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Объект исследования: тексты рекламы продуктов питания
Цель исследовательской работы: рассмотрение процесса ассимиляции иностранных слов на примере рекламных текстов и анализ функциональных особенностей англоязычных заимствований в рекламных текстах на русском и узбекском языках.
Методы исследования: для решения задач поставленных перед исследованием в работе используются методы компонентного анализа, методы типологического и статистического анализа.
Полученные результаты и их новизна: выявление основных причин появления заимствованных англоязычных слов в современном русском и узбекском языках; исследование влияния заимствований на основные характеристики рекламного текста.
Практическая значимость: исследования определяется возможностью использования его результатов для изучения специфики употребления англоязычных заимствований в рекламе на русском и узбекском языках.
Степень внедрения и эффективность: полученные в ходе проведенного исследования выводы  согласно иностранным компонентам в рекламе продуктов питания рекомендованы для исследований, анализа и сравнения в работах студентов языковых ВУЗов. 
Область применения: высшие учебные заведения.
ANNOTATION
of dissertation on the theme "Borrowed words in the sphere of food advertising"
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Object of research: texts of food advertising
The purpose of the research work: to consider the process of penetration of foreign words by the example of advertising texts and to analyze the functional features of English-language borrowings in advertising in Russian and Uzbek.
Research methods: to solve the tasks assigned to the study, the methods of transverse and component analysis, methods of typological and statistical analysis are used in the work.
The results obtained and their novelty: identification of the main causes of the appearance of borrowed English words in modern Russian and Uzbek languages; study of the influence of English-language borrowings on the main pragmatic speech characteristics of an advertising text or slogan.

Practical significance: the research is determined by the possibility of using its results to study the specifics of the use of English-language borrowings in advertising in Russian and Uzbek.
The degree of implementation and effectiveness: the conclusions obtained in the course of the study according to foreign components in food advertising are recommended for research, analysis and comparison in the works of students of language universities.
Field of application: higher education institutions.




Introduction
Topicality of the dissertation. In the context of the development of linguistics in the world, there is an increasing interest in studying the phenomenon of entry of foreign language vocabulary as an effective way that reflects the aesthetic originality and creative nature of the use of language resources. Currently, in world linguistics, the study of the process of interaction of language systems in the aspect of communication is manifested in the mutual influence of the communication, causing the transition of new objects of material culture, the perception of other spiritual values, the exchange of information through borrowed words, is one of the important and promising tasks.
The actuality of the theme of this research is determined by the increasing importance of social advertising, in particular product advertising in the life of modern society as one of the types of mass communication, as well as the globalization of world economic, political and cultural processes. Moreover, this work focuses on the analysis of borrowed lexemes in the sphere of food advertisement, as it displays cultural exchange. This issue attracts linguists’ attention from the point of semantics, as the meanings of many words are not examined and so they are not used correctly. The systematization of borrowed words can contribute to the linguistics as each category can be examined separately. Consequently, clear discover of the meaning of borrowed words can make a great use not only for linguists but also for those who deal with advertising.
The scientific novelty of the work lies in the fact that the use of English language in advertising texts is studied for the first time within the framework of a bio-cognitive approach, which allows us to analyze English borrowings as valuable guidelines and determine the causes and possible consequences of the Anglicization process in Uzbek and Russian languages. The work reveals the orienting function of language and its role in preserving and maintaining the linguistic unity of modern Russian and Uzbek social mind. 
During the study, we put forward the following hypothesis. Because the biosocially determined function of language is to orient oneself and others in the consensual area (the area of linguistic interactions), large-scale Anglicization of the Russian and Uzbek languages and culture can lead to serious changes in system of value guidelines characteristic of Russian and Uzbek societies as a single quality of language interactions; these changes may pose a threat to growth the number of linguistic interactions.
The following methods were used in the work, due to interdisciplinary nature of the research: general scientific methods of observation (in combination with the method of cognitive interpretation), introspection, analysis, synthesis, and private scientific (linguistic) techniques and methods: continuous sampling, analysis of dictionary definitions, analysis of lexical compatibility, quantitative and comparative methods, questionnaires, as well as elements of associative experiment and sociolinguistic analysis.
Foreign scientists and those from the Commonwealth of Independent States are extremely interested in this matter and have already done research on it; for instance, according to Clow and Baak there are some functions of advertisement, namely the promotion of awareness of the brand, informing and persuading people[footnoteRef:2].  [2:  Clow K.E. &Baak D. Integrated Advertising, Promotion, and Marketing Comunication 2012, p. 230] 

Advertisement has become an inevitable part of the modern world. People run into it everywhere and due to this fact linguists are interested in this issue. However, before investigating it let us clarify the concept of advertisement. At the beginning of the XIX century the word “advertisement” began to be widely used in the English language, but this simply meant “a message about something” in the XIV-XV centuries in the Oxford dictionary. Roman languages such as French, Italian, Spanish also had the same concept in their languages (“publicite” – french, “publicitad” – spanish, “pubblicita” – italian) which emphasized the mass nature of the advertising addressee. Advertisement was developing with trade and the integration of countries led not only to the goods exchange but also to the language exchange. Many words came from one language (source language) and firmly stuck into another (recipient language). Thus, we came to the point of this article – borrowed words.
The purpose of the study is a comprehensive study of borrowed words from Western European languages in the modern Uzbek and Russian languages in the aspect of intercultural communication. Moreover, a main aim is classify and examine borrowed words in food advertisements according to their functions.
The main function of advertising is informational and communicative function, as advertising has always been used primarily, as a means of communication between the advertiser and the target audience. The communicative function is also typical of social advertising, which does not inform the audience about a particular brand, but accentuates certain social issues, causes, or the necessity to donate and participate in charities[footnoteRef:3].  [3:  Clow K.E. &Baak D. Integrated Advertising, Promotion, and Marketing Comunication 2012. p.144] 

The distinct feature of modern advertisement is usage of borrowed words in order to attract the attention of society. At the turn of the millennium, there was a massive spread of foreign-language borrowings in all types of mass communication and, first of all, in advertising discourse, and advertising served, perhaps, as one of the main sources of Anglicisms in the Russian language.  Volodarskaya points out that the usage of anglicisms hasn’t been widespread until present days. So, not only the words are borrowed but the way of word formation as well.[footnoteRef:4]  We have to define the meaning of the term "Anglicism" in order to address the theoretical section's concerns. This phenomena occurs in practically all languages, but its precise definition is yet unknown. Such terms are used to characterize Anglicism in contemporary dictionaries and language manuals. "Words or phrases speeches in some language borrowed from the English language or modeled after an English word or expression" is how S. I. Ozhegov defines Anglicisms in the dictionary of the same name.[footnoteRef:5] Here
It should be mentioned that anglicizations are a significant component of both Uzbek and English, adding to and enhancing advertising materials as well as our lexicon. This is conditioned by both the traditional English and the ever-increasing American influence. Advertising texts have their own specific characteristics and play an essential role in the life of modern society; advertising not only reflects the cultural values of a certain society, but also sets value orientations for an individual and society as a whole, determining their life trajectories.[footnoteRef:6] Let us determine the notion of borrowings. A large encyclopedic dictionary gives the following definition of the term borrowing – “it is the transition of elements of one language to another as a result of the interaction of languages or the elements themselves transferred from one language to another. Borrowing can be oral (reproduces the general phonetic appearance of the word) or written, book (when transliteration of the word is performed)”.  [4:  Volodarskaya, E. F. Borrowings as a reflection of Russian-English contacts. 2002.– No. 4. – p. 102 – 104]  [5:  Slovar russko yazyka / Ozhegov S.I., Shvedova N. Yu.  / RAN. Ins-t Rus. Yaz. im. V. V. Vinogradova. - 4th ed. DOP. - M.: LLC "ITI Technologies".2006– 944 s]  [6:  Kravchenko A. V.  Boiko S. A. Anglicisms in Russian in the context of the orientational function of language. Book of Proceedings: International Symposium on Language and Communication. 17-19 June. 2013. Izmir, Turkey. – 2013. – Pp 233 – 246] 

Thus, borrowed lexemes are inevitable process of communication and cultural exchange. It cannot be also denied that this process has done a positive impact on the issue of advertisement itself. The famous Italian linguist Maurizio Dardano noted that the main task of the EEC (European Economic Community) language policy is to strengthen ties between the peoples inhabiting Europe. Citizens residing in the European Union must speak at least two languages. As a result, the mutual influence of languages on each other becomes inevitable[footnoteRef:7]. Many researchers pointed that the examination of the language of food advertisement and food discourse as a whole can help to understand the culture of a particular country or nation[footnoteRef:8]. In Russian linguists who made a research in this sphere are A.B. Olyanich, N. P. Golovnitskaya, A. Yu. Zemskova, L. R. Ishakova, E. A. Cherednikova, P. P. Burkova. However, in Uzbek linguistics this notion is not examined, only a couple of researchers worked on this theme. A. E. Khudaykulov and E. M. Davlyatova  covered this theme in their researches.  [7:  Dardano M. The influence of English on Italian. 1986. P. 231–252.]  [8:  Lévi-Strauss C. Structural Anthropology. 2006] 

CHAPTER I. THEORETICAL BASIS OF THE RESEARCH: BORROWINGS AS TYPE OF LANGUAGE TRANSFORMATION
1.1 The concept of language in modern linguistics
The primary means of human interaction is through language. Linguistic borrowings are a normal and essential component of practically every language in the world since language interactions take place both within and across social structures.
According to linguists, there have been multiple borrowing epochs in the history of the Russian and Uzbek language that are linked to specific historical events.
Russian language native speakers may not be aware that words like “сахар”, “макароны”  or in Uzbek “shokolad” , “vermishel” were formerly foreign. Over time, both Russian and Uzbek languages have lost some of its borrowed vocabulary while assimilating and "stuck" in Russian and Uzbek societies.
As a rule, borrowed words are classified by the donor language and by the era of borrowing. So, there are words of Greek origin that came to the Old Russian language, such as “математика”, “фасоль”, “ангел” etc.[footnoteRef:9] The same process appeared in Uzbek – “djem”, “sendvich” – are of foreign origin but frequently used without thinking about it.  [9:  Rosenthal D. E. Modern Russian language. – M.: Iris Press, 2002. – 448 p.] 

Linguists and historians identify a large influx of foreign language vocabulary in the time of Peter the Great, which is associated with his active reformatory activities – hence many foreign words in the field of military and maritime affairs (амуниция, крейсер, порт, капитан, генерал, кавалерия), new concepts in science and technology (оптика, компас), in administration (контора, акт, тариф). There are words of Dutch (балласт, верфь, матрос), English (баржа, мичман) and German origin (фляжка, залп). However, it is known that Tsar Peter himself  had a negative attitude towards the abuse of foreign words. For example, in his message to Ambassador Rudakovsky, Peter wrote: "In your relations you use very many Polish and other foreign words and terms, beyond which it is not possible to understand the case itself: for the sake of this, you will henceforth write your relations to us all in Russian, without using foreign words and terms" .[footnoteRef:10]  [10:  Yakubinsky L. P. Reform of the literary language under Peter I. Yakubinsky L. P. Selected works. Language and its functioning – M., 1986.– Pp. 159-162.] 

Active political and cultural ties with France in the XVIII—XIX centuries led to the penetration of a large number of borrowings from the French language into the Russian language. French was the official language of the court and aristocratic circles, the language of secular noble salons. Foreign language vocabulary related to household items (couch, bureau), clothing (coat, veil),food (jelly, broth), art (actor, ballet), military affairs (battalion, garrison), etc.
There are a number of intra-linguistic reasons contributing to the penetration of foreign language elements in the modern Uzbek language. Many linguists consider language is a "living organism", subject to both internal and external influences on development in the spheres of socio–political, economic and spiritual spheres of society. There is constant interaction between different languages, as a result of which languages are replenished with borrowed words, enriching their lexical stock. Borrowing foreign words is a natural process of development and enrichment any language, including Uzbek. Borrowing proves the lexical power of the "acquiring" language, since new words obey its grammatical norms. The Uzbek language is an example of a language that, throughout its existence, has been constantly enriched by borrowing foreign words under the influence of various political, economic, and socio-historical processes.
The modern wave of borrowings falls at the end of the XX – beginning of the XXI centuries, and the vast majority of borrowings are of English origin, while the very nature of the process of penetration of English–speaking elements into Russian and Uzbek languages, its scale and dynamics differ from the described loan periods.
Firstly, in modern Russian, the growing process of penetration of English-speaking elements affects not only all areas of society: economics, politics, science, the household sphere, but also various forms language activities. Anglicisms can not only be heard on radio and television in speeches by state leaders or leading information and entertainment programs, but also found in large numbers in art literature, in newspaper and magazine articles, and in street advertising.
Secondly, at the present stage, borrowings are observed at different levels of the language. We are faced not only with borrowed vocabulary, but also with borrowed word-formation models and spelling norms. In advertising texts, it is increasingly possible to see letters of the Latin alphabet replacing Russian letters. Widespread borrowing of English language elements, their popularity in both speech and writing leads to the emergence of hybridized texts. Russian words can be found written partly in Cyrillic, partly in Latin (e.g. real estate agency "НАШ ИRКУТСК"), English suffixes can be used with Russian bases (строинг, лошадинг), new lexical units are formed based on borrowed vocabulary (shop tour), russian texts are made according to the spelling norms of the English language (e.g. the company "В Мире Красоты"). The same process can be observed in Uzbek – The Choyxona, KFC’dan “Family set”, 18 dona naggetslar, 5 dona naggetsli naggets boks etc.
In the process of studying borrowings from Western countries, we analyzed the following arguments. Under the influence of economic and social contacts with Germany and the Netherlands, the Uzbek language was enriched with words such as бутерброд (belegtes Brot), бухгалтер (Buchalter), фейерверк (Feuerwerk), ярмарка (Jahrmarkt), стул (Stuhl), шницель (Schnitzel), etc. As a result of interest in the German military system, military terms appeared in the Uzbek language: аксельбант (Achselschnur), гаупвахта (Hauptwache), гаубица (Haubitze), ефрейтор (Gefreite). Another external reason for borrowing is the designation of a certain object or concept using a new word. For example, the French word portier (портье) replaced the designation of the receptionist on duty at the hotel, and the English word jam was strengthened instead of the designation of thick jam. The internal and external reasons for borrowing are interrelated. The socially conditioned demand for specialization of concepts is facilitated by the tendency of language to a clearer differentiation of linguistic means by meaning. As a result, pairs of words similar in meaning, but not always synonymous, appeared in the Uzbek language: reportage (репортаж) and message, total (тотал) and universal, hobby (хобби) and pastime, etc.
At the same time, factors external to Russian society (economic and political globalization, worldwide popularization of American culture) They also influence him, including linguistically. The American economy is the largest economy in the world and has maintained its leadership for the last hundred years, which determines the nature of economic and political international relations on a global scale. A significant event in world history is the invention of the computer and the Internet by the Americans. Most websites and web pages on the Internet use English as the main language. Based on the results of a study conducted by the W3Techs5 group[footnoteRef:11] (World Wide Web Technology Surveys is an Internet survey service on the use of various types of technologies on the Internet), as of April 2014, 56.2% of all sites in the world used English, whereas the number of sites in Russian, along with German, is only 5.9% of the total number of sites in the world The Internet. In April 2013, this ratio It accounted for 55.5% of English-language sites and 6.3% of Russian-speaking sites. Thus, over the year, the number of English-language websites increased by 0.7%, and the number of Russian-speaking websites decreased by 0.4%. [11:  Web Technology Surveys http://w3techs.com/technologies/overview/content_language/all] 

Being a consequence of economic, political, cultural and other interactions between peoples over a certain period of time, the process of linguistic borrowing reflects the nature of these interactions through the types of borrowings and the intensity and scale of the process itself. The main characteristics of the modern borrowing process are the avalanche and scale of the penetration of Anglicisms into the Russian language as a result of historical changes in Russian society that began in the late 20th century. It can be assumed that the number of Anglicisms in the Russian language will only grow, since it has been revealed that the presence in the recipient language in previously borrowed words of certain word-formation elements characteristic of the English language contributes to the further process of borrowing words with such elements – the principle of "snowball" (for example, a number of words with morphemes –men: супермен, бизнесмен, сноумен; –ball: софтбол, стритбол, пэйнтбол; –ing: рейтинг, маркетинг, лифтинг, прессинг, паркинг, шопинг, etc.).[footnoteRef:12] [12:  Sologub O. P.  Assimilation of foreign-language structural elements in the Russian language. O. P. Sologub Materials of the Third Scientific conference. – Novosibirsk. 2002. – pp. 130-134] 

Another intra-linguistic reason is the tendency to replace a descriptive, non-one-word name with a one-word one. Therefore, very often a foreign-language word is preferred to the original descriptive phrase, if both of them serve to define one undifferentiated concept, for example: sniper instead of a sharpshooter, tournée instead of traveling along a circular route, motel instead of a hotel for autotourists, sprint (sprint) instead of short-distance running, etc. can be called another factor contributing to the borrowing of foreign words. If borrowed words are strengthened in the language, which form a series united by a common meaning and morphological structure, then borrowing a new foreign language word similar to the words of this series is greatly facilitated. So, in the nineteenth century Uzbek language (only through Russian) borrowed the words джентльмен (gentleman), полисмен (policeman) from English; at the end of the nineteenth and early twentieth centuries such words as an athlete- атлет, record holder- рекордсмен, yachtsman - яхтсмен were added to them.
It is necessary to focus on the problem of so-called internationalisms and exotisms. Yu. A. Belchikov, V. P. Grigoriev, I. F. Protchenko, V. V. Akulenko, L. A. Filatova and others devoted their works to this problem. Some authors consider internationalisms to be a separate group of borrowings, believes that internationalisms can be divided into internationalisms of the first order (they reflect the form of the etymon, they can be borrowed into any language, they are formed only in one source language) and second—order internationalisms (borrowed terms that are recreated from a set of variants). They exist only in the language of a certain area; penetrating beyond it, they become ordinary loanwords.
The great social prestige of a foreign-language word (in comparison with the original or previously borrowed, but russified) sometimes causes a phenomenon that can be called an increase in rank: a word that in the source language denotes an ordinary object in the borrowing language. This object acquires a more significant, prestigious and important status. So, the French word boutique means a shop, a small store. In the modern Uzbek, a boutique refers to a store of fashionable exclusive clothing. English cottage means a house in the countryside or a country house, while in Uzbek cottage means a large country house. The rooting of a foreign word in a language, its use is influenced by how important the concept designated by the word is, how relevant it is for the vital interests of a person.










1.2. The notion of borrowing: approaches and definitions
The language of any nation does not live an isolated life. Borrowing words is a natural process of linguistic development, and there is no language that is completely free from foreign influences. Throughout the history of its existence, the lexicon of the Russian language has been periodically replenished with varying intensity at the expense of foreign words.
Traditionally, the transition of elements from one language to another as a result of the interaction of languages, or the elements themselves transferred from one language to another, is called borrowing.[footnoteRef:13] Borrowed words have been called “The milestones of philology”[footnoteRef:14] – said O. Jesperson – because they permit us and show us to fix appreciatively the dates of linguistic changes. They show us the course of civilization and give us information of the nations”. The well-known linguist Shuchard said “No language is entirely pure”[footnoteRef:15], that all the languages are mixed. Thus, borrowing is inevitable part of language practice. Any language can be “extended and enriched at foreign languages expense.”[footnoteRef:16] This is a natural situation which encourages coming of new words to any language. [13:  BED – A large encyclopedic dictionary / Ed. A.M. Prokhorov. – 2nd ed.reprint. and additional. – M.: The Great Russian Encyclopedia, 2000. – p 1456 ]  [14:  Jesperson O. (1922) Language: Its Nature and Development. Routledge, Abingdon]  [15:  Shuchard H. (1928) Wörter und Sachen, Вещи и слова // Избранные статьи по языкознанию. – М., 1950]  [16:  Davlyatova E.M. (2011) Zaimstvovaniya v kontekste Lingvokultur, Filologicheskiye nauki, Yevraziyskiy nauchniy jurnal, p.353] 

Since the modern process of borrowing proceeds not only at the lexical level, in this study we will expand the traditional definition, not limited to words and/or phrases, and by Anglicism we will understand any borrowed element of the English language system alien to the Russian and Uzbek languages (morpheme, word, phrase, word-formation model, letter of the alphabet, spelling norm etc.), which has entered into the regular language practice of these two societies.
Calcification – the literal translation of a word or expression – is also considered one of the ways of borrowing: for example, a skyscraper from the English skyscraper (morphological tracing paper), a picture in the meaning of “film” from the English picture (semantic tracing paper). Based on the above definition of borrowing as any element of the system of another language that comes from the donor language to the recipient language as a result of the growth of economic, political and cultural relations between peoples, assimilated in the perceiving language (formalized according to the rules and means of this language) and fixed in dictionaries (sports; Inter no; rating, etc.), in our work we do not consider tracing paper as an example of borrowing. Despite the naturalness of the borrowing process, the attitude towards it both among scientists and in public circles is ambiguous: does borrowing lead to the enrichment of the recipient language or to its deterioration, destruction and disappearance? Some believe that the intensive penetration of English units into the system of the Russian language has a devastating effect on it, as well as on Russian culture and the nation as a whole, and can lead to irreversible consequences. [footnoteRef:17] The same statement can be done about the Uzbek language, where many borrowed words have been stuck in recent years. Other scientists are of the opinion that temporary borrowings are a “fashion statement”, and the language, having a “self–purification function”, will eventually displace unnecessary language units and there is no serious threat to both Russian and Uzbek languages, cultures and nations.[footnoteRef:18] [17:  Kravchenko A. V. How Humberto Maturana’s biology of cognition can revive the language sciences.  A. V. Kravchenko . Constructivist Foundations. – 2011a. – N 6(3) –. Рp. 352 – 362]  [18:  Verbitskaya L. A. Russian language in the late twentieth to early twentyfirst century. Russian Journal of Communication. –2013. – N 5(1). – Pp. 64 – 70.] 

This position is based on an instrumentalist approach to language, where language is considered as an “instrument” (means) of transferring thoughts and/or information from one person to another in the process of communication. There are three main positions that the authors adhere to, arguing their point of view: first, linguists talk about the ability of the Russian language to survive due to assimilation[footnoteRef:19], secondly, they treat the ongoing process as a language game, and thirdly, linguists refer to the ability of language as a “living organism” to adapt to external changing conditions of existence[footnoteRef:20]. However, a closer look at the arguments presented shows not only the seriousness of the Anglicization of the Russian language as a cognitive language process, but also the inferiority of the methodological assumptions underlying linguists' assessment of the borrowing process.  [19:  Vorobyova S. V. Grammatical assimilation of the latest Anglicisms in the Russian language. Bulletin of the Minsk State Linguistic University. Ser. 1. Philology. – 2009. – № 5 (42). – P.1]  [20:  Krongauz M. A. The Russian language on the verge of a nervous breakdown. –M.: Sign: Languages of Slavic cultures, 2007. – 232 p.] 

Firstly, the fact that most borrowed words are assimilated according to the rules of the Russian or Uzbek languages (nouns acquire the category of gender, verbs are changed properly, etc.) rather speaking about the stability of the structural elements, but not the language as a whole. At the present stage, the process of borrowing proceeds not only at the lexical, but also at the morphological and syntactic levels: English-speaking elements easily become the nest-forming foundations in the Russian or Uzbek languages: арт – видео-арт, арт-директор, артландия; веб – веб-страница, вебадрес, веб-услуги, веб-проект; VIP – VIP-зал, VIP-клиент, VIP-персона, VIPподарок, VIP-обслуживание, VIP-эстетика; маркет – класс-маркет, пластик-маркет, пласт-маркет, канцмаркет, etc. In this case, it is already difficult to talk about assimilation according to the rules of the Russian language. Moreover, Russian-language advertising texts appear, designed according to the spelling rules of English a language in which it is customary to capitalize semantic words in headings, for example: “Изготовление Одежды На Заказ” or “Все Для Ваших Детей”[footnoteRef:21] There are numerous similar examples in Uzbek advertisements as well. The owner of an online shop presents new product: “350 gr Cadbury pastasi”, “Royal Dansk pechenielarimizdan keldi” or there are myriad samples in fast food delivery services: “Скидка на Рамадан комбо”, “Комплексные обеды за 32 000 сум”, “Наша шаурма окутана любовью, потому что она завернута в loveаш”, etc.   [21:  The original spelling and punctuation of the advertising texts are preserved here and further.] 

Secondly, according to a number of scientists, the frequent use of English –language elements as a basis for word production (the creation of occasionalisms) is just a language game, creative self-expression. Within the framework of self-expression, such games look quite harmless, but if you analyze the role games and gaming activities in the context of human and social development, the game is one of the most important phenomena of human existence. German psychologist K. Groos [1916], who developed the theory of the game, presents it as an unintended self-learning (functional exercise) of the organism. The game is taken very seriously by the players. The "game is serious" attitude always remains unstable: the game constantly turns into serious, and serious into a game[footnoteRef:22]. Such “games” with Anglicisms cannot pass without a trace for human consciousness and language, since frequent game techniques become models of further behavior (for example, children's role-playing games), and, eventually, occationalisms can become productive models. Similar processes can already be observed. Russian Russians, but not native English speakers, understand the shop tour's occasionalism, which is included in the English dictionary of the ABBYY Lingvo Pro dictionary with the corresponding Russian translation and is already has become a model for the formation of new words characteristic of advertising texts: fur coat tour, autotour, furniture tour; new language units are formed using elements of word-formation systems of two different languages. [22:  Encyclopedic dictionary. Ed. by Ivin A. A. — M.: Gardariki. 2004. - 1072 P.] 

Thirdly, linguists define language as a living organism (in the spirit of A. Schleicher), thereby endowing it with certain “abilities”: awareness, adaptability, the ability to self-purification, etc., emphasizing its external existence in relation to man. This view of language is based on objective realism, a philosophical position according to which "there is a real world completely independent of people and what they think or say about it"[footnoteRef:23] [23:  Searle, J. Mind, Language, and Society: Philosophy in the real world. – New York: Basic Books, 1998] 

Language, on the other hand, is part of this "real world" and exists somewhere there, regardless of the person who, if necessary, resorts to his help in the communication process. Hence arises a number of questions: where exactly does language exist, how does the process of “self-purification” proceed, how is language “born” and “dies” as a separate, independent organism from humans? Modern traditional linguistics does not provide answers to such questions, being engaged in the study of the “use” of language (at best, in a certain social context). Even if we accept the metaphor “language is a living organism”, then the process of borrowing from the English language, observed today, can be called the “crossing” of two different types of “living organisms”, resulting in a new type of organism with different properties and characteristics. 
The process of penetration of foreign language elements into the Russian language is studied in various aspects: semantic, word-formation, grammatical, stylistic and functional, cultural, as well as in stereotypes of speech behavior. All these aspects were studied by the following scholars: Vorobyova, Juravlyov, Kravchenko, Vinokur and many others. As a result of a comprehensive study of the borrowing process, several classifications of foreign language elements have developed: by time, by the sphere of functioning of lexical units, by the type of borrowed language elements, by the degree of assimilation. However, the vast majority of research in the field of borrowings has been carried out within the framework of the structuralist paradigm (language learning “in myself and for myself”) and is descriptive and analytical in nature. The study of language as a kind of its code focuses on the analysis of its structural organization; the problem of the dynamics of language changes remains unresolved. With the traditional approach to language as abstracted from human phenomena, the processes occurring in it are considered outside the context of human activity and their possible consequences for society. However, it is impossible to imagine the existence of a language without a person, as well as a society without a language. Language activity is the main one a type of activity that distinguishes a person from other living beings. The ongoing linguistic changes should be viewed through the prism of human activity in society. Therefore, the modern Anglicization of the Russian language, as one of the processes of linguistic change is causal in nature, the study of which is impossible from a structuralism perspective.
Language changes are a natural process, which, first of all, is associated with the development of mankind, scientific discoveries and achievements, and the emergence of innovations. For example, a significant part of Anglicisms is associated with the advent of the computer and the Internet. Language changes in general are evidence of the adaptive activity of a living system (society), which retains its circular organization in the form of recursive linguistic interactions (for example, when Russian people speak, read and write in Russian, according to cultural traditions). If there are too many linguistic changes or they affect the structural elements of the language, then the unity of linguistic interactions is disrupted or interrupted, the circular organization of the race falls and the system ceases to exist (if a society ceases to speak and write in the national language, then a group of people ceases to exist as a nation). This is how English words are transliterated and assimilated, however, in modern advertising texts, unassimilated English words are often used together with Russian ones, or part of the text is simply completely written in English, which leads to the appearance of hybrid texts. Very often, words that are analogs to existing Russian words are borrowed, while the former begin to displace the latter Russian word автостоянка is used instead of the Anglicism паркинг or parking, instead of обед – lunch, instead of бутерброд – burger, etc.). Anglicized writing (for example, advertising texts) and speech (for example, TV and radio broadcasts) create a different language environment, different from traditional Russian, which is defined the Russian-speaking society as a unique living system.






1.3 Advertisement as cultural aspect
 	Advertising is a means of stimulating market (sale /purchase of goods) and social (propaganda of ideologies: political, social reform) human activity, therefore, it faces specific tasks to attract the attention of a potential consumer to the advertised object and encourage the consumer to certain actions, for example, to purchase a product or service. Advertising as a cultural product is a complex art factory created based on individual and collective cognitive experience to achieve certain goals. Like any other artifact, advertising is created by a specific person (group of people) with a specific individual life experience (a set of experiences), and in the process of creation they are updated different fragments of experience that are being upgraded into a new (advertising) product. As a result of human labor, advertising becomes a part of a person's existential environment, which in turn determines his further activity.
	Based on its form, visual (print advertising, for example, in the press), audio (for example, radio advertising) and visual-audio (for example, TV advertising) can be distinguished from the many types of advertising. In this work, which has a linguistic character, we consider printed advertising texts, by which we mean the textual part of a printed advertising product aimed at – according to the plan of its creator, it is aimed at stimulating internal motivation and encouraging the consumer to perform the actions necessary for the advertiser.
The history of advertising begins with the history of human civilizations, when the first advertising agents, conditionally, could be called street heralds and touts. Advertising accompanies not only the trade and market interactions of people, but also takes place in politics, art, religion and other social phenomena. It easily penetrates into any mass media: the press, radio, television, Internet. As Mamontov notes, "[A]advertising is the history of a country, its present and future,"[footnoteRef:24] through it it is possible to track and determine not only historical events, for example, scientific inventions, but social and axiological changes in a particular society, for example, political changes, fashionable trends in a certain historical period.  [24:  Mamontov A. S. Cross-cultural analysis in the aspect of advertising studies. Knowledge. Understanding. Ability. – 2005. – No. 1. – pp. 111 – 116.
] 

Advertising is a symbiosis of cognitive, value-psychological and pragmatic content, the socio-cultural composition of which is based on cultural experience, norm-value orientations and behavioral models in a certain society, thereby contributing to their consolidation and preservation.[footnoteRef:25] The choice of socio-cultural guidelines in an advertising product is determined by the actual social needs and goals of the advertising itself. Having a high suggestive potential, modern advertising does not It not only preserves, but also sets certain standards and values. Thus, the quality and content of advertising, namely, its orienting potential, can have a formative effect on the socio-cultural environment of a person. [25:  Uchenova V. V. Philosophy of advertising  – M.: Gella print, 2003. – 208 p.] 

Advertising activity consists in orienting influence on the potential consumer, which is possible only based on concepts or phenomena that are significant to a person, in other words, on his value orientations.[footnoteRef:26] Since an individual is a part of a certain society, he or she shares to one degree or another the value orientations inherent in this society. The totality of historically established material and spiritual values, and also, the type and form of organization of people and their interactions represents a certain culture, including the national one.[footnoteRef:27] Accordingly, the orienting effect of advertising on a potential consumer is ensured based on the universal and specific cultural values of a certain society. [26:  Zlatev, J. Meaning = life (+culture): A sketch of a unified biocultural theory of meaning. Studia Linguistica Cognitiva. Issue 1. Language and software knowledge: Methodological problems and prospects. – M.: Gnosis, 2006. – pp.308-362]  [27:  BED – A large encyclopedic dictionary. ed. Prokhorov A.M. – 2nd ed.,reprint. and additional . – M.: The Great Russian Encyclopedia, 2000. – 1456 p.] 

The adaptation of advertising campaigns to the cultural characteristics of the country is necessary when promoting the company and its products abroad. For example, the American baby food company Gerber, trying to penetrate the African market, did not take into account some cultural and social peculiarities, which led to the failure of an advertising campaign in a number of African countries: the image of a pink-cheeked baby on the label was interpreted not as a symbol of health, but as a product composition, since in African countries due to a low level of literacy of the population usually depict the main ingredient on labels of any product.[footnoteRef:28] [28:  http://advert-journal.ru/] 

The verbal component plays an important role in advertising; since language is the embodiment of the culture of a certain nation, the close connection between culture and language becomes obvious. For example, the Coca Cola company could not find a convenient name for its drink in China for a long time. In Chinese, the name of this product sounds like “Kekukela”, which translates as “Bite a wax tadpole". Of course, a drink with that name would hardly be able to succeed, and therefore the company's marketers chose “Ko-ku-ko-la”, which means “Happiness is in the mouth.” An unfortunate situation occurred with Pepsi, which literally translated its advertising slogan “Come Alive With the Pepsi Generation” (“Fill up with life with  Pepsi generation”) into Chinese. As a result, this seemingly successful motto sounded shocking and translated as "Pepsi will make your ancestors rise from the graves".
With the changing political situation and the transition to a market economy, Russian advertising has undergone significant quantitative and qualitative changes. Due to the lack of necessary advertising experience, along with the foreign goods that flooded into the Russian market, advertising products began to be borrowed. The developed foreign advertising technologies are used in the Russian advertising field, however, advertising is a phenomenon caused not only by economic, but also socio-psychological and cultural factors; accordingly, along with the advertised Western goods, foreign value orientations also penetrate into Russian culture.
The advertising market in the Central Asian republics, in particular, in Uzbekistan, has received special development after independence. For 33 years now, we cannot imagine our life without advertising; it has become an integral part of the spiritual life of the peoples of Central Asia and Kazakhstan. In the early years of independence, advertising in our lives took timid steps, traces of communist ideology were still felt everywhere. But soon the market economy began to dictate its terms and there was an urgent need for advertising services. It can be stated with confidence that advertising is the brainchild of the developing market economy in Uzbekistan.
The place and role of advertising in the life of society is great, and it is improving from year to year. A democratic society implies advertising activities, it creates a market space and requires constant development of this industry. A vivid example of this is the socio-political life of the Republic of Uzbekistan. The tasks of democratizing society and expanding the rights of citizens' self-government bodies required further development of public institutions in the republic. In this regard, these institutions have turned to face the person. It is known that the object of any advertisement is a person, his desires, needs, worldview, understanding and acceptance of reality. It is safe to say that independence accelerated the development of an individual's self-awareness and his socialization. There are ample opportunities to educate young people on this basis and shape their worldview. The socialization of personality can be called spiritual advertising. This process requires ordinary people to create a moral space for themselves, to be able to effectively and purposefully express themselves in improving their lives and everyday life. In this direction, the process of liberalizing society is of no small importance. The liberalization of society and the expansion of the representation of the masses in government have made it possible to expand the forms and content of advertising. Advertising is not the PR of certain products of individual firms and companies, but the spirituality and national mentality of the peoples of multinational countries such as the Republic of Uzbekistan.[footnoteRef:29] [29:  Kuvandykov, I. T. Advertising is one of the ways to form the worldview of modern youth / I. T. Kuvandykov. — Text : direct // Young scientist. — 2016. — № 4 (108). — Pp. 787-790. — URL: https://moluch.ru/archive/108/25705 / (date of access: 04/12/2024).] 

The form and content of advertising in Uzbekistan is developing from year to year, and various ways of distributing it are emerging. The Cyrillic alphabet prevails in the texts of widespread advertising, although the share of the Latin alphabet has also increased in recent years. In terms of content, the share of business advertising prevails, with cellular products mainly leading the way.
The task of advertising is to provoke a potential consumer to certain actions, any action pursues a specific goal, the primary goal of a person as a living organism is survival and further improvement of living conditions, therefore, the task of advertising is to show that the advertised object somehow contributes to human survival in the environment / society or serves to improve human vital activity. In other words, advertising should set relevant value orientations. A person as a social being shares a value system inherent in a particular social group in order to successfully interact with members of this group, and therefore survive. In the process of accumulating cognitive experience, social values have a formative effect on individual values, the totality of which is a system of socio-cultural norms of an individual society. High-quality advertising texts are usually characterized by brevity and, at the same time, the saturation of relevant landmarks that can provoke certain feelings and emotional reactions of the reader (trust, interest, surprise, sympathy, etc.). Effective advertising is always the result of systematic work, taking into account a whole range of factors that affect the success of an advertising campaign, ultimately aimed at encouraging a potential consumer to take certain actions. In the process of creating an advertising text, authors often rely on national stereotypes, because this is what makes it possible to predict the behavior of the addressee.[footnoteRef:30] On the other hand, the ability of advertising itself to create stereotypes is noted, which ultimately affects the formation of a certain picture of the world.[footnoteRef:31] A stereotype is a well–established idea of something as a result of the accumulation of a group of people's common experience of language interactions.[footnoteRef:32] The rehearsal nature of advertising contributes to the accumulation and consolidation of a certain language model, which can later be reproduced in similar contexts. On the one hand, various cultural orientations of a certain nation (historical, everyday, folklore, literary) are used in advertising, On the other hand, advertising can have an impact on the formation of certain values in society. According to F. N. Ilyasov  "a modern "developed society" is a "society of advertising" ("advertising civilization"), where advertising is the main system–forming factor, at the same time the backbone and the object of worship."[footnoteRef:33] Modern advertising is so intrusive, everywhere is real and aggressive, that we can already talk about the advertising environment with certain psychohygienic and environmental parameters. Advertising imposes certain standards of living, for example, the car is not positioned as a means of transportation, but, more often, as a component of the life of a modern person, determining status and success (see picture 1). Universal values such as family, health, and well-being are actively used in advertising, friendship, etc. for the promotion of various kinds of goods.  [30:  Garan, E. P. Linguocultural aspects of the interpretation of advertising discourse (based on the material of the Russian and English languages): – Rostov–on-Don, 2009. – p. 159]  [31:  Kosyakov, V. A. Stereotype as a cognitive-linguistic phenomenon (based on the Media material devoted to the war in Iraq). -  Irkutsk, 2009. – 153 p.]  [32:  Kravchenko, A. V. The experiential basis of speech and writing as different cognitive domains. Pragmatics & Cognition. –2009. – N17 (3). – Pp. 527 – 548.]  [33:  Ilyasov, F. N. Is it possible to switch from advertising competition to quality competition.  Sociological research. - 2009. – No.7. –Pp. 95-100] 
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SUMMARY OF THE FIRST CHAPTER
Despite the fact that borrowing is a natural process for any language which native speakers engage in intercultural interactions, the temporary Anglicization of the Russian and Uzbek languages is characterized by intensity and scale. A tenfold increase in the number of Anglicisms in these languages of the late XX century compared with the beginning of the century, the rapid spread of borrowings in almost all spheres of modern society, the borrowing of not only lexical units, but also word-formation models and grammatical structures, the design of Russian texts according to spelling traditions and norms of the English language and, finally, the creation of new nominations (various kinds of neologisms) on Russian and Uzbek languages, so  some scientists are worried about the future of the Russian and Uzbek languages and cultures. 
Linguistics, proceeding from the code model of language and its instrumental function, does not see anything disturbing or threatening in this process for the Russian language and culture, since language is considered only as a communication tool that exists independently of a person as some kind of external reality. However, from the standpoint of traditional linguistics, which continues the methodological tradition of structuralism and, for this reason, incorrectly constructs its object, it is impossible to give an adequate assessment of the processes observed today associated with changes in the essential features of linguistic practice in modern Russian society, for example, there is no conceptually consistent definition of the main concepts on which linguistics as a science is based. Questions about the nature of language and what is its functional (in a biological sense) purpose, what is a language sign and what is Linguistic communication as a species-specific type of human behavior/activity remains open in traditional linguistics. As long as language, from the standpoint of the philosophy of objective realism, is considered as a kind of independent entity (“language–in–itself-and-for-itself”), outside the human being as a living (cognitive) system, it is not possible to answer the questions posed. A way out of this situation is offered by biologically oriented cognitive science of the third generation, based on the provisions of the biology of cognition and language.
An intensive Anglicization of Russian and Uzbek language testifies to ongoing changes not only in language, but also in value orientations of contemporary Russian and Uzbek societies. Thorough study of this phenomenon using biological methods of cognitive science and linguistics can contribute to better understanding of cognitive processes behind linguistic changes, their meaningful essence, and possible implications for society.
At this stage of the development of the Uzbek language, there is an active occurrence and use of foreign words. This contributes to the development of synonymy in the language. It should also be noted that not all newly borrowed words are reflected in dictionaries. In many ways, borrowing can be considered as one of the serious consequences of the interaction of cultures.











CHAPTER II. ANALYSIS AND CLASSIFICATION OF BORROWED WORDS IN FOOD ADVERTISEMENTS
2.1. The function of Anglicisms in the texts of advertisements
The focus of our analysis is the use of borrowed words, or in other words Anglicisms  in advertising texts, the reasons for their widespread use and the deep cognitive processes taking place in Russian society as a unity of linguistic interactions. The problem of using borrowings in advertising texts has been investigated linguists in different contexts. 
As A. G. Dedyukhina notes, advertising in general and the Anglicisms contained in it in particular perform three main functions: informative (they are a source of information about a product or service), evaluative (they usually give a positive assessment to the advertised product /service), attractive (they attract the attention of a potential consumer to a specific product/service).[footnoteRef:34] A. A. Patrikeeva in the study of Anglicisms in German advertising, based on the material of slogans, identified their following functions: attractive, nominative, a means of saving linguistic resources and precise expression, a means of stylistic coloring of the text and giving it a “local flavor".[footnoteRef:35] The author also notes that Anglicisms are fashionable linguistic elements and give semantic variation to the advertising text. [34:  Dedyukhina A. G. English-language borrowings in Russian advertising: lingbiotic characteristics. – Krasnodar, 2011. – 169 p.]  [35:  Patrikeeva A. A. Anglicisms in the German language on (the material of the advertising language) – M. 2009. – 26 p.] 

The number and nature of English-language elements used in advertising texts allow us to speak about already established English-language pseudo-culture in modern Russian and Uzbek societies. "Pseudo" is used as chaotic, heterogeneous and thoughtless borrowings of English language elements do not contribute to the creation of an integral English-speaking cultural picture of the world, but they cause serious change to Russian and Uzbek language culture. The fact that the English language is considered more prestigious than Russian or Uzbek, today for many authors are beyond doubt, therefore, the use of English-language elements in the advertising text makes it possible to “improve the dignity” not only of the advertised object and the consumer of the service or the buyer of the goods[footnoteRef:36], but also of the author of the text, who, thereby, tries to show the level of his education, or the international level of their work. [36:  Zirka, V. V. The linguistic paradigm of manipulative play in advertising. – Dnepropetrovsk, 2005. – 461 p.] 

From the standpoint of linguistics, the primary function of language in general, advertising texts and Anglicisms in particular is orienting.[footnoteRef:37] Anglicisms in advertising texts are guidelines for potential readers in the process of interpreting language signs and demonstrating their further behavior. When faced with an English-language unit in an advertising text, the reader either recognizes it as a significant sign, or does not recognize it. If the interpreter speaks English, he will probably be able to interpret the advertising text in an adequate way. But in the absence of such an experience, the advertising text will not be of interest to the interpreter of particular practical value. Moreover, Anglicisms in human consciousness are associated with many associations of both a personal and social nature, which plays an important role in the interpretative process. This factor, consciously or not, is taken into account by the authors when creating advertising texts, namely, the desired appearance of the advertised product. Thus, research by Malaysian scientists has shown, that the use of foreign languages (especially English) in the names of national cosmetic products often increases the prestige of the product[footnoteRef:38] and, accordingly, its cost. [37:  Kravchenko, A. V. The semantics vs. pragmatics debate in the context of the orientational function of language. – Uniwersytet Warminsko-Mazurski w Olsztyne, 2011b. – Pp. 11 – 23.]  [38:  Mohamad H. Terminology of local cosmetics products in Malaysia. International Symposium on Language and Communication: Book of Proceedings. 17—19 June, 2013. Izmir, Turkey. – 2013. – Pp. 269 – 276] 

Modern Russian advertising is full of English-language elements used to increase the effectiveness of advertising and present the advertised object in a more favorable light, but is English really the language does it contribute to the realization of the main function of the advertising text – orientation of the potential consumer and encouraging him to take certain actions? It is necessary to find out whether the English language affects the status assessment of the advertised object in the Russian-speaking society. If this is indeed the case, then the consequences interventions of English-speaking elements in Russian advertising texts can be very serious, given the high suggestive potential of advertising and its role in the formation of national stereotypes and the influence on the historically established value system.
Among modern media languages , Anglicism is the most widely used in advertising texts. According to G.R. Iskandarova, advertising, being one of the many forms of communication, contains an element of motivation, that is, on the one hand, the consumer independently decides whether to purchase a product or not, but, on the other hand, advertising seeks to introduce to the recipient the "need for prestige", which is precisely formed by the use of foreign words in the advertising text.[footnoteRef:39] The consumer does not need to understand the meaning of the Anglicisms used at all, since even without this they, as a rule, cause positive associations and effectively affect the consumer's consciousness, which cannot always be achieved using only the words of their native language. In the most general interpretation, the concept of "Anglicism" means the transfer of some a linguistic phenomenon from British English to non-English, or "to a greater or lesser extent integrated linguistic structures of vocabulary, syntax or idiomatics from British English to non-English".[footnoteRef:40] The practice of using Anglicisms in communication in general and in advertising in particular became widespread simultaneously with the development of globalization processes in the middle of the last century. In the 90s of the twentieth century, the development of information technology, the expansion of international and intercultural relations led to a new impetus in the spread of Anglicisms and the English language in general. [39:  Iskandarova, G.R. The language of advertising and Anglicisms: the word-formation aspect (based on the material of the modern German language). International Journal of Humanities and Natural Sciences. - 2020. - № 1-2 (40). - Pp. 26-28.]  [40:  Busse U. Görlach M. German ed. by Manfred Görlach. -Oxford: Oxford Univ. Press, 2005. - Р. 13-36.] 

One example of the justification for the use of Anglicisms in advertising texts is their brevity compared to equivalents in other languages, they have a more modern and "fashionable" sound, this allows the advertising text to meet the basic requirements for advertising: brevity, the ability to attract attention, memorability, flexibility and exoticism.[footnoteRef:41] Among other factors in the use of Anglicisms, the following stands out: [41:  Tropinova O.A. Gorbunova S.S. Features of the use of Anglicisms in the language of advertising. Modern scientific research and innovation. - 2020. - № 4 (108). - Pp. 18-25.] 

1. The rapid development of technology and science, and with it the emergence of new terminology, including the designation of various new subjects, phenomena and other definitions;
2. The absence of a specific term in a particular language or the replacement of a word by for any historical or socio-cultural reason;
3. The growth of the prestige of imported products in comparison with their own or their uniqueness;
4. Globalization in the field of economics, politics and culture creates prerequisites for the introduction of borrowed words into everyday life to create an atmosphere of understanding between representatives of different cultures.[footnoteRef:42] [42:  Sloitseva E.V. The language of advertising and linguistic stylistic features of the advertising text. Language and Culture  - Novosibirsk. - 2014. - No. 11. - pp. 76-83.] 

In addition, Anglicisms perform a number of functions, which ensures the effectiveness of the impact of advertising on the consumer:
1. Attractive function: Anglicisms attract the consumer's attention because they are considered "fashionable and exotic words". Anglicisms enhance the consumer's attention to the advertising text and the advertised product;
2. Nominative function: Anglicisms They define new objects and phenomena that at a certain point in time do not have a specific name in a particular language. It follows from this that Anglicisms eliminate gaps in the vocabulary of a particular language, gradually being introduced into everyday speech. This function is most clearly manifested in the following vocabulary topics: food and beverages; technical developments, the Internet; banking and finance; automotive industry; 
3. Compression function: Anglicisms are used to save linguistic resources, which is often due to the brevity of Anglicisms and their more effective perception by the consumer. The English language contains a huge number of short lexemes that are easier to remember and therefore more convenient to use;
4. The function of precision of expression: Anglicisms expand the semantic field and thus avoid the use of more complex linguistic constructions or many complex expressions;
5. Expressive function: Anglicisms are used as stylistic means, for example, in the form of metaphors, oppositions (antitheses), repetitions and wordplay.
6. The function of giving "prestige" to an advertising message: the frequency of using Anglicisms is due to the fashion for English in the modern world, that is, Anglicisms displace the "native" equivalents of a particular language from speech and writing;
7. The function of transmitting local flavor: through Anglicisms, it is possible to relay the socio-cultural environment from which the advertised product originates to another cultural and linguistic space, for example: proper names, names of dances and musical directions of American or English origin, and others.[footnoteRef:43] [43:  Tropinova O.A. Gorbunova S.S. Features of the use of Anglicisms in the language of advertising. Modern scientific research and innovation. - 2020. - № 4 (108). - Pp. 18-25.
] 

Thus, in the modern field of advertising, Anglicisms are becoming increasingly important, since they largely determine the effectiveness of an advertising message.


2.2 Classification of borrowings in the text of Uzbek and English food advertisements
Our analysis of borrowed words in Russian and Uzbek advertising texts of numerous companies allowed us to identify fully Anglicized and hybridized advertising texts; the latter are divided into hybrid texts, transliterated and transcribed English words, transliterated Russian/Uzbek words, graphic hybrids and neologisms.

Fully Anglicized texts
Fully Anglicized advertising texts are public advertising texts (signs, slogans, brochures, flyers, posters, banners, free online advertising, newspapers and magazines) in which English words are written in Latin according to the rules of the English language. This kind of advertising came along with foreign companies that appeared on the Russian market at the end last century, for example, McDonald's; Coca Cola; Diet Cafe; Mars; Chocotella. However, in the modern Russian and Uzbek markets there are a large number of domestic companies hiding under English names: clothing store Gloria Jeans, ZARA; Wildberries clothing store; modeling agency “sky models”; restaurant delivery “city sushi”; cafe “4 Room", “Eco-nuts”; ice rink “Ice people13", “Iceberg”; wellness center “Sport & Beauty" – etc.
An analysis of a sample of advertising texts in Russian market showed that fully Anglicized advertising texts account for 44% of the total number of advertising texts studied – these are six hundred and fifty-six examples out of one and a half thousand texts. Fully Anglicized borrowings are most often found in company names (67%), less often in the product name and in the advertising text (15% and 18%, respectively). English words such as studio, bar, zebra, club, coffee, tour, lady are most often used in names, as well as monosyllabic words with a high frequency coefficient. For example, the adjectives time, way, week, group and the adjectives new, good, which are often found in Russian advertising texts and are the most frequent in the English language (Oxford English Corpus). In modern Russian literary texts in English, words such as house, party, green, holiday, restaurant, show, hotel, style are often found. What stands out in our Uzbek market is such words as café, restaurant, market/supermarket/store and club (see picture 2, 3, 4, 5) are used more often than others. One reason for that is that our population enjoys eating out, another reason is that people have become really busy to cook at home, so the easiest way to order or eat out. Moreover, online business has been widespread even more than off-line one, thus there are plenty of accounts in internet space as well (see pictures 6, 7).
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In addition to advertising generally accepted techniques, for example, in messages about new products, the English word new is often used, and discounts and offers are distributed when selling the English word. It is possible to identify the name 14 typical for a particular sphere of entrepreneurial activity; an example of how a tourist tour and travel are called: “Holiday tour”; “Smiling tour”; “Variant tour”; “Exotic tour of Asia". Anglicized advertising texts have become productive models, which is a prerequisite for the consolidation of the appropriate language experience and its subsequent reproduction. It should be noted that many sunbathers ("Smile tour", “Plaza tour", “Coral travel", “Life style", “Lady style", “Make-up & hairstyle”, “Cocktail bar", “Lucky bar", “Heart bar", “CAKE HOME café") are etched in violation of the rules of spelling of the English language: not all words begin with a capital letter where it is required by the norm of the English language. This indicates that the authors of the text do not know (or intentionally neglect) the spelling rules of the English language and are based on the spelling rules of the Russian language when designing English-language headings. 
The advertising text in picture 8 contains the name of the organization and the slogan of the company in English. The restaurant's name uses the abbreviation BBQ, typical of Anglo–American culture, but there are no references or explanations for the abbreviation, i.e. it is assumed that the reader is familiar with this abbreviation. The authors of this advertisement they provided a translation of only the organization's slogan.
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Since any company is interested in maximizing the turnover of its goods, it can be assumed that, according to the advertiser, a fairly large percentage of the population of the city of Irkutsk can fluently read and understand English-language texts. Moreover, based on the fact that advertising should be attractive to potential consumers, it is possible to assume that, according to the authors of the advertisement, the English language helps to increase the attractiveness of advertising and the success of the company. On the picture 9, which is presented below, the signboard of a restaurant in Tashkent is formed according to the rules of English language, even the apostrophe was put as in many US restaurants to attract customers’ attention and show that it is a family business. From one point of view it should be successful as represents a family unit, however on the other hand it seems that it is aimed on English speaking audience, which is rather weird for our culture.
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It is logical to assume that fully Anglicized advertising is intended for the English–speaking consumer, however, the overwhelming number of potential clients are Russian and Uzbek speakers. Apparently, modern advertisers believe that English is already a part of Russian and Uzbek culture; it has ceased to be “foreign” – moreover, if a person does not understand English, then he is not “our client". At the same time, the level of English proficiency by advertisers themselves is not always high enough, which is manifested in spelling errors in the design of advertising. Taking into account the uniformity and imitative nature of advertising, it can be assumed that these mistakes will be repeated, which, in turn, may lead to their consolidation as a linguistic norm.


Hybridized texts
In modern advertising texts, there are not only completely English-speaking elements, but also various kinds of Russian-English hybrids that It can be divided into the following types:
1) hybrid texts consisting partly of English and partly of Russian words and sentences (picture 10);
2) full transliterations, which include:
– Russian/Uzbek words written in Latin (picture 11),
– English words written in Cyrillic (picture 12);
3) partial transliterations are Russian words in which one or more letters are replaced by letters from the English alphabet (picture 13);
4) neologisms (picture 14)
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Table 1 shows the percentage of types of borrowings from the total number of analyzed advertising texts. Hybrid Anglicisms account for 56%, among which the most popular (16%) are English words written in Cyrillic. The hybridization of languages at the text level is the second most popular phenomenon (12.5%). Partial transliteration or graphical hybridization, Romanization of Russian words and neologisms are very similar in frequency: 10%, 9% and 8.5%, respectively.
Table 1. Different types of Anglicisms in the analyzed sample of public texts
	Fully Anglicized advertisements
	Hybridized advertisements
	Fully transliterated texts
	Partial transliteration
	Neologisms

	
	
	Russian/Uzbek words in Latin
	English words in Cyrillic
	
	

	44%
	12,5%
	9%
	16%
	10%
	8,5%


At the lexical level, hybridization manifests itself in the emergence of new units, in the formation of which both Russian and English elements are used. In modern advertising texts, the word trade is widespread, which is active to form complex words, for example,Лидер трэйд; Феррум трэйд;Элит трэйд. Similarly, many new words are held by such components as holding (Медиа холдинг), house (Кофе хаус, Бургер хаус), лэнд (игролэнд). By analogy with the sightseeing tour nomination ‘tour to notable places’, such new lexical units as шоп-тур, мебель-тур, etc. have been put into circulation. Note that Russian neologisms are complete transliteration of the corresponding English words taken separately, but how They are not a transliteration of the existing English words *shop-tour or *fur coat-tour.
The changes in the spelling norms of the Russian language were also affected, in particular, the use of capital letters: headings are often made according to the rules of the English language, where every word (except for official parts of speech) is written with a written letter. 
The modern process of borrowing from English can also be traced at the text level, when a sentence contains English words or the entire text is written in English (PANORAMA стейк-хаус, GUSTO SOUP суп-бар), for example, advertising a training program for trainers, shown in picture 15, the poster of the nightclub in picture 16, advertisement of the cafe “GLянец party cafe” (picture 17), in the advertisement of training courses for conducting events “event manager”
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[image: C:\Users\Administrator\Desktop\Dissertation\1672226485_idei-club-p-viveski-svetovie-na-okna-dizain-krasivo-51.jpg] picture 17
The largest number of cases of syntactic hybridization is found in the main text of the advertising message – 59.5%, for example, “юридическое сопровождение event-проектов”, “закрытый VIP клуб для мужчин”, “online  доставка японской кухни”(the texts of advertisements in pictures18, 19). In the names of organizations, hybrid texts account for 26.5%, for example, the signboard of school is an example of hybrid text (picture 20, 21).
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The reasons for the appearance of hybrid texts can be different: the desire to identify the advertised object, to draw attention to a certain part of the text, not the desire or inability to translate a word from English into Russian, or on the contrary, the intention to cause the reader to associate with English-speaking culture, thereby making the advertised object more prestigious. However, English hardly fits into the Russian context due to its tendency to an analytical structure, which leads to a limited set of linguistic expressive means. A number of questions arise: why are individual words written in English? Why wasn't the entire text written in English or Russian? Why exactly Are these words written in English? Is this text written for a Russian or a foreign reader? There are big problems with interpretation, the reader may misinterpret the text in case of a low level of English proficiency, or not understand it at all if he does not speak in English. In the latter case, such texts may be orienteer, which the reader will beware of as something complicated, confusing and incomprehensible. In this case, advertising not only fails its task, but leads to a completely opposite result.
Transliteration and transcription of English words
Transliteration as the translation of the signs of the English writing system based on the Latin alphabet into the signs of the Russian system based on the Cyrillic alphabet is a necessary phenomenon when translating proper names; this method of nomination is often resorted to in cases of new words (computer, baseball, pizza, laser). In modern advertising texts, transcription is more common as a type of transliteration, when, by translating English letters into Russian, they try to convey the exact sound of the original English words. Moreover, the trend is the interest in transcribing English words extends not only to new borrowings, but also to previously borrowed and already assimilated words and proper names: lunch instead of lunch; in speech Flórida instead of Florída; in the names of attractive programs, organizations club instead of club, etc.
Most of the transcribed Anglicisms (48% of our samples) are found in the names of organizations. For example, the bar “Гуд Бир Бар”, “Гриль Хауз”, “Плов Хауз”, names of the cafes “GLянец”, “Чайкофф хауз”;. Transliterated Anglicisms are found in 38% of cases in the main text of the advertisement, as well as in slogans and subheadings: this may be a term in the list of product component (какао, витамин А, без консервантов), a description of the service or advertised object ( бизнес ланч, набор ассорти, фемили сэт, энергия для всех, боксмастер комбо), names of borrowed realities or phenomena (йогурт, бугер, пицца, коблер, маффин).
In the names of advertised products (сервис, продукт, сэт), transliteration of English words occurs in 14% of the total number of transliterated words, for example: процедура; сэт; топпинг; новая услуга “Фэмили сэт”;Национальный день капкейка; бомбические скидки, Хот Дог Пати; Сытный Экспресс. The greatest prevalence of Anglicisms in the names of the organization is explained by the fact that this is the most popular advertised information.
The use of transliterated Anglicisms in advertising texts allows you to make advertising more readable for a potential Russian-speaking consumer; for example, a joystick; a laptop, a hostel manager, written in Latin, can cause difficulties in reading if a person does not speak English with your tongue. However, the question of interpretation, i.e. understanding of such words, remains open: the fact that the reader is able to “voice” the written text does not mean that he can understand what he has read. An English word written in Cyrillic does not become Russian. Along with this, in modern advertising texts there are a large number of transliterated Anglicisms that have Russian–language analogues: set – сэт (набор); topping – топпинг (для дессертов);lunch - ланч; house - хауз; party- пати; bonus – бонус.
From the point of view of the biology of cognition, the use of Anglicisms in modern advertising texts can be considered as a specific manifestation of relativity in linguistic behavior: reproduction, embodiment in a specific action of a certain linguistic experience acquired in the relational field language interactions, in order to adapt to the environment and preserve their identity. When choosing language tools, advertisers rely on existing advertising texts and adapt them to their conditions. Western advertising is taken as an orig – or even as a standard, and in order for Russian–speaking consumers to be able (according to the advertisers' plan) to give the text a meaning (and in fact, only read it), the authors adapt it (make it recognizable), in this case through transliteration. Advertising texts that use high-frequency words such as house, boutique, travel, become prototypes for the next advertisement.
Transliterated Anglicisms are often actively involved in the processes of word formation and inflection in accordance with the grammatical norms of the Russian language. For example, the promotional text of the fast food advertisement in Uzbek says: “ 18 dona naggetslar 32 000 so’m” , “5 dona naggetsli naggets boks 17 000 so’m”. The whole advertisement is done according to the rules of Uzbek grammar, borrowing naggets is changed to a plural form according to the rule of Uzbek grammar. (picture 22)
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The next sample is done according to the rules of English spelling, namely added article the as the advertiser wanted to attract customers’ attention. It became popular as the sign of prestige and fashion. These days “to be in trend” is extremely significant, so company’s leaders try to make their service or product remarkably appealing. 
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Verbs in English do not form specific oppositions characteristic of Russian verbs, however, English borrowed verbs receive morphological design, being included in one or another specific class. The name of the soft drink is “Like Cola” which means that a customer is supposed to be pleased with this beverage. In the advertising it is used as where it is an imperative verb to approve its taste. This is a popular verb in the Internet space - you can find 342,000 links to it in the Google search engine.
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Transliteration and transcription of English words makes them more accessible not only for perception, but also for assimilation, which contributes to their consolidation in the vocabulary of the Russian language.
Partial transliteration
Graphical hybridization or partial transliteration is the tendency to replace one or more letters in a Russian word with their graphic correspondences from the English alphabet. For instance, the name of party café “GLянец”, kids café “Мое Месto”, The Choyxona, ЧайCoff House,etc. The use of partial transliteration in the names of organizations accounts for 76% of cases – here are just a few examples: coffee shop "TeRRitoria Coffee"; night club "Zazhigalka"; night club "Cherdak"; fitness studio "Zaryadka"; ma gazin books "REPUBLIC"; recreation center "Zvezdny"; fitness studio "ReForma"; the agency of festive services "PlaStilin"; beauty salon "BestiA"; dining room "Bazaar". In the names of the organization's product, graphic hybridization occurs in 13% of cases, for example, the SMEX humor festival; the movie "Zoolushka"; the Zebra mini candy; Russky dumplings; the festival of fans of motorcycle cycles and Rock'n'rollRolla. Partial transliterations in the main text of the advertisement account for 11%. For example, in an advertisement for the summer camp "summer recreation"; in an advertisement for the Japanese restaurant "Rollomania"; in an advertisement for the car "Buy LADA get a bike Dzzin!"; in the advertisement of the party "Radio Day in Russian!"; in the advertisement of the car "vOLVo to choose from". 
The use of Latin letters gives Russian or Uzbek words an unusual appearance, which makes the consumer linger on the name, but can cause difficulties in reading and, accordingly, in understanding. At first glance, it may it would seem that the inclusion of English letters in the graphic structure of Russian and Uzbek words – only a means to attract attention, especially when it is one or two letters, and the graphic image of the word is still easily recognizable (picture 17). Russian is sometimes very difficult, however, even for a linguistically educated native speaker of the Russian language to recognize graphically disguised Russian words at first glance, such as, for example, the name of “ЧайCoff House” intended to be “informing” in the name of a cafe (picture 25); as a result, the orienting function of the signboard as a public text is lost.
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Neologisms
In this paper, by neologisms we mean new linguistic units formed on the basis of words of the Russian and English languages. As a rule, neologisms are found in the names of organizations.
On the signboard shown on picture 26 the author mixed two words “café” and “festival” in order to hint on the joyful atmosphere in the café and the variety of coffee in assortment. 
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Unfortunately, frequently neologisms are formed in a wrong way as the authors are not familiar with the right meaning of the words. The neologism Букбастер (bookbuster) (picture 27), formed by analogy with the word block buster[footnoteRef:44] (a film with high box office receipts), according to the authors, was supposed to orient potential buyers to the popularity of the store's book products. However, the name of the store literally translates from English as "destroyer / destroyer / fuse of books"; it is unlikely that such a name can be called successful for a bookstore (cf. with the popular Hollywood comedy about ghostbusters "Ghostbusters"). [44:  Blockbuster (English blockbuster, lit. — The Destroyer of the quarter) is a feature film with high box office fees. The term is borrowed from aviation slang of the Second World War, where it denoted a high—power bomb capable of destroying an entire block (from English block — block, bust - destroy) (Encyclopedic Dictionary. 2009)] 
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Thus, as a result of the language game, which takes place against the background  of low linguistic education of its participants, we are faced with linguistic phenomena that do not belong to either English-speaking or Russian culture. The new phenomena represent a chaotic mass (a pseudo-English text field) that is rapidly growing in size.


















SUMMARY OF THE SECOND CHAPTER
Modern advertising plays a very important role in the life of society. On the one hand, the planned advertising impact is based on the existing value system in a particular social group, on the other hand, advertising is able to provide new value orientations. The task of any advertising text is to attract the attention of a potential consumer and encourage him to take actions that are necessary for the advertiser. Scientists note that advertising plays the decisive role in promoting a company / product on the market, in modern society, the choice of the buyer in most cases is determined by advertising, but not by other indicators of the company / product (price, quality, availability). The high productivity of the linguistic means used in advertising and the high suggestive potential define it as one of the factors influencing the formation of a value system in a certain social group. Since the actions of any person are motivated by a value system that they share (do what is significant for him, therefore, valuable), then the task of advertisers when creating an advertising text is to determine relevant value orientations. Advertising texts are the result of specially organized(not spontaneous) actions, therefore, the means of expression used are consciously chosen and selected. Borrowed words in advertising texts are value orientations chosen by advertisers in order to create a certain image for the reader and encourage him to take the desired actions. As a result of our analysis of borrowed words in advertising texts Based on the proposed definition of borrowing, we have developed a classification of Anglicisms used in advertising texts of Russian and Uzbek companies in the market. Based on the classification obtained, we have determined the range of borrowed English-language elements, their distribution and the depth of penetration into the two languages. 
The analysis of examples of Anglicized advertising texts showed that the process of Anglicization affects the structural elements of the Russian language, as a result of which its unity as a systemic type of activity is violated. The use of individual English language elements (letters of the English alphabet, lexemes, word-formation, grammatical and spelling models) is recursive, which confirms the position of cognitive linguistics about the experimental nature of language. Thus, Anglicized language models become productive in modern Russian and Uzbek. 


















CHAPTER III. ANALYSIS OF BORROWED WORDS IN THE TEXTS OF UZBEK AND RUSSIAN ADVERTISEMENTS
3.1 Types of borrowings in Uzbek  and Russian advertisements
Advertisement has become an inevitable part of the modern world. People run into it everywhere and due to this fact linguists are interested in this issue. However, before investigating it let us clarify the concept of advertisement. At the beginning of the XIX century the word “advertisement” began to be widely used in the English language, but this simply meant “a message about something” in the XIV-XV centuries in the Oxford dictionary. Roman languages such as French, Italian, Spanish also had the same concept in their languages (“publicite” – french, “publicitad” – spanish, “pubblicita” – italian) which emphasized the mass nature of the advertising addressee. Advertisement was developing with trade and the integration of countries led not only to the goods exchange but also to the language exchange. Many words came from one language (source language) and firmly stuck into another (recipient language). Thus, we came to the point of this work – borrowed words. A large encyclopedic dictionary gives the following definition of the term borrowing – “it is the transition of elements of one language to another as a result of the interaction of languages or the elements themselves transferred from one language to another. Borrowing can be oral (reproduces the general phonetic appearance of the word) or written, book (when transliteration of the word is performed)”.
The aim of this part of work is to present examples based on empirical materials, namely internet sites and to analyze those examples. On the basis of theoretical material and the examples collected from the internet sources, we classified the following groups of food categories. We consider it important to mention, although, that these categories have sub-categories.
Beverages: mineral water (Hydrolife, Nestle pure life, etc.); juices (J7, Bliss, etc.); soft drinks (Pepsi, Coca-cola, etc.). There is a crucial need to highlight that brand names are densely entering people’s lives. For instance, the Uzbek brand of drinking water “Hydrolife” entered the lexicon of Uzbek or Russian speakers as they rely on the good quality of this water. “Чистая от природы!” says its motto which wins over any person as it promises to be pure and natural. Another local product which prompts to be of good quality as the name “Bonaqua” itself gives such a meaning. This brand entered the lexicon of Uzbek or Russian speakers as they rely on the good quality of this water. Bon form French means “great or delicious” highlights its good quality and perfect taste. One more standing out brand of drinking water on Uzbek market is Nestle which motto says “Pure life”. These words latently promote the idea of healthy lifestyle and better quality of life.
The sub-category of juices mostly highlights the value of fruit and berries they are made of. More often such words as vitamins, energy, immune system, and healthy are used in context. The advertisement of “J7” juice, which hints its consumer to get not only sweet taste, but also maximum of use after drinking it attracts the attention of those who follow a healthy diet. “Микс пользы и вкуса” – the word “микс” is a borrowed word in Russian language and here it is not about mixture of fruit, but about mixing great taste and health. Another brand of our local Uzbek beverage is juice called “Bliss”, which hints its consumer to get not only sweet taste, but also pleasure after drinking it. Moreover, there borrowed word which is used in the brand itself puts it on a higher level as using a foreign words turns the item into something more appealing and prestigious. Another product which is called “Sun smile” (the name of the juice itself motivates people to smile after its consuming) has the following motto “Яркий вкус в удобном формате” hinting that the size and shape of package is comfortable to drink it. Here the word “формат” is a Latin borrowed one which means “dimension, size, shape” and used to demonstrate the good quality and convenience. Another beverage advertisement which promotes a healthy way of life uses the borrowing “тонус” conveying the meaning of “fitness and tension of muscles”.

The most favourite beverage among youth is soft drink and here we would like to present the advertisement of Pepsi which is full of borrowed words. One of them in Uzbek language and says “Pepsi ritmida bo’l”- which means “ Be in the rhythm of Pepsi”. The author wanted to catch consumers’ attention and encourage them to drink this beverage as much as possible in order to be energetic. According to one of the versions of the brand name “pep” means cheerfulness of the spirit, and perhaps this motivates people consume this soft drink more than others.
New beverage which has appeared on Uzbek market relatively recently is “Mountain Dew” immediately won the hearts of youth. First of all let’s examine the brand name. The unusual for non-English speakers word “dew” means  is a term used to describe small droplets of water that form on the ground, often in the early morning hours, so there is a direct sign to be of a premium quality and extremely pure. Another catching point is its slogan which says “Энергия для всех!” and hints on particular features of this drink which can provide its consumers with more power. Borrowed word used in the slogan “энергия” doesn’t exist in Russian language but tightly fixed in it. Another advertisement of this very beverage claims “Mountain Dew – легендарный напиток знакомый каждому.” There is also such phrase as “оригинальная рецептура”. The words “легендарный” and “оригинальная” came to Russian from Latin and mean “which is supposed to be read” and “birth, beginning”. So, the author of the advertisement wanted to express the idea that Mountain Dew is one drink which has to be consumed. In addition there is an energy drink which is quite popular among the youth of Uzbekistan – Flash. The advertisement of one type of flavour of this drink says “Яркая энергия бабл гам” where two words are borrowed ones – энергия, бабл гам. The word “бабл гам” is a type of borrowed word which is called transliteration. This process is “a type of conversion of a text from one script to another that involves swapping letters.”[footnoteRef:45]  This way is used here in order to attract consumers’ attention to the flavor change and create a high level of sales. [45:  https://en.wikipedia.org/wiki/Transliteration] 

Dairy production is the second category which has many borrowed words that has taken a root in our speech. a) Yoghurt (Actimel, Danone, Valio, etc.) Sometimes not the whole word but prefix is taken to form a word. For instance, “actimel” has prefix “act” which means “active”, so the yoghurt with such name promises to give consumer activeness. The prefix “bio” is frequently used to present the natural composition of a product. A bright example of usage of this word is advertising of Russian brand “Слобода”. There is an expression “100% био йогурт” on its advertising poster which tends to guarantee any consumer 100% of biologically pure ingredients, not additives. The company “Valio” broadcasts the advertisement which says “Смешай фан с пользой!”. Here the word “фан” is the exact transfer of the English word “fun” which reflects the idea that this yoghurt can bring fun together with benefit for health. Another popular brand Danone which Spanish name means “Little Daniel” and was aimed to children whose immune system is not fully shaped. This yoghurt guarantees to be extremely healthy as on its label there are such words as “термостатный йогурт”. The borrowing “термостатный” promotes something connected with health as the method itself assumes that milk and the ferment are placed immediately in the container in which it will be sold. This yogurt is denser, slightly less acidic. Thus, we can conclude that such borrowed words like “био”, prefixes “acti” and “thermo” are connected with ecology and biology, which always promises to be pure and fresh.
b) Milk cocktails (Nesquick, Ehrmann, EcoMilk, Active Milk, etc.) These types of dairy production gives an opportunity to have a delicious snack. The one of “Рогачев” company has an advertisement which says “Молочный коктейль пломбир” where the borrowed word “пломбир” is used to show the resemblance to the taste of a type of ice-cream. Ushakov in his dictionary explains the etymology of the word “пломбир” as “the highest grade of creamy ice cream. It comes from the name of the French resort Plombières in the department of Vosges.”[footnoteRef:46].  Nesquick is a widespread brand of milk cocktails and cereals which is so admired by children. This product promises to give those drinks  to be quick as the name is composed from two words “nestle” which means to settle or lie comfortably within or against something; it also often connotes a sense of security, warmth, or affection and “quick” which hints customers to give his sense as fast as possible.  [46:  Ushakov. D. N. Explanatory dictionary of the Russian language. – Moscow. 1935-1940. (4 vol)] 

Fast food advertisements are full of following borrowed words a) burgers and hot-dogs ( шефбургер, боксмастер комбо, пицца мега комбо, комплексные обеды etc.). These words are mostly used by youth as they are frequent consumers of fast food. For instance, they do not say “a collection of three pizzas” they just use the expression “pizza set” itself as it is quicker and easier. 
b) pizzas (летнее комбо, маргарита, Bellissimo pizza,etc. ) As we can observe in the examples all the borrowed words are the names of pizza and often people while making an order use this words instead of their translations. Many pizzas were called after a particular person. Margarita is a widespread type of pizza which was called after a queen who had a desire to taste an unusual meal and was served three types of pizza, but liked exactly this ne with tomatoes, basil and mozzarella.
с) chicken production such as naggets, KFCs, grilled chicken are extremely famous among fast food fans as they are crispy and spicy. Moreover, there is a widespread idea that chicken is a type of low-fat meat which is rich in protein. People, believing this idea, tend to consume chicken more. There are such advertisements on Uzbek market which is full of borrowed words, but they are adaptised to the Uzbek grammar. For instance, “5 dona naggetsli naggets boks atigi 17 000 so’m” where the borrowing “naggets”  is perfectly adapted to Uzbek speech that native speaker barely feels this word to be borrowed one. Another sample – “KFC lanchboks har hil narxlarda” – where the word “lunchbox” is transliterated into Uzbek, so the customer accepts it as usual Uzbek word as it is easier to read and the advertisement becomes attractive to youth as they know these words.
Sweets is the next category of food advertisement which is rich in borrowed words. There are three sub-categories - chocolate (Alpen Gold fun max, Milka, Bounty, etc); Lollipops (Chupa chups); pastry (Cheesecake, cobbler, мороженое пломбир, etc.). The advertisement of much-loved Rafaello candies says: “Любовь в каждом моменте” Here is the word момент was chosen to highlight the tiny period which should be appreciated and filled with love. This borrowing has come from German with the meaning “a brief period of time”.
In general, borrowings are a good trick in the sphere of advertisement and at the beginning of the XX century researchers started to investigate the reasons of this notion. Semantic scholar M.A.Breiter suggested several reasons of appearing of borrowed words in a particular language. The absence of a corresponding concept in the cognitive base of the recipient language - in case of food advertisement such words as “yoghurt”, “cheesecake”, “soufflé”, “pizza”, etc. deeply came into our lives as there are not these very concepts in our culture and language. The absence of an appropriate, more precise name in the recipient language - for instance, English word “topping” is widely used among Russian or Uzbek speaking chefs as there is no clear equivalent in these languages. The expression of a positive or negative meaning that the equivalent unit in the recipient language does not possess - fast food restaurants often use such borrowings as “combo”, “set”, “express” to show the size of a portion, the speed of delivery or the variety of components. The Uzbek web-site zira.uz presents a diversion of recipes where borrowings present originality of a particular meal. We would like to speculate about an unusual meal for our culture, but common one for American culture – cobbler with ice-cream. Cambridge dictionary gives the following definition for this meal: a dish cooked in the oven that consists of cooked food, usually fruit, with a thick breadlike mixture on top. Although this term has not been spread these days yet, but only a small circle of specialists are familiar with it, another word is very popular among sweet teeth – “пломбир”. This word is originally a French one meaning “a vanilla ice-cream mixed with candied fruits”. One more meal which became a part of everyday menu is cheesecake. The name of this dessert doesn’t exist in Russian and Uzbek languages, it came from English, but as it is widespread in the menus of many restaurants and bakeries, it densely entered into these two languages.
The idea that penetration of borrowed lexemes is inevitable in our era of internet and technologies is demonstrated throughout this work. It is essential for the linguists to examine this notion not only because of the linguistic factor but also due to the cultural exchange. These lexemes help people learn more about the culture of a particular society.
An advertising text is a special type of text, it is structured and, as a rule, carefully thought out. The main task of the advertiser is to find the optimal relationship between the form of the text and its content. Text advertising is very laconic, but it must have such an orienting potential to encourage the intended buyer to take certain actions. It is necessary that the advertising text contains a sufficient number of signs that contribute to the formation of certain associations, concepts and guidelines for the reader to implement the activities that the advertisement is aimed at motivating.







3.2 Statistical data on the types of borrowings
Advertising industry is aimed to get as many consumers as possible so the promoters use different approaches to obtain it. The analysis of the collected material showed that the function of Anglicism varies depending on its place in the advertising text.
Thus, the borrowings that are used in the product name are designed to form an idea of the advertised product as a product or service presented on the international market. We conducted an analysis of advertising not only Russian companies but also of those which are popular on Uzbek market, therefore, it can be assumed that manufacturers will completely translate the product name into English or transliterate the Russian-language name in Latin letters. However, one hundred percent Anglicisms account for only 50% of the total number of Anglicisms in the name of the product/service, and transliteration of the Russian word in English letters is 5%. Table 2 shows the percentage of Anglicisms in the name of the product/service according to the results of the conducted research in an effort to bring their products to the international market, according to the results of the conducted research.
Table 2: Percentage of Anglicisms in product/service advertising
	Types of borrowed words (Anglicisms)
	% of the total number of English phrases in the name of the product/service

	100% English borrowings (Anglicisms)
	50%

	Transliteration from English to Russian/Uzbek
	17%

	Textual hybrids
	13%

	Graphis hybrids
	9%

	Neologisms 
	6%

	Russian/Uzbek transliteration into English
	5%




Based on the above data, it can be assumed that Russian and Uzbek companies are engaged in the production of products of foreign origin, or provide a new type of service that is not typical of these cultures (17% of translated English words). For example, the production of cheesecakes (a kind of cake where the most part is done from cottage cheese); cobbler (a type of dessert); cheeseburger (a hot bun with a cutlet and cheese); rolls (a kind of sushi in Japanese cuisine). If you look at some examples of using transliteration in advertising product names, then you can see words that have Russian or Uzbek analogues. For instance, новая пицца Чизи Pops![footnoteRef:47] (чизи– ‘сырный’); or the name of the café ЧайCoff House (where “coff” is a shortened form of “coffee”) or the advertisement of a hand-made chocolate, where the box is advertised like this: “хочется отметить упаковку – визуальное и тактильное удовольствие…”. There are equivalents in Russian, however the author preferred using the authentic words in order to attract attention and highlight the uniqueness.  [47:  Название пиццы «Чизи Pops!» состоит из английских слов, однако одно из них транслитерировано – ‘чизи’, а другое сохраняет английское написание ‘pops’. Читателю остается только догадываться, из каких соображений авторы текста именно таким образом оформили название продукт] 

Russian and English words are in most cases formed as a result of the combination of Russian and English words (party café GLянец; kids café Мое Месto; restaurant The Choyxona); there are also combinations of Russian and Uzbek transliterated words and English words (café “Плов Хауз”) and English transliterated words and Russian words (Гуд Бир Бар, Кофе Хауз ).
So, the use of Anglicisms in the name of a product/service shows that Russian and Uzbek companies strive to position a product or service as demanded on the world market, while they try to make the product recognizable, “his own”, not showing his cultural origin, but rather hiding it.
Even if the product is intended for the local market (e.g., the "Lion of Zion 0.9", "Sensation" party, "Baikal forest show" cat show, "Full moon party in Syberia!"[footnoteRef:48], the "Smart new" telephone tariff plan, etc.), its origin is "masquerading" as a foreign one, because the patriotic slogan of old times "Local production means the best!" has been replaced by its unspoken antipode "Foreign (Anglo–American) means the best!". [48:  Сибирь in English is written as  Siberia] 

The name of the organization plays a very important role in creating the overall image of the company. As a rule, special campaigns are conducted to promote a brand on the market and increase its (name) recognition. The name of the organization should contribute to the creation of the desired image and evoke certain positive associations among potential consumers. For example, the name of the powder "Crystal" evokes associations with perfect purity; the name of the products "Bystrov" indicates the speed of their preparation; the name of dairy products "Домик в деревне" reminds of the peace and quiet of the village, of natural, homemade products.
Any company strives to be attractive to potential customers, attract their attention and gain their trust, so choosing a name is a difficult and responsible task, which is usually handled by professionals. So, the Uzmobile company promotes the idea of uniqueness and indigenousness so there is a prefix Uz which says that it is wholly local service. When choosing a name, advertisers rely on social values in general and in the target group in particular. Thus, by the name of the organization, you can judge who it focuses on, what the company's policy is. For example, the developers of the Swedish brand Electrolux define their values in this way: reliability, design, innovation, and the environment. The value of a brand affects the consumer's trust in it and determines his choice, which, in turn, allows manufacturers to sell goods at an inflated price. Since a person is a social being, it is important for him not only to arrange his personal sphere (health, safety, freedom, coziness, comfort), but also his position in society – social status (success, belonging to a certain social group). In marketing, there is a concept of “brand”, which includes the philosophy, values, and positions of the company. For example, it is known that a person who buys clothes from a well-known fashion house (Dior, Chanel, D&G) pays a lot of money not so much for the thing itself, but for the brand, which is the epitome of a certain lifestyle.
Graphic hybridization in company names performs an attractive function: the changed graphic appearance of familiar words attracts the reader's attention, “forces” him to hold his gaze on the text. However, the interspersing of letters of the English alphabet, one way or another, causes associations with the English language and English culture, the preference of which in comparison with the traditional Russian for many is a fact beyond doubt.
The name of the company contributes to the formation of a particular image of the organization, which is determined by the choice of expressive means (words, font, color). The Anglicized names of Russian companies are the result of deliberate actions by advertisers, which, in their opinion, contributes to the success of the organization. Our analysis of Anglicisms in company names indicates that the reasons for their use lie not so much in the pragmatic sphere (to be understandable to a foreign client) as in the emotional evaluation: being “non-Russian” or “non-Uzbek” or having at least some relation to English culture is more preferably in modern Russian/Uzbek society. The vast majority of companies with Anglicized names seek to hide their Russian origin by posing as a foreign organization. At the same time, the desire to join the English-speaking culture is often associated not only with neglect of the native language, but also with violation of the norms and rules of the English language caused by elementary illiteracy.
As a rule, print advertising is complex rich texts containing not only the name of the company, the advertised product, but also various kinds of accompanying text: slogan, appeal, question, beginning, echo phrase, details, conditions, and so on. In most cases, the advertising text is created by professionals from advertising agencies, based on the wishes of the customer and the terms of the advertising campaign (name, specifics of the advertised product, target group of consumers, type of advertising: audio, video or print advertising, etc.). The final product it depends not only on the advertised object, but also on the author of the advertising text.
When creating a text, the author interacts with his cognitive self, in other words, he relies on his unique experience and memory. The cognitive self of an individual is a unique set of biological and mental characteristics of a person and his individual cognitive experience.
As you know, there are no two identical people, even identical from the point of viewFrom the point of view of biology, identical twins with the same genotype differ in character and behavior. At the same time, socially identical people who grew up in the same social conditions and have similar cognitive experiences (children from the same family) also differ in many ways. A person's cognitive experience (his experiences, impressions, skills, abilities) is determined by his biological and psychological characteristics and the environment in which it occurs formation of the cognitive structure of the body. By entering into linguistic interactions (oral or written), a person accumulates experience, which is the basis for further linguistic activity.
When creating a text, its author refers to his experience of interaction with written artifacts, the history of which is different for each person. A person does not recreate previously read texts, but constructs a new one, based on his individual cognitive experience and his cognitive abilities to actualize relevant fragments of experience and moderate them according to a new context. The nature of the text is determined by the cognitive state of the author at the time of its creation, i.e. the entire cognitive structure of his body[footnoteRef:49], formed under the influence of many factors: this is the culture in which a person has lived and belongs to at the moment, reading, education, professionalism, ownership foreign languages, emotional and physical condition, the value system that he shares, etc. Moreover, the author of the advertisement seeks to solve the tasks assigned to him, where the main task is to make the text attractive to the reader, otherwise the advertisement will remain unread. Consequently, he (the author) needs to get as close as possible to the cognitive “Self” of a potential consumer so that the text he created resonates with the reader. This ability is determined solely by the author's cognitive self. [49:  Kravchenko, A. V. The semantics vs. pragmatics debate in the context of the orientational function of language.- Uniwersytet Warminsko-Mazurski w Olsztyne, 2011b. – Pp. 11 – 23.] 

As a rule, the manifestation of the author's personality can be traced not so much in the main text of the advertisement (product name), as in the accompanying (for example, the terms of the promotion, the range of advertised products, etc.). The Anglicisms used in the advertising text are expressive means, the analysis of which can contribute to the creation of a portrait of the author of the advertisement.
Table 3 shows the percentage of types of Anglicisms in the text of the advertising.
	Types of Anglicisms
	Percentage of the total
number of Anglicisms in the corresponding text

	Text hybrids
	34%

	100 % Anglicisms
	29%

	Transliteration from English to Russian
	26%

	Graphic hybrids
	5%

	Spelling norms
	3%

	Neologisms
	2%



Textual hybridization is carried out by combining English and Russian words in one text, for example, "Бизнес ланч"; "Завтраки в офис"; "Комбо сэты"; "хэнд-мэйд шоколад Sense"; "бизнес-ужин".Anglicisms can be either transliterated or untranslated, be full-fledged phrases or to be their constituent parts. Russian adjectives are more often placed in the masculine form before defined English nouns, for example: "сладкий weekend", "стильный look", "весенний sale". Such advertising texts can be regarded as a manifestation of ignorance of the Russian-speaking analogues of English words, the inability or unwillingness of the creators of advertising to translate English words into Russian/Uzbek. Moreover, the creators of such advertisements do not follow the spelling rules of the English language, which indicates a low level of English proficiency. 
At the same time, there is an obvious desire to show their involvement in English-speaking culture. The preserved English spelling of words may indicate that this is the norm for authors and, in their opinion, Anglicisms should not cause difficulties in interpretation for a potential consumer. More often, Anglicisms are used to create complex nominations for the English model N + N, of which one noun is English and the other is Russian: "Panorama стейк-хаус", "The Choyxona", "ЧайCoff House", "wellness студия Slim Club", "VIP клиентам бонус", "Настоящая китайская Wok лапша!". If the syntactic model N+N is the norm for the English language, then for Russian The language is characterized by the coordination of adjacent nouns by control (changing the dependent word into the form of an indirect case). Since the English noun does not have an indirect case form, it does not agree with the Russian noun, therefore, we are dealing with a phrase formed according to the English model.
In modern societies with a developed written culture, people constantly interact with various kinds of texts. Print advertising is one of the most widespread types of texts with which the reader interacts. In our lives, there is almost always a textual advertising background (print media, the Internet, street advertising), and even the music playing on the radio is texts read out by an announcer. This constant background implicitly has a certain effect on a person, becoming part of his cognitive experience, his life's "coordinate system".
The text field plays a system-forming role in the life of society and the individual[footnoteRef:50], it ensures the accumulation, preservation and transfer from generation to generation of life experience, culture and traditions of society; advertising texts, in particular, trace the system of values of an individual society in a certain period of time. Advertising has a high suggestive potential, which determines the formative effect of advertising texts on the value system of an individual society or group of people. Consequently, the quality of advertising texts and the language in which they are written are not only indicators of the state of society, but also factors determining its future state. [50:  Linell, P. Rethinking Language, Mind and World Dialogically: Interactioinal and contextual theories of human sense-making.  Journal of Multicultural Discourses. – 2009. – N 6(02). – Pp. 197 – 210.] 

The analysis of Anglicisms in advertising texts revealed the main tendency of Russian advertisers to position themselves or their product as foreign. This is confirmed by the dominance of one hundred percent anglicisms in both product/service names and company names (see Table 4). The analysis of Anglicisms in advertising texts from the point of view of the manifestation of the author's cognitive Self also showed the desire of the creators of advertising to join the English-speaking culture, which is manifested in the high frequency of using one hundred percent English words and in creating hybrid texts.
Table 4. The ratio of types of Anglicisms in advertising texts
	Types of Anglicisms
	% of the total number
of Anglicisms in
the name of the product/service
	% of the total
number of English phrases in
the company name
	% of the total
number of Anglicisms in the accompanying text

	100% Anglicisms
	50%
	46%
	29%

	Transliteration from English into Russian/Uzbek
	17%
	12%
	26%

	Textual hybrids
	13%
	5%
	34%

	Graphic hybrids
	9%
	11%
	5%

	Neologisms
	6%
	12%
	2%

	Transliteration from Russian into English
	5%
	14%
	1%

	Spelling norms
	3%


The main orienting message of Anglicisms in advertising texts is to show the Russian–speaking consumer that the company, product or author of the advertisement is part of the English-speaking world. The authors of advertising, based on their cognitive experience and their value system, create an Anglicized picture of the world where English is, by design for advertisers, it should evoke positive associations in the reader.
An analysis of the evaluation of Anglicized advertising texts by Russian-speaking consumers showed that, indeed, the English language is attractive to people. In general, Anglicized advertising texts are evaluated more positively than Russian texts, regardless of the level of English proficiency of the reader. Moreover, when composing advertising texts by non-professionals, in cases of using Anglicisms, preference is given preference was given to one hundred percent English words, which is proportional to the proportion of the fullness of borrowed words in professional advertising texts using one hundred percent Anglicisms. In other words, Anglicisms in particular and English-speaking culture in general are becoming significant landmarks for the Russian consumer, influencing the formation of an idea of how an "attractive product" should look. Thus, the positive context in which English is used contributes to the consolidation of perception Anglo-American culture as attractive. When faced with certain phenomena on a daily basis, a person begins to perceive them as a natural and even an integral part of his daily reality.
Russian and Uzbek speakers no longer rate English advertising as something "unusual", on the contrary, even admitting that they do not speak any foreign language, some respondents created Anglicized advertising texts, imitating what they had ever seen or heard. What can be caused by thoughtless, blind copying can already be observed this hour on some advertising messages.




SUMMARY OF THE THIRD CHAPTER
Russian anglicization observed today is characterized by scale, intensity and avalanche, while the underlying cognitive processes are specific and have little to do with the objective need to replenish the vocabulary of the Russian or Uzbek language in connection with the advent of new realities in the life of Russian society, as was usually the case in other historical periods.
The use of Anglicisms in the advertising texts of Russian or Uzbek companies in the Russian and Uzbek market is dictated by the desire of advertisers to "raise in rank" your organization, your product, or the status of the author of the text. Our analysis of Anglicized texts has shown that the reasons for the appearance of borrowings in texts lie in the emotional and mental sphere. The English language, its associated culture and lifestyle are the value orientations in modern Russian society.
The use of Anglicisms in advertising texts allows the authors of the advertisement to evoke associations associated with Anglo-American culture in the reader, which is evaluated positively by them. Our research has shown that readers of advertising also positively evaluate products/companies whose advertising is Anglicized. In the course of the study, we were able to establish that the widespread use of Anglicisms leads to the regular reproducibility of borrowed language models and patterns in advertising. The emotional and evaluative effect of such advertising, as well as the reproduction of Anglicisms in new It is not related to English language proficiency or professional activity of a person, however, it depends on age: Anglicisms are more popular among the younger generation, born and raised in the earlier era. 
Anglicized advertising texts are an integral part of the life of modern society and the individual. The combination of such texts creates a special text field, which is characterized by the hybridization of Russian and English languages against the background of low general literacy and poor English proficiency with your tongue. Due to the high repeatability in advertising, Anglicized (but not English) language models are fixed in the cognitive experience of people and fall into the Russian is the basis of their further linguistic activity, acting as a kind of valuable reference points because of the prestige associated with them (according to the principle “English is better than Russian/Uzbek”) and the desire of Russian or Uzbek people (especially young people) to join the Anglo-American culture and become a part of it.
















CONCLUSION
Based on the provisions of the biology of cognition and language, the study of Anglicized advertising texts allowed us to come to conclusions that have not only general theoretical, but also practical significance. The approach to language as biologically rooted and socially conditioned activities of an orientation nature, having an adaptive function, opens up new prospects in the study of various linguistic processes, which include linguistic inheritance. Consideration of the linguistic characteristics of modern society interactions in their totality as a special environment that ensures the preservation and maintenance of society as a living (cognitive) system, allows us to see the hidden mechanisms of large-scale linguistic changes taking place today, linking them with the cognitive process of changing the system of value orientations.
The analysis of advertising texts has shown that the active process of borrowing from the English language has gone far beyond filling in the so-called conceptual gaps and affects different levels of the language. By borrowing new lexical units, in modern Russian and Uzbek words or long-assimilated borrowings from other languages are being replaced by their English counterparts, word-formation models characteristic of the English language are being borrowed, on the basis of which Russian-English / Uzbek-English hybrids and neologisms are being created, fully Anglicized texts are increasingly used, and texts in Russian are designed according to orthographic norms of the English language. The analysis of the nature and depth of the penetration of English borrowings into the modern Russian/Uzbek language allowed us to propose the concept of Anglicism as a type of borrowing, meaningfully different from traditional. Under the Anglicism it is understood any borrowed element of the English language system (morpheme, word, word combination, word-formation model, letter of the alphabet, spelling norm, etc.), which has entered the regular language practice of Russian society.
As a result of the analysis and systematization of Anglicisms, their classification is proposed, the depth of their penetration into the Russian language system is determined, as follows At the lexical and grammatical levels, the orienting potential of Anglicisms in advertising texts is analyzed.  Analysis of the features of the use of Anglicisms in the name of a product, company and in the accompanying text as an indicator of cognitive development have shown that the Anglicization of the text is due to psycho-emotional factors: the use of Anglicisms as implicit reference points for Anglo-American values allows the speaker/speaker to raise their social status, since in modern Russian society English is assessed as more prestigious than Russian or Uzbek.
The analysis of the reproducibility of Anglicisms in advertising texts showed, that among non-professionals it is proportional to the degree of prevalence of Anglicisms in existing advertising texts, which confirms the experimental nature of the language. The widespread use of Anglicisms in advertising texts contributes to the formation of a new linguistic environment in the form of an Anglicized text field of the language, which sets new, different from traditional guidelines for values associated with Anglo-American culture. It is shown that the axiological assessment of Anglicisms does not depend on the level of English proficiency. Thus, the ongoing Anglicization of the Russian language not only blurs Russian-speaking or Uzbek-speaking cultural traditions, but also forms a distorted pseudo-English ecological environment due to "English-like" value orientations actively used in the text field of the language.
 Thus, in the course of the study, the goal was achieved: the causes of the ongoing process of Anglicization of the Russian or Uzbek language were identified, its scale and nature were described using the example of advertising texts and the possible consequences of the Anglicization of the Russian or Uzbek language for Russian and Uzbek societies and cultures were formulated. 
In general, the results of the study confirm the hypothesis put forward by us and point to the axiological orienting potential of Anglicisms in modern Russian and Uzbek societies; this makes us talk about the real likelihood of a change in the traditional value system. 

Borrowed words in advertisements


Hybridized


Transliterated and Transcribed texts


Fully Anglicized texts


Scheme 1: Classification of borrowed words in advertisements
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% of Anglicisms in product/ service advertisement
% of Anglicisms in product/ service advertisement	100% English borrowings	Transliteration from English to Russian/Uzbek	textual hybrids	graphic hybrids	Neologisms	Russian/Uzbek transliteration into English	0.5	0.17	0.13	9.0000000000000052E-2	6.0000000000000039E-2	5.0000000000000017E-2	




Percentage of the total	Text hybrids	100 % Anglicisms	Transliteration from English to Russian	Graphic hybrids	Spelling norms	Neologisms	0	0.34	0.29000000000000026	0.26	0.05	3.0000000000000002E-2	2.0000000000000011E-2	71
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