards a small child», the
most frequently used lexemes are «mother», «healthy», «comforty, «together», «love», «tenderness»,
«happiness», «protection». For example «Danone» — Mawma, s noen!- Or in an advertisement for chil-
dren’s cosmetics «Princess» Kak mama, Tonpko mydme!».

The concept of «mother» in Russian linguistic culture is associated with care, comfort, love, and is as-
sociated with one’s home, city, and country. The concept of «happiness» in Russian linguistic culture is
associated with what is difficult to achieve, what you do not see every day.

The Russian-language lexical-thematic group «activity and new achievementsy is characterized by the
following lexemes: «taste», «magicy, «football», «success». For example, «CHukepc — 3ammru ¢yymoon
ot xoJojay, «Pactumka — Bmecre k ycnexy!» nnn «Pactuika — mkona gonumedcmesay, «Mark Formell —
CraHb MOJEIBION.

The second English-language lexical-thematic group is «activity and new achievements», the most
frequent lexeme are «connect», «think», «play», «make», «try», «lifen, «enjoy». For example, «Apple-
Think Different»» or “Nokia -Connecting people».

The concept of «taste» and «love» are found equally often in advertising texts in both languages; in
both linguistic cultures it denotes both the taste of the product and implies a predilection, inclination, for
example, «Danone is the delicate taste of care». «McDonald's — I’'m loving it».

The study of the concept of «funy», in English-speaking linguistic culture made it possible to establish
that this concept is associated with energy, risk and adventure. It implies the possibility of choice, care-
lessness, novelty, play, jokes and wit, lack of serious intention, boredom. This concept is associated with
youth and childhood. In this regard, this lexeme is one of the most frequently found in English-language
advertising texts for children and adolescents.

In English culture, the concept of «mother» is rarely present in advertising texts. The benefits that the
product itself provides are emphasized more. The concept of «happiness» is often present, since it is the
product that guarantees a happy state after its purchase. In addition, «happiness» in the minds of speakers
of English-speaking linguistic culture is associated with a state that can be easily achieved every day.

Thus, in the advertising texts there is an important relationship between language and culture, the
study of which is one of the objects of research in both linguocultural studies and marketing.
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