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Annotation

The aim of the present research is to study the advertising as a type of discourse. to investigate
its linguistic, social and cultural features of advertisements and the communicative nature of
advertising in keeping with recent developments of advertising discourse. Though our particular
focus is on the language use in advertising texts, we attempt to provide a comprehensive study
of them in the broad context of communication, i.e. in complex interaction with other parts of
advertising discourse, such as participants — the people who make advertisements and who

experience them, pictures, music, etc.

Research methodology involves such various fields of study as contemporary linguistics,

discourse analysis, mass media communication and .
For the material of the research will serve English Cigarette advertisements from Google.

The paper consists of an introduction, two chapters, conclusion and a list of references.



