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the consumer’s logic and rationally justifies the reason why he must buy this
product and describes its operational characteristics. Advertising text of
manipulative type submits information which has emotional evaluation of the
content. The impact on consumers is realized through emotional
argumentation. Advertising text of suggestive type exerts an impact through
the emotional sphere of the addressee on his subconscious by the method of
suggestion, provoking the recipieni trance induction (unconscious stance), in
which specific commands for encouraging the recipient to do necessary for
addresser actions are suggested. Reminding advertising is intended to keep or
restore information on the product in the consumers’ memory.

Key words: the informative, argumentative, manipulative, suggestive
and reminding advertising texts.
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CONTEXT OF COMMUNICATION AS A COMPONENT OF
COMMUNICATION PROCESS

Modem society makes new requirements to the study of human
communication, resulting in the shift of research accents from interpersonal
communication to mass and cross-cultural communications, from functional
features of objects under research to their system and operational
characteristics, making deeper investigations into the role and place of a single
person in the process of communication. Communication process and its
components are objects of deep research for different sciences, including
psychology, marketing, theory of public speaking and linguistics.

Researches of different aspects of the process of communication are of
great importance and make the topicality of our analysis. This article provides
some results of investigation into the process of communication. The aim of
our research is to analyze advertising discourse functioning in the context of
the Internet. This aim involves the following tasks of research: analysis of
definitions of verbal communication, context of communication, and the
category of intertextuality; study of functioning of Internet advertising
discourse in the specific context of Internet; making deductions as to the
importance of context of communication for fulfilling the purposes of
communication process.

Verbal (language) communication is a complex informational sign
system, in bounds of which individual, national and international language
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components interrelate. In its wider meaning communication is defined as the
exchange of meanings or information between people through common system
ofsymbols (signs) or codes.

Modem linguistics define verbal communication as production,
exchange and interpretation of messages by communicants (senders and
receivers of messages) by means of a language as a particular cotie, togedier
with extra-linguistic codes aiming at making changes in the receivers’ behavior
or mentality. Communication process, in its turn, refers to the form of
objectification of verbal communication, in which communicators are involved
into verbal contact by means of linguistic and extra-linguistic codes, producing
and interpreting a discourse according to communication purposes, taking into
consideration the context of communication, using certain communicational
strategies and tactics for meeting communication goals. [1, p. 31].

Thus, communication process as a socio-linguistic complex covers:
1) communicators; 2) verbal contact; 3) verbal code, organized in the form of
a message; 4) context of communication; 5) communicative strategies and
tactics; 6) non-verbal codes.

For the purpose of analysis of human communication the question of
contexts and environments of communication process is extremely important.
Communication context refers to the environment in which human
communication takes place. Context is defined as a number of extra-textual
elements that might be accounted for in an analysis of advertising and
advertising perception [2, p. 6], Context is a separate element of the linguistic
aspect of discourse, which is defined as a cognitive and communicative
activity, which is a unity of the process and the result and includes extra-
linguistic and purely linguistic aspects [3, p. 70],

Every message (oral or written) begins with the context. Context is a
very broad field that covers different aspects. One of the aspects of context is
country, culture or organization. Every organization, culture and country
communicates information in their own way.

In public speaking the following types of communication on the basis
of different contexts are identified: intrapersonal, interpersonal, small-group
communication, organizational communication, intercultural, mass-mediated
and computer-mediated communication. All these types of public
communication have their peculiar features and means of fulfilling their
pragmatic purpose.

One of the aspects of context is external stimulus. The sources of
external stimulus include such extra-linguistic environments as meeting, letter,
memo, telephone call, fax, note, email, a casual conversation. These external
stimuli motivate receivers to respond in oral or written form.

Internal stimulus is another aspect of communication context. Internal
stimulus covers opinion, attitude, likes, dislikes, emotions, experience,
education and confidence of a receiver. These all have multifaceted influence
on the way people communicate their ideas.
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A sender can communicate his ideas effectively by considering all
aspects of context mentioned above. From the other hand, receivers are able to
interpret messages more effectively when they are aware of the context of
communication.

In modern linguistics communication context is also defined as
pragmatic context, referring to theoretical and cognitive model of different
situations (physical and biological, psychological, social, personal, etc.),
which influences fulfillment of illocutive power of an utterance. [4, p. 19].

Pragmatic context covers special conditions in which communicational
situation occurs and which can influence the process of fulfillment of the
speech act positively as well as negatively. In the process of the research we
have come to conclusion that pragmatic context components include: 1)
conditions of factual discourse functioning; 2) quantitative and qualitative
characteristics of existing obstacles; 3) intellectual level of a recipient; 4)
psychological conditions of a recipient.

Researches of the process of communication also involve
investigations into the functioning of discourse, which is defined as a type of
communicative activity, which is the unity of the process and the result, and
covers nonverbal and verbal processes. Main characteristics of the discourse
are the purpose of the speech act, participants of the act, information and
common conversational principles. One of the most important factors of
discourse functioning is the context of textual realization.

In its turn, discourse analysis is defined as research of the language,
which functions naturally, in the context it is used. Discourse analysis in not
purely quantitative or qualitative scientific method, but a means of asking
questions in bounds of a certain quantitative or qualitative method.

Discourse analysts are mainly interested in the language choice, which
is made by a speaker to fulfill its concrete social purpose. Discourse analysis
can be used as a structural instrument for the analysis of text organization, as
well as ethnographical tool for expanding comprehension of a certain culture.

Our research aims at investigating Internet discourse, one of the main
constituent characteristics of which is functioning in specific environment -
computer-mediated  context. = Computer-mediated  communication s
communication through computer technology especially through the use of the
Internet. One of the major differences between mass communication and
computer communication is the latter’s ability to transcend geographic
limitations. Computer-mediated communication provides great opportunities
for creating complex influence on recipients by various possible means and
through combination of different channels. It is one of the contexts, in which
communication can occur immediately, as well as could be interrupted for
unlimited period of time and continued later. This feature gives to computer-
mediated communication unrestricted power of influence and imposes certain
rules on the choice of linguistic and extra-linguistic means of influence.

One of the means of making an impact on consciousness and emotions
of recipients is Internet advertising. Internet advertising, having appeared not
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long time ago, takes the prominent position among other types of advertising
due to rapid development of the Internet. From the other hand, Internet
advertising is defined as one ofthe most effective means of advertising thanks
to its peculiar characteristics and a unique context of functioning.

Internet advertising is defined as type of discourse with the following
peculiar characteristics: clear pragmatic purpose; representation of the speech
act participants by verbal and non-verbal means; up-to-date information;
specific context of functioning. Communicative purposes of Internet
advertisements’ producers are fulfilled through discourse strategies and
correlate with mental concepts and linguistic means of their representation. As
a type of discourse, Internet advertising is under the influence of general
Grice's cooperative principles of Quality, Quantity, Relevance and Manner.

Internet adverts (IA) differ greatly in objects of advertizing, style,
structure, the use of text and connotation. One ofthe common features for these
samples of advertizing is common environment, which has certain influence
upon the other features of IT. Functional environment is considered to be akey
factor organizing the text. It defines the usage of linguistic and extra-linguistic
means of influence upon the audience. Advertisements are becoming
increasingly more complex and sophisticated. Due to the large scale production
of goods there is an increased need to create a market for products that people
do not really need. Communicative purpose of IA producers is to motivate
purchasing of a definite product by linguistic and extra-linguistic means, which
in this case are provided by sophisticated hardware and software.

Internet advertising, as well as any other type of advertising, is mostly
one-way communication process, though Internet environment provides the
opportunity for interactivity. Interactivity, combined with multimedia
potential, provides enhanced opportunities for advertising perception and
comprehension. The structure of modern IA is complex and multilayer.
Information is presented at the linguistic level, as well as at levels ofgraphical
images (fixed and moving) and sound. In general, presented information
makes the highest possible impact upon the audience, which was actually
aimed at by LA producers.

Effective advertisements create associative links in the consciousness of
a recipient, making internal stimuli to work. A recipient recollects his previous
experience and starts thinking about future success, happiness, richness, etc.,
which he/she could get together with the product. As it was mentioned before,
intellectual level ofthe recipient (his/her basis knowledge, amount of thesaurus,
level of education) are also important for effective advertisement perception.
Decoding the text message is made on the basis of life, cultural and historical
experience of the recipient. The higher intellectual level of the recipient, the
better text interpretation and identification of text information.

Context of IA functioning is also represented through the category of
intertextuality, which is characterized as a form-making and sense-making
interaction between different types of discourse. The main signposts of the
category of intertextuality are quotations, allusions, aphorisms, elements of other
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