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ABSTRACT

This article defines the most commonly used pragmatic factors
in advertising texts, the main purpose of which is to influence
users and attract their attention. A classification of non-
linguistic means used in advertising textsis also given.
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INTRODUCTION

Pragmalinguistics emerged based on an approach to
communication systems through the widely popularizeethod

of pragmatic analysis in linguistics. Pragmalintjos developed
as an independent field of linguistics in the 1960d 1970s. In
1970, an international conference on "PragmaticsNafural
Language" was held in Dordrecht. Professor M. BilleH the
editor of the collection of lectures presentedhat tonference,
noted that the conference participants unanimoaghged that
"pragmatic characteristics of natural language campation, as
well as syntactic and semantic features of this raamication,
should be studied within the framework of a lingigigheory"”
(Bar-Hillel, Y.1970. Language is realized in speech, but this
realization is not just the appearance of lingaiptissibilities. At
the same time, in this reality, language organibesmonizes,
and takes on a leading role in shaping all other-limguistic
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elements as a holistic system. In this sense, afpopriate to
interpret the communication system, which represtrg speech
reality, based on the determining role of linguaigbossibility,
which is its dominant feature. In global linguisticdhere is an
increasing trend towards studying aspects of listguiactivity
and its manifestations with a focus on the humartofa The
volume of research interpreting language in conoectvith
human beings, their minds, thinking, and spiritaatl practical
activities is also increasing. In linguistics, chom the
communication system as a source of learning antt mimed at
evaluating the place of linguistic factors in thégstem has
increased the effectiveness of practical languasge Brom this
perspective, pragmalinguistics has continued tdystbe role of
language in the communication system and the speeadiration
of linguistic possibility. The study of language aslichotomy of
possibility and reality directly serves appliedjlirnistics.

The substantial-pragmatic approach in Uzbek lirtgrsss a
new empirical direction that studies linguistic gibdities in
relation to non-linguistic phenomena such as theaker,
listener, their interaction in the process of comioation, and
the communicative situation. Traditional pragmaliistics aims
to study the process of communication directly fribm point of
view of efficiency, whereas substantial pragmatisiarts from
the treasury of opened possibilities. In this rdgdine results of
substantial study of the Uzbek language and theareb
conducted in connection with this play the roletloéoretical
foundation. In Uzbek linguistics, which has passgsdrational
stage, pragmatic direction is developing in onenfar another:
the substantive-syntactic analysis (Mahmudov 198&jgmaical
text analysis (Hakimov 1993:24); pragmatical analysf
commuincation situation(Safarov 2008).However, tinew
direction of pragmalinguistics that has emerged Uabek
linguistics sharply differs from existing direct®nn terms of
research principles, goals, and objectives. Thighes Uzbek
substantional-pragmatic appro@elengliyev 2013.This is
because "world pragmalinguistics aims to study pghecess of
speech communication directly from the perspectioé
effectiveness, while Uzbek substantive-pragmatiss tefined
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the direction of substantive pragmatics, based han tteasure
trove of open and described possibilities"( Ibramir2019: 34).

The substantival-pragmatic approach, as a new eamabir
direction in Uzbek linguistics, studied linguistiossibilities in
connection with such non-linguistic phenomena a&s speaker,
listener, their interaction in the process of comioation, and
the communicative situation. This approach showeat the
practical use of human language possibilities nestsf itself in
the appearance of a number of non-linguistic facteuch as the
personal qualities of the speaker and listener, pigose of
speech, its types, speech strategy and tacticeclspetiquette,
culture of communication, worldview, level of knasge,
interests of the speaker or listener. Substangxadimatic
linguistics is a promising direction, formed on thasis of
substantival linguistics, which has proved that dpening up
hundreds of concrete realizations and forms of Uagg
possibility, it is oriented towards determining wiiof these
forms is more effective and under what conditions.

MATERIALS AND METHODS

Pragmatic factors play a particularly importanerl advertising
texts, the main goal of which is to influence usensl attract
their attention. Non-linguistic means used in atisiglg texts can
be classified as follows:

1. Participation of celebrities and attractive people in
advertising

Such non-linguistic means are mainly used in TV m@rcials
and online advertising. In recent times, the paoptylaf video
advertising in online advertising has reduced therall volume
of TV commercials, but it remains one of the magpydar forms
of advertising for advertisers. According to thepae of the
analytical company "Internet trends 2016", durin@l2-2014,
when the overall Internet traffic decreased, we se@ that the
part related to video traffic has  significantly
increased(https://www.sostav.ru):
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Certainly, the share of internet advertising inb&ime of video
traffic in the dynamics of internet usage is sig@iht and

increases from year to year. For example, the apép
advertising for Suzane was popular and succes&ohuse it
featured a well-known artist. One of the advertiseta that
ensured the success of advertising with the desippéarance is
the advertising of the Galavit medicine. The text this

advertisement consists of only one simple senterGadavit

helps when you have flu and colds!"

Indeed, there is a highlighted part in the adviagisext, and
usually linguists turn to the highlighted parts émphasize a
certain fragment. "The selected parts are useddiaight and
exaggerate a fragment in speech, draw the atterdfothe
listener to this fragment. Such fragments are puwoned with
special intonation and are considered an importiglistic
means" (O‘rinboyev 2001:92).But we can say thatsihecess of
the above advertising of medicine was ensured Ipleasant
rhythm of music and the right choice of performé@using the
image of young children). It is clear that the ssx of
commercials prepared for television and the Intercen be
ensured by the popularity of performers among thepfe or
their attractive appearance. In this case, theuageg aids can be
minimized. It is for this reason that celebrity adising requires
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manufacturers of goods and service providers tprbpared for
high financial costs. This type of non-linguisticeams is also
very useful for roadside advertising monitors. 8imoost such
monitors do not use audio devices, the activitjaofjuage tools
is much lower. As a language tool, only written tteoan

participate in such advertising. In such advertiseis, images of
celebrities using a particular household item proue point of

view.

2. Usage of the images of advertised product

When using this non-language tool, only the adsers phone
number can be used as the language means. Adwgntiginitors
and banners are the most convenient tools for type of
advertising. This is evidenced by the image of freaquipment
and household goods on roadside banners and nmnitor
Sometimes the image of the product goes beyontddbadaries

of the banner and plays an important role in ditnigcthe
attention of users. It is impractical to advertisevices with this
type of ad. Services are represented by languagés tm
advertising monitors and banners. At the same tthee creative
potential of advertising creators is also importaherefore,
Article 4 of the Law "On Advertising" in the new ngon
includes the following opinion: "Advertising in wieoor in part
may be subject to copyright and related rights
"(https://lex.uz/uz/docs/-6052631).

3. The use of rhythmic music that corresponds to the features of

the advertised product or service

This non-linguistic tool is used by advertisersplaces where
visual effects used in ads are considered insafiici This
process (selection of suitable music for advenglsis analyzed
by experts and its influence on the choice of usershecked.
Scientific research is no secret to anyone thatiecnafects a
person's emotions and mood. Therefore, in the psocaf
creating any ad, an attempt is made to turn to eni$iis type of
advertising is suitable for radio, television amdiree advertising.
The music chosen to advertise some products amicegsrhas
become so successful that you no longer need twosis. Only
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visual aids and music are enough to advertise goclls and
services. For example, in ads for products suchNascafe
(https://www.youtube.com/watch?v=-K_NQg01_So), Nest
Decoration(https://www.youtube.com/watch?v=iyJ-5riHy),
music is used as the main pragmatic tool. For elanR0-
second video ad of Nestle Decoration there is orgessentence
is used, which sounds for 5 seconds only. Thishes ¢lear
indication of the high importance of music in adigng. The
45-second Nescafe product commercial used onlynone and
it was the product name. Of course, visual medsa play an
important role in the success of advertising tlsée products.
But music is undoubtedly the main tool that atsabe attention
of users in these advertising texts. In most atsertents, music
can also be used as an additional tool to conveypthrpose of
the advertisement. We did not consider it necesgaiyclude in
this item, since in such advertising, in additionlanguage and
music, non-linguistic means are actively used. &@mple, in a
medicine advertisement of Romidon
(https://www.youtube.com/watch?v=)music and baclkgcb
song was the key for success.

4. Audiovisual tools associated with the product and the
process of its use

Such non-linguistic means are also important inpifeenotion of
certain goods and services. For example, in anrasement for
carbonated refreshments, the sound effect of tloeegs of
opening their containers and the visual effect lsinto bubbles
in a bottle make the user unwittingly want to cansuthe
beverage. We can observe this using the exampdehadrtising
Coca-Cola  (https://www.youtube.com/watch?v=00k$@;).
This 30-second commercial repeatedly mentions the
aforementioned sound effects (the knock of fulkgés of drink,
the sound of the bottle being opened, etc.) andvifigals (the
bottles of drink, evenly arranged in boxes, thésBat look of
the person consuming it) done. Due to the popuylaftCoca-
Cola in its traditional types of advertising, thesealmost no
need for language tools. When presenting a new dymeoduct
to consumers, language means are of great imperstaimee it is
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necessary to identify the similarities and differes between a
new type of product and a traditional product. Egample, a
sugar-free Coca-Cola ad uses text consisting of tipheil
sentences (https://www.youtube.com/watch?v=UODRJMQD).

5. The role of sound effects and colors used in TV and online
advertising

Ads are known to recommend buying a specific produaising
a service. The trust of users is important in tAidvertisers use
various methods to convince consumers: a) by ponga
positive qualities ("If you buy our product... coanpd to those
who do not buy... you will have positive qualiti€¥, b)
expressing negative characteristics ('If you do boly our
product... disappointment awaits you "). Words usied
advertising text are also supported by audiovisugdns to show
the positive or negative aspects of such advegtidirs hard to
imagine ads without different sound effects andoil Even
radio commercials use different voices. Of coutae, different
audiovisual media are selected for the two cas#sdliabove.
Bright colors are used to depict the positive sidasd the
corresponding colors are used to depict negatiatufes. The
sound effects are clearly chosen differently foesth two
situations. For example, in the famous coffee adament, the
artist's depressive mood is played up by light muand the
rhythm of the song accelerates after the visitisfftiends. This,
of course, cannot but affect the choice of consamEpr the
modern consumer, it is no secret that the adwvegtisi milk or
toothpaste uses substances with the maximum léwethiteness,
but not with the natural color of products. Many rengimilar
examples can be cited. It is understood that setesutput of
advertising texts is provided only when appropriauesic, tone
and color are used instead.

6. Logic inthe sequence of events

In this type of advertisement, the sequence of sveontinues
logically, and the user can understand it withootds. In such
an advertisement, the logical sequence repredeatgurpose of
the advertisement of the product manufacturer aedice
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provider. Of course, other language and non-languagls can
be used in such ads to help reveal the purposéeofitis.For
example, the Mercedes-Benz
(https://lwww.youtube.com/watch?v=UIlgRhn1OEn)ad shdhe
driver, disturbed by angel of death, sitting ongesgier seat (and
of course, angel was there to take driver’s lifahd driver
survived only beacause of extra sensitive breagysgem of the
car. This 45-second commercial uses only two singled
sentenses (“Sorry”). Logic in sequence of eventipshehe
consumer to undertand the aim of this commercial.

7. Hidden advertising

Although language tools also participate in thigpety of
advertising, they almost never participate in atisieig for a
product or service. The advertising object is itegebetween the
advertising text and events in such a way that assalt, the
desire of consumers to use this service and puedasproduct
sharply increases. Of course, the successful el@fssuch
advertising depends on the appropriate inclusiothefname or
image of the hidden advertising object in the ceur§ events.
The main advantage of hidden advertising is thadoés not
require excessive attention from the consumer. ifi@sc with
developed infrastructure and a large populationbrant
advertising that fills the environment sometimesquiees
attention and can tire consumers and, as a rasalke them
indifferent. This is contrary to the main purpodeadvertising.
Hidden advertising is actively used mainly in typésidvertising
on television and on the Internet. Such ads dodisttact users
from the process of watching their favorite shopregrams and
content. In this respect, it differs from otherdgpof advertising.
Hidden advertising has become one of the toolsrtizte online
advertising popular. There are several methods a¥ert
advertising of goods and services: a) product phece -
drawing attention to the product by using it in exiss, film,
cartoon (for example, in the famous cartoon, paésgghe hero
of extreme strength after consuming spinach lezhtoncrease in
sales of this product several times). Two-thirdaa¥ertisers use
this type of hidden ad, according to a survey ceotetli by the
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famous publication Broadcasting & Cable in 2006
(https://ru.wikipedia.org/wiki/lponakt-mneiicment);b) increasing
interest in goods and services, making these gandservices a
subject of discussion on Internet forums where goaahd
services are considered useful (in this case, iteisessary to
refrain from open advertising of goods and seryicdy hidden
advertising of goods and services through blogslkdoggers (or
famous people) (for example, a blogger dressedshiramade at
the Sanam factory makes it popular). It should leatroned here
that manufacturers and service companies spentdd tooney
on hidden advertising. Products not paid for adsieg are used
in the media only using tape and post-productiomaki@gs the
brand name unreadable). In general, thematic asiveytis one
of the most effective ways to advertise goods amdices using
non-linguistic means.

8. Influence on the meaning of the text by changing the font size

This method is mainly used in advertisements setiedugh

advertising monitors and banners. At the same timaking

words, letters, punctuation marks and even the dizentences
smaller or larger than others, the hidden goal dfettisers is
expressed. In some ways, this method is similaritiden

advertising. But in hidden advertising, the advgesa of the
product (service) are not openly declared - the Banply uses it
during the demonstration. The difference in the gt texts in
advertising text requires the ingenuity and attentf users. For
example, Alisher Kadyrov, one of the presidentmhdidates in
the presidential elections in the Republic of Uzbtzk in 2021,
used the analyzed method in his election banndrs. Banner
mentions "presidential candidate Alisher KadyroMie proposal
"Alisher Kadir for the presidency" is formed by tfaet that the
word "candidate" in the proposals "vote" is givemal and faded
comparing with the rest of the spelling, and pdrthe "-ov" at

the end of the surname is closed by the imageeotémdidate. It
is no secret that this is the true goal of theypdrtis understood
that in this way the goal was realized to conveyusers the
message that "Alisher (Kadyrov) is able to act @sident" and
thereby attract the attention of voters.Indeed,chet2 of the
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Law "On Advertising" states that "This Law does apply to: 1)
election campaign materials;...," but advertisimgated in this
way is distributed in Uzbek advertising. For exagn@ banner
advertisement for an organization that sells egetitings for
car care was formed by the phrase "Take care of geoond
wife" and an image of one of the necessary things fcar. Most
viewers who saw this announcement will ignore thetq in the
text and re-read the text of the announcement agaifact, the
text used in the advertising banner aims to engaucansumers
to make a decision to buy an item that is not tlear's main
need, but which they know is much cheaper than veharitten
on the banner. The phrase "Second Wife" used snathvertising
text is Uzbek slang and replaces the word "carthin literary
language. Advertisers used this very meaning aafariowever,
the Competition Development and Consumer Protection
Committee, based on Article 16 of the Advertisingt,Avhich
prohibits "the use of forms, phrases and imagedragn to
national and family traditions, as well as gengralkcepted
standards of morality and morality," obliged thevextiser to
remove the following advertising banners
(https://darakchi.uz/index.php/oz/160735):

In general, we can interpret the impact of the eontof
advertising text by resizing text and characteramsther non-
linguistic means. After all, it is indisputable tha the above
advertising texts you can understand a completéfferent
meaning only by language means.

9. Decoration and apparéel
The importance of the meaning of the words usetthéntext of
the advertisement is as significant, as the appeed in it, the
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stage scenery and the image of the place whegdbme. For
example, in advertisements for milk and dairy pidu the
presence in the commercial of images of thoroughlrews

walking in green pastures will ensure its succé€ssadvertising
featuring famous athletes undoubtedly uses the nogtl

venues, the form of the team in which this athledeticipates.
And of course, only models with think and long haie casted
for shampoo commercials. Sometimes the mentalitycastoms
of the people in which the advertised product isdpced, the
national clothing of this people, can be used.d&@mple, in tea
advertising, using the images of representativesndfa, that
produces largest volumes of tea in the world, cordfiour point
of view. Although the product is not national, theare also
advertisements reflecting the features of the natiowhich the
advertisement was created. An example is the usbzbiek

national dishes in Pepsi advertising. It is cldwt jewelry and
costumes also increase the effectiveness of adwveytas a non-
linguistic means and play an important role in aating

consumer attention.

RESULT AND DISCUSSION

Non-linguistic tools used in advertising texts dam classified
and placed in the table as follows:

Non-linguistic tools wused in{Function of thetool

S-No. advertising texts
Participation of famous al Rapid promotion of 900
1 ; . ._|land services, expansion
attractive people in commercials :
consumer audience
. . ._|Demonstration of famol
Using the image of advertis . .
2 goods in advertising

product these particular brands

Preparing the consumer
a certainspeech situatio
bringing the moo
corresponding to th
situation

Using rhythmic  music that
3 |corresponds to the features
advertised products or services
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. . The maximum approach
Audiovisual means associated W
consumers to the proces

4 thtzproduct and the process of 't%f using the product,

increasing their desire
Proof that the benefits of
5 |Logic in the sequence of events|goods and services can he
explained without words
Offering goods and
services without

6 |Hidden advertising excitement without
attracting excessive
attention

With the help of a certain
Influence on the meaning of the |text from the meaning that
7 |text by changing the volume of |he must express,

text demonstrate a different
opinion

Expression of the identity
of a social group, people
who often use particular
products

°Z

8 |Decoration and apparel

It is understood that non-linguistic tools are impot in
advertising to provide consumers with additionaloimation
about the product. Through them, you can expressifgpaspects
of products and services: the place of productimw they are
produced, in what situation you need to use thehg needs to
use it, and the price is proportional to the po€sevhich product.
Therefore, some advertisements do not use langaiggeat all,
non-language aids can express the benefits of gowtiservices.

CONCLUSION

Non-linguistic tools in advertising can also be duge create
emotional connections with the audience. For exantphe use of
certain colors, images, and symbols can evoke inegtaotions
and associations in people's minds. By associatimgse
emotions with the product or service being advedtigdvertisers
can create a strong connection between the audiandethe
brand. Additionally, non-linguistic tools can aldm® used to
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create a sense of urgency or scarcity, which caafieetive in
driving sales. Overall, non-linguistic tools ar@a@werful tool in
the advertiser's arsenal, and when used effectiway greatly
enhance the effectiveness of advertising campaigns.
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