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The article examines gender peculiarities in printed advertising texts in 
modern English and Russianlanguage journals. Gender linguistics is young 
and not completely explored area of   science, and in this paper we are try
ing to see one of its aspects, which is very relevant in today’s society. 
Advertising texts as means of speech manipulation are used ubiquitously, 
and the stereotypical male and female images imposed by advertising are 
recorded in the language and behavior of people. Our purpose is to con
sider how linguistic stereotypes in English and Russian differ for men and 
women, and to show whether there is a difference between the texts for 
male and female audience in the studied languages.
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Ко шу тс кая Л.В.

Орыс жә не ағыл шын  
жур нал дық жар на ма: тiлдiң 

пай да лан уын да ген дер лік 
айыр ма шы лық та ры

 Ма қа ла да қазiргi бас па жар на ма лық мә тін дер дің ағыл шын тiлін
де жә не орыс тiлін де жур нал дар да ген дер лік ерек шелiктерi қа рал ды. 
Ген дер лік линг вис ти ка жас жә не аз зерт тел ген ғы лым об лы сы бо лып 
та бы ла ды, сон дық тан біз оның ас пек ті ле рі нің қа зір гі қо ғам да ғы өте 
өзек ті бі рі қа рауға ты ры са мыз. Жар на ма лық мә тін дер тіл дік ма ни пу
ля ция құ ра лы ре тін де бар лық жер де пай да ла ны ла ды, со ны мен сте
реотип ер лер жә не әйел бей не лер, жар на ма мен та ңы ған, ті лін де жә
не адам ның мі незқұл қын да әсер ете ді. Біз дің мақ са ты мыз ағыл шын 
жә не орыс тіл де рін де тіл дік ер лер жә не әйел сте реотип тер қа лай 
ерек ше ле не ді қа рас ты ру, со ны мен ер лер мен әйел ауди то риялар мен 
айыр ма шын мә нін де бар ма көр се ту.

Тү йін  сөз дер: ген дер лік линг вис ти ка, жар на ма лық мә тін дер, тіл
дік сте реотип тер, ер лер сө зі, әйел сө зі.

Ко шу тс кая Л.В.

Русс кая и анг лий ская  
жур нальная рек ла ма:  
ген дер ные раз ли чия  

в ис поль зо ва нии язы ка

В статье расс мат ри вают ся ген дер ные осо бен нос ти пе чат ных 
рек лам ных текс тов в сов ре мен ных анг лоя зыч ных и русс коя зыч ных 
жур на лах. Ген дер ная линг вис ти ка яв ляет ся мо ло дой и не пол ностью 
исс ле до ван ной об лас тью нау ки, и в дан ной ра бо те мы пы таем ся расс
мот реть один из её ас пек тов, ко то рый яв ляет ся весь ма ак ту аль ным 
в сов ре мен ном об ще ст ве. Рек лам ные текс ты как средс тво язы ко вой 
ма ни пу ля ции ис поль зуют ся пов се ме ст но, и сте реотип ные мужс кие и 
женс кие об ра зы, на вя зан ные рек ла мой, от ра жают ся как в язы ке, так 
и в по ве де нии лю дей. На шей целью яв ляет ся расс мот реть, как от
ли чают ся язы ко вые сте ре оти пы в анг лийс ком и русс ком язы ке для 
муж чин и жен щин, и по ка зать, дей ст ви тель но ли су ще ст вует раз ни ца 
меж ду текс та ми для мужс кой и женс кой ауди то рии в исс ле дуемых 
язы ках.

Клю че вые сло ва: ген дер ная линг вис ти ка, рек лам ные текс ты, язы
ко вые сте ре оти пы, мужс кая речь, женс кая речь. 
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21st century is the age when time-tested sciences and modern 
trends can collapse, where in attempts to discover something new and 
uncover creativity it is necessary for humanity to both cover ancient 
ideas and add something neoteric into their beliefs. This statement 
is especially relevant when we describe the sphere of advertising. 
Advertising is a means of communication with the users of a product 
or service. Advertisements are messages mostly intended to either 
inform or influence people who receive them, they target auditory, 
as defined by the Advertising Association of the UK [1]. 

In this exact article we are particularly interested in one of the 
aspects of advertisement – in advertising text and the linguistics point 
of view on adverts. As advertising texts need to meet the people’s 
expectations and attract their attention, the sphere of advertisement 
has been evolving and revolving with the paradigm shifts in human 
minds or in scientific fields. That is why, undoubtedly, through the 
ages marketers were interested in how to make a precise and catching 
text to sell their product or service. In order to complete this task 
successfully, they needed to understand human psychology, culture, 
social issues, etc. One of the main issues important for the sphere of 
advertising became the gender.

The concept of «gender» means the combination of social 
and cultural norms that society prescribes for people to perform 
according to their biological sex [2, 15]. In the early 20th century 
the theme of «Language and Gender» attracted the attention of 
Jespersen. Jens Otto Harry Jespersen also believed that women are 
conservative in the use of language, which was illustrated by the 
example of the emigrant communities, where the native language 
is maintained while at the same time a second language is acquired. 
Thus, men will learn a new language faster [3, 51-54].

During the 70-s of the 20th century, broad sociolinguistic 
researches were made and focused mainly on syntactic, morphological 
and phonological variations. Primarily, gender was considered a 
sociolinguistic factor, just like social position, age, or ethnicity. The 
science which linked gender and language was established in the 
middle of 1970-s. The basic work which has launched this area of 
knowledge became Robin Lakoff’s essay «Language and Woman’s 
Place» [4].

RUSSIAN AND 
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GENDER DIFFERENCES 

IN LANGUAGE USE 
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In Soviet and Post-Soviet space there are also 
several researchers in this sphere. For instance, 
Veylert A.A. studied the use of different parts of 
speeches by men and women [5, 139]. Ryzhkina O.A. 
and Resnyanskaya L.I. proved in their research that 
the same lexeme is perceived by men and women as 
possessing a different degree of positive or negative 
connotation [6, 42]. Zemskaya E.A. highlighted that 
most of the words with feminine suffixes denoting 
occupation are assessed as having «less dignity» 
than the corresponding masculine names [7, 45]. 

In Kazakhstan, the question of gender linguistics 
was studied by such scientists as Sabitova Z.K. and 
Nurseitova K.K. [8].

Our main objectives in this inquiry were to find 
out the language differences in advertising texts for 
men and women between English and Russian mag-
azines. Primarily, this would lead us to comparative 
analysis of the differences between texts for men 
and texts for women, that is, we would indicate gen-
der stereotypes used in the sphere of advertisement. 
Secondly, this would also be a comparative analysis 
of Russian and English languages in terms of gen-
der: which language tends to be more gender-neutral 
or, on the contrary, reveals more gender stereotypes, 
and how they are expressed on every level of lan-
guage? 

Within our research work, we have analysed in 
total 120 advertising texts, including:

– 30 advertising texts in English for female tar-
get audience from Cosmopolitan USA, December, 
2014;

– 30 advertising texts in Russian for female 
target audience from Cosmopolitan Kazakhstan, 
March, 2014;

– 30 advertising texts in English for male target 
audience from Esquire UK, September 2015;

– 30 advertising texts in Russian for male target 
audience from Esquire Kazakhstan, December 2015 
– January 2016.

Within this paper, we have chosen four main as-
pects for the analysis of advertising texts.

The first aspect that we have chosen was pho-
nographic and phonetic aspects combined. We have 
decided to observe them both together, as in printed 
advertisement graphons, or phonographic language 
means, usually reflect the same aims as phonetic 
means in radio or television commercials. Besides, 
even though phonetic level itself is rarely used in 
printed texts, there are still some examples that we 
have found in adverts in the magazines analysed.

Graphons are widely used in advertising texts 
in both languages: female-oriented texts in English 
used graphons in 24 texts out of 30, which makes 

80 % of adverts; in male-oriented English texts, the 
amount was approximately the same – 25 advertis-
ing texts out of thirty (83 %). However, in Russian 
adverts the differences is more significant: 100 % of 
advertising texts for men included graphons, while 
only 47 % of texts for women (that is 14 texts) had 
them. The most widely used graphon was type with 
all capital letters, followed by bold type. The most 
seldom graphon used was italic type.

As we have mentioned before, phonetic devices 
are not that common in printed adverts, as they pos-
sess more effect in oral advertisement. However, in 
English language they are still more common, espe-
cially in adverts for women: 40 % of the texts used 
phonetic stylistic devices, such as paronomasia, as-
sonance, onomatopoeia and, the most common one, 
rhyme. For men, the amount of these devices was 
10 % and included only rhymes and assonance. The 
authors of Russian advertising texts did not consider 
phonetic devices useful for their target audiences 
– we can see only one example of phonetic devise 
used in adverts for women and no phonetic devices 
for men. 

The following are the examples from advertis-
ing texts, showing the use of graphons and phonetic 
devices in English language:

1. For male target audience: 
AL TERRAIN
NO PAIN [9, 52]
This extract from advertisement uses both a gra-

phon (all capital letters type) and a phonetic stylistic 
device – rhyme.

2. For female target audience:
COVERGIRL
easy breezy beautiful
SAY SOMETHING JUICY! [10, 103]
In this case we also observe the same graphon 

and rhyme (easy – breezy). 
Thus, the phonetical level shows significant dif-

ference between advertising texts in Russian and 
English and between men and women as well.

The second aspect that we have observed was 
the morphological aspect. For this research we were 
particularly interested in the prevailing use of cer-
tain parts of speech in texts for men and women. 
The inquiry has shown the difference between texts 
for men and women. English advertising texts for 
women used the abundance of adjectives, as in the 
example below:

Lara Stone is wearing Féria Absolute Platinum 
in Extreme Platinum. Platinum to dye for. Multi-
faceted. Shimmering. White-hot. 

Defy the convention of haircolour. White this 
pure is Féria Absolute Platinum, an extreme light-
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ening system. Lightens up to 7 levels without ammo-
nia for multi-faceted, shimmering platinum. Tinted 
conditioner neutralizes brassiness. This is the cool, 
new white [10, 26].

In this abstract, 14 adjectives were used. Rus-
sian advertising texts use approximately the same 
morphological patter, preferring to utilize adjectives 
as much as possible:

Но вый блеск для губ «сия ние грез» от Fa-Fa-
berlic от лич но по дой дет для сви да ния. Пер ла-
мут ро вый 3D-эф фект при дает гу бам эф фе-
кт ный объем и зер кальное сия ние, а ак тив ные 
ком по нен ты в его сос та ве сти му ли руют кро-
во об ра ще ние и уха жи вают за ко жей, сох ра-
няя гу бы мяг ки ми и неж ны ми. Те бе пон ра вит ся 
не лип кая текс ту ра блес ка и его ес те ст вен ный 
от те нок – то, что на до для пер вых ве сен них 
дней! [11, 60]

In this case, 10 adjectives are used. On the con-
trary, in advertising texts for men we cannot meet 
this amount of adjectives. In Russian advertising 
texts, prevailing part of speech is nouns:

Смарт фон для тех, кто всег да в дви же нии
Мощ ный ак ку му ля тор, 4000 мАч
Воз мож ность под за ряд ки дру гих уст рой ств
Пок ры тие с функ цией за щи ты от брызг  

[12, 13]
We can see that this advertising text almost 

completely consists of nouns. 
Even though English adverts with male target 

audience also show the prevalence of nouns and 
verbs, they have some peculiarities that are almost 
never used in other observed cases. They are distin-
guished by abundance of numerals, as in the follow-
ing example:

This intelligent hybrid decides when it’s more 
efficient to use petrol or electricity, giving in the 
ability to deliver a staggering 148 mpg. With an 
electric range of up to 32 miles the Outlander PHEV 
easily tackles the UK’s average daily drive on a sin-
gle charge – and on longer journeys the petrol en-
gine helps out to achieve a combined range of up to 
510 miles. The battery can be charged in just a few 
hours via a domestic plug socket, a low-cost home 
Charge Point or one of over 7,500 Charge Points 
found across the UK. With ultra-low CO2 emissions 
the Outlander PHEV is exempt from Road Tax and 
the London Congestion Charge – as well as being 
eligible for drastically reduced Benefit in Kind taxa-
tion. There’s even £5,000 off the list price through 
the Government Plug-in Car Grant, which means an 
Outlander PHEV will cost you from just £28,249, 
the same price as the Outlander Diesel – and it 
comes with a 5 year warranty [9, 56].

There are seven numerals in this advert – this 
much could never be met neither in advertising texts 
for women, nor in Russian advertisements for men.

Thus, we can see that both English and Russian 
adverts for women tend to use more adjectives in 
accordance with stereotypical female language per-
ception peculiarities. On the other hand, advertising 
texts for men tend to use more nouns, verbs, and, in 
case of English adverts, more numerals.

The next aspect we have analysed was dedicated 
to lexis, mostly – to lexical stylistic devices.

English advertising texts for women showed us 
the use of 14 lexical stylistic devices, which are: 
metaphors, idioms, foreign words, tautology, epi-
thets, terms, hyperboles, oxymoron, cliché, irony, 
pleonasm, simile, abbreviation and occasionalism. 
The most frequent device used was metaphor. Rus-
sian adverts have slightly less texts then English 
ones, 11: tautology, terms, cliché, personification, 
analytical transformation of phraseological unit, ep-
ithets, metaphors, simile, idioms, hyperboles. How-
ever, the frequency of using lexical stylistic devices 
is still higher in Russian language. Metaphors and 
epithets here are the most frequent devices.

Below are some examples from advertising texts 
with female target audience.

1. From Russian magazine:
Вер ная то наль ность.
Об нов лен ный то наль ный крем capture Totale 

от Dior ос ве жит туск лый (при вет, ави та ми-
ноз!) цвет ли ца и сде лает его ви зу ально мо ло же. 
Средс тво не за би вает ся в мел кие мор щин ки, а 
пиг мен ты цве та адап ти руют ся к ос ве ще нию 
та ким об ра зом, что не со вер шенс тва ко жи 
«сти рают ся» [11, 44].

In this advertising text we can observe:
- two metaphors: вер ная то наль ность, не со-

вер шенс тва «сти рают ся»;
- personification: при вет, ави та ми ноз!;
- use of foreign words: capture Totale, Dior;
- terms: пиг мен ты адап ти руют ся.
2. From English magazine: 
LUNA mini. Give them the gift that keeps on giving. 
Give them clearer, healthier-looking skin with 

the LUNA mini by FOREO.
This stylish device delivers deep yet gentle 

cleansing for amazing skin day after day – so they’ll 
be thanking you for years to come [10, 76].

In this case we observe:
- repetition: give them;
- idioms: keep on giving; day after day; for 

years to come.
If we speak about male-oriented adverts, they 

may also use a variety of lexical stylistic devices. 
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Russian texts use the following devices: foreign 
words, metaphors, personification, abbreviations, 
terms, epithets, idioms, repetition, borrowings, cli-
ché, hyperbole. However, in this case prevailing 
means are abbreviations and terms. English adver-
tising texts use abbreviations, terms, slang, meta-
phors, obscene lexis, simile, pun, hyperbole. The 
most frequent ones are also terms and abbreviations. 
In Russian texts, lexical stylistic devices were ex-
pressed in 29 cases out of 30. In English, however, 
only 20 texts showed us the use of lexical stylistic 
devices. The following are examples from male-ori-
ented advertising texts:

1. From English magazine: 
There’s not a single cloud in the sky and yet it’s 

the Jeep Grand Cherokee that really shines. With its 
dynamic looks, luxurious interior, innovative technolo-
gies and strong, yet efficient engines things really don’t 
get any better. Perhaps that’s why it’s the most award-
ed SUV ever. And should the weather take a turn for 
the worse, you can always turn on the heated seats.^

[…] Model shown is the Jeep Grand Cherokee 
3.0 litre V6 Summit at £51,995 OTR. Official fuel 
consumption figures for the Jeep® Grand Cherokee 
Diesel range in mpg (l/100km): Extra Urban 43.5 
(6.5), Urban 30.4 (9.3), Combined 37.7 (7.5), CO2 
Emissions: 198 g/km [9, 76].

Lexical stylistic devices here include:
- metaphor: Jeep… really shines;
- epithets: dynamic looks;
- hyperbole: thing’s really don’t get any better;
- terms: fuel consumption;
- abbreviations: mpg.
This advert is the one that uses the largest num-

ber of lexical devices in English male magazine; the 
others either express these means less or do not ex-
press them at all.

2. From Russian magazine:
RADO
S W I T Z E R L A N D
ОЩУТИ ХОД ВРЕМЕ НИ
RADO DIAMASTER GRANDE SECONDE*
ПЛАЗ МЕННАЯ ВЫСОКО ТЕХ НОЛО ГИЧ-

НАЯ КЕРАМИКА. СОВ РЕ МЕН НАЯ АЛХИМИЯ.
Се ти ма га зи нов SWISS TIME (ТРЦ MEGA 

Alma-Ata, ТРЦ MEGA 2 Alma-Ata, Esentai Mall, 
ТРЦ Dostyk Plaza, ТЦ Promenade, ТРЦ «Ал ма лы»), 
ма га зин швей царс ких ча сов CHRONOS [12, 1-2].

These are lexical means from this ad:
- foreign words (English): Switzerland, Swiss 

Time; 
- personification: ход вре ме ни;
- abbreviations: ТРЦ, ТЦ;
- epithet: сов ре мен ная ал хи мия;

- terms: плаз мен ная.
There is one peculiarity in Russian advertising 

texts both for men and women which causes abun-
dance of lexical devices used almost in every advert. 
English words (either non-translated or borrowed) 
are used in almost every Russian text – as the name 
of brands, slogans, in descriptions, as metaphors, as 
terms, etc. This increases the rate of lexical devices 
in Russian adverts.

We can also see that advertising texts for wom-
en use more stylistic devices on lexical level than 
adverts for men.

The fourth aspect was syntactic one. Here we 
were interested in the following parameters of ad-
vertising texts:

- complete or incomplete sentences;
- extended or non-extended sentences;
- simple or complex sentences;
- use of imperative mood;
- use of interrogative sentences;
- stylistic devices: parallelism, antithesis, quota-

tions, bullet lists, rhetorical questions, gradation, etc.
 Our analysis showed that there is no signifi-

cant difference on syntactic level between the texts 
analyzed in all four categories. The most common 
pattern of sentences was complete simple extended 
sentence. Stylistic devices were not used frequently 
on this level: 9 for English adverts for women; 2 for 
Russian adverts for women; 9 for English adverts 
for men; 4 for Russian adverts for men. Thus, syn-
tactic devices are slightly more common for English 
texts than for Russian ones.

Thus, we can conclude that there are the 
following main differences between the observed 
advertising texts: 

1) English texts use phonetic stylistic devices 
more than Russian ones, and they are more frequent 
in adverts for women, not for men;

2) prevailing part of speech in advertising texts 
for women is adjective, for men – nouns; there is not 
much difference between English and Russian texts 
in this case;

3) Russian advertising texts typically use more 
lexical stylistic devices both for men and women;

4) the most common lexical means for women 
are metaphors, for men – terms and abbreviations in 
both English and Russian;

5) syntactic devices are used in English slightly 
more than in Russian and are not bounded to gender 
of the target audience.

We assume that the area of our interests needs 
more research and future investigation, especially in 
the sphere of how men and women actually perceive 
advertising text with these gender stereotypes.
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