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Gender-oriented vocabulary in advertising texts

Abstract. Lexical means of expressing gender orientation in advertising texts are considered
in the article. The relevance of the chosen topic is due to the need to take into account gender
specificity in advertising slogans, which contributes to the accurate pragmatic impact and more
effective construction of advertising communication. The study was based on the texts presented
in the ads of popular magazines «Maxim» and «Cosmopolitan». The article considers examples
of advertising texts with the indication of the lexical means of gender orientation, which supports
the conclusion that the lexical means of gender orientation in the advertising text can include
the vocabulary indicating the gender of the addressee, which contributes to the orientation of the
advertising campaign to a specific target audience. The article presents an analysis in quantitative
and percentage terms, which clearly demonstrates that, for example, adverbs in advertising for a
female audience are much more common than in male advertising. The use of verbs in advertising
texts, both for male and female advertising, is a priority, since the main semantic load is expressed
through them. However, verbs predominate in male-oriented advertising texts, which indicates a
man’s ability to take decisive action. The verb is expressive and meaningful, dynamic.
Keywords: vocabulary, gender, advertising, advertising text, expressiveness, addressee,
stereotype.

DOI: https://doi org/10.32523/2616-678X-2023-142-1-59-66

Introduction

As the French linguist A. Meyer argued,
«language is a highly social phenomenon... The
task of linguistics is to show how this or that
structure of language interacts with this or that
structure of society [1, p.16-18]. R.A. Budagov
also noted in his article «What is the social
nature of language?» that «The social nature of
language determines not only the conditions of
its use, but also all of its functions, the features
of its vocabulary and phraseology, grammar and
stylistics [2, p. 24].

Based on these statements, we can assume
that the study of the state of language in modern

conditions should be carried out without
separating it from the social conditions of its
functioning.

When analyzing the speech of men and
women in everyday communication, as well as
social relationships, significant differences in
speech characteristics are evident.

M.O. Korotkova in her article “The influence
of gender on speech behavior” notes that
“differences in the speech behavior of men and
women reflect their psychological characteristics,
differences in the perception of reality and the
understanding of their own nature, as well as
personal qualities of the opposite gender” [3, p.
128].
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The purpose of the work presented

The purpose of this article is to identify the
linguistic aspects of the use of linguistic units in
advertising texts, affecting the representatives of
different genders.

Research methods and methodology

In studying the material for this article,
the descriptive method was used, which is an
observation, comparison, and generalization of
factual material.

Discussion

Bylkova S.V. in her article «Speech of men
and women: the gender aspect» noted that «men
and women speak with different intonation, use
different means of non-verbal communication,
pronounce words differently, and their so-called
lexical minimum also differs. Women more
often use interjections that help express emotion
(ouch, wow, my God, etc.), diminutive and
evaluative suffixes, lexemes that convey feelings
and emotions («sweet», «fearfully», «excitingly»,
«unbelievably pleasant» etc.) in speech. Men are
«allowed» to use them in situations with a child
or when treating guests: «So put on your booties
and go outside», «Would anyone like a glass
of cham-pusik (champagne)?” Hyperbolized
evaluations and expressions are often found in
the speech of men in the creative professions:
directors, actors, artists, writers [4, p.1].

In his work «The gender difference between
male and female speech», Poplevko A.V. focuses
on thelexical differences between male and female
speech, in particular, he indicates the number of
words used in sentences. Unlike women, men
prefer to speak briefly. Abstract nouns are used
in male speech, denoting abstract concepts,
actions, condition, qualities that do not indicate a
producer or carrier. Women, as a rule, use specific
nouns, both common nouns and proper names.
Compared with women, who are dominated
by verbs, men use nouns and adjectives, with
relative adjectives expressing a permanent
feature of the subject indirectly. Women prefer

to use qualitative adjectives denoting a feature of
an object that can manifest itself to a greater or
lesser extent. Female speech is distinguished by
emotionality and the use of words containing in
its meaning the element of assessment (estimated
connotation). Men are quite modest in the use
of evaluative vocabulary, as a rule, it is neutral
and devoid of stylistic coloring. The evaluative
vocabulary used by women is particularly
positive, generally of subjective significance,
women are prone to exaggeration. Men more
emotionally express a negative assessment, while
often using jargonisms, expletive and profanity
[5, p-87-96].

These differences in male and female speech
are reflected in the lexical, grammatical and
stylistic design of advertising texts. Promoters
skillfully use these features to achieve the greatest
effect on a narrow target audience.

The Ozhegov’s
provides the following definition: “Advertising
is an announcement by various means to create
wide publicity, to attract consumers, viewers
[6]”. Since consumers are people of different
ages, genders, areas of activity, even ethnicity
matters, then advertising has different types. In
fact, advertising is a method of psychological
influence on the person. Itis designed to influence
a person through visual and verbal rows. Our
interest was turned to the verbal range as the
main component of any advertisement, namely
the vocabulary used in advertising slogans.

To promote goods or services in the market,
advertising is an effective means of achieving this
goal. There are certain mechanisms to influence
the target audience for more active promotion of
goods and services. The use of gender specificity
in advertising texts increases the level of impact
on the male or female target audience, in order to
create gender targeting. These techniques have a
pragmatic effect on the addressees.

Nazarova E.D. in her work «The gender
of the addressee as a pragmatic factor of
communication» states, “Advertising text is
gender-addressed both in content and in its
formal features. The gender targeting of an
advertisement text is expressed either directly,
by indicating the sex/gender of the audience, or

Explanatory  Dictionary
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indirectly, by relying on gender-marked themes
and stereotypes. Modern advertising texts, on
the one hand, rely on generally accepted gender
stereotypes, on the other hand, create new
stereotypes” [7, p. 23].

As TV. Bendas wrote,
organize his knowledge of the world around him
and resorts to schemes (i.e., stereotyped stimuli)
in doing so. When processing social information,
three types of schemes are used: personal,
situational and role-based. The latter can be
related to gender (gender role) or to position,
position in the group (for example, leadership
role). The scheme allows one to quickly identify
a social stimulus and predict its behavior. This
is how stereotypes are born about how men and
women should behave (gender stereotypes). Boys
and girls grow up in a world where categories
of «male» and «female» are very important. Of
all the information around them, boys choose
what is «masculine» and girls choose what is
«feminine,» i.e. they use gender schemes. As a
result, they internalize stereotypical behaviors
for men and women.» [8, p. 45].

As a rule, advertising texts aimed at a female
audience are written on behalf of a woman.
This can be explained by the fact that seeing the
ads, the woman identifies herself with the main
character and also wants to become beautiful,
well-groomed, successful, happy,
explained by the psychology of women.

«Man strives to

which is

VM. Hismatullina points out that
«“womanish” feminine characteristics are
emotionality,  susceptibility,  suggestibility,

sensitivity, easy change of emotional states,
tendency to anxiety, complaints, tears,
vulnerability, hysteria, capriciousness» [9], and as
a consequence, advertising for women is focused
on the emotionality and sensuality of the female
audience.

For example, SEPHORA. My age is my
strength. Loving your age is priceless.

And also being proud of your courage, your
ability to enjoy every day and take life with
humor. Glow with happiness whether you prefer
to fight wrinkles or for natural aging, whether
you keep things under control or not. Specially
for you SEPHORA experts picked up beauty

products that will prolong your beauty for years
to come [11].

This promotional text emphasizes age, but not
from the negative side, but from the positive “My
age is my strength”. The slogan is constructed
as a hidden comparison, syntactically it is not
expressed, such a technique seems intentional, as
it is aimed at a statement of fact.

Verbs of the perfect form to love, to be proud,
to enjoy are used, which evoke positive emotions.
The emotional impact comes at the expense of
every woman’s natural desire to stay young and
attractive aslong as possible, and this is evidenced
by the phrase “will prolong your beauty for years
to come”.

In the following selection of advertising texts
we can highlight such qualitative adjectives as
«Innovative», «limited», which are sure to attract
women’s attention, as they are associated with
something new, exceptional, providing increased
effect.

OLE HENRIKSEN. SKIN GLOW CREAM
GEL. Innovative cream-gel gives your skin an
instant boost of energy and 24-hour hydration.
Smoothes fine lines and brings back a youthful

glow.
KENZOKI. YOUTH FLOW. Facial cream
revitalizes the epidermis, smoothens and

protects the skin from the aggressive effects of
the environment, smoothes wrinkles, makes the
skin firmer and more radiant, and facial contour
taut and clear.

CLINIQUE. MOISTURE SERGE. This
limited edition cream, specially designed for
Sephora, provides 100 hours of continuous skin
hydration, strengthens its barrier, protects it from
the negative effects of the environment, gives
radiance, elasticity and smoothness.

The wuse of quantitative indicators in
advertising texts also increases the impact on
the audience. The phrases «24-hour hydration»,
«100-hour skin hydration» are nothing but
manipulation with numbers that add credibility
to the text.

SHISEIDO GINZA TOKYO. The result
of Japan’s advanced achievements. VITAL
PERFECTION. Lifting cream for improved skin
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firmness. Visibly taut skin in just 1 week. Firm
and radiant skin in 4 weeks.

In this advertising text, from the very firstlines,
emphasisis placed on the country of manufacture.
«The result of Japan’s advanced achievements,»
we see the use of positive stereotypes, as Japan has
established itself as a brand country, it is a world
leader in the development and implementation
of advanced innovative technologies.

Also, the use of positive qualitative adjectives
such as «taut», «firm» and «radiant» focus
attention on guaranteed maximum results.

Despite the well-established stereotype that
the female audience does not perceive numbers
well, the authors of advertising texts do not
refuse to use quantitative indicators. We see the
phrases «in 1 week», «in 4 weeks», which indicate
a positive effect in the shortest possible time.

MEXX BLACK. Try these paired fragrances
with your lover. Despite the fact that they have no
common notes (a woody-acquatic composition
for him, an oriental-floral one for her), they
complement each other perfectly!

This text of a perfume water advertisement
is designed to appeal to the sensitivity and
romanticism of a woman’s nature. Despite the
fact that the advertised product is intended for
men and women, it is advertised in a women’s
magazine and with a wording that will have
an effect on the female audience. The phrase
«Try these paired fragrances with your lover»
indicates the perfection of the relationship and
the strengthening of feelings on a mental level.

Returning to the social roles of men and
women, the ladies are breaking the stereotype
that a woman is primarily a mother and a wife.
Today’s women want to realize themselves as
individuals, engaging in social activities, building
careers increasingly firmly in masculinized
positions. These changes in modern society are
also reflected in advertising texts.

Make plans, make a career, and we’ll help you!

Your personal assistants. While you're busy
with your business and dealing with the big
issues, these Shiseido products take care of your
skin. They hydrate your skin and fight the first
wrinkles with a triple hyaluronic acid complex
and ginseng root extract. Essential Energy
Moisturizing Day Cream SPF 20, Shiseido.

In this text, the exclamatory sentence «Make
plans, make a career, and we will help!» sounds
like a call to action, and the phrases «and we will
help» and «Your personal assistants» suggest
that the beauty products of this company will
take care of the beauty and youth of a successful
woman with a minimum of effort by the woman
herself. There is also an appeal to the concepts
of caring, moisturizing, which are inherent in
women and affairs, serious matters, which are
associated with men.

Advertising texts for male consumers are
also undergoing changes. It is about the fact that
in modern conditions the traditional norm of
anti-femininity (according to A. Eagley), which
consists in men’s avoidance of typically female
activities, occupations and behavior patterns,
is losing its significance. As a result, we are
witnessing a departure from the notion that
expressing feelings, emotionality, is a «belonging»
solely to women [10].

As an example, we will consider several texts
advertising products for men [12].

Boss Bottled, Hugo Boss. This fragrance
lifts spirits on a gloomy winter day, inspires
to action and has a spicy aroma. It contains
apple, bergamot, black pepper, cardamom and
cinnamon. No, this is not mulled wine, but Boss
Bottled perfume water. It can be consumed in the
morning. Just a few drops are enough!

As in many texts advertising products for
men, the impact is made through the phrase
«inspires deeds,» which is a typical masculine
concept. At the same time, the phrase «Lifts
spirits on a gloomy winter day» suggests that
men also have feelings and need to be in a good
mood, which unambiguously correlates with
women'’s qualities.

BVLGARI. AIR POWER. As the archeologist
with the hat and whip told us in confidence, the
Bvlgari laboratories have created a powerful
weapon with which to rule the world. But in
order for it to work, you need to activate the
power of all the elements. We already have the
earth and wood artifacts! You need to get the
ice air element. You'll recognize it by the Man
Glacial Essence inscription on the bottle and the
extremely fresh notes of juniper, wormwood and
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cedar. Hurry up, or the artifact will fall into the
wrong hands!

This promotional text presents typical
male The phrases «powerful
weapon», «rule the world», «activate the power»

stereotypes.

characterize the male character, his desire to be
first, to solve problems. The sentence «Hurry up,
or the artifact will fall into the wrong hands!» is
also of a competitive nature and is designed to
encourage the man to be active.

THE GLOW OF RETRO. Three striking
versions of the new Tissot PRX Powermatic 80
watch send greetings from the 70s and confidently
look to the future. If you look at the relief surface
of the dial of the new Tissot PRX Powermatic 80,
you can’t help but feel it has a kinship with the
revolutionary architecture of the 1970s, where
special attention was paid to materials, surfaces
and textures. The shimmering dial pattern
recalls the facade of an avant-garde skyscraper
where the brightest parties of the era took place.
The case with integrated bracelet refers to the
reinterpreted practicality of the same 70s. A lot
about the merits of this novelty can be told by the
code in the model name: P stands for «precise», R
for «robust», and the Roman numeral ten stands
for water resistance (10 bar - 100 meters). The new
Tissot has a beating, self-winding Powermatic
80 mechanism with a power reserve of up to 80
hours. However, this revolutionary achievement
by Tissot belongs to the present and the future.

Despite the fact that texts aimed at the male
audience use a pragmatic approach, in this text
we can observe that the impact on the addressee
is made at the expense of figurative speech. The
phrases «the relief surface of the dial» and «The
shimmering dial pattern» are aimed at visual
associations, which tend to have a greater effect
on the female part of the audience.

Using the key words and phrases «precise»,
«robust» and «ten is the indicator of water
resistance», the authors of the advertisement
emphasize the main advantages of this product,
which, according to men, are a guarantee of
quality.

By the phrases «send greetings from the 70s»,
«kinship with the revolutionary architecture of
the 70s» and «the practicality of the same 70s» we
can see that the advertising is not aimed at young
men, but at men who remember this period and
can appreciate its virtues, i.e. accomplished,
mature men.

The words «revolutionary,» «avant-garde,»
are associated by the addressee as something
experimental, unorthodox, or radical.
Metaphorically speaking, they suggest an
«explosion of reality». Naturally, the use of such
words is nothing more than attracting attention
through the manipulation of traditional male
stereotypes.

Conclusion

So, to summarize, we can note that evaluative
adjectives are more common in women’s
advertisements than in advertising texts for men.
In advertising for men, significantly less often, but
evaluative words such as exceptional, impressive,
magnificent, unsurpassed, beautiful, excellent,
incredible are used, which express a positive
emotional attitude towards the advertised object.

While advertising texts for women abound in
adjectives, men’s advertisements are dominated
by action-promoting verbs. This can be explained
by the stereotypical perception of men as carriers
of a predominantly dynamic, active beginning.

Adverbs in advertising for female audiences
are much more common than in male advertising.
This is due to the fact that the adverb, like

including
Part of speech in total for women for men
quantity % quantity %
Verbs 40 16 40% 24 60%
Adjectives 30 17 57% 13 43%
Adverb 6 5 83% 1 16%
Using numbers 6 4 66% 2 33%

BECTHVIK Espasuiickozo nayuonarvrozo yrusepcumema umenu /1.H. Tymuaesa. Cepus Qurorozus

BULLETIN of L.N. Gumilyov Eurasian National University. PHILOLOG

Ne 1(142)/2023 63

Y Series



Gender-oriented vocabulary in advertising texts

the adjective, can be attributed to the class of
characteristic words, respectively, the frequency
of their use in texts for women’s advertising is
much higher than in men’s advertising.

All of the above is summarized in the table
in quantitative and percentage ratio and clearly
demonstrates the results of the analysis

Women’s advertising is characterized by

restraint and rationality. Women’s advertising
often uses exclamations and questions, as this
reflects the peculiarities of women’s speech.

Advertising texts that have a gender
orientation are manifested not only on the visual,
but also on the lexical and semiotic levels.

As for gender stereotypes, they are constantly
used in advertising texts, but the change in the

emotionality, appeal to feelings, and imagery, social roles of men and women in the modern

while men’s advertising is characterized by world is so obvious that it cannot go unnoticed.

A.B. MaaomomnuoBa, I.C. MycunoBa
Alikhan Bokeikhan University, Cemeit, Kasaxcman

JKapHamaabIKk MaTiHAepaeri reHgepaik OaraapaaHFaH AeKCHKa

AnaaTtma. Makasaga >KapHaMaAablK MaTiHAepAeri TeHAepAaik Oargapasl 0iaAipyAiH AeKCUKaABIK Kypaada-
PBl KapacTelpblaadbl. 3epTTeyAiH ©3eKTidirl ’KapHaMaAablK ypaHAapAarbl TeHAepAiK epeKIIeaikTepai eckepy
KaKeTTiziriMeH 6aliaaHBICTBL, OYA HaKTHI IIparMaTUKaABIK ocep eTyre >KoHe >KapHaMaAblK KOMMYHMKAI[VIsTHbI
TuiMAl KypyFa bIKTaa eTedi. 3epTrey TaHbIMaa «Maxim», «Cosmopolitan»>KypHaadaphIHEIH >XKapHaMacklHAa
YCBIHBLAFaH MOTiHAEp MaTepuaablHa HerizdeareH. Makadaja reHAepAik OaFrpITTaFbl A€KCUKAABIK KypaldapAbl
KOpCeTeTiH >KapHaMa/bIK MOTiHAepAiH MbIcaljaphl KapacThIpbldaAbl, OyA >KapHaMaAbIK MOTiHAeri reHAepAi
0iaaipyaiH AeKcrMKaabIK KypasljapblHa >KapHaMaAblK HayKaHHBIH OeAariai Oip MakcaTTsl ayAguTopusra Oariap-
AaHybIHa BIKIIaA €TeTiH ajpecaTThlH >KBIHBICBIH KOPCeTeTiH AeKCMKaHBI JKaTKbI3yFa 004aAbl AereH TY>KBIPBIM-
ABl pacraiiabl. Makadada caHABIK >KoHe IIailbI3ABIK Taajay KeATipiAreH MbICaabl, oiieaep ayAUTOPUSACHIHA
apHaJfaH JKapHaMaJapJa ycreyaep aaJeKalija KIi Ke3geceTiHi alikbIH KepceTiareH. JKapHama matinaepinge
eTicTikTepai epaep e, diteasep Ae >KapHaMachl YIIIiH IaiijadaHy OachIMABIABIK OOABII TaObll1aAbl, ©MTKEHi
HETi3Ti MarbIHaABIK, XYKTeMe O04ap apKbLAbl KopiHeai. JereHMeH, epKeKTiK )kapHaMa MoTiHAepiHAe eTicTikrep
GacbM 001a4b1, OYA ep adaMHBIH IIEITYII dpeKeTKe KabieTTiairin kepcereai. Oa MoHepAi >KoHe MaFblHaABI,
AVIHAMIKAaABIK OOABIII KeAeal.

Tyiiin ce3aep: aeKcuKa, TeHAep, )KapHaMa, >JKapHaMaAbIK MOTiH, DKCIIPeCCUBTIiAiK, agpecat, CTepeoTHIL.

A.B. MaaomomnoBa, I.C. MycnHoBa
Alikhan Bokeikhan University, Cemeit, Kasaxcman

FEHAQPHO OpMeHTVIpOBaHHAasl 4€KCMKa B peKAaMHBbIX TeKCTaxX

Annoramms. B crathe paccMarpmBaloTcs AeKCHMUeCKUe CpeACTBa BhIpakeHNs TeHAepHON HallpaBJeHHO-
CTU B PeKAaMHBIX TeKCTaX. AKTyaAbHOCTh BLIOPAHHON TeMbI 00yCA0BAeHa HeOOXOAMMOCTBIO yuéTa reHAepHOIl
cnenuduUKN B PeKAaMHBIX CAOTaHaX, YTO CIIOCOOCTBYeT OKa3aHUIO TOYHOTO IParMaTUdecKoro BO3AEMCTBUS 1
604ee 9P PeKTUBHOMY ITOCTPOSHMIO peKAaMHO KOMMYyHMKaIun. ViccaeaosaHne mpoBoanaoch Ha MaTepuade
TEeKCTOB, ITpeCTaBAeHHBIX B peKdaMe IOy AsSPHBIX KypHaa0B «Maxim», «Cosmopolitan». B cratbe paccmMaTpu-
BaIOTCs MPUMepPHl peKAaMHBIX TeKCTOB C yKasaHMeM Ha JeKCHdecKue CpeACTBa IeHAepHO HaIlpaBAeHHOCTH,
9TO MOATBEP>KAAeT BBIBOJ O TOM, UTO K AeKCHMYeCKUM Cpe/ACTBaM BBIpa’keHNs TeHJepa B PeKJAaMHOM TeKCTe
MO>KHO OTHECTHM A€KCUKY, YKa3hIBaIOIIlyIO Ha TeHAep agpecaTa, KOTOpas ClIOCOOCTBYeT OpMeHTaluy peKAaMHOI
KaMIIaHII Ha KOHKPETHYIO 11eAeBYIO ayAuTopuIo. B craThe rpeacraBaeH aHaAu3 B KOAMYECTBEHHOM U ITPOIeHT-
HOM COOTHOIIIEHMM, KOTOPBI HarAs4HO AeMOHCTPUPYET, 4TO HallpMMep, Hapeulsl B peKdaMme AAsl SKeHCKOIA
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ayAUTOPUM BCTPeYaloTCsl TopasAo Jallle, 4eM B MYKCKOIl pekaaMe. VIcrioap3oBaHne I1aroaos B peKAaMHbIX
TEKCTax, KaK 445 MY>KCKOM, TaK U 4451 JKEHCKOM peKAaMbl HAXOAUTCA B IPMOPUTETE, TaK KaK yepe3 HMUX BhIpa-
KaeTCsl OCHOBHas CMBbICAOBas Harpyska. OgHaKo raaroasl 1peo01ajaioT B peKAaMHBIX TEKCTax MY>KCKOI Ha-
IIPaB/A€HHOCTH, YTO YKa3blBaeT Ha MY>KCKYIO CIIOCOOHOCTD K PeInTeAbHBIM AVICTBUAM. ['1ar01 DKCIIpeccuser
U coAepKaTeaeH, AHaMIYeH.

KaroueBbie caoBa: aeKcuka, reHaep, peKaaMa, peKJAaMHBIN TeKCT, DKCIIPecCMBHOCTD, ajpecat, CTepeOoTHUII.

References

1.  Meillet A. Linguistique historique et linguistique générale. — Paris, 1926. - P. 16-18.

2. bByaaros P.A. YUto Takoe oO1iecTBeHHas pupoaa sisbika? // Borpocsr s3bikosHanms. — 1975. — Ne 3. — C.
24.

3.  Koporkosa M.O. Bansnne rengeproro ¢gakropa Ha pedeBoe rnosegennue. // ITprBoAXKCKMIT HayIHBII
BecTHUK. — 2015. - No 7(47). — C. 128.

4. brrakosa C.B. Peus My>xuuH 1 >XeHIuH: reHaepHsnii acrekt / C. B. berakosa, B.A. Kpart // Moaoaoit
yuensiit. — 2016. — URL: https://moluch.ru/archive/ 111/28217/ (aata obpamenus: 20.06.2022).

5. Ilomnaesko A.B. I'engepHoe pasamune My>ckoii 1 xeHckoi peun / A.B. ITonaesko, E.IT. Hagoabckas
[ Viaen. Ionckn. Pemmenns: c6. cr. u Te3ucos X MexxayHap. Hayd. mpakT. KoH}. (Munck, 23 HoAOps 2016 1.) /
Peaxoa.: HH. Hiuxuesa. B 6 4. Y. 2. — Munck: BI'Y, 2017. — C. 87-96.

6. Toaxosnii caosaps Oxerosa oHaarH. — URL: https://slovarozhegova.ru/searh.php (aata obpamen:
20.06.2021).

7. Hazaposa E.J. I'engep agpecara xak mparmaTndeckuii GpakTop KOMMyHUKaluu: aBroped. AMuC. ...
KaHg. ¢uaoa. Hayk / E.J. Hasaposa. — M., 2009. - 23 c.

8.  bengac T.B. I'enaepnas ncnxoaormst. — CIT6., 2005. — C.45 .

9. Xwucmaryaamna B.M. I'enaepHBII acleKT B TeAeBU3NMOHHON pekadaMme Imokoadada. — URL: http://
psujourn.narod.ru/vestnik/vyp_2/his_choco (aata obparmenn: 20.06.2022).

10. Amnwncrkuna H.B., 3apy6aaosa O.A. OcobennocTu cpeACTs BO3AeIMCTBIS B peKdaMe KOCMeTUKI: TeHAep-
HBIIT acIiekT // SIpocaasckuit mejarormaecknii BectHuK. — 2014. No 1. — T.I (I'ymanurapusie Hayknm). — C.112.

11. Kypnaa Cosmopolitan. No 4, ampear 2022. — URL: // https://catalog-n.com/cosmopolitan-6-
2021#cosmopolitan-4-2022-037 (aaTta oOpamienys: 20.06.2022).

12. XKypnaa Maxim. Ne 12-1 gexaOpp-suBaps 2021-2022. — URL: // https://catalog-n.com/maxim-12-1-2021-
2022#maxim-12-2021-082 (aaTa obpamenyt: 20.06.2022).

References

1. Meillet A. Linguistique historique et linguistique générale. — Paris, 1926. — P. 16-18.

2. Budagov R.A. [Chto takoe obshhestvennaja priroda jazyka?], What is the social nature of language?,
Voprosy jazykoznanija [Questions of linguistics], 3, 24 (1975).

3. Korotkova M.O. Vlijanie gendernogo faktora na rechevoe povedenie [The influence of the gender factor
on speech behavior], Privolzhskij nauchnyj vestnik [Privolzhsky Scientific Bulletin], 7(47), 128 (2015).

4. Bylkova S. V., Krat V. A. Rech’ muzhchin i zhenshhin: gendernyj aspekt [Speech of men and women:
gender aspect] Molodoj uchenyj [Young scientist]. — 2016. — URL: https://moluch.ru/archive / 111/28217/
(Accessed: 20.06.2022).

5. Poplevko A.V.,, Nadolskaya E. P. Gendernoe razlichie muzhskoj i zhenskoj rechi [Gender difference
of male and female speech] Idei. Poiski. Reshenija: sb. st. i tezisov X Mezhdunar. nauch. prakt. konf. [Ideas.
Searches. Solutions: Collection of articles and theses of the X International Scientific and Practical Conference]
(Minsk, November 23, 2016). Editorial board: N.N. Nizhneva. In 6 parts. Part 2. (BSU, Minsk, 2017, p. 87-96).

6. Tolkovyj slovar’ Ozhegova onlajn [Ozhegov’s Explanatory Dictionary online]. Accessed: https://
slovarozhegova.ru/searh.php (Accessed: 20.06.2021).

7. Nazarova E. D. Gender adresata kak pragmaticheskij faktor kommunikacii: avtoref. dis. ... kand. filol.
nauk [Addressee’s gender as a pragmatic factor of communication: abstract. dis. ... Candidate of Philology]
(Moscow, 2009, 23 p.).

BECTHWK Espasuiickozo Hayuonarvrozo yrusepcumema umetn .H. Tymuaesa. Cepus Guaorozus Ne 1(142)/2023 65
BULLETIN of L.N. Gumilyov Eurasian National University. PHILOLOGY Series



Gender-oriented vocabulary in advertising texts

8.  Bendas T. V. Gendernaja psihologija [Gender psychology] (St. Petersburg, 2005, p. 43).

9.  Hismatullina V.M. Gendernyj aspekt v televizionnoj reklame shokolada [Gender aspect in television
advertising of chocolate]. - URL http://psujourn.narod.ru/vestnik/vyp_2/his_choco (Accessed: 20.06.2022).

10. Aniskina N.V.,, Zarubalova O.A. Osobennosti sredstv vozdejstvija v reklame kosmetiki: gendernyj
aspekt [Features of means of influence in cosmetics advertising: gender aspect], Jaroslavskij pedagogicheskij
vestnik [Yaroslavl Pedagogical Bulletin], 1 (1, Humanities), 112 (2014).

11.  Zhurnal Sosmopolitan [Cosmopolitan Magazine], No. 4 April 2022. - URL: https://catalog-n.com/
cosmopolitan-6-2021#cosmopolitan-4-2022-037 (Accessed: 20.06.2022).

12.  Zhurnal Maxim [Maxim Magazine], No. 12-1 December-January 2021-2022. - URL: https://catalog-n.
com/maxim-12-1-2021-2022#maxim-12-2021-082 (Accessed: 20.06.2022).

Information about authors:

Malomoshnova A.V. - 2nd year Ph.D. student in the educational program «Philology», Alikhan Bokeikhan
University, 11 Mangilik El str., Semey, Kazakhstan.

Musinova G.S. - Lecturer of the Department of Philology, Alikhan Bokeikhan University, 11 Mangilik El str.,
Semey, Kazakhstan.

Manomownosa A.B. — «Puaoaorns» 6iaim 6epy 6araapaamace! 6oiibHIIa 2-1111 Kypc 40kTopanTsl, Alikhan
Bokeikhan University, Manriaik Ea xemr., 11, Cemers, Kaszakcran.

Mycunosa I.C. - ¢puaosorus xadeapacsbly OoKbITymsicsl, Alikhan Bokeikhan University, Monriaix Ea
kerr., 11, Cemeir, KazakcraH.

66 No 1(142)/2023 A.H. Tymuaes amvindazo, EYY Xabapuvicor. Duaorozus cepusicol
ISSN: 2616-678X, eISSN: 2663-1288



