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SOCIO-LINGUISTIC POTENTIAL OF GERMAN-SPEAKING ADVERTISING IN
THE PROCESS OF FORMATION OF UNIVERSITY STUDENTS’ FOREIGN
LANGUAGE COMPETENCE

O. B. Osaulchyk*

The article considers the educational possibilities of German-language advertising in the
context of its socio-linguistic potential. The method of analysis and synthesis highlights the social
information in the advertising content. Advertising is regarded in its close connection to the
representation of cultural values as the strengths and advantages of a separate nation. Also,
advertising is identified as a powerful socio-linguistic tool that makes it possible to follow both
the constant changes in the lexical content of the language, and its cultural and regional features.

In the comparative aspect, significant differences in the advertising lexical content of various
German-speaking countries are revealed. Linguistic differences are observed in different spheres
of human life, but are especially distinguished and traced in the food industry, which requires
special attention from the teacher during the educational process. The growing role of neologisms
in advertising, mostly words of international use of British and American origin, is considered to
be a sign of the current level of development of the German language and is a consequence of the
processes of globalization in the global society. Special attention has been paid to the diversity of
lexical content in advertising with its aim to attract consumers’ attention, in particular the usage
of phraseological units, rhetorical questions, lexical and phonetic repetitions, contrast words, etc.
Being important for the teaching process advertising style reveals connections with separate
grammatical themes (present tense ‘Prasens’ in the sense of future tense, imperative mood,
interrogative sentences ‘Fragesdtze’). These features of German-language advertising allow us to
consider it as a multifunctional language content, which combines the latest language trends
(neologisms) and long-known lexical constructions (phraseological units), as well as a powerful
socio-cultural potential. The latter is predetermined by the need to support advertising content
with the historical achievements and facts. In view of the above mentioned we have come to the
conclusion as for the wide educational opportunities of advertising in the process of mastering the
German language and as for the need to include it in educational materials during practical
classes and some special socio-linguistics training courses. In order to confirm this assumption,
we conducted a pedagogical experiment in two student groups: in the control group, where the
course on socio-linguistics of German-speaking countries was taught traditionally, and in the
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experimental group, where specially selected German-language advertising content was used.
Special final testing at the end of the experiment revealed effectiveness and greater practical
value in the innovative approach.

Key words: German-language advertising, advertising content, socio-linguistic potential of
advertising, educational opportunities of advertising, students, institutions of higher education,
foreign language competence, special linguistic courses.

AIHI'BOKPAIHO3HABYHIM IIOTEHIIIAA HIMELIBKOMOBHOI PEKAAMH B
IIPOILIECI ®OPMYBAHHS IHIIIOMOBHOI MOBAEHHEBOI KOMITIETEHIIII
Y CTYAEHTIB BHIIIOI IIIKOAH

0. B. Ocayab4uHK

B cmammi po32nsiHYymo HOA8UAIbHI MONKAUBOCMI HIMEUbKOMOBHOI pexniamu 8 KoHmerxcmi il
NIH2BOKPaiHO3HA8U020 nomeruyiany. Memodom aHanizy i cuHmesy BUOKPemlieHO KpaiHO3Hasul
gidomocmi Yy pewknamHomy KoHmeHmi. Byno dosedeHo, wio pexknamHe HANOBHEHHSI MICHO
noe’si3aHe 3 BUSIBNeHHAM KYJAbMYypHUX YiHHOCMell 8 sikocmi nepegaz ma HaobaHb KOXKHOL Hauil.
Pexnamy 6yno eU3HAUEHO NOMYIKHUM JUH2BICMUUHUM  3AC000M, SKUU  YMOIKAUBIIOE
8I0C/I0KOBYBAHHSL SIK 30 NOCMIUHUMU 3MIHAMU JIEKCUUHO20 HANOBHEHHST MO08U, mak i 3a ii
KYAbMYypHUMU Ma KPAIHO3HASUUMU 0COOIUBOCMAMU.

B nopigHanbHOMY dacheKkmi 8USIBNeHO CcYymmesi GIOMIHHOCMI Y JIeKCUUHOMY PeKIaAMHOMY
HANOBHEHHI OKpemMux HIMeUybKOMOBHUX KpaiH. BusHaueHo, W0 JiH28ICMUUHL SIOMIHHOCMI
cnocmepizaromecst Y pidHUX cghepax KummeoisilbHOCML JII0OUHU, npome 0CoOUB0 8UPIZHAIOMBCSL
i npociokogyromucst 8 cpepi Npooykmie XapuyeaHHsl, HA Ul0 HeobXIOHUL aKueHm sukiadaud Yy
X001 HaBUAbHO20 hpouecy. PosznsiHyma 3pocmaroua posib HeoN02i3MI8 Y periami, 30eb6i16uiozo
cnie  THMEPHAUIOHAIBHO20 8XKUMKY OpuUmaHCbK020 ma AMEpPUKAHCHbK020 NOXOONEeHHS
(aHzniyu3MiI8), U0 € O03HAKON CYUACHO20 PIBHSI PO3BUMKY HIMEUbKOi MO08U Ma € HACAIOKOM
npouecie enobanizauyii cycninecmea. [l0CAIOXKEeHO PI3HONAAHOBICMb JEeKCUUHO20 HANO8HEHHS.
pexnamu 3 Memor NPUBEPMAHHS Y8a2U CNOJKUBAUd, 30KPema 8UKOPUCMAHHS (ppa3e0ioeiuHUx
380pOMiB, PUMOPUUHUX NUMAHb, JEKCUUHUX Ma (POHeMUUHUX NO8MOopi8, KOHMPACMHOCMI, 2puU
cnig. Okpemo, npome Yy HEpPO3pUBHIlL €0HOCMI 3 BU3HAUEHOI memamuror, OYsio eu3HaAUeHO
38’3KU 3 OKpemumu 2pamamuduHumu memamu (menepiwHiii uac Prisens Yy 3HAUEeHHI
MmaitibymHvozo uacy, Hakazoeuli cnocib Imperativ, numanvHi peueHHsi Fragesdtze). 3aszHaueHi
0cobUBOCMI HIMEUBKOMOBHOL peKiamu 0armsb 3mozy posaasoamu il sk 6azamopyHKUIOHANTbHUT
MOBHUTL KOHMEHM, 8 SIKOMY NOEOHAHL K HOBIMHI MeHOeHUll Mo8u (Heoso2i3mMu), mak i cmadi
0a8HO B8I0OMI JIeKCUUHI KOHCMpYKUil (hpazeonozizmu), a maxkork NOmMysKHuUil KpaiHosHasuuil
NOMEeHYIAN, UL0 3YMOBIEHO HEeOOXIOHICMI0 NIOKPINIEeHHS PeKNIaMH020 KOHmeHmy gaxmamu
iCmopuuHo20 Mma COYIaNbHO-KYJbmypHo2o 3micmy. 3 o0ens0y Ha 3a3HaueHe, 6ysao 3pobreHo
B8UCHOBOK NPO UWUPOKL HABUAIbHI MOAIUBOCMNL PEKAAMU 8 NPOUECL 080100IHHSL HIMEULKOH MOB0H0
ma npo HeobxiOHicmb O0osYyueHHs ii 00 HaBUANLHUX Mamepianie nid uac NPaKmuuHux 3aHsIms i
OKpemux CneyianbHUx JIH280KpAiHO3HA8UUX KYypcie. 3 memoro niomeeporkeHHsl makKozo
npunyuieHHs Hamu 6ysio npogedeHo nedazo2iuHuUll eKkcnepumeHm y 080X cmyoeHmMcobKUX 2pynax:
8 KOHMPONbHIlU, Oe KYPC No JiH2BOKPAIHO3HABCMBY HIMEUbKOMOBHUX KpaiH 6ukniadascs
mpaouyiliHo ma eKcnepumeHmanvHii, oe OYs0 BUKOPUCMAHO CReyianbHO niolbpaHull
HIMEUbKOMOBHULL KoHMmeHm. KoHmponvHi 3pi3u HANPukiHYi eKkcnepumeHmy 3aceiouusiu
egpexmugHicmo i 61bULY NPAKMUUHY CNPSIMOBAHICMb OHOBIEH020 Ni0X00Y.

Knrouoei cnoea: HiMEUbKOMOBHA PEKAAMA, PEKAAMHUUL KOHMEHM, JiH280KPAIHOZHA8UU
NOMeHYIaNn peKnamuU, HABUANIbHI MOXKAUBOCMI PEKAAMU, CMYOeHmMuU, 3aKNA0U 8UUL0L oceimu,
{HULOMOBHA MOBNEHHEBA KOMNEMEHUIs, JIH2B0KPAIHO3HABUL CNeUKYPCU.

Introduction of the issue. In today's more foreign languages. Among the
globalized society more and more favorite languages, English and German
attention is paid to mastering one or are the permanent leaders. While English
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is the language of international
communication, German is the leading
language of the European community. In
the context of European integration, the
study of the German language is
becoming quite dominant, both among
professionals who need language skills
for professional implementation, and for
ordinary citizens of our country whose
aim is to travel easily in Europe. It is
worth noting that in today’s world,
knowledge of a foreign language is an
integral attribute of many professions,
which allows mnot only to share
professional experience, but also to find
successful employment. The latter is a
powerful motivating factor for students,
an impetus for a stable internal
motivation to master several foreign
languages [4: 269].

Thus, today German is one of the
most widely used languages in Europe
and the world. According to available
data, German is spoken by almost 185
million people worldwide. For more than
100 million German is the second or
native language in communication. This
is especially true for residents of
German-speaking countries — Germany,
Austria, Switzerland, Liechtenstein, as
well as Luxembourg. However, the
German language may differ in different
countries, that is due to the linguistic
aspect and is often actualized in the
emergence of diverse dialects. The latter
can be traced in the differences of
advertising in various parts of German-
speaking Europe. In its turn advertising
plays serious role in our everyday life and
information space. Under  these
conditions, advertising is becoming a
powerful tool in both teaching and
learning a foreign language and serves as
a platform for obtaining the necessary
knowledge for better understanding and
communication.

Current state of the issue. Recently,
in the scientific and methodological
literature, special attention has been
paid to the educational opportunities of
advertising, in particular in its linguistic
aspect. Thus, the study of this issue
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continues to be the subject of interest for
different scientists all over the world:
L. Anikieva, Y. Eichhof, @ W. Ammon,
G. Bickel, M. Kirilyuk, = O. Morozova,
O. Samokhval, B. Sovinski, I. Raifenstein
and others. The potential of German-
language advertising in the educational
environment is studied by L. Volovyk,
L. Maevska, R. Padalka, L. Pyshna,
O. Ratushna, I. Rudneva along with
foreign scholars such as T. Domzal,
J. Kernan, J. Hunt, J. Hornix, R. Hoff,

and others.
Aim of research includes the
following: to reveal the educational

potential of German-language advertising
as a platform for students to get
linguistic and cultural knowledge that
belongs to a certain German-speaking
country, and also to reveal the
possibilities of its practical application in
higher education.

Results and discussion. Socio-
linguistic knowledge is of paramount

importance in mastering a foreign
language today, as it allows to
understand and feel the studied

language deeper and better. It occupies
an important place in the system of
general human education. In ancient
times, the interpretation of philosophical
and religious texts was carried out
exclusively with the help of culturological
commentaries, because it is impossible
to know the language  without
understanding the culture and way of life
of its country. Thus, the subject areas of
socio-linguistics include history,
geography, economics, government,
political and cultural life of the country
and so on. In other words, socio-
linguistics makes it possible to obtain the
knowledge of the language through the
culture of its people and, on the other
hand, the culture through the language.
Such knowledge involves the study of a
foreign language in a comparative aspect,
focusing on the differences and features
of the same language in different
countries.

In addition to the above mentioned
German-speaking countries, German has
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the legal status of a state or national
language in a number of other territories
of the European continent and beyond.
Thus, German is official in the regions of
North Schleswig (Denmark) and South
Tyrol (Italy), the regions of Alsace and
Lorraine (France), p. Kragule (Slovakia),
nine communities of Espirito Santo,
Minas Gerais and Santa (Brazil), Opole
Voivodeship (Poland), Alto Parana,
Boqueron and Guaira and Chaco
(Paraguay), etc. German has the national
language status in Namibia, certain
regions of Romania, Russia, the Czech
Republic, Hungary, etc.

Advertising today is the most common
way to attract the attention of any
person, who is a potential consumer.
Using advertising with commercial
purpose made it an integral attribute of
every country. In sociolinguistic terms,
advertising represents a specific type of
mass communication, caused by the
expansion of tasks in the field of
informing the public about goods and
services [6: 206]. At the same time, it is a
powerful linguistic arsenal, which makes
it possible to follow not only the constant
changes in the lexical content of the
language, but also its cultural and
ethnographic features.

Each of the mentioned German-
speaking countries uses advertising to
emphasize its historical identity. For
example, Swiss people emphasize the
latter in the advertising of Swiss watches:
‘Schweizer Uhren kauft man am besten
dort, wo auch die Schweizer Uhren
kaufen. Seit 1888. ’(Zirich) / Swiss
watches are best bought where they
would buy themselves (figuratively, i.e. in
the best stores in Switzerland). Since
1888 (the historical date of the beginning
of production is specified). And Germans
advertise, for example, certain
educational institutions, emphasizing
their own success in this sphere in
comparison with other countries: 'Kaum
ein anderes europresisches Land bietet
eine der art vielseitige
Hochschullandschaft lands'
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(Deutschland) / No other European
country has such diversity ....

It is worth noting that Germany
actually considers the field of education
as its priority, so it often highlights its
opportunities in advertising content.
Today, Germany promotes its own
educational opportunities at the level of
international cooperation. For the first
time, the German Federal Government,
in cooperation with the Federal Ministry
of Education and Science, has set goals
for a more efficient and coordinated
approach, which has been agreed with
national companies interested in quality
training for future professionals. The
main tasks outlined in the document as
strategic are: to increase the mobility of
applicants and researchers; expand
cooperation in vocational education with
industrialized and developing countries;
to support the training of skilled workers
by interested German companies abroad;
develop a platform for joint learning with
European  countries; simplify the
procedure for recognition of
qualifications, which will contribute to
the formation of international and
European processes; to develop training
courses according to the dual system of
professional training; increase funding
for international comparative research in
the field of education [7: 335-336].

Thus, each German-speaking country
emphasizes its own identity and
independence, wusing, in particular,
advertising content. In this context, the
correct name for the national variants of
the German language should be
considered, Deutschlandisches Deutsch
(German version of German),
Osterreichisches  Deutsch, (Austrian
German), Schweizerisches Deutsch,
(Swiss German), while saying German in
Germany, German in Austria or German
in Switzerland, according to researchers,
people ignore the state-national
component [3: 185].

The Austrian statement ‘Osterreicher
und Deutsche haben eine gemeinsame,
aber nicht dieselbe Sprache’ (Austrians
and Germans have a common but not
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the same language) reflects their desire
for national identification through their
language. At the time, before Austria's
membership in the European Union on
January 1, 1995, in a national
referendum in June 1994, the slogan
‘Erdapfelsalat bleibt Erdapfelsalat’
(literally, potato salad will remain potato
salad — in Austrian) was formulated as a
kind of condition. Marmalade will not be
named jam, and other words will remain
such as: Marille (Austrian) — Apricot;
Faschierte (Austrian) - Hackfleisch;
Topfen (Austrian) — Quark [2: 166-179].

The above mentioned features are
clearly reflected in the field of advertising,
in particular in food advertising, which is
quite significant, because food is known
to be the most important product to sell
and buy. In view of this, such linguistic
differences in variations of the German
language must be considered at practical
lessons of German. In our opinion, there
also should be a special additional
course untroduced for better mastering
the German language, such as, for
example, ‘Socio-linguistics of German-
speaking countries’.

As the biggest differences are observed
in the field of food, it requires special
emphasis by the teacher during the
educational process. However,
differences are also observed in other
spheres of life. For instance, when it
comes to citizenship, a German has a
‘Personalausweis’ for a passport, an
Austrian has an ‘Identititsausweis’, and
a Swiss has an ‘Identitiatskarte’. National
variants are used in the advertising texts
of each of these countries.

The study of German is in most cases
based on the learned English, which
should also be reflected during its study,
because the German language has many
English words, ones of British and
American origin, which are also reflected
in German-language advertising texts.
Regarding this, N. Voynarovska notes
that Anglicisms and Americanisms have
irrevocably  entered almost every
language in the world, but, in the first
place are European languages [1: 311]. If
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it is a very popular American product, it
will not be translated in advertising.
Such goods are mostly often household
appliances and cosmetics. Accordingly,
the commonly used English words in
German advertisments are ‘make-up’,
‘sale’, ‘manage’, ‘design’, ‘travel’, ‘party’,
‘service’ and so on.

The tendency to use words of foreign
origin is considered to be a tendency to
neologisms and is an essential feature of
special youth vocabulary, as it is young
people who give names to everyday
things and situations through anglicisms
making this way their language original
and exotic. Anglicisms in its usage
among young people are not specific,
they belong to their usual and everyday
vocabulary, for example, ‘hi’, ‘okay’, ‘cool’,
‘cute’, ‘easy’, kids’, handy’, etc. [5].

To attract the consumer’s attention,
advertising may contain phraseology,
rhetorical questions, lexical and phonetic
repetitions, contrast, puns, which is also
worth paying attention in the linguistic
aspect of a foreign language learning.
Such lexical phrases can be written in
capital letters in the headline, for
example, ‘Ein Geschenk des Himmels’ /
God’s gift, or ‘Halb umsonst’ / For
nothing, almost for free. However, the
chief role of a headline is to interest, the
essence is wusually presented in the
shortest form in the main text of the
advertisement. From this point of view, it
is advisable to translate the title only
after reading the full advertising text.

According to researches, phraseology
can be used in advertising in the literal
or figurative sense separately, and in
both at once. In this case the language of
German advertising serves a purpose — to
preserve the national phraseology and at
the same time to promote something.
Adapted lexical and syntactic forms allow
the recipient of the advertising message
to understand the advertising content
correctly. Each new advertising text

should be different from those of
competitors, and the use of
phraseological expressions in the

advertising language should help in this
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task. The advantage of phraseology lies
in the fact that as soon as the connection
between the product and the consumer
is made, the association between the
expression and the advertising product
arises again and again [5].

One has also to be prepared for usage
of many proper names in advertising
slogans in order to maintain the brand
reputation and additional reminding
about the company itself or its products.
Thus, in order to attract and support the
consumer’s attention, advertising is
constantly changing in its linguistic style,
using both neologisms and words of
international origin, and sources of folk
art and fiction. Advertising styles
constantly vary: from conversational-
casual to highly artistic and exclusively
scientific style. According to B. Sovinski,
advertising as a way of expressing the
proposal is characterized by complexion
(combination of linguistic and non-
linguistic language means). In this field,
the complexity of the means of
expression is achieved through the use of
a wide range of complex words,
professionalisms, terminological
vocabulary [8: 20].

Researches of  German-language
advertising texts show that verbs are
used mainly in the present tense, the
latter is also used by Germans to mean
future action. This way it has a predictive
effect on the consumer, as there is a
clear belief that written characteristics
coincide with the desired ones. Among
the most widely used verbs there are, for
example: ‘gibt’ — gives, ‘arbeitet’ — works,
‘hilft” — helps, ‘heilt’ — heals, ‘schitzt’ —
protects, ‘garantiert’ - guarantees,
verbessert’ — improves. These
peculiarities allow to combine learning
German grammar with advertising texts,
in particular while studying the topic
‘Futur’. Another grammatical topic that
could be associated with advertising is
Imperative’ (Imperative mood), with lots
of specific verbs used: ‘Mach!” — Do it!
Versuch!” - Try it! ‘Gewinn!’— Win! Kaufl’
— Buy! German-language advertising is
also full of interrogative sentences,
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including rhetorical ones, aiming at
making a consumer think and look for
the answer, for example, ‘Wann leben Sie
Zirich? / When did you get to know
Zurich?’(ZUrich). Such  grammatical
features emphasize the educational
potential of advertising as a multi-vector
linguistic content.

Speaking of German-language
advertising in general, it must be noted
that it differs from advertising in other

languages, and that is due to the
German mentality. Such national
features of German speakers as

pedantry, accuracy, clarity and the desire
to specify are traced in advertising texts:
German advertising is objective, full of
specific and various details, and also
proven facts. German-language ad-
products are described and analyzed in
detail: for example, some commercials
contain information about the price of
the product and the location of the store
to buy it, and German-language TV
advertising necessarily includes practical
experience of using the product with all
its possibilities tested online.

In order to prove our assumptions
about the socio-linguistic potential of
German-language advertising and the
possibilities of its practical use at foreign
language classes, we organized and
conducted a pedagogical experiment of
two months in duration, that included
ten practical classes with students. At
the classes on discipline ‘Second Foreign
Language’, we actively and consistently
used the advertising content of three
German-speaking countries (Germany,
Austria and Switzerland), that contained
cultural and linguistic information
specific to each of these countries.

The system of tasks was organized
according to the principle of from simple
to complex” beginning with the level of
words, hen phrases, supra-phrase unity,
sentences, and ending with the level of
the texts. Suggested advertising texts
were also chosen according to the
mentioned above principle: from short
and simple texts up to long and
complicated ones. Alongside this, at first,
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we regarded the linguistic content of
advertising in Germany, as a central
German-speaking country, then of
Austria, and later of Switzerland, each
country with its cultural and linguistic
peculiarities was introduced and studied

was to determine taking into
consideration the specific linguistic and
culturological features of the given
advertisment which of the countries it
belongs to. Within the experiment, two
student groups were chosen, whose level
of knowledge was equal. The first group
studied traditionally, while the other
experimental group  studied with
German-language advertising
consistently used at every lesson (during
ten lessons). It is worth noting that the
traditional methodology in this context
means teaching mostly theoretical course
‘Socio-linguistics of German-speaking
countries’. In the experimental group,
theoretical knowledge of linguistics of
German-speaking countries found its
practical confirmation in the form of alive
language content — German-language
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separately. At the end of our pedagogical
experiment, specially selected tasks
based on German-language advertising
in a comparative aspect including all
identified countries were presented.
Thus, one of the tasks
advertising. At the end of this period,
control tests were given in both groups,
the results of which confirmed the
effectiveness and necessity of wusing
authentic advertising at foreign language
classes in order to obtain and deepen
cultural and linguistic knowledge of
students.

Thus, at the end of the pedagogical
experiment, 9 students (25 %) had a high
level, 12 students (34 %) had a medium
level, and 14 students (41 %) in the
control group had a low level. Students
in experimental group had the following
results: 18 students had a high level
(51 %), 13 students had a medium level
(37 %), and 4 students had a low level
(12 %). The results of the pedagogical
experiment in the comparative aspect are
represented in Fig. 1.

experimental group

controlgroup

M experimental group

Fig. 1. Comparative analysis of final test results of students’ knowledge
(Source: Created by the author)

The diagram (Fig. 1) shows the
academic results of students at the end
of the pedagogical experiment after
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studying a special course on mastering
the German language ‘Socio-linguistics
of German-speaking countries’ in
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comparative aspect: the traditional
method in the form of a mostly
theoretical course (control group) and
the improved method using German-
language advertising (experimental
group). Thus, the results of final tests
in both groups proved the effectiveness
and expediency of using German-
language  advertising texts  while
mastering a foreign language. Its strong
cultural and linguistic  potential
according to the results of our research
helps to understand students the
foreign language better as they can get
to know closer its cultural and
linguistic peculiarities, and teachers are
able to make the classes more practical
and actual while wusing advertising
content.

Conclusions and research
perspectives. Summarizing the above
mentioned, we can conclude about the
special role and place of advertising in
the forming students’ foreign language
competence on the example of the
German language. According to the
results of our research, it is a
multifactorial language content, which
combines both the latest trends in
language (such as neologisms) and
long-known lexical constructions (such
as phraseological units). In order to
make a consumer interested,
advertising takes different forms and
styles, and its lexical content is
constantly changed and modernized
with the use of comparison, puns,
repetitions, meaningful proper names
and so on. In addition, the advertising
content of various German-speaking
countries has a strong cultural
potential. The latter is connected with
the necessity to convince consumers of

the information truthfulness in the
advertising content. Thus, the
provability of advertisments often

becomes supported by the facts of
historical and socio-cultural knowledge.
In view of the above mentioned, we
concluded that there are wide
educational opportunities for
advertising in the process of mastering

60

the German language. We consider it to
be a constantly changing language
content with many functional
opportunities. This fact preconditions
its inclusion in educational materials
for practical classes and development of

special German socio-linguistics
courses. Our assumption about the
effectiveness and greater practical

orientation of a special training course
‘Socio-linguistics of German-speaking

countries’, based on the consistent
usage of purposefully selected German-
language  advertising  texts, was
confirmed in the pedagogical

experiment in two student groups.

The prospects for further research
include a careful study of the potential
of advertising content and the
possibilities of its further application at
practical classes on studying a foreign

language. Variability, constant
improving and transformation of
advertising allow us to track the
innovative language tendencies,
linguistic peculiarities and neologisms.
On the other hand, information

provability in advertising is achieved,
according to our research, with the help
of its socio-cultural content. In
particular, in our opinion, one of the
possible directions in further
researches could be development and
testing the special teaching
methodology oriented on the formation
of students’ foreign language
competence with the help of advertising
content in the process of higher
education.
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