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text visibility in advertising. Studies of
advertising language followed by many
scholars, Straumann (1935) in relation to the
language of headlines and Leech are
concerned with the specialized grammar of
advertising. Till today, Leech's research
continues to implement a useful catalog of the
defining features of this language variety. All
studies include a detailed research of
comparatives  similes, noun compounds,
stylistic features and count versus mass nouns.
Some scholars addresses not only in what way
advertisers use language but also how
consumers are expected to interpret it
Advertising text reveals the main content of the
advertising message. Its task is their
appearance to attract attention potential buyer,
an explanation of interest and the conclusion to
convince to buy offered goods. Basic structural
elements of advertising texts - this is the title,
body text and motto; also used subtitle, inserts
and frames, stamps, logos and autographs
(signatures). The headline draws attention to
the text, interested in the buyer. Therefore, it
must be effective and clear. Headings are
divided into several types: headers reporting
useful properties;
- provocative;

- informative;

- interrogative and containing a team. The
subtitle is a kind of bridge between the headline
and the body text. The main text fulfills the
promise of the title. The main text of the

advertising message can be narrative, graphic,
stunt (original); it can be written in the form of a
monologue or dialogue. The structure of the
text is divided into three parts: introduction,
main part and conclusion. In the introduction,
the advertiser introduces the consumer to the
topic. This is appropriate if the consumer is
unfamiliar with this problem or may not be
aware of it. It's known that the reader of an
advertising text is not so much interested in
products, how many benefits he can derive
from them. Therefore, the main thing in this
section is to prove to the consumer logically,
using examples, that the advertised product is
what it really needs.

Conclusion. To sum up, the final phrase
- the slogan — should encourage the buyer to
take action ("buy today", “call now”, etc.). This
is the most strong form of trading offer. In
coming up with a slogan, you need to strive for
to ensure that it is consistent with the overall
advertising theme, is concise, formulated by
original pun and contained, by opportunities,
company name. When creating advertising text,
authors use the entire arsenal of linguistic and
non-linguistic means in order to find the most
effective form of influence on the addressee. As
a type of spoken media, advertisements can be
one of the most crucial media discourses in
terms of manipulated language use and hidden
ideologies.
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KOHLUENT BA JINCOHUA OHI

KOHLUENT U A3bIKOBOE CO3HAHUE

CONCEIPT AND LINGUISTIC CONSCIOUSNESS

3.Ak6apoBa’

13.Ak6apoBa

— Qaply, cunonoaus haHnapu HoM300u, GoyeHm.

AHHOMauus

Makonada
épdamuda ypeaHunuwu xakKuda cy3 6opadu.

‘kOHUenm” mywyH4yacu 8a yHUH2 MOXUsmu,

JIUCOHUU OHeHUHe MCUXO/UuHa8UCMUK Memodrnap

AHHOMauus

B cmambe paccmampusaromcsi 80rpochbl O noHAmMuuU "KoHuenm" u ea0 CywHOCcmb, a makxe Uu3y4yeHue
513bIKOB020 CO3HaHUSI C MOMOLWbIO MCUXOIUH28UCMUYECKUX MEMOOOS.
Annotation

The article discusses questions about the notion of "concept" and its essence, as well as the study of linguistic

consciousness using psycholinguistic methods.

” o«

TasHy cy3 ea ubopanap: “koHuenm”, “koHuenmyanusayusi”, NUCOHUU OHe, KO2HUMUE MUJILUYHOCIIUK.
Knroueebie crnoea u ebipaxeHusi: «KoHuenm», «KoHUenmyanusauus», S3bIKOBOe CO3HaHUe, KO2HUMUEHasi

JIUHesuUCMUKa.

Keywords and expressions:"Concept", "conceptualization”, linguistic consciousness, cognitive linguistics.

3amMoHaBUn NMHIBUCTUK TadkukoTnapga
‘KOHLEeNT” TylWyHYacu Ba YHWHI Xxocunanapu
‘koHuenumna  coxacu”,  “KoHuenTyanusauus’,
“kKoHuenTyan” Ba Oollka aTtamanap KeHr
kynnadHunagu. “KoHuent” aramacu WHrnus4va
‘consept” cyangaH onuHraH 6ynmb, TywyH4a
MabHOCMHWM Oungupagn. “MaHTUKUR-NNCOHUIA
Ba nucoHun-cpancadun nyHanvwnapga
“KoHuenT” Ba “TywyH4a” atamanapu KynuHya,
CUHOHUM cudpaTnga wwnatunagnu. KorHuTtus
nyHanuwparu TagkukoTnapaa, acocaH,
KOTHUTMB MCUXONOrMsA Ba KOrHUTONorusra oug
YyeT 3N onuMnapu TagkUKoTNapu Tabcupuaa

pUBOXIaHnG, TurnwyHocnap MaHTUKMA Ba
Gancauii  TankUHHK “TylwlyH4ya” aTamacura
Konampub,  Kynpok  “KOoHUenT’ artamacugaH

donganaHagunap’[1]

KOHUENTHUHI MOXUSATU Ba YHWHT
aknun gyHécumgarm YpHuUHWU xucobra
xonga, HO.C.CtenaHoB “KOHUENTNap aknum
onaMga aHuK LWaknga amac, cysnap 6unaH
to3ara KenaguraH dukpnap, Taxpubanap
Tynnamum cudpatmnga MaBXxya’ nmmrnHu
Tabkvanangu. [2]

KoHuenTtnap AYHEHWHT NNHIBUCTUK
npooaCMHUHIT OMP KUCMUHM  TalKuMn dTagwm,
aMMO alHM nanTaa ynapHu adrnaw 6up Tunga
rannawaguiraH  Typnau  Tun  Tawysuyunapuga
Gup-6rpuraaH apk KUIMLWn MyMKUH.

MHCOH
oJraH

TyLYHYaHUHT HOQHMKIUTW, YHUHT TYPRn XU
ofamnap oHrugarv xupa yerapanapu KOHLLENTHM
TylwyH4agaH axpaTtub Typagu.

KoHuenTtnap aHuK 6up NUCOHUA OHIFHUHT
OyHé xakuaarm TacaBBYprapUHUHT oup
Knemunamp.

JINCOHMIM OHrHMHT Oy XMn t03ara YMKULINHK
Kypnb  YMKULWI  y4yH  KOTHUTMB  Tysunmanap
TyLWYHYacK KynnaHunaaw.

KorHutus  Tysunmanap  nMCOHMW  Ba
HONMMCOHWMIA  OynMMWM  MyMKMH —  ©ollkada
antraHga, 6y TunHM Gunuw Ba TUnga akc
STTUPWUITaH OYHEHW OUNULLHWM aHrNaTyBYM aknui
KOTHUTUB Ty3unmManap. KorHutue
TY3UnNManapHUHr  OUPUHYM  TYPUHU  JIMCOHWUIA
OHIHUHT gacTtnabd kypnb YnMKunraH TOMOHN — YHUHT
OF3aku xuxatura 6ornaw MymMKuH. KorHutue Tvn
Tyaunmanapu AyHEé xakugarn OunvMnapHuHT
aCOCMHM TalKui 3Taau Ba avHaH MaHa Lwyrnap
TyLyHYanapavp.

[.C.NMluxavyeBHWHr dukpura Kypa,
TylwlyH4Yanap WHCOH oOHruaa Hadakat cyanap
aHrnatraH mabHomnap acocuga, 6anku waxcun Ba
XankHWUHI  MagaHuiA Ba Tapuxum Taxpubacu
acocuMga Byxyara kenagun Ba 0Oy Taxpuba
KaH4Yanuk ©or 6ynca, KOHUenuus 4Yerapanapu
kaHya keHr ©6ynca, TywyH4yaHuHr ©Gapuya
TOMOHMAPVHU TYIIMK aKC STTUPULL YYYH CY3HUHT
3MoLMoHan-xyccui aovpacu LakKnnaHumL
UMKOHMATW WyHYa keHr ©6ynaan. [3] bBolkaya
Kunmo anTtranga, xap oup TylyH4a
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