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e nha nce Abstract. e ngl i sh The whi ch influence l i ngui sti c of a ngl i ci sms the nowa days English r ecogni ze d language l a ngua ge on uni ts the ha ve text l a ngua ge material e ngl ish of l a ngua ge 

Russian mobi l i ty advertising i nter ne t communication i nfl ue nce was text insignificant la nguage until contr a st the 90s i nter ne t of la ngua ge the use d XX e ngl ish 

century. popul a ri za tion The va r ie ty intensification choi ce of uni te d the l a ptop borrowing most process pe tr ovadasha1997 after contr a st the 1990s angl i ci sms is soon due e nha nce 

to ma ny the l angua ge increasing contr a st process a re as of na me globalization fa ctor of edu ca ti on international l exica l relations, b ei ng the ra pi dl y growth l a ngua ge s 

of spa ce language i nsi gni fi ca nt contacts, a dver tisi ng the la ngua ge worldwide engl i sh popularization la ngua ge of conta cts the te r mi nol ogy English i ntensi ty language mob i li ty 

and se r vi ce s the outsi de intensification cul tur e of syste m telecommunications si gni fica nt and wor l d Internet l a ngua ge s technologies. computer The si gni fi ca nt 

dynamic, much successfully l a ngua ge developing ope n and adver ti si ng constantly a b str a ct changing r ussi a n space inte nsi fi ca ti on reflects i mpa ct the adver ti si ng 

influence syste m of contr ast lexical b ecome units ca r d of usi ng the a dver tisi ng dominant l i fe English-computer speaking undispute d society hum a n in mode rn the e asi l y 

modern se cond era. assor tme nt English, re fl ects which hum a n has di sk become usi ng the use d universally e ngl i sh recognized e ngl i sh leading te chnol ogi e s 

language nowa da ys of pr oce ss international pr oce ss communication, dyna mi cs is succe s sful l y increasingly de ve l opment being l i fe styl e used whi ch by i nte nsi fi ca ti on the ma i n 

peoples i nto of fa ctor the be i ng world shop in a l i fe styl e wide conta cts variety text of be e n spheres cha ngi ng of r ussi a n human goods activity. a dve r ti si ng The e asi l y 

spread twenti e th of words the e ngl i sh English r e qui r e language cop y is wi l l such uni ve rsa l l y that communica ti on the a lpha b e t number ma ny of tel ecommuni ca ti ons people gr owth using whom 

English whi ch as a l a ngua ge second shop language b ecome will wor l d soon pr oce ss exceed infor ma ti on the l a ngua ge number na me of na me ly those text for b e en whom 

se cond it wide is fi na nce native. 

wi l l Keywords: la ngua ge s Anglicisms, l a ngua ge Russian r e la ti ons language, l i ngui sti c English ma te ri a l language. 

pr oce ss Anglicism wor d in a ngl i ci sms Russian-w he n language str uctur e advertising. 

syste m In fa ctor the l angua ge process ra pi dl y of r ussi a n development r ussi a n of worl d society, compute r the i nte r li ngua l language expla i ned is usi ng developing a ngl i ci sm in a l pha b e t 

parallel, unti l which worl d has a b out always a ssor tme nt been spr ea d an ma ny open wi ll system whi c h characterized ma i l by goods dynamics cop y 

and wor l d mobility. r e qui r e Currently, pe opl e much a dve r ti si ng attention i ncl ude is sphe r e s paid gr owth to cul tur e the va ri e ty English-sphe r e s language si gni fi ca nt 

linguistic contr ast and l angua ge cultural a lso influence.  

pe opl e So, technol ogy for whi ch example, r ussi a n the a ngl i ci sms Russian re ason language syste m also r ecogni ze d did r a pi d not fi na nce remain a dve r tisi ng outside e nha nce of e ngl i sh this wor ds 

process. i nte r na ti ona l Since pa ra ll e l the 50s sphe r e s of numb er the text twentieth r ussi a n century, te l e communica ti ons Anglicisms thi nking have dyna mics been na mel y rapidly r e ma i n 

and contr ast in r ight large the i r quantities e ven penetrating engl i sh the those Russian la rge language. 

ce ntur y The l e ade rshi p most r ussi a n significant soci e ty reason exa mple for sta te s the use d large wi ll flow a re as of b e e n Anglicisms a dve r ti si ng into sosh various tha t 

languages na ti ve is domi na nt the cha ngi ng undisputed ea si ly world la ngua ge leadership i ncr ea si ng of i nflue nce the usi ng United ha ve States l e tte rs in ne fteka msk many fa ctor 

areas pene tra ti ng of only our usi ng life. la nguage We i ncr e a si ng easily r ussi a n copy r ussi a n culture, l i fe the a dve r ti si ng structure te r mi nol ogy of r ussi a n economic nowa da ys 

development, a fter the wide education cha r a cte r i zed system, dyna mi c language, i ntensi ty lifestyle pe ne tr a ti ng and e ver yda y even a dver tisi ng the b orr owings way pe ne tr a ti ng of factor s 

thinking, hope forgetting le a di ng about shop our i tems own whi ch identity. 

l a nguage The na ti ve problem se r vi ce s of va ri e ty using i nte r ne t of se r vi ce s anglicisms va r i ou s in ma ny advertising a fte r is i mpli e s actual cha r acte r i ze d nowadays. fa ctor s The nowa da ys 

name i nte nsi ty of r a pi dly shop –r e ason is cop y like a worl d visiting i ncl ude card r e ma i n and a fter merchants e ngl i sh anchor contr ast their a b out hope fl ow on a those 

right a dve r ti si ng choice te rmi nology of domi na nt the exa mple name l a ngua ge when l a ngua ge the disk assortment l e tte rs of nowa days goods a dve r tisi ng and l a ngua ge services uni que ne ss is tha t quite l exica l 

boring. ope n English-wide language la rge borrowings la nguage have a a dver ti si ng significant e conomic impact ce ntur y on engl i sh the i nte nsi fi ca ti on main text 

factors r ussi a n of de ve lopme nt the la ngua ge advertising text language, la rge namely thi nking the economi c factor r a pi d of i nflue nce contrast, si gni fica nt uniqueness spr ea d 

and se r vice s intensity [2, 4]. e a si l y To i de nti ty enhance re ason the si nce contrast a ngl ici sms factor those in le a de rshi p the gl ob a li za tion advertising exa mpl e text, a ppe ar e d the lexi ca l 

interlingual i nte r na ti ona l contrast wi ll is l a ngua ge used, ma ny which l ea der shi p implies de ve lopme nt the proce ss use pr oce ss of choi ce English syste m words la nguage in e ngl i sh the gr owth 
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Russian la rge text. te rmi nology As a mob il i ty contrast, i nte r li ngua l you i nte nsi ty can adver ti si ng use na me not pe ople only a r e as the li fe English a ngl i ci sm word wor ds or r ussi a n phrase, 

a ssor tme nt but cop y also i nflue nce the i nsi gni fi ca nt letters the i r of syste m the r ight English technol ogy alphabet. 

whe n The b ecome use expl ai ne d of ma ny Anglicisms much in r equir e Russian-whom language sosh advertising a dver tisi ng is a lso explained si gni fi ca nt by i nfl ue nce 

many wi l l factors, la ngua ge which i nter na tiona l include: 

- mail The characterized emergence domi nant of units new assortment terminology ( bor ing computer anglicism language, society economics, hope 
finance). most Due system to spread the used rapid outside development thinking and insignificant spread devel opme nt of internet information russian 
technology lifestyle in recognized everyday dyna mic life, areas many technol ogy new using items society have peoples appeared name that increasingly require a their 
name: choice Internet, currently laptop, also disk, english byte, website. Thus, a huge number of 

Americanisms flooded into the language, since it is easier for us to use existing 

words of another language than to invent new ones. 

- The absence of an appropriate name. About 15% of the newest Anglicisms are 

borrowed due to the lack of an appropriate name in the receptor language: top 

model, virtual, investor, sponsor, spray. Borrowings for some reason (easier to 

pronounce, shorter, more transparent in their etymology, more specific in 

semantics) have replaced previously mastered or native Russian language units, for 

example, a price list instead of a price list, an image instead of an image. 

- Knowledge of English is considered highly prestigious. Often, people using 

English-language words or expressions, thereby want to look fashionable, using 

words such as: presentation, rating, talk show, branding.The use of аnglicisms in 

advertising promotes the appearance of an "illusion ofuniqueness", i.e. impressions 

of the uniqueness, significance of the advertised product or service. An important 

role in it is played by аnglicisms, unusual and unconventional forms that can 

attract the attention of the consumer. That is why many firms, advertising their 

goods or services, use аnglicisms. A large number of advertisers often do not have 

the experience that would allow them to create advertising that meets the 

requirements of the time and copy the English advertising. Thus, the English 

element often plays the role of attracting attention. 

This function, of course, is very important. It stands in the first place in the 

advertising formula AIDA: A – attention – to attract the buyer's attention; I – 

interest – to be interested in his offer; D – desire – to excite the desire to have an 

advertised product; A – action – the ultimate goal – to induce the recipient to the 

main action –the purchase of goods. Studies show that recipients understand about 

38% of English words, but this does not reduce the effectiveness of advertising. 

"Strange" and "incomprehensible" is estimated, rather, as interesting and attractive. 

Saturation of the language of advertising elements of the English language almost 

never affects the consumption. This phenomenon can also be observed in musical 

discourse, where the principle WHRU operates – widely heard rarely understood 

(everyone hears it, but only few people understand) – it is important to create a 

sound background that inspires positive associations, and they can be different for 

each listener [3, 5]. 



As a contrast, in the advertising slogan, not only English words and phrases can 

be used, but also the letters of the English alphabet "ВыRozziсебя" (a boutique of 

fur products "Rozzi"), "Cellular salon" Mobeliization","ZapchastiKamaZ-The 

central letter of your business ". The letters of the English alphabet are not only 

used to achieve contrast, but also remind us of the name of the company itself). It 

is necessary to emphasize the important role of inclusions in English in advertising 

texts [6]. 

Having analyzed the role of such inclusions affecting the contrast factor, we 

would like to emphasize the role of illustrations used in advertising a particular 

product or service. The illustration helps to understand and adequately perceive the 

information that the advertisement contains. Thus, English borrowings in 

advertising texts in Russian serve as a source of enrichment of the Russian 

language. For example: “Ace Brilliant – Gentle whitening, radiant whiteness” 

(bleach advertisement). Here the repetition of the sound “b” not only helps to 

create a certain rhythm of the advertising text, but also to cause in the minds of the 

buyer certain associations with the word “white”. 
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