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The current state of broadcasting culture in Ukrainian television and radio is considered. The most common
mistakes in Ukrainian advertising texts are analyzed. The samples for improving the broadcasting culture of radio
and television journalists are presented. After all, an advertising text is the result of the work of specialists in many
fields of knowledge, from philologists and linguists to copywriters and psychologists. However, in Ukraine, attention
is rarely paid to the primitiveness and illiteracy of advertising texts. It is noted that the language of advertising
should meet the following criteria: compliance with language norms, correct translation of foreign words or idioms,
the minimum amount of text should contain the maximum amount of useful and convincing information, and, of
course, one should not forget about ethical and moral norms.

The purpose of the article is to try to develop an individual approach to the culture of speech and the peculiarities
of constructing modern advertising texts.

The conclusions note that the language culture of modern advertising has shortcomings that should be addressed.
The analysis of advertising texts reveals a sometimes low cultural and linguistic level of the studied texts. This is
a consequence of the influence of the parallel functioning of two languages in society, and hence the insufficient
linguistic competence of those who work on the creation of advertising texts. Adherence to the language culture of
advertising will help to attract consumers and clients, as well as to succeed in the marketing sphere. Every educated
person should adhere to the culture of their language and avoid language mistakes. In order for an advertising specialist
to be able to work and communicate in public, he or she must have not only a certain general cultural, educational and
professional background, relevant psychophysiological traits, but also the necessary level of rhetorical culture, which
includes knowledge, skills and abilities of content and linguistic and cultural training [14, 15].

Key words: culture of speech, specialist, advertising activity, advertising specialist, professional communication.

Po3misiHyTO CydacHHUi CTaH KyJIBTYPU MOBJICHHS B YKpaiHChKOMY Tenepajioerepi. [[poaHati3oBaHO HANTHIIO-
Billll HAYACTIIIIe BXKUBAHI IOMIJIKH B YKPATHCHKUX PEKIIAMHUX TeKcTax. [101aHo 3pa3Ku [Uisl BIOCKOHAICHHSI KYJIb-
TYPH MOBJICHHSI PaJIio-, TEJICKYPHAIICTIB. AJKE pEKIIAMHHN TEKCT — 1€ Pe3yJIbTaT poOOTH (haxXiBIlB Oararbox ray-
3eid 3HaHb, TOYMHAFOYH BiJl (PIITOJIOTIB Ta JIHTBICTIB, 3aKIHUYIOUHU KoMipaiTepamu i icuxosoramu. OfHak B YKpaiHi
PIIKO 3BepTAETHCS yBara Ha MPUMITHBHICTh Ta HETPAMOTHICTh PEKIAMHHX TEKCTIiB. 3a3HAYEHO, 1[0 MOBA PEKIAMH
MOBUHHA BIIMOBIATH TAKUM KPUTEPIsAM: JOTPUMAHHS MOBHHUX HOPM, MTPABHJIBHUI IEPEKIIa/] IHO3EMHHX CIIIB YU
171ioM, y MiHIMalTbHOMY 00Cs131 TEKCTY Ma€e OyTH MaKCUMaJlbHa KUJTbKICTh KOPUCHOT 1 IEpEKOHIMBOT 1H(OpMaIiii, mpu
[IOMY, 3BHUaiiHO, HE MOXKHA 3a0yBaTH 1 MPO €THUYHI Ta MOPATbHI HOPMH.

MerToto cTaTTi € cripoba BUPOOJICHHS! 1HAMBIIyalIbHOTO MiJXOMY /10 KYJIBTYPH MOBJICHHS Ta 0COOIMBOCTEH 100y~
JIOBH CYYaCHUX PEKIIAMHHX TEKCTiB.

VY BHCHOBKax 3ayBa)k€HO, 10 KYJIBTYPa MOBJICHHS Cy4acHOI PeKJIaMH Ma€ HEIOTIKH, Ha sIKi CITiJ] 3BepHYTH yBary.
AHaJi3 peKIIaMHUX TEKCTIB TOBOPHUTH IPO YaCOM HEBUCOKHI KYJIBTYPOMOBHHUH PIBEHB JIOCIHIPKYBAHUX TEKCTIB.
Ile HaAcHmiIOK BIUTMBY HASBHOTO y CYCIUILCTBI MapayebHOTO (DYHKIIIOHYBaHHS JIBOX MOB, a 3BIJICH i HemocTar-
HbOT MOBHO1 KOMITETEHTHOCTI THX 0Ci0, SIKi IPaIllOI0Th HaJl CTBOPCHHSM TEKCTIB pekiiaM. JoTpuMaHHS KyIbTypH
MOBJICHHS PEKJIAMHU CIIPHSTAME MPUBAOJICHHIO CITOKUBAYIB Ta KJIIE€HTIB, & TAKOXK YCINXy Y MApPKETHHTOBIH cdepi.
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KoskHa ocBiveHa JIFOMHA Ma€ JIOTPUMYBATHCh KYJIBTYPH CBOET MOBH Ta HE JOMYCKAaTH MOBHHX MTOMHJIOK. JIJist TOTO
mo0 (axiBelpb 3 pekjIaMH YMIB TPAIFOBATH, CITIJIKYBaTHCS ITyOIIYHO, BiH TOBUHEH MAaTH HE TIJIHKU ITEBHE 3arajibHO-
KYJIBTypHE, OCBITHBO-TIpO(deciifHe MiIPyHTs, BIIMOBIIHI IICUXO(1310JI0TIUHI PUCH, aJle i HEOOX1THUI piBEHb PUTO-
PHYHOT KYJIBTYpH, [I0 BKJIIOYAE B ceOe 3HAHHS, yMIHHS i HABUYKHU 3MICTOBHOI T4 MOBHO-KYJIBTYPHOI MMiATOTOBKH.

KawuoBi cioBa: KynbTypa MOBJICHHS, (haxXiBellb, peKIaMHa JisUIbHICTh, (DaxiBelb 3 pEeKJIaMHOI JisSUTBHOCTI,
npogeciiiHa KOMyHIKaIlis.

Problem statement. Today, society is in the process of continuous development and changes
that affect absolutely all areas of human activity. Advertising, as an integral attribute of any business
activity, is also changing in line with the development of society. It actively penetrates the speech of
a modern Ukrainian and in a certain sense influences the development of the Ukrainian language, so
the issues of the language culture of modern advertising come to the fore.

The ethical incorrectness of the language of social communications, their illiteracy and lack of
moral consciousness is a painful and urgent issue, as it affects the formation and state of the national
mass culture. Advertising, which is one of the most widespread subcultures of today's society, is los-
ing its communicative effectiveness due to the instability and irresponsibility of its creators. Mean-
while, the language ethics of the mass media space is one of the main factors in the development of
Ukrainian advertising of European and world standards.

Language that is sometimes illiterate and sometimes obscene is deliberately replicated and legal-
ized in modern mass communications, imposed as an intellectual and spiritual standard, a benchmark
for public communication. This is a serious ethical problem.

The purpose of the article is an attempt to develop an individual approach to the culture of speech
and the peculiarities of constructing modern advertising texts.

Analysis of the main studies and publications. Advertising, although it has not yet been
distinguished into a separate science, already has its own terminological base. Advertising terms
represent a rather interesting set of words for research. The study of the use of words in the
language of advertising touches not only on the issue of special vocabulary. The advertising text
is the object of research of such domestic and foreign linguists as C. Beauvais, O. 1. Zelinska,
I. O. Lysychkina, N. S. Lysa, B. A. Obrytko, I. O. Sokolova, S. A. Fedorets and others. According
to experts in the advertising business, advertising should stand out from the information flow,
impress and be memorable. However, unfortunately, it often strikes with mistakes that reduce the
culture of expression, distract the attention of the perceiver of information from the content of the
message.

0. Ogorodnykova, X. Kaftanjiev, Y. Shatin, T. Livshits, E. Kovalenko, O. Derpak, O. Zelinska,
S. Fedorets, Y. Pirogova, O. Baranov, and P. Parshin have devoted their works to the construction and
linguistic features of advertising texts. Y. Chaplinsky and Y. Shevchenko-Kotenko, 1. Karabantseva,
V. Zirka, T. Hulak, O. Paraska, and O. Tepla in their works highlight the manipulative nature of
advertising and characterize the linguistic means by which advertising texts influence human
consciousness. G. Kozakov, O. Morozova, A. Sorba, O. Ponomariv, and V. Markitan consider
violations of the language norm in advertising texts.

G. Kozakov gives examples of incorrect emphasis and use of words from advertisements on the
STB and "1+1" channels: «xypuase sonoccsa» (correctly — kyuepsige 6onoccs), «kpaina HH36KUX Yin»
(correctly — kpaina nusekHx yin), «nonecuums ouxAunsay (meant olxanns) [7, c. 148].

O. Morozova emphasizes that illiteracy is primarily related to the low professional level of agen-
cies that implement advertising projects and the customer's personal illiteracy, because without his
signature on the layout, the advertisement cannot be printed. The author of the article also appealed to
the legislation of Ukraine, which, as she claims, prevents control over the general quality and literacy
of advertising: "The Law of Ukraine "On Advertising" prohibits any interference with its content and
form when issuing a permit for the placement of outdoor advertising" [13].

241



Bunyck 1(208) Cepisi: ®PinonoziyHi Hayku HAYKOBI 3ATTUCKU

A. Sorba in the article "Culture of the language of modern advertising" also drew attention to
advertising mistakes, explaining it by the fact that "the genre of advertising in Ukraine is still young
and has little experience" [13]. The author of the article cites many examples of violations of the
literary norm in advertising texts: syntactic errors (naguanHsa yxkpaincokiiu mogi instead of yxpain-
cbKoi mosu), grammatical (kongeoenyitinicme instead of xongioenyitinicmy), russianisms (30aromeo
exzamenu instead of ckradaroms icnumu), mistakes when using phraseological units («copouxa-xno-
neywv» — «pybaxa-napensvy). Expressions contradicting syntactic rules: nionpuemcmeo npononye xea-
nighikosami KOHCYIbMayii o NUMAHHAX MAPKEMUH2Y, OYIiHKU NO npeoMemax, npayoioms no 00panux
cneyianbHOCmsX, 8UNIama 6i0COMKI6 No 3aNUWKAM HA PO3PAXYHKOBUX PAXYHKAX, 210 N0 MA2a3UHAM,
which correspond to in the literary language: xoncyrsmayii' 3 numans mapxemuney, oyinku 3 npeome-
mie, npayioms 3a 0OPAHUMU CREYIATbHOCMAMU, GUNLAMA 8I0COMKIS 13 3ANUWUKI6 HA PO3PAXYHKOBUX
PAxyHKax, 2i0 no MazasuHax.

The well-known linguist O. Ponomariv in the article "About the language of advertising" touched
on the topic of violation of the norms of the modern Ukrainian literary language in advertisements.
In his opinion, most errors arise due to the Russian-speaking authors (traces, use of active participles
in the present tense, etc.). The scientist claims that "lexical, stylistic and other errors reduce the
effectiveness of advertising materials" [11].

V. Markitan's article "Speech culture of modern advertising" also highlights the problem of violation
of language norms in advertising texts. The author reviewed the current state of broadcasting culture
in Ukrainian television and radio, analyzed the most frequently used errors in Ukrainian advertising
texts, and presented examples for improving the broadcasting culture of radio and television
journalists. V. Markitan calls the deliberate replication and legalization of illiteracy in modern mass
communications a serious ethical problem. The author considers the bilingualism that exists in our
society to be the source of numerous Russianisms and calicos that can be found in advertisements.
V. Markitan states that "the low quality of outdoor advertising has a negative effect on the image of
the customer, and banal mistakes in advertising texts can interfere with the main task of advertising —
to force the consumer to use the advertised services or goods" [9].

The main task of the advertiser is to draw attention to the product, interest potential consumers, he
must "feel" the language, see the resources of expressiveness in its various layers, in order to achieve
a positive result. Many scientists devoted their research to the study of the language of advertising
texts (characterized the main requirements for an advertising message, talked about the use of artistic
means, characterized the main lexical, morphological, syntactic features of an advertising text).

Presenting main material. In modern conditions of the development of market relations,
advertising texts from a means of creating pressure on the consumer are gradually transformed into
a means of marketing communication, acting as a language of communication between the producer
and the consumer [10, p. 25]. Therefore, the correct language design of the advertising text becomes
important, since the effectiveness of the advertising campaign depends on it [8, p. 11].

Unfortunately, in the field of advertising nomination, the rules of Ukrainian spelling are beginning
to be neglected, giving preference to foreign language. What is happening today with the native
language on TV channels and in the radio space, its devaluation and exploitation, neglect of literary
norms, is nothing but sabotage. Sabotage, which manifests itself in a direct refusal to fulfill one's
sacred duties — to be for millions of people a model, a standard of broadcasting (applies to many
professional TV and radio presenters, correspondents, commentators of electronic media, if they
deserve to be called that), or in dishonest, careless the study of the native language, a nihilistic attitude
to its laws — established literary norms (this is already on the conscience of those who are given a
voice on the air; their cohort is unlimited: from the highest authorities, state and political figures,
deputies — to ordinary citizens) [7, p. 146]. Of course, today from the air we hear what we have in the
entire language environment, the culture (or lack of culture) of communication of all layers of society.
Means of mass communication only reflect that linguistic and cultural level in their own way.
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The language of advertising is characterized by the use of a language game. It has acquired a spe-
cial role in advertising recently, and, according to experts, it is the language game that helps make
advertising original and establish warm, informal contact with the recipient [5, p. 27]. A language
game is a deliberate violation of language norms, rules of language behavior, twisting (distortion,
distortion) of language clichés in order to give the message greater expressive power [4, p. 13]. How-
ever, sometimes copywriters pay insufficient attention to the correctness of writing advertisements.
This is confirmed by the significant number of violations found in the analyzed texts. In this regard,
the issue of observing the language norm when writing the texts of advertisements becomes relevant,
taking into account their mass contact with consumers.

Language culture is most closely related to the observance of established language norms of
oral and written literary language, as well as the conscious, purposeful, skillful use of language and
expressive means depending on the purpose and circumstances of communication [1, p. 215]. Mixing
paronyms that are similar in form and scope of use, but different in formation and meaning, can lead
to a violation of the norms of word usage: dinbHuys — dinauka, epomMaodcoKull — ePOMAOAHCHKUIL,
Komnaia — kamnanis etc., the use in a certain language situation of words or phrases of a different
functional style, misunderstanding the literal meaning of rarely used or obsolete words, incorrect use
of loanwords, violation of conjugation norms, etc. [4, p. 6].

The advertising genre in Ukraine is still young, has little experience, and has both imperfections
and flaws. It is a pity, but it should be noted that in the texts of advertisements quite often there are
mistakes, Russianisms, which reduces both the semantic and linguistic value of the latter, for exam-
ple: «Bawa mounicmo 3anedxcums 8i0 6ipHo20 6ubopy 2oounnuxa. loounnuk “Iloném” — ye eaw
6ubip». Advertising the named watch brand in this way, first of all, we observe stylistic incompetence,
poverty and limited vocabulary, repetition of words «eodurnux» Ta «subip». And while examining
the lexical meaning of the word "faithful", we note that according to the explanatory dictionary of
the modern Ukrainian language, it has several meanings: «gipna Opyoicuna, 6ipHuill mosapui, 8ipHo
mobumuy, but not: «eipnuil ubip, eipHe piwenns». In this case, it would sound better: «npasunsro
nuuty, npasurvhull udip, npasuivie piuenns» (6, c. 49]. In another advertisement we again read:
«llanose! B ymosax inghnayii mu nponoHyemo €OuHo GIpHUL WIAX NPUMHONCUMU CBOI QOCmamKu,
skaaswiu epouti y nepyxomicmoy. Or: «llanoee, 6u npuuHaiu ipne pileHHs — BKIACMU PO Y
Qinancosuti 6iznec».

Regarding the construction of the advertising text, we observe that many advertising texts end
with a syntactically illiterate appeal 36epmamucs 3a aopecoro. To the question kyou? corresponds in
this case to a noun with a preposition xa: 36epmamucs (nucamu, nadcuramu) na aopecy. 3a we use
when we need to answer a question de? — kougepenyis 6i06ydemucs 3a adpecor. Binnuys, eynuys
CobopHna, 87.

Grammatical errors are also not good for advertising. We read in the advertisement: Aykyion nepy-
xomocmi: «llanoge! Mu 6ydemo padi donomocmu KOHCHOMY HAUIOMY KII€EHMOGI cmamu 0azamoro
JIIOOUHOIO 8ce CbO2OOHL. YV HAC HIAKUX npobiem, namose, 3 y200amu y 6aniomi i NOBHA KOH@peOoeH-
yiunicmsy. The foreign word privacy is well-known, widely used, such an oversight /e instead of
the necessary i/ reduces the seriousness and solidity of advertising. Is it purely a grammatical error
that arose under the influence of a russian word «cmpaxosanuey»: “Bu mosiceme sunpodysamu cede
vy cghepi cmpaxosannsay — instead of what is needed «cmpaxysannsay. Or: «Tosapu imnopmuozo i
8imuusHAHO020 upodoHuymsa...». Adjective «icmisnuti» is written with the letter 7, and we read in the
advertisement: «... cnigpoOIiMHUYME0 NO BUPOULYBAHHIO ICMUBHUX 2pubie etc.

You should be especially careful when using idioms, fixed phrases, catchphrases, proverbs, say-
ings, etc. Their translation from one language to another is a difficult task, requiring considerable
knowledge and understanding of the language. It is not possible to use expressions like «cmens tioco
basicanvy | «npeden stcenanuily /, «copouxa-xioneywvy | «pyoaxa-napenwvy / etc. Advertising also did
not avoid such mistakes, so we read: «Pobimuuxam, Axi yCRiuHo 080100i1uU cCneyiaibHicmio i npu-
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UMalomes aKmueHy yuacme y CYCRIIbHOMY Jcummi NiONPUEMCmed, KoieKmue Ha0ae HanpaeieHns
07151 6cmyny 00 cepedHix abo suwux yubosux 3axnadie». «lIpuiimaroms akmueny yuacmsy — it's a
failed carbon copy from russian «npunumarom axkmusnoe yuacmue». The equivalent of this phrase
in the Ukrainian language is: «bepyms axmuseny yuacmouy». Russian phraseological expression
«yuedHbvle 3a6edenus» corresponds to Ukrainian «unasuansvri 3axnadu», but not «yubosiy, because
in the russian language there is a noun «yuéba», and in Ukrainian — «naguannsa», from which the
named adjectives were formed. And also — about the verb «naodae». Help can be provided, and
referrals are given. So, three stylistic mistakes in one sentence is too much, and the effect of such
ads is minimal.

A leading investment company «kynye axyii nionpuemcma 3a camumu sucoxumu yinamuy. This
is a violation of the rules for creating forms of degrees of comparison of adjectives, because in the
Ukrainian language a prefix is used to create the highest degree of comparison naii, which is added
to the simple form of the higher degree, e.g.:natidopoarcuuii, natioeweswuii or words ratibinows (Hati-
menut), which are added to the adjective form, naubinows dopoeuii (unlike the Russian language, in
which a similar form is created with the help of a pronoun camuii). Another company offers metal-
plastic windows «y corcami cmpoxu». There is no such word in the Ukrainian language, but there
is cmucnymu, therefore, correct is — cmucai cmpoku. We often come across such word usage «no
cybomam, HedisM 3HUICKU» — correct option is wocybomu, wonedini. Russian construction with a
preposition #o in this case it is translated by a prepositional construction. In addition, in the given
example, we also observe a frequent grammatical error — the incorrect ending of the local case -am
instead of normative -ax (for example.: no dopoeax, no cenax, no micysx). So today, in the conditions
of martial law, bilingualism is observed in our society, which is the source of numerous Russianisms
and calicos, they can be found in advertisements.

Therefore, advertising texts often contain lexical, syntactic, stylistic and other errors that reduce
their effectiveness. A high culture of speech should be the basis of the language of advertising products,
which means the advertiser as a person, who is an example for linguistic imitation. Every educated
person must respect the culture of his or her language and avoid linguistic mistakes.

As a modern linguist testifies, "the development of the language of advertising is accompanied by
the struggle of two trends: the attempt to capture the attention of the maximum number of potential
consumers with the help of various linguistic means and the overcoming of language standards"
[2, c. 84]. Sometimes mistakes in advertising are made deliberately. This is done in order for the
brand to stand out from the crowd, attract attention, and be remembered. So, for example, instead
of «maxaponuy it is written «moxoponuy. Or, following popular trends in youth culture, «asmop» is
written with «¢» [12, c. 47].

Therefore, errors arise due to various factors — both linguistic and extra-linguistic. The main reason
for the generation of anormatives is ignorance of the relevant norm. If we take into account only one
criterion — the destruction of the norm — and propose a typology of language errors according to their
correlation with the level of the language system, then this allows us to distinguish the following
systems of language formations: orthographic, lexical, phraseological, morphological, word-forming,
syntactic, punctuation, stylistic, orthoepic , accentuation anormatives. A special place is occupied by
the so-called logical errors [8, p. 28].

In any case, it should be remembered that the low quality of outdoor advertising has a negative
effect on the image of the customer, and banal mistakes in advertising texts can interfere with the
main task of advertising — to force the consumer to use the advertised services or goods [7, p. 151].
After all, the language of the advertiser is entrusted with certain functions, in particular, such as:
establishing and regulating relations between the producer and the consumer, communicative
accessibility and comprehensibility, ensuring full perception of information by the audience.
Disregarding the performance of these functions has negative consequences in the communication
between the advertiser and the consumer. Language can be an effective tool only when it meets the
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requirements of culture and humanistic ethics. The professional speech of an advertiser should be a
kind of "verbal idea" with the aim of intellectual, emotional-volitional, moral influence.

So, before our eyes, an invaluable wealth is disappearing in the audiovisual mass media — a school
of eloquence, which was based not only on the beautiful voice features and external data of real
professionals, but also on their skill of the highest quality, manner of speaking, high level of speech
culture, language experience , the depth of the proclaimed text. All this contributed to the spread and
establishment of ortho-epic, lexical, and grammatical norms of the literary language, revealing its
stylistic possibilities.

Conclusion. Therefore, the broadcasting culture of modern advertising has shortcomings that
should be paid attention to. The analysis of advertising texts suggests that the cultural and linguistic
level of the studied texts is sometimes low. This is a consequence of the influence of the parallel
functioning of two languages in society, and hence the insufficient language competence of those
who work on the creation of advertising texts. Adherence to the culture of advertising broadcasting
will contribute to the attraction of consumers and customers, as well as success in the marketing field.
Every educated person must respect the culture of his language and avoid linguistic mistakes.

Advertising eloquence in Ukraine still lacks professionalism, culture, sometimes a sense of
measure and taste, there are clichés that leave the audience indifferent, and sometimes disturb with
intrusiveness or inappropriate borrowings. A business person should be able to listen and perceive
speech variations. Insufficient language culture significantly lowers the rating, and can negatively
affect the career. Therefore, a highly qualified advertising specialist is impossible without mastering
rhetorical culture. In order for an advertising specialist to be able to work and communicate publicly,
he must have not only a certain general cultural, educational and professional background, appropriate
psychophysiological features, but also the necessary level of rhetorical culture, which includes
knowledge, skills and skills of substantive and linguistic and cultural preparation, management of
one's own behavior, use of various means of increasing the effectiveness of communication, taking
into account the specifics of various forms of oratory, some other professional assets necessary for the
implementation of advertising activities.
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