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The article deals with lexical and semantic features of modern English journalism. The purpose of
the paper is to reveal lexical and semantic features of modern English texts of publicistic style (based on
National Geographic). There has been given a brief overview of publicistic style, outlined its functions,
namely informational, influencing, expressive and emotive. It has been concluded that publicistic style
absorbs features of other functional styles mainly due to the fact of intertwining and interaction of
language styles. Such style-forming features of publicistic style as evaluativeness, passion, emotionality,
conciseness of expression, communicative and pragmatic focus on their recipients have been emphasized.
To enhance the expressiveness and emotionality of the author’s intentions, various lexical and semantic
features of the organization of a publicistic text have been considered, namely epithets, metaphors,
stylistic comparisons, insert constructions and clichés, inversions etc. The article also gives brief
summarized data on the frequency of usage of the stylistic tropes and the figures showing the most
productive and the least productive forms.
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devices.

Introduction. Due to the great potential of modern English publicism and its great impact
upon the diverse audience, the study of the specifics of the language of the media is today one of
the major tasks, since the development of technical innovations is accompanied by a huge
increase in the amount of information. Considering the fact that the latest terminology and the
use of figurative vocabulary acquire special significance for publicism, as its most important
property is a noticeable sensitivity to the requirements of the time, there is a need to reveal the
characteristic features of the publicistic style. Various aspects of the problem under study have
been the focus of research, in particular defining the functions and peculiarities of publicistic
style (V. Kukharenko, A.Khudolii, L. Yefimov, O. Yasinetskaya,), its semantic and stylistic
features (N. Hlinka, O. Yeskin), emotive and expressive appeal of publicistic style
(O. Filimonova, A. Nikolenko, O. Yemelyanova, Yu. Yurko and other).

The relevance of research is determined by an insufficiently complete systematic
description of lexical and semantic features of publicistic style in terms of practical application
of the language. Despite the fact that magazines are gradually becoming the subject of the
humanitarian research due to expansion of international relations, their lexical and semantic
peculiarities haven’t been revealed properly in the recent scientific literature. In this context, the
analysis of lexical and semantic features of modern English publicism should be the focus of
linguistic studies.

Thus, the purpose of the paper is to reveal lexical and semantic features of modern English
texts of publicistic style (based on National Geographic).

To achieve the purpose, the following objectives were set: to give an overview of
publicistic style, to clarify its functions, to disclose the emotive and expressive aspect of
publicistic style, to reveal lexical and semantic features peculiar to modern English texts of
publicistic style and to determine the frequency of their use.

Methods. The method of continuous sampling has been applied to select the actual
material for the research; the method of semantic and stylistic analysis has been used to identify
lexical and semantic features and compile a typical inventory of publicistic style; the statistical
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method made it possible to determine the frequency of use of the stylistic devices, i. e. to
establish certain statistical parameters of publicistic style.

Firstly, it is worth to define the general peculiarities of journalism and the main features of
publicistic style in particular.

V. Kukharenko states that publicistic style can be considered as a variant of scientific style,
which in contrast to a purely scientific text is accessible, fascinating, simple and clear, contains a
large number of stylistic devices, however is characterized by a limited use of terminology [1,
p. 127].

According to the classification of functional styles developed by L. Yefimov and
O. Yasinetskaya, publicistic style belongs to the group of bookish ones, as it has its own
structure, thus there can be distinguishes the oratory style (speeches, lectures, reports), the style
of radio and television programs, the style of essays and journalistic articles [2, p. 20].

Numerous studies [3; 4; 5] pay attention to the crucial functions of publicistic style,
namely, informational and influencing. The task of publicism is to create public opinion, instruct
and call for action. This establishes such important style-forming features of publicistic style as
evaluativeness, passion and emotionality. The expressive function of language allows the
speakers to express their feelings. The publicistic text usually reflects the personality of the
author, differs explicitly in expression and emotion in the context of the author’s attitude to the
facts presented. The aesthetic function of a publicistic text is the author’s intention to deliver the
message in a way which would satisfy the aesthetic sense of the addressee.

According to O. Yemelyanova and Yu. Yurko, the main feature of the English publicistic
discourse 1s the inseparable unity of informative and influential functions. This is what
determines the priority of emotiveness in the content structure of such types of texts. The desire
to achieve maximum expressiveness becomes a main motif in the search of emotive means of the
language that can create an emotional effect and cause in the reader’s mind an appropriate
emotional response. This task can be achieved by means of involving various expressive means
of the language. Emotiveness in contemporary English publicistic discourse is an effective
means of speech influence and is presented by the selection and classification of facts and
phenomena in their description at a certain angle, by the distribution of evaluative information,
and by the ratio of negative and positive details in specific linguistic means [3, p. 257].

O. Filimonova [4] emphasizes that due to the combination of the characteristics of logical
reasoning and appeal to emotions, coverage of events and facts by the media requires sound
reasoning and compliance with the logical presentation of opinion, and on the other hand, the
expression of the author’s attitude to information requires the use of emotional language. Appeal
to emotions is achieved through the use of words with emotional semantics, appropriate
connotations, the use of images and other stylistic means similar to emotional prose. Thus, the
combination of expression and certain standards is the most important feature of publicistic style.

Furthermore, it’s crucial to identify and explore the peculiarities of the publicistic style in
comparison with other styles. This type of language is characterized by clarity, objectivity,
accuracy, logic of presentation, emotive and expressive appeal, a limited number of terminology
and abstract concepts.

Given the fact that works of a publicistic nature are addressed to a wide range of readers,
the main criterion for the selection of linguistic means is general clarity. The publicistic style is
an open system of linguistic means, which allows journalists to refer to elements of other
functional styles and, depending on the content of the publication, use a variety of vocabulary.

Meanwhile, A. Nikolenko states that the accuracy and logic of presentation in the texts of
publicistic style should in no case constrain stylistic mobility, emotionality and expressiveness,
the use of stylistic and linguistic devices, as well as constant interaction with other functional
styles [5, p. 114].

A. Khudolii pays attention to the fact that publicistic style is characterized by conciseness
of expression. This feature becomes a key and integral language tool at the same time, as the
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texts of publicistic style are characterized by communicative and pragmatic focus on their
recipients, and therefore are extremely informative and have a clear pragmatic attitude [6, p. 18].

N. Hlinka and O. Yeskin [7] studying the linguistic features of the texts of the “National
Geographic” magazine come to the conclusion that the semantic and stylistic features of the
organization of a publicistic text include the use of the following devices, in particular epithets,
metaphors, stylistic comparisons, figurative expressions, cliches, metonymy etc., the purpose of
which is to enhance the expressiveness and emotionality of the authorial intentions.

The vocabulary of publicistic style is distinguished by thematic diversity and stylistic
richness. On a general neutral background, the evaluative lexical and phraseological means
attract special attention. Admitedly, the publicistic style instantly adopts new concepts and
corresponding words and phrases reflecting social and political processes in the country and the
world, 1. e. the use of speech standards and cliches in publicistic style deserves special attention.

Thus, the following main lexical and semantic features peculiar to publicistic style are as
follows: conciseness of presentation, selection of language tools; the use of expressive means of
speech, terminological vocabulary, cliches etc.; emotional and expressive appeal, combining the
features of publicistic style with the features of other styles. Furthermore, publicistic style
absorbs features of other functional styles mainly due to the fact of intertwining and interaction
of language styles.

The study made it possible to identify a number of lexical and semantic features peculiar to
modern English texts of publicistic style (based on National Geographic) [8]. Thus, considering
the aforementioned lexical and semantic features of the publicistic text are as follows:

— the use of epithets which transmit in the publicistic texts various shades of expression,
however the degree of expression frequently depends on a wider context: the first full-scale
assessment, the pervasive spread, the ultimate solution, densely populated urban areas, a
never-before-documented flower, the tiny purple-and-white flower, one-inch-long flower, a
cluster of four white, pollen-bearing stamens, a sharp distinctive odor, have a pungent smell
and sharp taste, unchecked populations of deer, multiple, daisy-like heads, a few scattered
populations, a harmful weed, garlicky, oniony taste, a dramatic improvement, nutritious
invader, a tree-planting campaign, long-term funding, harsh conditions, unforeseen pollution;

— moderate application of metaphors, which are one of the means of creating expression,
thus, they act as indicators of the author’s attitude to the content of the article. Metaphor in a
publicistic text is a widely used linguistic tool, and according to O. Filimonova, is one of the
dominants of speech [4, p. 252]. This is due to its high evaluative potential, its imagery, i. e. the
ability to effectively implement the author’s intention and influence the audience. As for the use
and functioning of metaphor in different language styles, namely publicistic, the metaphor
flexibly reflects the cognitive processes that take place in society and literature: mere conveyor
belts of plastics, botanical invader (garlic mustard), this weedy troublemaker, a trash-eating
machine, native competitors, to repel the invader, nutritious invader,

— stylistic comparisons/similes when an image is created by comparing one object with
another by means of comparative conjunctions as, as if, exactly, as if and the like, or it can also
be expressed by the verbs seems, resembles, looks like, as well as comparative inversions or
subordinate comparative inversions: rosette-like leaves, garlic mustard like other members of
its family ..., sunflower roots typically extend twice as deep as those of corn and soybeans, like
many sunflower relatives, just like dogs descended from wolves, common crops like corn,
wheat, and sunflowers, daisy-like heads;

— abundant use of inversions in order to achieve expressiveness and emotionality in
modern English publicism: Just like dogs descended from wolves, common crops like corn,
wheat, and sunflowers evolved, with human help, from wild varieties of plants growing in a
range of environments, from wetlands to deserts. After two years, the plot of land given a boost
from coffee showed a dramatic improvement. In the coffee-fueled plot, trees were also four
times taller on average, soil samples were more nutrient-rich, and invasive grasses had been

89



eliminated. Already capable of growing in harsh conditions, sunflowers have the potential to
withstand even more;

— the use of detachments: The tree, related to mint and originally from Africa, is one of the
world’s most critically endangered tree species. The plant produces an abundance of
glucosinolates, a family of sulfur-containing chemicals present in many types of mustards, which
generally have a pungent smell and sharp taste. garlic mustard does produce significant amounts of
hydrogen cyanide — the well-known toxic gas — when its leaves are cut or bitten into. Eighty
percent of the plot was covered by young tree canopy, some trees already 15 feet — including
tropical species that can grow as tall as 60 feet — versus just 20 percent in the untreated plot. A
tree-planting campaign with stable, long-term funding — whether federal or private — could provide
nurseries the certainty they need to ramp up production, experts agreed;

— the use of phrasal verbs is a characteristic feature of publicistic style, as the main
purpose of the publicistic text is popularization of scientific knowledge: chip away, mow down,
pick up, shrivel up, interfere with, lag behind, rely on, pair well with, ramp up, scale up;

— inserts and constructions are widely used for coherence and sequence of the text: in all,
as far as..., importantly, meanwhile, however,

— the use of hyperbole: plastic trash issue exploded in the last decade, conditions may
chip away at sunflower populations, plant explosion;

— at the lexical level there could be also observed a wide use of terminology: woody
ecosystem, native habitat, ocean floor, native habitat, glucosinolates, symbiotic mycorrhizal
fungi, excreted by, to draw nutrients from the soil, genetically resilient plants, produce noxious
chemicals, eradicate, pollinate, environmentally resilient cultivars, herbivores, decomposing
bacteria, flourish in the soil, resistant to diseases, fatty acid compositions, increase their
Vitamin E content, tree canopy, versus, to rust pathogens, coffee pulp;

— the use of cliches: the research underscores, the study also reinforces, marine
scientists and other experts have long argued, separate groups of scientists concluded that ...,
literally, most of the research focused on, analysis of rivers and other freshwater systems has
lagged behind, the researchers also took into account, as far as the plant scientists, to
complicate matters, in the coming weeks, to the best of our knowledge, there certainly is no
record of, from a standpoint of actual extinction, to meet such an ambitious goal, to call
attention to, accumulating research suggests, as the study found.

The results and discussion. To determine the frequency of the use of stylistic devices in
a publicistic text, 249 examples of the use of stylistic tropes were selected by the method of
continuous sampling. Among them, the most frequent and productive form were epithets,
which accounted for about 17,7 % of all cases (44 units) and terminology 16,5 % (41 units).
Inversions were the next most productive form, about 15,7 % of all cases (39 units). The third
most frequently used were detachments — 14,8 % (37 units) and cliches 11,2 % (28 units). The
next devices in terms of their frequency in a publicistic text were phrasal verbs 8,4 % (21
units). The least used tropes were similes 6,02 % (15 units), inserts and constructions 5,2 %
(13 units), metaphors 3,2 % (8 units) and hyperbole 1,2 % (3 units).

We agree with the scholars M. Gillespie and J. Toynbee [9] who underline that one of the
promising areas of modern media system study is examination of the specifics of a media text
and give a general overview of the problem. Nevertheless, in terms of our study, we focused on
the practical aspect, exploring the texts of National Geographic magazine through the prism of
stylistic devices characteristic to them. The scholars [1; 2; 5] try to give the general interpretation
of the publicistic style and outline its functions, however in our research we managed not only to
consider the specifics of publicistic style in terms of its peculiarities, but also to reveal lexical
and semantic features of the texts of publicistic style based on National Geographic.

Conclusions and perspectives. Summarizing the results, it is necessary to emphasize that
the major point of our study is exploring the characteristic features of publicistic style, namely,
logic and emotional expressiveness, evaluation, accuracy of information presentation, the use of
terms, persuasiveness and simplicity. The results obtained in the course of the research proved
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that there is a certain range of lexical and semantic features peculiar to the texts of publicistic
style. In terms of our research, we focused our attention on exploring the most widespread
features characteristic to the National Geographic texts. Thus, the perspective of our further
research could embrace the study of other significant expressive language means as well as
syntactical peculiarities of the publicistic texts.
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I. O. 3EJIEHA. JEKCUKO-CEMAHTHUYHI OCOBJIMBOCTI CYYACHOI
AHI'JIOMOBHOI MYBJILUCTUKU

Akmyanvnicmo.  AxmyanvHicme — OOCHIOMCEHHA — 6MOMUBOBAHA ~ HEOOCMAMHbLO — NOBHUM
CUCTNEMAMUYHUM ONUCOM TEKCUKO-CEMAHMUYHUX 0COOIUBOCMEl NYONTYUCMUYHO20 CIUIIO 3 NO2IS0Y
NPAKMUYHO20 3GCMOCYBAHHS MOBU.

Mema. Memoio cmammi € po3Kpumms JeKCUYHUX Ma CeMAHMUYHUX 0COOIUBOCMET CYUACHUX
AaHEIOMOGHUX mekcmi@ nyoniyucmuynoeo cmunto (Ha ocHoei National Geographic). J[na Odocaenenus
Memu Oy nocmagneHi maxi 3a60aHHA: 3poOuUmMU 02180 0COoOIUGOCMET NYONIYUCTIUUHOO CIILTIO,
3’acyeamu 1020 QYHKYIL, POKPpUMU eMOYIlIHO-eKCNPeCUBHUTI  acnekm NyOniyucmuuHo2o Ccmuiio,
cxapaxmepu3sy8amu J1eKCU4Hi ma cemManmudti 0coOIUB0CMI, 8IACMUBI CYUACHUM AH2TTHCOKUM MEKCMAM
nYONIYUCMU4HO20 CMUII0 Ma BUHAYUMY YACTNOMY IX BUKOPUCMAHHA.

Memoou docnidxcennsn. J[ns 6i06opy axmuunozco mamepiany 3acmoco8ano mMemoo be3nepepeHoi
BUDIPKIL, MEMOO CEMAHMUKO-CIMUNICIMUYHO20 AHATIZY MA CIMAMUCTIUYHUTI MEMOO.
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Pezynomamu 0ocniodcenus. 'Y cmammi oxpecieno @yHkyii nyoniyucmuuHoco cmunio, a came
ingopmayiiiny, ennueogy, eupasHy ma emoyiiHy. Busnaueno maxi pucu nyoriyucmuuHoeo cmuuio, AK
OYIHHICMb, eMOYIUHICMb, JIAKOHIYHICMb GUCIIOGNIEHHA, KOMYHIKAMUGHA MA NPASMAMUYHA CAPAMOGAHICb
Ha peyunienmie. I[Ipoananizoeano nexcuxo-ceManmuyHi 0cobrueocmi opeawizayii nyoniyUCmuyHO20
mexcmy, 30Kkpema enimemu, memagopu, CMUNICIUYHI NOPIGHAHHA, 6CMABHI KOHCMPYKYIL ma Kiiude,
ingepcito mowo. Y cmammi npedcmagneno Kopomki y3azaibHeHi OaHi w000 4acmomnHocmi GUKOPUCAHHS
CIULICMUYHUX MPONie ma yughpu, SKi 3aceiouyoms HalbibUuL Ma HatiMeHuL NPOOYKMUGHI popmuL.

Bucnosxku ma nepcnekmueu. Pesynomamu, ompumani 6 xo0i 00CnioxceHHs, 008enu, U0 iCHyE
negHuil 0ianason NeKCUKO-CeMAHMUYHUX 0COONUBOCIELL, BIACMUBUX MEKCAM NYONTYUCUYHO20 CIMUITIO.
3 0enady Ha ye, 30cepediceHo Y8azy HA Xapaxmepucmuyi Haubiivul GUPAZHUX O3HAK, XAPAKMEPHUX Ol
CYUACHUX AH2IOMOBHUX meKkcmie nyoniyucmuuno2o cmunto (Ha ocHosi National Geographic).

Ilepcnexmueu nodanvuio20 OOCHIONCEHHS MOJICYIMb CMOCYBAMUCA GUGHEHHS THUUX 3HAYYUJUX
BUPANICATLHUX MOGHUX 3AC0018, A MAKONC CUHMAKCUUHUX 0COONUBOCIET NYONTYUCIUYHUX MEKCMIG.

Knruoei cnosa: cyuacwa aweniiiceka nyoniyucmukd, JIeKCUKO-CEMAHMUYHI  0coOau8ocmi,
nYOniYyuCmuUYHUL CMUNb, CMULICMUYHI NPUTLOMU.
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