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PRAGMATIC CHARACTERISTICS OF ADVERTISING LANGUAGE IN UZBEK MASS

MEDIA

Annotation. This article examines the pragmatic characteristics of advertising language in Uzbek
mass media from theoretical and functional perspectives. The study explores how speech acts, implicature,
presupposition, and politeness strategies function as persuasive mechanisms in television, print, and digital
advertising texts in Uzbekistan. The research is grounded in classical pragmatic theory and Uzbek pragma-
linguistic scholarship. A qualitative discourse-analytic method was applied to a corpus of 160 adver-
tisements collected between 2024 and 2025. The findings reveal that Uzbek advertising discourse is
predominantly directive in illocutionary force, yet indirectness and positive politeness strategies play a
central role in persuasion. Implicature and presupposition are identified as key inferential tools that
construct product necessity and consumer desire. The results demonstrate that advertising discourse in
Uzbek mass media reflects socio-cultural norms such as collectivism, respect, and family orientation.
Pragmatic theory provides an integrated framework for interpreting the persuasive structure of advertising
language.
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O‘ZBEK OMMAYVIY AXBOROT VOSITALARIDA REKLAMA TILINING PRAGMATIK

XUSUSIYATLARI

Annotatsiya. Ushbu maqolada O ‘zbekiston ommaviy axborot vositalarida reklama tilining pragma-
tik xususiyatlari nazariy va funktsional nuqtai nazardan ko ‘rib chiqiladi. Tadqiqotda nutq harakatlari, im-
plikatura, presuppozitsiya va xushmuomalalik strategiyalari O ‘zbekistonda televideniya, bosma va raqamli
reklama matnlarida qanday qilib ishontirish mexanizmlari sifatida ishlashi o ‘rganiladi. Tadgigot klassik
pragmatik nazariya va o ‘zbek pragmalingvistik ilmiy ishlariga asoslangan. 2024 va 2025-yillar oralig ‘ida
to ‘plangan 160 ta reklamadan iborat to ‘plamga sifatli diskurs-analitik usul qo ‘llanildi. Tadgigot natijalari
shuni ko ‘rsata diki, o ‘zbek reklama diskursi, asosan, imlo kuchida direktivdir, ammo bilvosita va ijobiy
xushmuomalalik strategiyalari ishontirishda markaziy rol o ‘ynaydi. Implikatura va presuppozitsiya mah-
sulot zarurati va iste 'molchi istagini shakllantiruvchi asosiy xulosa vositalari sifatida aniglangan. Natija-
lar shuni ko ‘rsatadiki, O ‘zbekiston ommaviy axborot vositalarida reklama diskursi kollektivizm, hurmat va
oilaviy yo ‘nalish kabi ijtimoiy-madaniy normalarni aks efttiradi. Pragmatik nazariya reklama ftilining
ishontirish tuzilishini talgin gilish uchun yaxlit asos yaratadi.

Kalit so‘zlar: pragmatika, reklama diskursi, o ‘zbek ommaviy axborot vositalari, nutq harakatlari,
im-plikatura, presuppozitsiya, xushmuomalalik strategiyalari, ishontirish.
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NPATMATHYECKHUE XAPAKTEPUCTUKH PEKJIAMHOI'O A3bIKA B Y3BEKCKUX

CPEJICTBAX MACCOBOI HH®OPMAIINN

Annomayus. B 0annoi cmamve paccmMampuearomes npasMamuyeckie Xapaxmepucmuriy pexiam-
HO20 A3bIKA 8 Y30eKCKUX CPeOCBAX MACCOBOT UHQPOPMAYUU C MeOPEMUHECKON U PYHKYUOHANBHOT MOYeK
3penus. Hecnedosanue usyuaem, Kax peyegoie axmol, UMIIUKAMYPA, NPECYNNOUYL U CIPAMe UL GeHCTU-
60CMIL PYHKYUOHUPYIOM KAK MEXAHUIMDL YOIHCOCHUs. 68 MeNeBUIUOHHBIX, NeHYAMHBIX U YUDPOGIX PeKIAM-
HbIX mexcmax 6 Ysbexucmane. HccieOoeanie 0CHOBAHO HA KIACCUHECKOU NPACMAMUYECKOT Meopu u
y3bexckoil npazmanunesucmuxe. Jisa ananusa 6vii NPUMeHeH Ka4eCmeeHHblll OUCKYPCUBHO-AHATUMUYEC-
Kuti Memoo k xopnycy uz 160 pexnamuuix 0bwbasienut, coopannvix 8 nepuod ¢ 2024 no 2025 200. Pesyno-
Mamol NOKA3LIEAION, 4MO Y30eKCKULL PeKIAMHbBIT OUCKYPC NPEUMYUeCBEHHO OUPEKMUBHBIT NO ULTOK)-
MUBHOTL Cllie, OOHAKO KOCGEHHOCb U NO3UMUBHBIE CIPAMESUL BEHCTUBOCTNI USPATOM YeHMPATbHYIO PONb
8 yoexcoenuu. Huniuxamypa u npecynnosuyus onpeoeieHvl KaK KIHYeablie UHCMPYMEHMbL 6bl600d, (op-
Mupyrowue nompebHocms 8 NPOOYKme u Jicejdanue nompedumens. Pe3yriomamol 0eMOHCMPUPYIOm, YMO
PERIAAMHBIT OUCKYPC 8 Y30eKCKUX CPeOCmBax MAcco8Ol UHPOPMAYUY OMPAatCcaem COYUOKYIbMYPHbIE HOP-
Mbl, MAKUe KAK KOJIEKMUBUIM, Y8adceHue u cemelinas opuenmayus. Ipaemamuveckas meopus npeooc-
maenaem KOMIIEKCHYIO OCHOBY O/ UHmMepnpe mayuu CmpyKkmypol Y0ercoeHus 8 pekiamMHOM A3bIKe.

Karouesovie crosa: npazmamuxa, pexiamuulii ouckype, yzoexcrkue CMH, peuegvie axmol, umMniuxa-
mypa, npecynno3uyus, Cmpamecuu GeHCIueoCmu, ybexcoeHue.
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Introduction. Advertising language represents a specialized form of media discourse whose pri-
mary goal is persuasion. Unlike neutral informational texts, advertisements aim to influence attitudes and
behaviors. Structural linguistic analysis alone cannot explain this persuasive power; therefore, a pragmatic
approach is necessary.

According to Levinson, pragmatics studies the relationship between language and context, focusing
on inferred meaning rather than literal expression'. In advertising discourse, persuasive force often depends
on what is implied rather than on what is explicitly stated.

Similarly, George Yule defines pragmatics as the study of speaker meaning and contextual interpre-
tation.? Advertising texts encode communicative intention strategically, expecting the audience to infer
hidden meanings.

Uzbek mass media have experienced rapid commercialization and digital expansion in recent
decades. However, despite the growth of advertising discourse, pragmatic analyses of Uzbek advertising
language remain limited. This study aims to analyze the pragmatic mechanisms underlying advertising
discourse in Uzbek media and to determine how they reflect socio-cultural norms.

Literature review. The theoretical foundations of this study are rooted in classical pragmatic theory.
J.L.Austin introduced the Speech Act Theory in How to Do Things with Words?, where he differentiated
between locutionary, illocutionary, and perlocutionary acts. In the context of advertising discourse, the
primary focus is on achieving perlocutionary effects that motivate consumer action.

Austin’s concepts were further developed by John Searle, who categorized speech acts into five
types: representatives, directives, commissives, expressives, and declarations.* Advertising discourse is
primarily directive in nature, although it often employs indirect expressions.

Another significant contribution to this field comes from H. P. Grice, who proposed the Cooperative
Principle and conversational maxims’. Advertisements often intentionally violate the maxims of Quantity
and Quality to create implicatures.

Stephen C.Levinson® and George Yule’ have elaborated presupposition theory. Presuppositions
function as background assumptions embedded within discourse and are rarely questioned by listeners.

Politeness theory, developed by Penelope Brown and Stephen C.Levinson, emphasizes the concepts
of positive and negative face® Positive politeness strategies are especially relevant for advertising discourse
in collectivist cultures.

In Uzbek linguistics, Sh. Safarov highlights that pragmatic meaning is culturally conditioned®. Uzbek
communicative norms emphasize respect and indirectness, which influence advertising language.

Research methodology. This study employs a qualitative pragmatic analysis to examine the prag-
matic characteristics of advertising language in Uzbek mass media. The research is theoretically grounded
in speech act theory, implicature theory, presupposition theory, and politeness theory. The analysis of
communicative intention is based on John L. Austin’s distinction between locutionary, illocutionary, and
perlocutionary acts'’. Illocutionary force classification follows John R.Searle.!!
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Implicatures were identified according to H.Paul Grice’s Cooperative Principle and conversational
maxims'. Presupposition triggers were analyzed following Stephen C.Levinson.” Politeness strategies were
examined using the framework of Penelope Brown and Stephen C.Levinson?.

The corpus consists of 200 advertising texts collected from Uzbek television, online media, and
social networks (2022-2025). The data were analyzed in four stages: (1) identification of speech acts, (2)
detection of implicatures, (3) analysis of presuppositions, and (4) classification of politeness strategies.

Result. The analysis of 200 advertising texts from Uzbek mass media (2022-2025) revealed syste-
matic pragmatic patterns that characterize advertising discourse as strategically persuasive and culturally
embedded.

The findings show that 68% of the analyzed advertisements contain directive speech acts, either in
direct or indirect form. Imperative constructions such as “Buy now,” “Choose quality,” and their Uzbek
equivalents were common. However, a significant proportion of directives were mitigated through interro-
gative or sug-gestive forms.

This confirms John R Searle’s classification of directives as attempts to get the hearer to do
something®. The results also reflect John L.Austin’s view that the persuasive power of utterances lies in
their illocutionary force.’

From a national perspective, Nodira Mahmudova notes that communicative intention in Uzbek dis-
course often manifests indirectly through pragmatic cues®, which corresponds to the softened directive
strategies identified in this study.

Discussion. The findings of this study demonstrate that advertising language in Uzbek mass media
functions as a strategically constructed pragmatic system rather than a purely informative discourse. The
dominance of directive speech acts confirms that advertising is primarily action-oriented and aims to
influence consumer behavior.

According to John R Searle, directives are illocutionary acts intended to make the hearer act’”. The
prevalence of softened imperatives and indirect constructions in Uzbek advertising suggests that persuasion
operates not through direct command, but through mitigated illocutionary force. This observation aligns
with John L.Austin’s claim that the effectiveness of speech depends on its illocutionary and perlocutionary
dimensions®.

Shavkat Rahmatullayev emphasizes that meaning in Uzbek discourse is often realized not only
through lexical-semantic units but also through contextual and communicative intention®. This observation
supports the current study’s claim that advertising language relies heavily on pragmatic inference rather
than explicit propositional meaning.

Presuppositions were also identified as a powerful persuasive mechanism. By presenting product
necessity or consumer desire as already established facts, advertisements reduce cognitive resistance. This
corresponds to Stephen C.Levinson’s explanation of presupposition as backgrounded information that
remains unquestioned in discourse.!” The implicit framing of assumptions strengthens ideological
positioning within advertising discourse.

Nodira Mahmudova argues that pragmatic factors such as speaker intention, addressee orientation,
and socio-cultural norms play a decisive role in shaping Uzbek public discourse!!. Her analysis confirms
that communicative strategies in Uzbek texts are culturally conditioned, which corresponds with the present
findings regarding collectivist politeness strategies in advertising language.

Overall, the results confirm that pragmatic mechanisms operate as central tools of persuasion in
advertising communication.
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