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COMMUNICATIVE STRATEGIES
OF MASS MEDIA DISCOURSE

Filatova O. S., Huzenko S. V.

INTRODUCTION

Discourse is the subject of scientific research in the linguistics of the
XXI century. Many scientists study this category in semantic, functional,
structural aspects. Works of T.van Dijck®, D. Schiffrin®, V. Karasyk®,
N. Arutyunova®, M. Makarov®, T. Radzievska®, K. Serazhym’ and others are
famous in Ukraine and abroad.

From the standpoint of formal, structurally oriented linguistics, discourse
is considered as “a language above the level of a sentence or phrase™®. This
concept is identified with the concept of text, and the analysis of discourse
coincides with the structurally oriented linguistics of a coherent text®.

From the standpoint of functionalism, the concepts of discourse and text
are differentiated. Discourse is interpreted as “text + situation”. This position
led to the formation of oppositions: oral discourse and written text; discourse
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process and text structure; discourse dialogue and text monologue®®. In our
opinion, this dichotomy is not always justified, because a written text can be
considered from the point of dialogicity (coding — decoding); some genres
(e. g. report) can be qualified as a written text and as a public speech.

Formal and functional positions to the interpretation of the concept of
discourse in two aspects as “speech + text” are combined. The concept of
discourse “is widely understood as everything that is said and written, in
other words, as speech activity, which is language material”™*. This position
is prevalent in philosophy, sociology, psychology, and in linguistics. From
this point of view, discourse can be monologue and dialogic; oral and
written; it is considered as a process and structure.

Terminological transformations have changed the essence of the research
methods. In contradistinction to the linguistics of the text, which focuses on
the linguistic aspects of the text, discourse analysis involves shifting the
emphasis from formal-linguistic characteristics to non-lingual factors of its
generation in the communicative environment, under certain circumstances.
In view of this, the analysis of discourse is the main methodological basis for
the study of the phenomena of mass communication and, in particular, for
the study of mass media discourse.

Modern mass media discourse plays an important role in society. The
press, radio, television, websites, social networks have become the only
channel to replenishing knowledge for most people, creating a picture of the
world. The mass media create a significant influence on the formation of
public opinion and beliefs of modern citizens.

There is an interaction between the language of the media and the
language system as a whole. Researchers determine the main features of
mass media discourse: “1) group affiliation (a member of the community
shares the views and values of his group); 2) publicity; 3) dissensual
orientation (building a dissense situation — contradictions, disagreements
with the subsequent discussion); 4) staging and mass orientation (targeted
impact on several groups at the same time)”"2.

A new type of discourse — the Internet-media discourse was formed at the
intersection of mass media and computer discourse. In relation to traditional
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media, Internet media have the following advantages: “1) Multimedia. The
Internet allows to combine visual, audio, print and video components of different
types of media; 2)Personalization. Each of the Internet users can find
information that interests him, information about any area of interest and human
existence; 3) Interactivity. The Internet provides dialogue, interaction, feedback
between Internet users, in contrast to traditional media; 4) Deficit of
intermediaries. Anyone with access to a computer and the Internet can publish
information without interference or manipulation”.

The language of modern media is an interesting object of study for
modern linguistics. Mass media discourse performs such functions as
information and persuasion (argumentativeness). The persuasion is
expressed in the formulation of the position (Thesis) and confirmation of its
evidence (Arguments). Types and methods of argumentation depend on the
communicative-pragmatic goal of the addressee, which is realized through
communicative strategies and tactics.

Intentions of the speaker are concentrated in the grammatical structure of
discourse, its linguistic expression, so such categories of pragmatics as
strategies and tactics are of particular importance for the study of modern
Ukrainian mass media discourse because it shapes the linguistic actions of
the individual in communication.

In our opinion, in Ukrainian linguistics the problems of selection of
communicative strategies of mass media discourse, their language
realization are insufficiently studied, which is the purpose of our publication.

1. Language implementation of information strategy

A journalistic publication of any genre is a communicative and
psychological phenomenon, a complex act of linguistic communication, a
product of the realization of the author’s (journalist’s) plan, his
communicative strategies.

The purpose, motivation, circumstances, experience of a journalist are
factors that determine his communicative intention — a meaningful or
intuitive intention that specifies the internal program of speech.

At first glance, intentionality is a non-linguistic concept, or rather a
psychological phenomenon. However, in the aspect “intention — content —
discourse (text)” this concept refers to the actual linguistic aspects™. The
author’s intention determines the communicative strategy — a complex of
speech actions aimed at achieving the communicative goal.
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The communicative strategy of the speaker is the choice of the com-
municative intentions and the distribution of parts of information by
communicative components. There is a part of communicative behavior or
communicative interaction, in which a series of different verbal and
nonverbal means is used to achieve a certain communicative goal, the
strategic result to which the communicative act is directed. Strategy is a
general framework, an outline of behavior.

A single typology of strategies has not yet been created. There are two
types of communication strategies: communicative and semantic. The
communication strategy is the rules and sequence of communicative actions
followed by the addressee. Semantic strategy is a step-by-step content
planning of the purpose with the available “language material” (language
code) and each step in communication®®.

Regarding strategies in the discourse of mass media, it is necessary to
highlight the semantic strategy of information. This strategy regulates the
selection, structuring and presentation in the message (both verbal and
nonverbal) of information about the fact, news, which is the basis of
information genres.

In addition, the authors of the publications overcome the obstacles
associated with the perception of information. Thus, the communicative
strategy in the media discourse is aimed at organizing the impact of the
message, it is a strategy to attract attention.

Strategies of both types are combined to create an effective journalistic
publication. The communicative strategy depends on the genre of the
journalistic text, the dominance of rational-logical or emotional-rhetorical
types of structures in it and the delineation of certain compositional and
stylistic parameters.

In information genres, the leading semantic communicative strategy is
implemented in the text structure. Thus, the main news — the information
basis of the publication — is usually presented in the foreground (in the
headline) on the principle of an inverted pyramid, according to which the
information in the text is distributed in descending order of importance, for
example:

“Opzanizamopu €spobdauennn nogioomunu, o0e npoitde KOHKypC y
2021 poui

Ynenu Eeponeticvrkoi cninku  moenuxie (EBU) ma npedcmasnuxu
Hideprandie  Ooomoguaucs npo  NpoeedenHs  NIiCEeHHO20  KOHKYPCY
€spobauenns—2021 y Pommepoami na Ahoy Arena.

%5 Ibid. P. 119.



Came ye micmo mano nputinamu kouxypce y 2020 poyi, axuii ckacysanu
yepes3 naHoemito KOPOHAGIPYCY.

“Mu Hnaossuuaiino padi, wo menep MONCEMO PYXAMUcs 6nepeo.
Haoszsuuaiino sasicnueo, wjob nicennuti konkypce €8podavenisi N08epHyscs 8
HacmynHomy poyi, i Mu paodi NputiHsmu HeoOXiOHe 30008 SI3aHHs HAUWUX
xonez y Hidepnandax nogeprymu ye sudosuuje 2is0aiam y 6Cbomy ceimi’”’, —
ckazae sukonaguuil kepisnux €gpodavenns Mapmin Ecmepoan.

Ha cvoeooni 18 apmucmis, 3annanosanux na 2020 pix, niomeepounu, uo
3HO8Y mpedcmasiamuMyms c6oto kKpainy y 2021 poyi. [Jemanvuiuty
iHopmayito  opeanizamopu  00iyAIOMb  PO3NOGICMU  HAUOIUNCUUMU
muoicusimu ma micsiysmu” (J1eHb).

At the beginning of the text, in particular in the title, the words most
interesting from the position of the addressee are made, it becomes the
semantic accent of the publication and promotes the implementation of the
communicative strategy of attracting attention, communicative strategies are
intertwined.

The information message should answer the classic questions: who,
what, where, when, how and why. Thus, the main semantic accents can be
the subject, object, event, place, time, characteristic (quality, quantity, etc.),
cause or method. An analysis of journalistic publications indicates that the
main communicative focus of the message is information about the subject
or object, which is submitted to the beginning of the article. It may be
subjects: “Baraoa 'aimi nazsana nosy yugpy sicepms zemnempycy” (Jlica
nosun); “Ilpoxypamypa eumacac pozgopmysamu “Onepamusnuti 3a2in’
(VHIAH); “Ykpaina mooice 3ipsamu yuacmov y MidCHAPOOHOMY NPOEKmMi
“Huxnon-4” (VHIAH); “Knuuko: O6invwicms ingpikosanux COVID-19
He yaenaau, yepes wo im dogedemvcs npoumu 01 ooyxcanna” (YHIAH),
objects direct: “Bioniomexy ¢ Mocksi 3nosy obwyxanu” (VII); “Vcix
kanouoamie wua conogy HC3Y eioxununu, menep OYITbHUKA MOJCYMb
obpamu 6e3 xouxypcy” (VII); “Ilpesenmauiro iPhone 12 nepenecau uepes
xoponagipyc — 3MI1” (VII); objects indirect: “/Jo napxomuxie oodasanu
bensun, gocgop i “Micmep Mycxkyn” (VII); “3enencekomy nosxcaninuce na
moeri keomu Onsi TH — sin cxazas, wjo mpeba “nasecmu nopsaoox” (VII).

If the information about the event is the main one, in the author’s
opinion, then the predicate is used at the beginning, e.g.: “Po3nouanucs
npomecmu y Iopmyeanii” (Hosuit xanan); “Ilopyweno cnpasy 3a paxmom
“neckoeo” nobumms denymamis y Paoi” (Jlira HoBuR); “3’aeunuca ceidxci
0ani wo0o 3apadceHux Kopouaeipycom y ceimi Ha panox 15 mpaeus’”
(VHIAH); “Ilpesenmoeano nnan 3i CMEOPEHHA RNIGMINbUOHA POOOUUX
Mmicyv” (Ypsnosuit moptan); “Ilpodosicyemo nosepmamu Hauux 2pomMaosiu
0o Vkpainu 3 pisnux xymouxie ceimy — Miningppacmpykmypu” (YpsagoBui
noprain); “Biokpumo noey nianemy, wo cxodxca Ha 3emmo” (Euronews).
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As the factual material shows, the structure of an impersonal sentence is
most often used for information about an event, the attention is focused on
the effectiveness of the action.

Information about the place of the event can become another semantic
emphasis, which is conveyed by the adverbial modifier of place at the
beginning of the publication: “Ha “nmawunomy punky” ¢ Kucsi
saboponunu npodasamu codax i kiwmok” (Forum); “V Bpasunii nomoxu
opyoy i kamenie nHaxkpuau yini keapmanu” (Jlira HoBuH); “Y Tynici nomep
orcypHanicm, nopanenutl nio uac npomecmig” (YHIAH); “V Kumai
nobyoyeanu Hauooswyy 6 C8imi WBUOKICHY 3Aani3HUYHY Mazicmpans”
(dzepxamo TwxkHA);, “V Miningppacmpykmypu saniamyeanu 3asepuiumu
pexoncmpykyito  snimuoi cmyeu 6 QOdecokomy aeponopmy 6 uepeHi”
(Ypsporwuii mopran); “V “Bopucnoni” opopmunu esaxyayiini pevicu 3 OAE
ma Bipmenii” (YpsnoBuit noprtan); “Y kananu Bemneuii nosepuynuco
eonoonu” (VII).

Rarely the main focus is the adverbial modifier of time, which is
explained by the purpose of information publications — to report new,
relevant information, to confirm that the fact is new and does not require
updating. In this case, the adverbial modifier of time becomes a means of
expressing a communicative strategy of attracting attention to the message:
“Cbozooni 6 Youwczopodi 6yde moposno i scno” (Zaholovok.com.ua);
“6 epyona Paoa posenane npoekm 6w00xcemy Ha 2013 pix” (YHIAH);
“Yuopa nimaxamu 3 Typeuuunu, €eunmy ma OAE 0o “Bopucnons”
npubyno nonao 400 nacaxcupig” (YpspoBuit noptan); “3a pik @Ollis-
aumiwnukie 6 Ykpaini nobinvwanro na 22% (ingoepagiva)” (YHIAH).
Most often, attention is focused on the time of events that have not yet taken
place, but are only announced.

The aspect of characterization (quantitative or qualitative) often becomes
the main thing in information report, it carries important new (sometimes
sensational) information. The subject is the combination of a cardinal
numeral with a noun, it helps to reproduce the quantitative characteristics of
phenomena, especially in the absence of reader time, e. .. “eéa nauans-
Huxu obnacnux YBC ycyweni 6i0 pobomu uepez JTII” (Jlira. HoBuHmM);
“40 siocomkie ypoorcaio Kykypyo3u y ceimi ompumyiome CLIA” (I'azera mo-
YKpaiHCBKH).

There is also a combination of collective numerals with nouns:
“IPamepo yKpainyie 31amano wiiazoaym Ha YKpaiHo-pocCiliCbKOMy
xopooni” (KoppecronnenT.net). Attention to the qualitative characteristics
of the news can be attracted by an attribute in the starting position, e. g.:
“Ckanodanvne  3ampumanns 6  lsano-@panxiecoxy”  (Ianuubkuid
kopecrionzent); “Haiidoposcuuit scumnosuti 6younox Benuxoi bpumanii



oyinunu ¢ $487 wminviionie” (lazera mo-ykpainceku). In such cases,
communicative strategies of informing and attracting attention are
reconnected.

Notification of the cause of the event is not the main in the information
messages, but attention to this aspect is sometimes realized through the
adverbial modifiers of cause: “Buacrnioox noaceaci nocmpascoana
38-piuna 6Gesnpumynvna ocinka” (Korabelov.info); “Uepes 3zemnempyc
6 7,3 6amu wna Anonito nacysacmoca yymami” (Ukr.Net); “3a xabap
sampumani eonosa patioepaicaominicmpayii i 0sa denymamu” (YHIAH).

The criterion of reliability of information is important for modern
journalism, so the message about the source of information can also be the
content focus of the publication. Introductory phrases are actively used in a
strong initial position, indicating the source of information, e. g.: “3a
oanumu couyionoziunux oocnioxncenv, 43% ykpainyie esaxcaromov cebe
yeniwnumu ma waciueumu”’ (Iepmmit Hanionaneuuit), “3a ocmawnnimu
oanumu, uucno dxcepms eubyxy ¢ Ilaxucmani docseno 35 oci6” (PBK-
VYxpaina). The authors use them to convince information, increase the degree
of its reliability, this is very important for the media. An individual can be a
source of information, e. g.. “Ha Oymky Bonooumupa Jlumeuna,
noenubnenna  gioHocun  Yxpainu 3 €C Ha Kopucmv i camomy
cniemosapucmsy”’ (Ilepmmii HamtionaneHuit). Authors can report the source
of information using constructions of complex sentences with an incomplete
first part: “CNN: ¥V CILIA nosioomusiioms npo ycniune sunpoOyeanHs NiKie
6i0 xopona eipycy” (Vkpaincoka npasoa); “YMBC: exonoeu cnpusiu
He3akouHoMy eudinenHio zemai nio cynepmaprkem”’ (KoppecmonmenT.net).
The first part of these sentences is concise, it omits the predicate, which is
clear in context, e. g.: “YMBC: exono2u cnpusiiu He3aKOHHOMY GUOLNEHHIO
semni nio cynepmapxem” < VMBC nosioomnse, wo exonoeu CRpusiu
HEe3aKOHHOMY 6UOLIEHHIO 3eML Ni0 cynepmapkem Ta iH.

Further information about other characteristics of the event (place, time,
qualities, reasons, additional details) is provided in the main text. The
sequence of answers to the key questions of information texts depends on the
author. He shows his creativity, his attitude to the event, own position.

Reporting the facts, the author implements a semantic strategy of
information, for example, we have selected factual information (names,
dates, quotes, etc.), e. g.:

“Y  JIveo6i  6i0dydemwvca  3aci0amns 3 NPUOHICMPOBCHLKOZ20
epezyntoeanus’”

Y nromomy y JIveosi npoiioe uepzoge ogiuiiine 3acioanns “Ilocmiinoi
Hapaou 3 RONIMUYHUX NUMAHbL Y DPAMKAX NEPez06OPHO20 npouecy 3
npuUOHicmMposcvKozo epezyntoeanna” (hopmam “5+2”).



Ilpo ye YHIAH nogioomunu ¢ /lenapmamenmi ingpopmauii ma npecu
M3C P® 3a niocymxamu cb020OHIWHbLOI 3ycmpiui cmamc-cekpemapsa —
3acmynuuka 2naeu M3C P® [puzopia Kapacina i nonimuunozo
npeocmasnuka 6  npoueci  NPUOHICMPOBCLKO20  8DPe2YII06AHHA,
3acmynHuka 2naseu ypaoy, minicmpa 3akopoonnux cnpae Ilpuonicmpoe’s
Hinu IImancoki.

“Y x00i pozmosu, uio eiodynacsa, 062060prosanacs cy1acna cumyayis é
RPUOHICMPOBCOLKOMY 8DezyNI06aAHHI, A MAKOM}C NUMAHHA NIO2Z0MOEKU 00
uepz06020 oghiyitinozo 3acioanna “Ilocmiiinoi napadu 3 nonimuyHux
RUMAHbL Y pPAMKAX NEPez06OPHO20 Npouecy 3 NPUOHICHMPOECLKOZ20
epezyntoeanna’”, — 0emuvcs 6 N08iOOMIIEHHI.

Qopmam  “5+2”  nepedbauac  yuyacme Yy  nepe20gopax 080X
KOH@nixmyouux cmopin  — Monooeu i Ilpuonicmpoe’sn;, mpvox
nocepeonuxie — Pocii, Ykpainu i ObCE,; a makooic 080x cnocmepicayie —
CllIA i €C” (YHIARH).

2. Linguistic implementation of the strategy of attracting attention

The communicative strategy of attracting attention is mostly
implemented through conciseness, brevity, specificity of the transfer of
factual information. There are examples of expressing the assessment of
events, the author’s expression through exclamatory sentences, linking
words, etc.: “3a nonepeonwvoio ingopmayieto, pigenv wiymy, sxuil eupodsic
agmomobine nio uac pyxy, 0o 2020 poky noeunen cKOpOMUMUCA DiGHO
60¢iui! ... Mano mozo, 3aKox modce e0apumu i N0 MOMOYUKIAM, AKI, HA
OYMKY Dazamvox eKcnepmis, € 6 0esIKUX MiCMax 0CHOBHUM 0JICEPEOM ULYMY
na eynuysx” (Newsone).

Using an emotionalization strategy is one of the ways of drawing
attention to the publication. “Emotions can be represented in various ways:
from quotations and references to the authoritative opinion, statistical data,
direct expression of the author’s personal opinion to emotionally marked
words including common nouns, personal pronouns, viewpoint adverbs,
propositional predicates, adjectives with emotive meaning and numerals™*®.

Researchers emphasize that “in order to manipulate the reader, the author
not only does seek the identification with the readers’ opinion, but also tends
to improve his own reputation by creating an image of an emotional person
who expresses his feelings openly, which, in turn, undoubtedly inspires

'8 Teneva E. V. (2018) Emotionalisation Strategy as a Means of Manipulation in the
British Mass Media Discourse Russian Linguistic Bulletin. Ne 3 (15). https://doi.org/
10.18454/RULB.2018.15.3.4
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confidence in the audience and raises the authority of both the author himself
and the information he provides™"’.

The function of influence is one of the most important functions of media
discourse. It can be realized only by attracting attention to a person, by
creating a situation of dialogue.

Dialogicity as a discursive category is based on the understanding that
the participants in the discursive process are the subjects of speech: the
author and the addressees. People tend to exchange opinions and
information. Textual dialogicity has two sides — addressability and
reversibility (act in response). On the one side, the author indicates to the
reader the direction of reflection, the deployment of textual content. The
addressee of the mass media discourse perceives the text on the informative
and semantic levels, the feedback is formed in his mind, there is a kind of
dialogue. Dialogicity in the mass media discourse is expressed in the genre
of interviews, but in monologue texts this category is also revealed.

Dialogicity has a dual direction and functioning: on the one side it can be
an internal dialogue (egocentric), on the other side it can be an open dialogue
that involves interaction and communication with another person.

Researchers have determined the means of expressing dialogicity on the
example of scientific texts: “conversation” with another person, ideological
(theoretical) opponents or like-minded people; comparison of two or more
points of view, which are evaluated by the author; “conversation” with the
reader, involving him in common considerations, the desire to attract his
attention to the message’s content; “conversation” with his second,
objectified “I” (in the text it is presented as a dialogue-introspection, self-
control or dialogue for verify the evidence)*®,

The analysis of the factual material (on the example of the materials of
Ukrainian periodicals) convincingly proves that the mass media discourse is
characterized by signs of dialogicity.

An example of explicit dialogue is interviews as a genre and as a method
of obtaining factual material. The “conversation” is implemented in the
format of “question-answer” or in the form of direct or indirect speech:
“Yu mo2na YKpaincbKa JHCYPHANICMUKA 3 CAMO20 NOYAMK) HE3ANeHCHOCMI
nimu iHwum winaxom? ... — Yei moanu nimu inwium winaxom — i dcypHanicmu,
i eazoeuxu, i bankipu...” (J13epkano TwkHs). In such examples, interrogative

7 Teneva E. V. (2018) Emotionalisation Strategy as a Means of Manipulation in the
British Mass Media Discourse Russian Linguistic Bulletin. Ne 3 (15). https://doi.org/
10.18454/RULB.2018.15.3.4

8 Stylystycheskyj entsyklopedycheskyj slovar’ russkoho iazyka [Stylistic
Encyclopedic Dictionary of the Russian Language] (2003). Moscow: Flynta. P. 47-48.



constructions are the marker of dialogicity, it involves feedback. The reader
observes the development of thought, participates in the dialogue mentally.

Evaluate contributes to the creation of a common cognitive field between
the author and the addressee, forms an implicit dialogue. In contrast to
scientific and other texts in journalism we will hardly find the author’s
assessment expressed by constructions “sk ciymHo 3ayBaxwuB...”. The
authors adhere to one of the rules of journalistic ethics, associated with the
separation of factual information from the evaluative.

Means of speech influence are more often used in mass media discourse.
In order to attract to the “single” circle of interlocutors the authors of
publications use pronouns: “we, our etc.”, €.0.. “Mu eoce Hikoau He
3MOHCeMO  nepesuxosamu mux odopocaux xapkie’an’ — (YKpaiHCBKHI
THXKIEHB), “A 3apaz mu nobauumo, AK 36yuan0 me nyoniyHe “3i3HAHHSA 6
mo606i” 0o Ilonvwi, eucoroutene neped nam sSMHUKOM HA —4eCHb
Bapwascvkozo noscmanna” (YKpaiHChKUI THXICHB).

For the purpose of suggestion, the authors utilize verbs of the imperative
mood, e. g.. “Tenep cnpobyemo noerswymu Ha me, wo Gi06yI0Cs 3
EeKOHOMIKOI0 OKpeMux pecionie Yxpainu 3a ocmauHi mpu pokKu, moo6mo
nopienano 3 dosoennumu wacamu”’ (Yxpaincebkuil Tiokaens). In this way, the
author engages the addressee in a joint action, waiting for the opposite
reaction — an internal dialogue.

Direct interrogative  constructions involve joint  reflections,
considerations and actively attract attention. The authors use interrogative
sentence constructions: “Yu zadymyeanucs 6u, Yum HUHi MOJICHA 30UBYEAMU
ceoro oumuny?” (J13epkano Twxkus); interrogative-rhetorical constructions:
“llo cmoimb nepewxo0doio na ybomy waxy? HAxux 3min npacmne 8imuu3HAHA
depesoobpodkra?”’ ([3epkano twkus), “Hx 3’sewuomvcs migu?” (AT],
“Hagiyo e6am uumamu npo nayky?” (YKpalHCBKUH TIKICHB);
“Yu cmanymv  mexnocieanmu we Moeymuiwumu nicas  kpuzu?”
(YxpaiHcbkuii TIDKICHB), “IIpusamua coHAYHA eNeKmMpPOCMAHYIs: HACKITbKU
ye euciono?” (YxpaiHChKuil TWkIneHb), ‘“lloxkoninna Z: noaimuka uu
pomanmuxa?” (YKpaiHCHKUH THKICHBD).

There are examples in which we observe both involvement in the “single”
circle of interlocutors, and a rhetorical question: “Yu maemo mu éneenenicmo y
HAWUX YiHHOCMAX, wob 6opomucs 3a Hux adxc 0o kinysa? Yu maemo docmammvo
noeazu 00 HAWUX SPOMAOsIH, WoO OXOpoHsmu Hawti kopoonu? Yu maemo
giosazy, wob 30epeemu HaAwly Yuesinizayilo nepeo auyem mux, Xmo xomie oOu
nionopsaokyeamu i cobi i sHuwumu?”’  (YKpaiHCBKHUH  TIDKICHD);
“fxwgo 3axkpumu 0epocasHi KOPOOHU MONCHA Y HAKAZ080MY NOPAOKY, MO SK
SMYCUMU KOHCHO20 OKPEMO20 2POMAOSIHUHA 84ACHO MUMU PYKU A 3ausull pa3
He mopkamuco oonuuya? ” (Vkpaincokuil musicoeny).
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Internal dialogue is one of the means of creating dialogicity in mass
media discourse. In essence the question is rhetorical. Then the author
answers it himself, sometimes also with questions, expressing his own
opinion and convincing the reader, for example: “Bu cnumaeme, wo maxe
wacms? A uyu MOdXCHQ HAGUUMU OUMUHY OYMU WACTUBUM KOIUCL 8
Matioymnbomy, no30asenayu 1020 CMamy WAcms 6 CbO20OEHHI,... SIKOI0
60HA NOGUHHA Oymu 6 MaubymHbLOMy, | K 60HA NOGUHHA Gecmu cebe
cbo2ooHi?” (YKpalHCcbKa mpaBma), “Xiba 30epeemu maxy KOJLeKyito He €
Oeporcasnum inmepecom? He 6yoemo 3aenubniosamucsa 6 icmopir. A emim,
yomy 0 i mi?” (JI3epkano TwxHA), “3axinuenns gitinu uu nepemozca? A xioa
He oOHakoeo? Komugnikm na [Houbaci uu pociticoko-yKpainceka 6itina?
Obauwime, mu o ue noaimuku! Ononuenyi yu cenapamucmu, a Mooxce,
pociiicbko-mepopucmuuni  yepynoganns?  Iocnodu,  nagiujo  Ham
cnepewamucs wjo0o yvo2o? Mu e yci npo me came! Qu ni?” (Vrpaincoxuil
TMUIICOEHD ).

Rhetorical appeals are an example of dialogicity in mass media discourse
In this way the author activates the addressee’s attention: “Hailyixasiue,
opy3i, we mnonepedy!” ([Hzepkano TtwxHs), “Vkpainyi — uumaiime!”
([lenn, Ha3Ba pyOpHKH).

In addition, interrogative constructions, interrogative-rhetorical,
rhetorical appeals, and constructions “question-answer” are the means of
implementing a communicative strategy to create a problem situation, a
situation of contradiction, which will provoke further discussion: internal or
public (in comments, in newspapers, on screens, in social networks, etc.).

3. Means of implementing the strategy of argumentation

The communicative-pragmatic goals of argumentative discourse are to
change the beliefs of the addressee, to prove the truth of the proposed thesis,
to control the consciousness of the addressee with a view to possibly change
his model of the world. The main strategic problem of the argumentative
discourse is the implementation of a persuasive effect, realized through
various tactics. It unites all goals®®.

The logical structure of argumentation consists of three components.
These are a thesis or a judgment that needs to be proved and arguments or
true judgments that are used in the process of proving a thesis. Finally, a

' Bohacheva M.V. (2010) Arhumentatyvnaia kommunykatyvnaia stratehyia y
taktycheskye pryemy realyzatsyy v russkom yazyke [An argumentative communicative
strategy and tactical methods for its implementation in Russian]. Visnyk
Dnipropetrovskoho universytetu. Seriia “Movoznavstvo” [Bulletin of Dnipropetrovsk
University. Linguistics Series]. Vyp. 16. http://archive.nbuv.gov.ua/portal/natural/vdpu/
Movozn/2010_16/9.pdf.
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form of proof or a demonstration is a way of logical connection between the
thesis and arguments, or the process of developing arguments.
Argumentation can be carried out in two main ways: by direct reference to
reality, which is often done by a journalist (factual argumentation), and by
using known provisions, judgments, when the author also refers to reality,
not directly, but indirectly, through inferences, conclusions, laws, concepts,
theories, etc.?

At the textual level, the thesis can be formulated at the beginning of a
journalistic article, at the beginning of paragraphs, in a journalist’s question
in an interview etc. Arguments are the most interesting for linguistic
analysis.

The purpose of any argument is to approximate the ideas of
communicators. Depending on whether the argument is focused on the
rational or emotional sphere, semantic strategies of rational and emotional
impact are distinguished®

The analysis of factual material showed that in the texts of analytical
genres of modern media, communicative strategies of rational influence are
realized through tactics of reference to authority. Insert phrases are language
markers of this tactic, e. g.: “Ha oymxy npesudenma Ionvwi, edxce 3apa3s
mpeba oymamu npo pobomy nicia camimy y Binouioci” (YkpalHCEKHUI
TkaeHb). Direct speech is also language markers, e. (.. “Buuuxac
3anumaHHAa, 6 AKUX Mmacwmabax ix BUKOpUCMOeBYyeamumyms. }ZKM/;O BOHU
3aMIHAMb  JICUBL  2pOwdi, MO HA AKOMYCb emani 3 eKOHOMIKU 6OHU
sumusamumymscs, a 06e3 Hux 6oHa npocmo He npayroe, — NOACHIOE Ieop
bypaxosecokuil, 2conoea npasninms lncmumymy eKOHOMIYHUX OOCTIONHCEHb MaA
nonimuunux xoncyromayin” (Yxpaincekuit twkaens). Using information
from authoritative sources attracts the audience’s attention to the content and
to the author of the quote. Not only contemporaries, but also classics can be
quoted, it helps to convince the addressee, e. g.: “I... we kiroka yumam i3
8UOAMH020 ROAIMUKA U MYyOpo2o 4onosika Ppanxnina /lenano Pyssenvma:
“Cnpasoicha ocobucma c80600a Hemodciuga 6e3 eKOHOMIUHOI be3nexku U
nezanescnocmi” — ¢ abayuxo! I 306cim ocmanne: “€0une, w020 mu maemo
bosimucs, mo ye camoeo cmpaxy”’ (YKpailHCBKHAN THKICHB).

The tactics of giving examples — factual information, statistical data,
results of experiments — play an important role in journalism. The use of
factual argumentation is mandatory for journalism, because the journalist’s

% zdoroveha V. Y. (2004) Teoriia i metodyka zhurnalistskoi tvorchosti [Theory and
methods of journalistic creativity]. Lviv : PAIS. P. 134.

2 yvyn A. A. (1997) Osnovy teoryy arhumentatsyy. [Fundamentals of the theory of
argumentation] Moscow : Humanyt. yzd. tsentr VLADOS. P. 119-313.
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strategic task is to “recreate the picture of reality”, and report on current
events. The basis of publications of analytical genres is interpretation,
analysis of events, comments on them. With the help of facts a certain thesis
is proved, for example, a thesis is a statement in the publication: “Temn
npupocmy  Kanimanogkiadenb 6 azpobi3nec IUWAEMbCA  OOHUM i3
HAUOIIbWUX 8 YKPAIHCLKIU eKOHOMIYI, a cama 2any3v OiCmana meniuyHi
ymosu ons poszeumxy”’. Evidence facts are introduced in sentences
interconnected by introductory words, e.g.. “Ilo-nepwe, xpedumna
noaimuka 0OauKie cmana Jn0AAbHIWOW 0o aepapiis. Ilo-Opyee, 3HauHi
nodamxkogi npeghepenyii 014 acpobisHecy. 3a 8ec MuHyaull piK 8eauxi ma
cepeoHi CitbeOCnNIONPUEMCMEA OMpUManu 27 Mapo epH YUucmozo npudymxy,
ane gHecau npu Ybomy menuie Hixc 1% cnaauenozo 6cima nionpuemcmeamu
6 Yxpaini nooamxy na npubymox. Ilo-mpeme, nicnia uepeoozo nepeoiny
3epHO8020 PUHKY mpelioepy, 6IACHUKU AKUX € HAOTUMNCeHUMU 00 61a0u,
oicmanu WupoKi MONCIUBOCMI 05l 8UGe3eHHs 30ixcoics 3 kpainu: y 2012/13
MApKemuHz080My poyi Oy10 NOCMAGNEHO HA eKCnopm mauidce 23 MaH m
3eprogux”’ (YKpaiHChKUI THKICHB).

In content, rational arguments can be of a factual type: quotes from
documents, statistics, actually factual material, for example, statistical
information:  “3z2iono 3 ogiyitinolo cmamucmukoro MO3  Vkpainu,
2012 poky Ha o0riky nepebysaiu 79 muc. HapKoO3aneHCHUXx ocib, 3 AKUX
70 muc. excueanu HApKOMUuHi PpevosuHU abo NCUXOMPONHI 3acobu
iH exyitinum cnocobom (mobmo iidemvcsi NPoO XPOHIUHY 3AneAHCHICMb)
(YxpalHCBKHIA TIDKACHB).

Legal reasoning is common enough. This may be a reference to the
Constitution of Ukraine, legislative acts: “V yiromy eucoxoi oyinku
3acnyeosye 3axon “Ilpo nayxogy i nHaykogo-mexniyny oisavricms” (1999, 3
nooanbwiuMy  3MiHamu),  Wo  eumazac  (QIHAHCY8AHHA  HAYKU 3
depoicoiodoicemy 6 o06cazi, ne menwomy 3a 1,7% BBII, oexiapye
0eMOKpaAmMUyHi npuHyunu opeanizayii HAyKu, nepeobayac 8CMAHOBNEHHSA
BUCOKUX HAYKOBUX NeHCill, AKI 3abe3neuysanu 6 npecmudic npayi Haykoeys”
(YxpalHCBKHIA TIDKACHB).

Texts of analytical genres are characterized by reliance on moral and
ethical rules, since journalism operates in the field of social relations based
on moral standards. The description of these norms can confirm the thesis,
e.g.. “..cneyughixa sasuwa ‘“‘masxcopcmea’ Kpuemwvcs y Xxapakmepi
demoncmpayii coix wupoxux modxcaugocmeti inwum. LlJo monoowa ocoba,
mo npumimugHiwiuii yetl nokas...” (YKpaiHCHKUI THXK/ICHB).

As already noted, the strategic task of analytical texts is to convince the
addressee, which provides a logical and psychological impact on the
consciousness. In this process, new information, new knowledge is
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associated with the views, attitudes, stereotypes, and ideas that already exist
in the mind. Secondly, this knowledge is recognized as a personal discovery
of the reader. The presentation of journalistic information, bringing the
audience to certain conclusions should be so subtle and inconspicuous that
the person himself draws conclusions. Then they can become her beliefs.
Third, only an emotional idea can become a belief. Given this, the role of the
emotional type of argumentation is growing.

So, the author can use emotionally colored vocabulary, colloquial clichés
that bring closer the position of communicants, e.g.: “Poskeim
JHCYPHATICMCHKUX PO3CAIOY8AHb 6 Kpaini HIAK He 3asadcae ii 0epudamy.
Hasnaxu, oepuban rnadys nebauenux macwmadie i OockoHarocmi”
(Yxpaincekuid TIKACHB); “CumyamusHa Oinvuwiicmv y napiramenmi, axoi
HIOUMO 0Cb-0Cb Manu Oocaemu, po3giemvcs, AK Gama moprana’
(YxpaiHCBhKUH THXKACHB).

Rhetorical questions perform the function of emotional affirmation, e. g.:
“Llo oc ceamkye pocilicokuii npe3udenm? Bionognenns cepitinoeo
supoonuymea Aun-124? Byodienuymeo mocmy uepes Kepuencoky npomoky?
Jonyck yxpaincokux yykepox i cupy 00 MOCKOBCbKUX CYNepMapKemis?
Heeoice cninone  6iosnauennss  200-piuua  Illesuenxa?” (YKpaiHChbKUN
THXXICHB).

In addition to arguments to confirm the thesis, the author seeks to change
the views of the addressee in analytical publications. To implement these
intentions, he uses assurance tactics, €. .. “Y komnanii 3anesusromo, wo
“sasea Minicmepcmea rocmuyii npo me, wo €0ouni i [epocaeni peecmpu
npayoms MoyHO Max camo i 8 momy i ueisadi, wo i 00 1 woemmusa
2013 poky, € besniocmaenoro” (YKpaiHCHKUI THXKICHB); Or requirements
tactics: “Cmane 3pocmanms cmasok 3a 6Kiadamu Hemoxiciuee. woou banku
8UACHO MA 8 NOBHOMY 00CA3I CHAQUY8ANU GIOCOMKU U NOGEPMANU PO,
60HU Malomb  npayeéamu, moomo ix mpeba cnpamyeamu  Ha
xkpeoumysanns” (YKpaiHCbKHUIA THXKIICHB ).

Assumption tactics are important enough for modeling the picture of
the addressee’s world, e. g.: “Baacne, axbou Canveadop Anvenoe 6ye
obpanutl Ha npesudenmky nocady 6 1970 poyi 6irbur demMoKpamuyHo, a
He 36 sidcomxamu 2onocie eubopyie, GiH Ou, ckopiuie 3a 6ce, He
0eMOHCMPYBAB C8OI0 HEN0B8AZY 00 OCHOBHUX 0eMOKPAMUYHUX NPUHYUNie”
(Yxpaincekuii TikaeHs). Forecasting tactics are also considerable, e. g.:
“Ilo36yswiuce napaamenmcokoi ono3uyii, mawoyu 3M02y B880OUMU
HAO36UYAUHULL CMAH 34 HAOYMAHUMU Momugamu, pedxcum Huykosuua,
6804eBUdb, CNOOIBAEMbCA PI3KO 3MIYHUMU CBOT NO3uUYyii He auwe 8 Kpaini,
a i y nepezogopax i3 306HiwHiMu napmuepamu. Ilpu yvomy, besnepeuro,
npo €spoinmezpayilo He UMUMemsvcCs, aie 80Hd, AK yiHe HeOOHOPA3080
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nucas TuosicOens, i ne € memoio pexcumy Anyxosuua. Hamomicmo maxuii
cyenapiti cmeopiogsamume CRUPUAMAUGT YMOBU 011 NOOAIbUOL po36y0osu
6 Vkpaini “cimetinoi’” mooeni, 4acmko6o 3 UKOPUCTNAHHAM OIIOPYCLKUX
nexan” (YKpalHCbKUN THKICHB).

These tactics allow the thoughtful reader to compare the text with
objective reality and draw his conclusions (or conclusions that the author
needs), e. g.: “Takum uunom, nopyuwenHss npag JoOUHU, KOmpi OYaU CKOEHI
BILICbKOBOIO OUKMAMYPOI Ni3HiWle, NOBUHHI Oymu 8i0OKpemieHi 8i0
be3nocepedHbo BIICbKOB020 Nepesopomy, sKuil 0y8 WUpoKo NiOMPUMAHULL
nepegascroro  Oinbwicmio  yuniticokoeo  cycninbemea”  (YKpalHCBKHIA
THXKJCHD).

CONCLUSIONS

The study of some aspects of the implementation of the author’s
communication strategies in the language of information genres convinces
us in the creation of semantic accents of publications by bringing to a strong
starting position the most important information about the subject, object,
time, place, event characteristics and so on. In the main text, the leading
strategy of a journalist is an information strategy, which is implemented
through maximum attention to factual information. The result of the
implementation of the strategy of attracting attention is the conciseness and
expressiveness of the structures.

The study of dialogic manifestations in mass media discourse emphasizes
that drawing attention to the linguistic identity of both the author and the
addressee is very important for this type of discourse. The use of this
category is directly related to the expectation of feedback, community’s
reaction to the messages.

The main semantic strategy of argumentative discourse is the
implementation of convincing influence, which is realized through
informative tactics: appealing to authorities and giving examples. Moreover
arguments can be rational and emotional types. Influence on the beliefs of
the addressee occurs through the use of tactics of assurance, requirements,
etc. Tactics of assumption, predictions, conclusions are used to model the
world of the addressee.

Further detailed study of the linguistic implementation of these strategies
is a prospect for scientific research.

SUMMARY

Since mass media discourse plays an important role in modern society, it
is important to study how the influence of people’s consciousness occurs.
such categories of pragmatics as strategies and tactics acquire special
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significance, because they form the speech actions of the person in the
process of communication.

In the mass media discourse, the main communication strategies are
aimed at informing the addressee (transmission of content), the impact of the
information message (including attracting the attention and persuasion of the
addressee). Tactics associated with this are analyzed in our publication.

In the section, the authors investigate some aspects of the implementation
of informative and argumentative communication strategies in the language
of publications of informational, analytical genres. Attention is paid to the
language means of creating semantic accents in journalistic materials. An
analysis of journalistic publications indicates that the main communicative
focus of the message is information, which is submitted to the beginning of
the article.

The author of the article argue that by creating a dialogue situation, the
textual function of influencing the publication’s recipient is realized,
between the author and the addressee of the message a single cognitive field
is formed. Communicative tactics of creating a problem situation, a situation
of contradiction provoke further discussion, internal or public (in comments,
in newspaper columns, on screens, in social networks, etc.).

Argumentative tactics influencing the change of the picture of the world
of the addressee are identified. It is proved that arguments can be of rational
and emotional types. Examples of implementing strategies for informing and
attracting attention are given.

REFERENCES

1. Arutiunova N. D. (1988). Typy yazykovykh znachenyj: Otsenka.
Sobytye. Fakt [Types of language values: Evaluation. Event. Fact]. Moscow,
1988, 339 p. [in Russian].

2. Batsevych F. S. (2004) Osnovy komunikatyvnoi linhvistyky
[Fundamentals of communicative linguistics]. Kyiv : Vydavnychyi tsentr
“Akademiia”. 342 p. [in Ukrainian].

3. Bohacheva M. V. (2010) Arhumentatyvnaia kommunykatyvnaia
stratehyia y taktycheskye pryemy realyzatsyy v russkom yazyke
[An argumentative communicative strategy and tactical methods for its
implementation in Russian]. Visnyk Dnipropetrovskoho universytetu. Seriia
“Movoznavstvo” [Bulletin of Dnipropetrovsk University. Linguistics
Series]. Vyp. 16. http://archive.nbuv.gov.ua/portal/natural/vdpu/Movozn/
2010_16/9.pdf. [in Russian].

4. Dijk Teun Adrianus van. (1997) Discourse as structure and process.
Sage Publications Ltd. 368 p. [in English].

16



5. Hal’peryn Y. R. (2008) Tekst kak ob’ekt lynhvystycheskoho
yssledovanyia [Text as an object of linguistic research]. Moscow :
Yzdatel’stvo LKY. 144 p. (Lynhvystycheskoe nasledye XX veka).
[in Russian].

6. Karasyk V.Y. (2002) Yazykovoj kruh: lychnost’, kontsepty, dyskurs
[Language Circle: Personality, Concepts, Discourse]. Volhohrad : Peremena.
477 p. [in Russian].

7. Makarov M. L. (2003) Osnovy teoryy dyskursa [Fundamentals of
Discourse Theory]. Moscow : YTDHK “Hnozys”. 280 p. [in Russian].

8. Morris M., Ogan C. (1996) The Internet as Mass Medium. Journal of
Communication. Vol. 46. Ne 1. P. 39-50. [in English].

9. Mykhailyn 1. L. (2011) Osnovy zhurnalistyky [Fundamentals of
journalism]: Kyiv : Tsentr uchbovoi literatury. 496 p. [in Ukrainian].

10. Radziievs’ka T. V. (1998) Tekst yak zasib komunikatsii [Text as a
means of communication]. Kyiv. 194 p. [in Ukrainian].

11. Reshetarova 1. V. (2010) Zasoby evfemii v masmedijnomu dyskursi
pochatku XXI stolittia [Means of euphemism in the media discourse of the
beginning of the XXI century] : avtoref. dys. ... kand. filol. nauk : 10.02.15.
Donets’k. 20 p. [in Ukrainian].

12. Schiffrin Deborah. (1994) Approaches to Discourse. Oxford [u.a.] :
Blackwell. 459 p. [in English].

13.Selivanova O. O. (2006) Suchasna linhvistyka: terminolohichna
entsyklopediia [Modern linguistics: the terminology encyclopedia]. Poltava :
Dovkillia-K. 716 p. [in Ukrainian].

14. Serazhym K. S. (2000) Struktura publitsystychnoho tekstu: zahal’ni
pidkhody do tekstolohichnoho analizu [Structure of journalistic text: general
approaches to textual analysis]. Naukovi zapysky instytutu zhurnalistyky
[Scientific notes of the Institute of Journalism]. Kyiv : KNU. T. 1 (zhovten’-
hruden’). Pp. 103-114. [in Ukrainian].

15.Serazhym K. S. (2002) Dyskurs iak sotsiolinhval’ne iavysche:
metodolohiia, arkhitektonika, variatyvnist’ (na materialakh suchasnoi
hazetnoi publitsystyky) : monohrafiia [Discourse as a sociolinguistic
phenomenon: methodology, architectonics, variability (on materials of
contemporary newspaper journalism)] Kyiv. 392 p. [in Ukrainian].

16. Stylystycheskyj entsyklopedycheskyj slovar’ russkoho iazyka
[Stylistic Encyclopedic Dictionary of the Russian Language] (2003).
Moscow: Flynta. 696 p. [in Russian].

17.Teneva E.V. (2018) Emotionalisation strategy as a means of
manipulation in the British mass media discourse. Russian Linguistic
Bulletin. Ne 3 (15). https://doi.org/10.18454/RULB.2018.15.3.4

17



18.Yvyn A. A. (1997) Osnovy teoryy arhumentatsyy. [Fundamentals of
the theory of argumentation] Moscow : Humanyt. yzd. tsentr VLADOS.
352 p. [in Russian].

19. Zdoroveha V. Y. (2004) Teoriia i metodyka zhurnalistskoi tvorchosti

[Theory and methods of journalistic creativity]. Lviv: PAIS. 268 p.
[in Ukrainian].

Information about the authors:

Filatova O. S.,

Doctor of Philology, Professor,

Department of Social Studies and Humanities,

Admiral Makarov National University of Shipbuilding

9, Heroes of Ukraine Avenue, Mykolaiv, 54025, Ukraine
ORCID ID: orcid.org/0000-0002-4464-6933

Huzenko S. V.,

PhD in Philology,

Associate Professor at the Department of Modern Languages,
Admiral Makarov National University of Shipbuilding

9, Heroes of Ukraine Avenue, Mykolaiv, 54025, Ukraine
ORCID ID: orcid.org/0000-0001-8177-7417

18



