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Среди упомянутых выше категорий выделяются особо гендерно значимые лексические единицы, харак-
теризующие мужчину как защитника своей родины (должны быть свойственны каждому мужчине, по пред-
ставлению чеченцев): салти (солдат), ЦIечу Седанан орденан кавалер (кавалер ордена Красной Звезды). 

Характерными признаками в лексико-семантическом выражении концепта «мужчина» являются слова 
и словосочетания: 

с положительной стороны (в большей степени) – сила духа, храбрость, активность, энергичность, 
успешность, благородство, достоинство, деятель, гражданин, работник, семьянин, власть, сила (эла – госпо-
дин, сударь); 

с отрицательной стороны – немужественный, трусливый, беглец (тутмакх – арестант, заключенный). 
Анализ работы показал, что гендерные стереотипы исследуемого концепта отражают показательную 

картину специфики чеченской лингвокультуры; социально-статусных позиций, зафиксированных в чечен-
ской ментальности. 
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The article is devoted to the study of the structural content of the concept “man” in Chechen linguo-culture by the material of dic-
tionaries. The analyzed concept suggests a research within the framework of the gender category. The concept “man” functioning 
in the language area of the Chechen people is a representation of the prevailing ideas about the male gender role: success, activi-
ty, independence, need to be different from a woman. Gender-marked lexemes confirm the dominant role of a man. 
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Communicative behavior of the speaker mostly depends on the national culture to which he/she belongs, which 
norms and conventions, values and rituals are accepted in his/her society. In the process of communication we use 
not only universal and individual strategies but ethno-cultural as well. No two national groups see the world in exact-
ly the same way. The greater is the difference in background between senders and receivers, the greater is the dif-
ference in meanings attached to particular words and behaviors. 
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THE IMPACT OF CULTURE ON COMMUNICATIVE BEHAVIOUR OF THE SPEAKER 

 
Communication is at the heart of all human contact. It's your ability to share your beliefs, values, ideas, and feel-

ings. It also plays a role in determining and defining your identity. Communication can be seen as a form of activity 
which is carried out by people and is characterized by information exchange, mutual interference and understanding 
between participants. This is two-way activity of people which meets different challenges: exchange of information, 
expressing of relationships, mutual interference, compassion etc. 

Communication includes sending both verbal messages (words) and nonverbal messages (tone of voice, facial 
expression, behavior, and physical setting). It has the following aspects: 

• informational (exchange of information between communicators occurs); 
• interactive (it is a cooperation of individuals); 
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• epistemological (a person is a subject and object of socio-cultural cognition); 
• axiological (communication is a process of changing values); 
• normative, which shows roles of participants in the process of communication, and process of establishing 

behavioral stereotypes; 
• semiotic (communication is a specific symbol system and intermediary in the process of different symbol 

systems functioning); 
• practical (process of communication is seen as exchange of skills, experiences, practices, outcomes  

of the action etc.). 
Every particular communicative act is predetermined by cultural differences of interlocutors. 
Culture has been defined in many ways. One of the anthropological definitions runs as follows: “Culture consists 

in patterned ways of thinking, feeling and reacting, acquired and transmitted mainly by symbols, constituting 
the distinctive achievements of human groups, including their embodiments in artifacts; the essential core of culture 
consists of traditional (i.e. historically derived and selected) ideas and especially their attached values” [2, p. 86]. 

R. Porter and L. Samovar define culture as “the deposit of knowledge, experiences, beliefs, values, attitudes, mea-
nings, hierarchies, religion, timing, roles, spatial relations, concepts of the universe, and material objects and posses-
sions acquired by a large group of people in the course of generations through individual and group striving” [4, p. 8]. 

We treat culture after G. Hofstede as “the collective programming of the mind that distinguishes the members 
of one group or category of people from another” [1, p. 9]. 

Culture is realized in patterns of language and in forms of activity and behavior that enable people to live  
in a society at a particular moment in time. Culture also specifies and is defined by the nature of material things that 
play an essential role in common life. Such things as houses, instruments and machines used in industry and agricul-
ture, forms of transportation, and instruments of war provide a material foundation for social life. The effect of cul-
ture on our lives is largely unrealized. 

Culture manifests itself in values, rituals, heroes, and symbols. 
A value is a conception, explicit or implicit, distinctive of an individual or characteristic of a group, of the desir-

able which influences the selection from available modes, means and ends of actions [2, p. 395]. Values represent 
morality, ethics, and aesthetics. Each person has a set of unique, personal values and a set of shared, cultural values. 
The latter are a reflection of the rules a culture has established to reduce uncertainty, lessen the likelihood of con-
flict, help in decision making, and provide structure to social organization and interactions. Cultural values are a mo-
tivating force behind our behaviors [4, p. 14]. 

Rituals are the socially essential collective activities within a culture, keeping the individual bound within 
the norms of the collectivity. Ways of greeting and paying respect to others, social and religious ceremonies are ex-
amples of rituals. 

Heroes are persons, alive or dead, real or imaginary, who possess characteristics that are highly prized in a cul-
ture and thus serve as models for behaviour. 

Symbols are words, gestures, pictures, and objects that carry often complex meanings recognized as such only 
by those who share the culture [1, p. 10]. The words of a language, books, pictures, films, flags, status symbols, ges-
tures, dress, objects, religious icons, and the like belong to this category. The important thing to remember is that 
symbols are symbols only because a group of people agree to consider them as such. A symbol is anything that car-
ries a particular meaning recognized by people who share culture. 

Culture and communication are inseparable because culture not only dictates who talks with whom, about what, 
and how the communication proceeds, it also helps to determine how people encode messages, the meanings they 
have for messages, and the conditions and circumstances under which various messages may or may not be sent, no-
ticed, or interpreted. 

Communicative behavior of the speaker mostly depends on the national culture to which he/she belongs, which 
norms and conventions, values and rituals are accepted in his/her society. In the process of communication we use 
not only universal and individual strategies but ethno-cultural as well. For example, in some eastern societies 
the off-record-indirect strategy will place on your hearer a social obligation to give you anything you admire. 
So speakers learn not to express admiration for expensive and valuable things in homes that they visit. 

Strategies are realized through some tactics and are connected with language and culture. Comparative researches 
prove that it is typical of Englishmen to use implicit and non-categorical statements and indirect speech acts, e.g. 
Would you kindly stop smoking, please? / Could you tell me the number of your friend, I need to talk to him. 

The least polite English constructions are interrogative imperatives with speech predicates (e.g. Tell me, I want 
you to tell me). When inducements are expressed with imperatives we can clearly observe the break of non-
interference principle; so imperatives are legitimized only in close relations of peer communicants or of senior 
to junior relations. In any case the imperative utterance will not sound polite. 

The main means of expressing request in Russian is imperative. It is important to notice that English and Russian 
imperatives have many differences. In the English culture the usage of imperatives will almost definitely worsen  
the communicative situation, while the Russians will perceive imperatives quite differently, depending on the com-
municative situation, linguistic, and extralinguistic factors. 

The word пожалуйста (‘pozhalujsta’ – please) can be used independently, making a speech act sound more po-
lite. English please and Russian пожалуйста have different meaning, though these two words are absolute lexical 
equivalents. Russian пожалуйста can transform an imperative command into a mild request; it can make an imper-
ative sound less categorical. Пожалуйста has a stronger pragmatic force than please. 
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Nonverbal communication is also very important to the study of intercultural communication because people 
make judgments about others based on their nonverbal behavior and nonverbal messages. 

Most classifications divide nonverbal messages into two comprehensive categories: those that are primarily pro-
duced by the body (appearance, movement, facial expressions, eye contact, touch, and paralanguage), and those 
that the individual combines with the setting (space, time, and silence) [3, p. 250]. 

Eye contact is one of the forms of nonverbal communication where the differences are most striking. Eyes serve 
a number of communication functions. The number of messages you can send with your eyes is nearly limitless. 
They express emotions, monitor feedback, indicate degrees of attentiveness, influence changes in attitude, define 
power and status relationships, etc. Degree of eye contact during conversations is culturally conditioned. For the most 
part in American culture, making eye contact is a sign of attentiveness and courtesy, as long as you aren't staring, 
leering or ogling. In many Asian cultures, direct eye contact is a taboo or an insult. In Japan, for example, prolonged 
eye contact is considered rude, threatening, disrespectful, and even a sign of belligerence. 

Hand signals also vary from culture to culture. For example, nodding your head in Bulgaria, Turkey and China is 
by no means an affirmative gesture. Instead it means 'No'. Logically, shaking your head means 'Yes'. 

As L. Samovar, R. Porter and M. Edwin state “when American troops drove through the streets of Iraq, they 
thought they were being greeted by throngs of happy children. They observed hundreds of children lining the streets 
of Baghdad giving them the “thumbs-up” sign. The Americans did not realize that in Iraq the thumbs-up sign tradi-
tionally was the equivalent of the American middle-finger salute” [Ibidem, p. 243]. 

In some cultures touching is an important aspect of communication, while in others public physical contact 
is unacceptable. 

E.g. In public places, the English make strenuous efforts not to touch strangers even by accident. If such an acci-
dent should occur, apologies are fulsome but should never be used as an excuse for further conversation. On crowd-
ed public transport where it is sometimes unavoidable, physical contact with a stranger is permitted, but in such cir-
cumstances, eye contact should be avoided at all costs. 

The Russians are quite tolerant of touching and usually do not find it necessary to apologize except for situations 
resulting in possible physical pain or damage to belongings. 

No two national groups see the world in exactly the same way. Perception is the process by which each individu-
al selects, organizes, and evaluates stimuli from the external environment to provide meaningful experiences  
for himself or herself. Perceptual patterns are neither innate nor absolute. They are selective, learned, culturally de-
termined, consistent, and inaccurate. 

Deborah Tannen in her book You Just Don’t Understand shows how men and women from the same culture, 
even from the same families, often misunderstand each other because of different assumptions they make about the 
purposes or goals of their communication. A man may wish to make a woman happy by giving her a gift of some-
thing she really wants. He asks her what she would like to have for her birthday – she can ask for anything [5]. 

Unfortunately, what she wants more than anything else is for him to know intuitively what she would like 
to have. According to D. Tannen, men and women, at least in North American society, tend to differ in their concern 
for explicitness or for indirection. A woman is likely to think it is important for someone to show how well he 
knows her by not having to ask explicitly what she wants. A man in that situation, however, feels best about the sit-
uation if he is told quite directly and explicitly how he can make her happy. 

Language is ambiguous. This means that we can never be certain what the other person means whether in speaking 
or writing. 

In the first place it should be clear that communication works better the more the participants share assumptions 
and knowledge about the world. 

Where two people have very similar histories, backgrounds, and experiences, their communication works fairly 
easily because the inferences each makes about what the other means will be based on common experience and 
knowledge. Two people from the same village and the same family are likely to make fewer mistakes in drawing 
inferences about what the other means than two people from different cities on different sides of the earth. 
The greater the difference in background between senders and receivers, the greater the difference in meanings at-
tached to particular words and behaviors. 

In the contemporary world people are in daily contact with members of cultures and other groups from all 
around the world. Successful communication is based on sharing as much as possible the assumptions we make 
about what others mean. 
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Коммуникативное поведение говорящего в большой степени обусловлено тем, к какой национальной культуре принад-
лежит коммуникант, какие нормы и конвенции приняты в обществе, частью которого он является. Чем больше мы бу-
дем знать о правилах речевого поведения носителей языка, тем эффективнее мы сможем общаться с ними, используя 
различные языковые средства, приемлемые для данного общества. 
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УДК 81’367 
 
В данной статье рассматриваются англоязычные рекламные тексты с точки зрения теории речевых ак-
тов (Дж. Сёрль). Очевидно, что «директив» (в силу своей прагматической семантики) представлен в них 
весьма широко и обладает своими структурными и функциональными особенностями. Выявление этих 
особенностей и есть цель данной публикации. В ходе проведенного исследования удалось определить «ти-
пичные» и «нетипичные» директивы, установить дополнительные оттенки значений, присущие директи-
вам, и языковые способы их выражения. Так, побудительный эффект может достигаться повтором от-
дельных слов, лексической семантикой глаголов, парцеллированными конструкциями и некоторыми графи-
ческими средствами. 
 
Ключевые слова и фразы: прагматика; речевой акт; директив; рекламный текст; реквестив. 
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СТИЛИСТИЧЕСКАЯ ПРАГМАТИКА АНГЛОЯЗЫЧНЫХ РЕКЛАМНЫХ ТЕКСТОВ  

(НА ПРИМЕРЕ ДИРЕКТИВНЫХ РЕЧЕВЫХ АКТОВ) 
 

В лингвистике термин «прагматика» употребляется для обозначения области исследования в семиотике 
и языкознании, «в которой изучается функционирование языковых знаков в речевом акте (вопросы, связан-
ные с выбором и варьированием знаков в зависимости от характеристик субъекта и адресата речи, ситуации 
общения, отношения между коммуникантами, целей и мотивов высказывания и т.д.» [14, с. 92]). 

Существует мнение, что наиболее целесообразным изучение рекламы представляется с позиций, прежде 
всего, прагматики, так как она «изучает высказывание с точки зрения его иллокутивной функции» [9, с. 225]. 
Ядро понятия иллокутивной силы составляет иллокутивная цель – само намерение говорящего, направлен-
ное на определенное взаимодействие с адресатом (утверждение, вопрос, приказ, просьба и другие). Реклам-
ный текст же – это продукт, представляющий органичный сплав всех лингвистических средств, имеющихся 
в языке (фонетических, морфологических, синтаксических, лексических), с целью оказания воздействия 
на целевую аудиторию. В связи с этим становится понятно, почему многими авторами реклама рассматри-
вается как манипулятивная коммуникация (Ю. В. Рождественский, А. Н. Лебедев-Любимов, О. А. Феофанов, 
Л. Н. Федотова, Е. В. Медведева, Ю. К. Пирогова, Л. И. Рюмшина и другие) [5; 7; 10-12; 17; 18], а число ис-
следований прагматики рекламного текста неуклонно растет (Е. Г. Толкунова, Т. Н. Лившиц, Е. А. Терпугова, 
Н. В. Коротченко и другие) [4; 6; 15; 16]. 

Одной из наиболее разработанных классификаций иллокутивных актов является теория Дж. Серля. Ав-
тор выделяет следующие типы речевых актов: констативы, промисивы, менасивы, перформативы, директи-
вы (инъюнктивы и реквестивы), квеситивы [13, с. 167]. Очевидно, что в рекламных текстах с большей или 
меньшей частотностью представлено все это речевое многообразие, однако каждый из этих актов обладает 
своими структурно-функциональными особенностями, что подтверждается, в частности, нашими предыду-
щими публикациями [1; 2]. 

Целью данной статьи является обзор результатов анализа наиболее распространенных директивов, 
встречающихся в англоязычных рекламных текстах. В качестве источников текстов послужили номера 
за 2015-2016 гг. таких периодических англоязычных изданий, как Harvard Business Review, Sports Illustrated, 
Psychology Today, Money, The Economist, GEO, Women’s Health, Outside, The New Yorker, Southern Living и др. 

Наиболее типичной формой директивов являются повелительные предложения, образованные при по-
мощи инфинитива без частицы to: Choose your own Dettol (Выберите ваш собственный Dettol) [21] (здесь 
и далее перевод автора статьи – А. В.); Fly Emirates to Prague and enjoy a complimentary hotel stay for up 
to two nights. Keep discovering (Летайте самолетами авиакомпании Emirates в Прагу и насладитесь  
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