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BOIII MYXAPPUP:

HcanoBa ®epysa TysKHuHOBHA

TAXPUP XAU'BATH:

07.00.00-TAPUX ®AHJ/IAPU:

HOngameB AuBap IJprameBdd - Tapux ¢aHaapu
JIOKTOpH, cHécud daHsap HoM30A4H, mpodeccop,
V36exkucton Pecny6siukacu [IpesugeHTH
Xy3ypujaru /laBiaT 601IKapyBU aKaZleMHUsCH;

MagsianoB YkTaM MaxmacabupoBUd - Tapux
danapu  gokTopH, mTpodeccop, Y36eKHCTOH
Pecnny6iukacu I[lpe3upgeHTH Xysypupaaru JlaBaat
O0LIKApyBH aKa/JleMUACH;

XaspaTkyJsioB A6pop - Tapux ¢aHJapu [JOKTOPH,
JIOLEHT, Y36eKUCTOH JaBiaT >Kax0H THJLIapH
YHHUBEPCUTETH.

TypcyHnoB PaBman HopmypaToBud - Tapux dpaHiapu
JIOKTOPH, Y30eKUCTOH MUJJTUHA YHUBEPCUTETH;

XosukysnoB AxMapxoH boliMaxaMMaTOBHY — TapuXx

danmapy  JOKTOpM,  Y36ekucToH — Musmit
YHuBepcuteTy;
Fa6bpuanbsaH Codbsa MBaHOBHa - Tapux ¢anjapu
JIOKTOPH, JOLIEHT, Y36ekucron Musiini
YHuBepcHuTeTH.

CaupoB CapBap ATabyJjo yf/ad - KaTTa WIMHUU
xoauM, UMoM TepMu3nii XxaJaKapo UJIMUK-TaAKUKOT
MapKasy, WJIMHH TaAKUKOTJIAp OYJIMMU.

08.00.00-UKTHCOAUET ®AH/IAPH:

Kapsiu6aeBa Pas XoxkabaeBHa - WKTHCOJUET
dansapu goktopu, npodeccop, TOUIKEHT JaBjaT
HUKTHCOJUET YHUBEPCUTETH;

HacupxomxaeBa /[lunadppys CabuTxaHoBHA -
UKTUCOAUET  daHIapu  AOKTOpH, mpodeccop,
TolKeHT AaBJAT UKTUCOLUET YHUBEPCUTETH;
OCTOHOKYJI0B Azamar AbaykapuMoBUY -
UKTUCOAUET  daHIapu  AOKTOpH, Hpodeccop,
TolKeHT MOJINS UHCTUTYTH;

Apa6oB Hypasu YpasnoBud - UKTUCOAMET daHIapH
Joktopy, npodeccop, CamapkaHj  JAaBJjar
YHUBEPCUTETH;

XynoiikynoB CagupauH KapuMoBUY - UKTUCOAUET
daHysapu  JOKTOpH, AoIeHT, TOIIKeHT [AaBJjaT
UKTUCOAUET YHUBEPCUTETH;

Asuzos lllep3o YKTaMOBUY — UKTUCOAUET paHIapu
JIOKTOpH, [JIOLleHT, Y36ekuctoH Pecny6iukacu
BoXxxoHa MUHCTUTYTH;

XoxkaeB A3u3xoH CauJaJ0XOHOBUY — HKTHCOAUET
dansapu gokTopH, AoueHT, PapFoHa MOJUTEXHUKA
WHCTUTYTHU

XosioB AkTaM XaTaMOBHY — UKTUCOAUET daHIapu
6yinya ¢ancada goktopu (PhD), pomenr,
Y36ekncToH Pecny6mkacu [Ipe3useHTH

xy3ypujaru JlaBjaaT 601IKapyBU aKaleMHUsICH;

MagueBa /Juapopa XaMuUAOBHA - UKTUCOLUET
daHsapu 6yinua ¢ascada goktopu (PhD), noueHTt
B.6, TOLIKEHT MOJIUS UHCTUTYTH;
[MakapoB KysamaT AwWMUpPOBUY - UKTUCOLUET
daHsapu HOM30A4M, AoueHT, TolmKeHT ax6opoT
TeXHOJIOTUS/Iapy YHUBEPCUTETU

09.00.00-PA/ICAPA PAHJ/IAPH:

XakuMoB Hazap XakumoBuY - dpasicada danapu
JoKTOpH, mpodeccop, TOUIKEHT AaBJAT UKTUCOAUET
YHUBEPCUTETH;

AxmunukoB  XKypaboit - dancapa  dansapu
JokTopy, mnpodeccop, CamapkaHJ  JaBjaT
YHUBEpPCUTETH;

FaitoynsnaeB Otabexk MyxammajueBud - dascada
¢dannapu gokropy, npodeccop, CamapkaHz JaBjaT
YeT TUJIJIAp UHCTUTYTH;

CanpoBa Kamosa Yckanb6aeBHa - ¢pasncada pannapu
foktopy, “Tashkent International University of
Education” xankapo yHUBepCUTETH;

XomuMxoHOB MyMuH - pasicada daHsmapu J0KTOpH,
JoueHT, ’Kr33ax nejlarornka UHCTUTYTH;

Vpokosa Oiicynys amonuaguHoBHa - dascada
daHsapu  JOKTOPH, [OLEHT, AHAMXKOH JaBjaT

TUGOUET  HMHCTUTYTH,  MKTUMOUH-ryMaHUTap
dannap kadeapacu Myaupu;
HocupxomxaeBa  ['yiHopa — A6aykaxxapoBHa —

dancada dannapu HoM30A4u, JAoLeHT, TOIIKEHT
JlaBJaT IOPUAUK YHUBEPCUTETH;

Typaues Bexpy3s CooupoBud - pascada dansapu
oyiinya dpancada gokropu (PhD), nouent, Byxopo
JlaBJIaT YHUBEPCUTETH.

10.00.00-PH/10JIOTHA PAHJIAPH:

AxmenoB Oiibexk CamopbaeBud - duiosorus
¢dansapu goKTOPH, Mpodeccop, Y36eKUCTOH AaBJaT
»KaXOH TUJIJIAPU YHUBEPCUTETH;

KyuumoB Ulyxpat HopxusuysoBu4y - ¢usosorus
daHsapu JOKTOpH, [AOLEHT, TOUIKeHT JaBJjaT
IOpUJUK YHUBEPCUTETH;

Xacanos lllaBkaT AxazioBuY - ¢pustosnorus GpaHgapu
JoKTopy,  mnpodeccop, CamapkaHz  gaBjat
YHHUBEPCUTETH;

BaxpoHoBa [Juipa6o KenguépoBHa - ¢usosorus
daHsapu gokTOpH, Npodeccop, Y36eKUCTOH AaBjaT
»KaXOH TUJIJIApU YHUBEPCUTETH;

MupcanoB Fait6ynno Kyimypogosuu - ¢usosorus
¢dannapu poktopH, npodeccop, CamapkaHz AaBjaaT
YeT TUJIJIAp UHCTUTYTH;
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CamaxytauHoBa Mywmappad HWcamytauHoBHaA -
dunonorus dpansapu HoM304H, AoLeHT, CaMapKaH/A
JlaBJ1aT YHUBEPCUTETH;

KyukapoB Paxman YpmaHoBu4 - ¢uosorus
daHsapu HOM304H, JOLEHT B/6, TOLIKeHT JaBjaaT
IOpUJUK YHUBEPCUTETH;

OHycoB MaHcyp A6aynnaeBud - QUIOJIOTHUSA
dannapy HoM3ogu, Y36ekucTtoH Pecny6/ukacu
[Ipesupgentu Xxysypupard [JlaBiaT 6o0uKapyBU
aKa/leMHUsCH;

CaupoB Yayroek Apunosud - ¢usiosorus paHaapu
HOM30/M, JIOLEHT, Y36eKUCTOH Pecny6/ukacu
[Ipesupentn xy3sypujaru JlaBjaaT GoIIKapyBU
aKaZleMHsCH.

12.00.00-1OPH/JUK ®AHJ/IAP:

AxmenmaeBa Masioga AxaTOBHA -  HOPUJAMK
dannap gokropu, npodeccop, ToumkeHT AaBaaT
IOPUJUK YHUBEPCUTETH;

MyxuTtauHoBa @upro3a A6AypalinioBHA — HPUIUK
dannap gokrtopu, npodeccop, ToulkeHT AaBaaT
IOPUJUK YHUBEPCUTETH;

JcanoBa 3amupa HopmypoToBHa - opuuK $aHIap
JlokTopy, npodeccop, Y3bekuctoH Pecniy6imkacuza
XU3MaT KypcaTraH IOpPUCT, TOWIKeHT JaBJaT
IOPUJUK YHUBEPCUTETH;

XampokysnoB baxoaup MamamapudoBuY - IOpUAUK
dannap poktopw, mnpodeccop B.6., KaxoH
WKTUCOAUETH Ba AUILJIOMATHUS YHUBEPCUTETH;

3ynduxkopoB Ilep3ox XyppamMoBUY - HPUIUK
dannmap  gokTopu, mpodeccop, Y36eKHUCTOH
Pecny6mkacu Kamoart XaBQCHUBJINUTH

YHUBEPCUTETH;

XanuToB XymBakT Canap6aeBud - 0pUAUK daHaap
JOKTOpH, mpodeccop, ¥Y36exucToH Pecny6imkacu
[lpesuseHTy xy3ypugaru JaeiaT GolKapyBU
aKaZleMHUsICH;

AcapoB lllaBkaT FaibysiaeBuY - WOPUAUK daHIAp
JIOKTOpH, ~[IOLIeHT, Y36eKMCTOH Pecny6ukacu
[IpesupenTn xy3ypugarud JlaBjaT GOIIKApyBH
aKa/leMusicy;

JprameB HWxkpom A6aypacysioBUd - OpPUJAMK
daunnapu gokrtopu, nmpodeccop, TolkeHT AaBjaT
IOPUJIUK YHUBEPCUTETH;

YTemypaToB MaxMyT AXHMypaTOBHY - HOPHAUK
¢danmap HoMm3oxau, npodeccop, TomkeHT JaBiaT
IOPU/IUK YHUBEPCUTETH;

CanipysnaeB Illax3on — AMMXaHOBUY —  IOPUAMK
¢danmap HoMm3oau, npodeccop, TomkeHT JaBiaT
IOPU/IUK YHUBEPCUTETH;

XakumoB Komun BaxtusipoBud - wopuauk ¢danmsap
JOKTOpH, JOLeHT, TOUIKeHT JaBJaT OPUAUK
YHUBEPCUTETH;

KOcynos Cappop6ek bBaxoaupoBud - HOPUIUK
danmap [JokTopH, [JoueHT, TOWKEHT JaBjiaT
I0PU/IUK YHUBEPCUTETH;

AvupoB 3adap AkTamMoBUY - IOpUAUK daHIap
6yiinua ¢ancada goktopu (PhD), Y36ekucron
Pecny6aukacu Cyabsiiap 01 KeHraluu
xy3ypugaru Cyapsaaap oaui MaKkTaoy;

Kiypaes lllep3on KagameBuy — wopuguk daHaap
HOM304H, JoLeHT, TOIIKeHT JAaBaaT HOPUIUK
YHHUBEPCUTETH;

babamxaHoB ATabek J[aBpOHOGEKOBUY - IOPUJUK
¢dannap Hom3o4aM, JoueHT, TOMKeHT JaBjaT
IOPU/IMK YHUBEPCUTETH;

PaxmatoB Jnép XKymaboeBu4 - 10puUAUK ¢aHIap
HOM30/14, TOIKEHT JaB/aT WPUAUK YHUBEPCUTETH;

13.00.00-IIEJATOTHKA ®AHJ/IAPH:

XamumoBa JuibJapxoH YpUHO60eBHA — MeJJaroruka
dansapu gokrtopu, npodeccop, TolmkeHT AaBjaT
I0pUAUK YHUBEPCUTETH;

H6parumoBa 'ysHOpa XaBa3aMaToOBHA - ejaroruka
dansapu gokrtopu, npodeccop, ToumkeHT AaBjaT
UKTUCOAUET YHUBEPCUTETH;

3akupoBa ®Pepysa MaxmyzoBHa - meJaroruka
dansapu JOKTOpPH, TolKeHT axbopoT
TEXHOJIOTUSIJIADU ~ YHUBEPCUTETH  Xy3ypHUJaru
NeJaroruK KajpJapHU KalTa TadépJsam  Ba
YJApPHUHT MaJIaKaCHHHU OIIMPUIL TAPMOK MapKasy;

KaromoBa Hacuba AmypoBHa - mejaroruka
dannapu jokrtopu, npodeccop, Kapmu jasiaar
YHHUBEPCUTETH;

TarinanoBa Illoxupa 3aliHMeBHa - IeJaroruka
daHapy LOKTOPH, LOLEHT;

Kymanuészosa Myxaié ToxueBHa — mNeAaroruka
daHsapu AOKTOpH, JOLIEHT, Y30eKUCTOH JaBjaT
»KaxOH TUJIJIapU YHUBEPCUTETH;

U6paxumoB CaHkap YpyHOGaeBHY - mejaroruka
dansapu JokTopH, HKTHCOAMET Ba mNeJaroruka
YHUBEPCUTETH;

’KaBnueBa lllaxHo3a BaxojgupoBHa - mnejarorvka
dannmapu 6yimya dasncada goxtopu (PhD),
CamapkaHp laBjaT yHUBEPCUTETY;

BoGomypoToBa JlatodaT JnMypoaoBHA -
nejaroruka ¢aHjsapu 6yiinuya dasncada AOKTOPHU
(PhD), CamapkaHA faBJjaT yHUBEPCUTETH.

19.00.00-1ICUX0JIOTHA PAHJIAPH:

KapumoBa Bacuia MamMaHOCMpOBHA — NCUXO0JIOTUA
danapu foktopy, npodeccop, Husomuit Homuaru
ToulkeHT AaBJ/aT Nejaroruka yHUBepCUTETH;

XaitutoB Oit6ek JuboeBud - JKucMoHuil Tap6us Ba
cnopT 6yinya MyTaxacCUCJapHU KalTa TadépJall
Ba MaJlaKaCMHHU OLIMPHUII WUHCTUTYTH, NCUXOJIOTUS
dansnapu foKkTOpH, Tpodeccop

YMmapoBa Ham6axop [llokupoBHa - NCHUXOJIOTUS
dannapu fokTopH, JoueHT, Husomuit Homujaru
TomkeHT JaBjaT MNejaroruka yHUBEPCUTETH,
Amasnuii ncuxosoruscu kadeapacu Myaupy;
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AtabaeBa Hapruc bBaTtupoBHa - mcuxoJiorus
bansapu JoKTOpH, JoLeHT, Husomuil Homuzaru
TolKeHT AaBJIAT elaroruka yHUBEPCUTETH;

[lammeToBa Amxum KapamaganHoBHa -
MICUXO0JIOTUS dansapu JOKTOPH, JIOIIEHT,
V36ekucton JaBJaT »KaXoH TUJJIApU
YHUBEPCUTETH;

Koaupos 06uj CadapoBuy — ncuxosiorusi GpaHaapu
noktopu (PhD), Camapkang Buiosat UMB Tu66uéT
6YJIMMH IICUXO0JIOTUK XU3MaT OOLIIUFU.

22.00.00-COL{HOJIOTHA ®AHJIAPHU:

JlatunoBa Hogupa MyxTapKaHOBHA — COLMOJIOTUS
dannapu  JgokTopu, npodeccop, Y306eKUCTOH
MWLM YHUBEPCUTETH Kadeapa My IUpY;

CeutoB AsaMmar [Ij1aToBUY - conpuosiorust GpaHaapu
JIOKTOpY, 1npodeccop, Y36eKUCTOH  MWIIHH
YHUBEPCUTETH;

ComukoBa llloxuma MapxaGoeBHa - COLIMOJIOTHSA
dannapu  jgokTopu, npodeccop, Y36eKUCTOH
XaJIKapo UCJIOM aKaJeMHUSCHU.

23.00.00-CHECHH ®AHJIAP

HazapoB Hacpuaaun ATtaky/0BUd —cuécui daHIap
noktopy, dpasicadpa daHsmapu JoKTOopH, npodeccop,
ToulkeHT apXUTeKTypa KypUIULI UHCTUTYTH;
ByTaeB YcMoHX0H XalpyJsiaeBUY —cuécuit paniap
JLOKTOpH, JIOLIEHT, V36ekucTon MUJLIUA
yHUBepcUTeTH KadeZpa MyAUDH.

OAK PyiixaTu

Maskyp xxypHas Bazupsap Maxkamacu xy3ypugaru Oiui artectanus komuccusicu PaécatuHuHr 2022
v 30 Hosa6paaru 327 /5-coH Kapopu GU/IaH Tapux, UKTUCOAMET, dasicada, Ppusiosiorus, OpUIUK Ba
nejarorvka gpaHaapu 6yinda WIMUN gapaxaap 6yinda guccepTalsiap aCOCUNA HATKAJTapHUHU 40Tl
3TUII TAaBCUS STUJTAH WIMHM HAlIpJap pyUXaTura KUPUTHJITAH.

WokTUMOUI-ryMaHUTap ¢paH/IapHUHT
A0J13ap6 MyaMMoOJIapu”~ 3JIEKTPOH
»KypHasiv 2020 i 6 aBryct KyHu 1368-
COHJIM TYBOXHOMa OUJIaH JaBJaT
py¥xaTura OJIMHIaH.

Myaccuc: “SCIENCEPROBLEMS TEAM”
MacbyJUATH YEeKJIaHTaH KaMUATU

TaxpupHUAT MaH3WIH:

100070. TowkeHT Wwaxpu, Akkacapou
TyMaHu, Kuuuk beméroy kyyacu, 70/10-
yH. JJIEKTPOH MaH3UJI:
scienceproblems.uz@gmail.com

Borsianum y4yyH TesiedoHiap:
(99) 602-09-84 (telegram).
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Abstract. In the present article, it is attempted to conduct a research concerning the functions and types of
advertising and analyzed it by using a several research methods. The main aim of this research paper is to study
through observations, analyses and examinations of peculiar types of advertisements and their functions in the
context. The object of this article is English and Uzbek advertisements whereas the subject matter is types of
advertisements and the function they do. This article is based on several obvious examples that strengthen the
theoretical part of it.

Keywords: integrated unit, compact unit, nuclear accent, persuasive language, commercial and non-commercial
advertising, good-will advertising, trade advertising, consumer advertising, classified ads.

O‘ZBEK VA INGLIZ TILLARI REKLAMA TURLARI HAMDA VAZIFALARI

Qurbonova Dilnoza Olimovna
Buxoro davlat universiteti 1-bosqich doktarnti

Annotatsiya. Ushbu maqolada reklama tili bo‘yicha tadqgiqot olib borishga harakat qilinib, reklama turlari hamda
ularning vazifalari tahlil gilinadi. Reklama tili bir necha xususiyatlarga ega bo’lganligi sababli, u xaridorni
ishontirish xususiyatiga ega. Shu tariqa reklamaning qay darajada ishonarli etib tasvirlashda tilning ahamiyatini
ko‘rsatish insonda katta qizigish uyg‘otadi. Ingliz tilini o‘rganuvchilar tilning tabiatini yaxshiroq tushunishlari va
reklamaning go‘zalligini qadrlashlari uchun ingliz tilida bosma reklamalar orqali bayon etiladi. Ushbu tadgiqot
ishining asosiy maqsadi ingliz tilidagi reklamalarning o‘ziga xos turlari va xususiyatlarini kuzatish, tahlil qilish va
tekshirish orqali o‘rganishdir. Ushbu maqolaning obyekti ingliz tilidagi reklamalar, mavzu esa ingliz tilidagi
reklamalarning turlari hamda maqsad va vazifalari. Ushbu maqola uning nazariy qismini mustahkamlaydigan bir
gancha aniq misollarga asoslanadi.

Kalit so‘zlar: soda so‘zlar yig‘indisi, ishontiruvchan til xususiyatlari, iqtisodiy hamda iqtisodiy bo‘lmagan reklama
turlari, savdo-sotiq reklamalari, istemolchi reklama, muayyan bir sohaga yo‘naltirilgan reklamalar.

DOI: https://doi.org/10.47390/SPR1342V419Y2024N29

Introduction. Advertisements reflect the quest to make the text more dynamic; the
utterances are organized into smaller units to underline the content of each. In each group,
there is new information, a new rhyme, each containing its own nuclear accent.

Nowadays, copywriters still remain creating text with short sentences full of important
information about the product. However, many advertising texts are more compact; the text is
an integrated unit, ordinary connected whole rather than some unnatural sequence of phrases.
In this article there are offered several examples of an advertisement showing, how copywriters
today compose the texts even into short narrations.
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There has been a huge rise in a use of mobile phones and laptops and the usage of these
devices leads to the appearance of several campaigns and events which were created in order
to promote brands. It encourages people to buy the products, thus it is believed that nowadays
modern technology enabled marketers to promote their advertisements in a wider range of
contexts than it used to be possible.

It is necessary to point out that the modern technology induces us to download more
and more applications into our electronic devices which are usually accompanied by a huge
amount of advertisements that not only aim to inform people about a product, but also provide
earnings for developers of these applications. It is thought that the modern technology has
caused advertisements surround us everywhere we go.

Research Methodology: The methods applied in this study are the following:
Descriptive analytical was applied in order to test the overview of the functions of ads found to
characterize persuasive language in television, radio and the press. Theoretical analysis made
it possible to analyze the scientific literature regarding the types of advertising.

Analysis and results: The classification of advertisement is based on various criteria.
According to scientists one criterion relates to the geographical area for which an advertising
message is intended. Thus, they lists these types of advertisement: local, national, international,
and global. They also provides the criterion which is related to a form and a medium of the
advertisement. Print advertising includes newspapers, magazines, brochures as well as posters,
hoardings and street signs, while electronic advertising involves both sound, typically
represented by radio and television, and pictures, as on television[1; p.14].

The language of advertising a dominant classification of advertisement as commercial
and non-commercial advertising[2; p.1]. These two major types are distinguished according to
whether, or not the purpose is to make a profit as a result of advertising. The commercial
division contains the consumer, the trade and the corporate advertising, whereas non-
commercial division includes the government and the charity advertising[3; p.15].

There is considered three types of commercial advertising:

a) prestige or good-will advertising - where firms advertise a name or an image

b) industrial or trade advertising - where a firm advertises its products to other firms

c) consumer advertising - where a firm advertises its products to potential
consumers[4]. There was found practically the same types|[5; p.1-2].

There is distinguishing theory between the competitive and the non-competitive kind.
In the former, the manufacturers compete against each other and the products become rivals.
In the latter, there is no competition. Advertisements of this kind are the so-called “classified
ads” in newspapers and magazines[6; p.25]. Institutional advertising which promotes the
image of the company, and product advertising which can be used to:

a) help personal sales

b) introduce a new product

c) remind consumers about old products

d) increase sales

e) enter a new market

As mentioned before, the “classifieds”-relists in a special page, ordered according to
subject-are advertisements too, distinguished by Vestergaard and Schroder from display
advertisements which occupy prominent places in newspapers and magazines[7; p.60].
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Small businesses can use different types of advertising to achieve specific marketing
communication objectives. [an Linton asserts that advertising can be an excellent mean for an
acquiring of the benefits of a product, can easily build the reputation of a company or draw a
comparison between a company’s products and brands and another companies’ articles.

The first type of advertising he discusses is presented as “the product advertising that
communicates the features and benefits of a product to customers and prospects”. It can be
understood that companies usually want to use an advertisement when the new product is
presented to the public, when some changes connected to the product appear or when they
want to inform public that increase sales of the product occurred. The product advertisements
must reflect the interests of the target audience. The second type of advertising mentioned in
Linton’s article is a corporate advertising. The corporate advertising campaigns play an
important part in business-to-business marketing, particularly for companies trying to win a
major sale or contract[8; p.7].

It encourages prospects to register their details, typically in return for an incentive offer,
such as a free gift, a special discount or a copy of a business report for business prospects. In
the advertisement, a response of an audience can be induced by a reply coupon, telephone
number, email address or website address.

The financial advertising which can help a company attract funds if you are planning to
grow your business or make a major investment. The company’s name can become more
familiar because the advertisement is published in the business sections of newspapers and
magazines.

The aim of this section is to consider functions and effects of advertising in

everyday life. People in most cases do not deeply wonder about the aim of publishing of
advertisements and regard it as a routine act, and therefore let now turn to its pragmatic sense.
The task of adman is to: attract attention, arouse interest, stimulate desire, create conviction
and get action”[9; p.83].

Expressive functions of advertising

» identifying brands,

¢ information,

e persuasion,

e previewing new trends,

e demand,

e customer base,

e pricing.

The advertising permeates the Internet, network television, daily newspapers and
roadside billboards. Products, services and ideas are sold through advertising, enabling
businesses to attract customers for their wares[10; p.18]. The first function of advertising -
identifying brands is connected to the fact that products, services and ideas are sold through
businesses that are differentiated by their brand identities. Brand identity is communicated to
the public via advertising. Consumers build emotional relationships with certain brands with
which they become increasingly familiar through the years, thanks to advertising.

The second function (titled information) aims to inform possible clients about the
offered product as advertising supplies the necessary information to consumers so that they
know what is available and where to buy it. It broadcasts information about products, services
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and ideas sold on the open market through a variety of media portals. It reveals the special
features being sold, what color and size the product is and which stores carry it.

The third function is closely related to persuasion. The most important function of
advertising is to convince people to do something, to go somewhere, or to buy something. The
persuasion is the core mission of advertising. Advertising tells you how the product, service or
idea you are considering will improve your life.

Next, there is a question of previewing new trends. Previews about the virtues of new
products, services and ideas motivate consumers to obtain them because they do not want to
be left out. Advertising lets consumers in on up-and-coming trends and new markets. They offer
coupons, rebates and trial offers on new products, services or ideas to recruit new customers
and induce existing customers to try things. Advertisers preview new or improved products,
services and ideas to consumers in order to appeal to their sense of wanting to be in the know
about leading edge trends[11; p.19].

Services and concepts are sold in volume, according to the consumer demand for them.
He states that another relevant goal of advertising is to build and reinforce relationships with
customers, prospects, retailers and important stakeholders.

Advertising seeks to maintain the current customer base by reinforcing purchasing
behavior with additional information about the benefits of brands. The last presented and also
the essential function of advertising is a pricing. Advertising displays a consumer goods with
competitive prices relative to the current market, thus educating consumers about what things
should cost. Advertising lets you know what the competition is doing, when the next sale is, and
how you can receive the latest coupon or rebate and seeks to assure you that you are receiving
the best value for your money[12; p.4].

The text of advertisements has a number of peculiarities in comparison with the texts of
other types of street language (forewords, slogans, posters). Advertising is commercial, so it is
also called commercial. At the same time, advertising activities can be carried out by advertisers
independently (through the company’s advertising department) or with the help of special
advertising agencies[13; p.17]. Commercial advertising is the dissemination of information
about products and services to accelerate sales, build relationships between the buyer and the
product, promote products and provide information on how to buy them; a means of
stimulating the buyer’s interest and desire to purchase a given product. Commercial advertising
is short, emotionally colored information that is sent to potential buyers (consumers) to
encourage them to take action related to the purchase (use) of goods and services. Of course,
advertising materials are used in the preparation of such information. We will talk about such
texts below. Advertising is divided into several types according to their characteristics:
including the use of linguistic units, depending on what the advertisement is informing,
according to the category of goods and services, which text is used. These types of
advertisements differ from each other according to the structure of the text. It is known that
communication understood from any text is mainly expressed through language units. The ad
text is different from the traditional text and is unconventional. The text, in contrast to the
traditional text, contains qualitatively different text characters that are characterized by a
certain set. In contrast to traditional texts, we can say that: -the text consists of one or more
sentences; it is written in one of the uppercase or lowercase letters; one sentence is written in
one font; all lines are completely filled (except for the first and last lines). Advertising texts vary
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in form: auditory, visual, auditory[14; 91-b.]. Audio advertising is a radio advertisement.
Millions of people in different countries keep up to date with the latest news on the radio. Radio
is a media that affects the human mind. First of all, it is possible to prepare a quality
advertisement on the radio through the pleasant voice of the announcer, memorable text, good
and pleasant sounds. Radio is heard during the day at home, in the kitchen, at work, in
organizations, in transportation, and even while walking on the street, so a high percentage of
people listen to commercials placed on radio programs. People absorb 90% of information by
hearing it, not by seeing it on the radio[15]. Advertising on the radio can be done with a variety
of sounds, such as a piece of ice falling on a bowl, the sound of laughter, the chirping of birds,
and so on. An example of this is the Coca-Cola advertisement. Psychologists say that the radio
is a bridge between the listener and the informant. The faster the speaker speaks and uses more
words, the more the listener listens to him. Also, the quality of the audio recording is the voice
of the announcer, the text being read. The background music, as well as the musical
accompaniment, ensures the quality of radio advertising. In addition, it can be said that
continuous broadcasting and musical effects have a special effect on the listener. The radio may
not be turned off during the day in kitchens, offices, or cars. The main role of radio is to arouse
the imagination of the listener. Radio advertising uses a ringing or beeping sound or
background noise to attract attention, a good selection of voices in a well-prepared radio
commercial, the disclosure of the types of advertised products and the presentation of the
desired audience gives good results. Visual-auditory advertisements (such advertisements are
also called street and outdoor advertisements in some literatures) are more common, including
print, lighting, decorative and video advertising. The text of visual and auditory advertisements
consists of a set of linguistic and non-linguistic units, and they form the text as a whole.
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