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THE PRAGMATIC LINGUISTIC ANALYSIS OF
THE COMMUNICATES OF TV COMMERCIALS

Summary

Broadcast television commercials' are identified as a specific domain of
communication having all the necessary components of communication, including the
addresser and the addressee, the relative communication between whom is maintained by
using public mass media. The distinguishing feature of TV commercials as of the
communications act is their capability not only to provide with information but also to
have an effect on the addressee. The effect is pursued through its three main
components, namely text, image and sound. They are used to convey communicative
intentions of the message sender.

Given the fact that addressees are affected not only by means of the text but also
by image and sound involved in TV commercials, it’s reasonable to use the term the
communicate that covers not only linguistic saying or text but also a non-verbally
conveyed communications act. Although exploration of image and sound is beyond the
domain of linguistics, in this linguistic research paper they can be discussed as
supplementary intentions of verbal texts.

The analysis of intentions (pragmatic functions) attached to linguistic acts
expressed through various sayings, based on the speech act theory, provides one of the
potential directions for the research into pragmatic linguistics that analyzes interrelations
of symbol, meaning and speaker, i.e., the meaning ascribable by the speaker.

In Lithuanian linguistics, the communicate of advertising has been poorly
analyzed from the point of view of pragmatic linguistics, and only guidelines for its
analysis are available (see Zuperka 1997, 2004, 2008), whereas more comprehensive
analysis of advertising in this particular respect is offered by foreign researchers —
K. Skowronek (1993), T. N. Livsicas (1999), S. Cmejrkova (2000), R. Kurpniecé (2001).

This doctoral thesis is based on theoretical fundamentals of the pragmatic

linguistics found in scientific papers of J. L. Austin (1986), J. R. Searle (1986)°, and

! Hereafter referred to as TV commercials.

? Here and hereafter reference is made to the following publication: Searle, J. R. — Cepirs, JIxoH,
Pomxepc ,,Knaccudukaius HIUTOKYTUBHBIX akTOB™, Hogoe 6 3apybedcnoil aunesucmuxe, Mocksa, t. 17, c.
170-195.



refers to scientific papers of G. Yule (1997), J. Verschueren (2001) offering development
of pragmatic linguistics theory, whereas grouping of linguistic acts involved in TV
commercials was made using the classification of linguistic acts suggested by K. Bach
(2006). Problems of pragmatic linguistics are poorly explored in Lithuanian linguistics:
only few dissertations on this particular subject have been written — Theoretical
Fundamentals of the Performatives (orig. Teoriniai performatyvy pagrindai) by
E. Zaikauskas (2002), The Directives in Lithuanian Language (orig. Lietuviy kalbos
direktyvai) by E. Gudaviciené (2007), “Lithuanian and English linguistic politeness:
requests” (orig. Lietuviy ir angly lingvistinis mandagumas: prasymai) by 1. Hilbig
(2010), on the basis of which the monograph with the identical name has also been
published, and the principle of pragmatic linguistic exploration has been applied in the
monograph Etiquette of Lithuanian Language: Semantics and Pragmatics (orig. Lietuviy
kalbos etiketas: semantika ir pragmatika) by G. Cepaitiené (2007).

Studying of the advertising linguistic expression is rapidly developing in
Lithuanian linguistics: two philological theses for Doctor’s degree have been defended —
Style in audio advertising (orig. Garsinés reklamos stilius) by 1. Smetonien¢ (2001) and
The topic of advertising: tools of persuasion (orig. Reklamos topika: persvazijos
instrumentai) by E. Gabrénait¢ (2010); two books regarding the speech involved in
advertising have been published — monograph by I. Smetoniené (2009) and study book
by K. Zuperka (2008); besides these authors, there are other language specialists that
have published one or more papers on the topic of advertising: N. Arbaciauskiené
(1999), D. Blazinskait¢ (2002, 2004, 2005), A. Kupcinskaité-Ryklien¢ (2004),
R. Cir¢irkaité (2005), J. Giréiené (2005), V. Valskys (2005, 2008), G. Bankauskaité-
Sereikien¢ (2008, 2010), S. Birzietien¢ (2008), L. Butkute (2008), S. Januliené (2008),
E. Klimaité-Keturakiené (2008), R. Stankevidiené (2008), D. Sidiskiené (2008),
Alitkaité, Daiva, Amankevicituté, Simona (2009), R. Kazlauskaité ir R. Liakaité (2009),
E. Rimkuté (2009), L. Vaicekauskiené, R. Smitait¢ (2010), S. ien¢, S. Sarkauskiené
(2011) and more.”

? For more information about analysis of advertising texts made by Lithuanian researchers please
see Andriusyté, R. Reklamos kalbos tyrin¢jimai lietuviy mokslininky darbuose. Acta humanitarica
universitatis Saulensis, Siauliai, 2007, t. 3, p. 22-31.



Images and sounds involved in commercials are discussed based on researches
done by Lithuanian and foreign researchers. In scientific literature, images are usually
studied semiotically (U. Eko 1998, M. A. Bakan 2003, R. Barthes 2003, E. Bertin 2007,
N. Kersyte 2007, G. Lidziuviené 2007, S. Zukas 2007, D. MaskuliGiniené, 2008),
whereas research of advertising audio is associated mainly with human psychology:
effects, emotions, desires (P. Stout and J. D. Leckenby 1988, M. Maclin 1988,
W. T. Walace 1991, R. Hart 2002, E. Tarasti 2003, A. Pister 2005, A. Shuv-Ami and
A. Shelleg 2005, V. Umbrasiené¢ and P. Kiskyté 2005, C. M. Heaton and K. Parris 2006,
H. Grigaitiené 2008).

The object of research paper

Object of the research — the communicates of TV commercials. The main aspect of
the research of language involved in TV commercials is pragmatic linguistic analysis
because this paper is a linguistics thesis, consequently in this respect the most important
thing is language, verbal text involved in TV commercials, however it also examines
image and sound interrelations with text used for TV commercials, and theoretical issues
of the effect that these components make on target addressee, introduces scientific papers
of researchers from these particular fields, reflects consulting obtained from
professionals of these fields, and offers individual examples of commercials’ analysis to
reveal typical cases of interaction among text, image and sound involved in
communicates of TV commercials.

Research material

For the purpose of this research total 2703 sayings were collected, uttering
different linguistic acts, from 761 TV commercial broadcasted in the period of 2007—
2010 on Lithuanian television channels (BTV, LNK, LTV, TV1, TV3). Research
material was collected using a simple random sample. Research material was DVD
recorded to the compact disk and processed later on using computer software programs
Sony Vegas 8 and Windows Movie Maker. Texts were transcribed from TV
commercials while playing recorded TV commercials resulting in the material suitable
for analysis in different respects of linguistic acts.

The objective of the research — based on the speech act theory, to analyze micro

acts (linguistic act sub-units of smaller scale) involved in TV commercials broadcast in



Lithuania, their intentions (functions), and to reveal specifics of linguistic structure
expression, and its interaction with image and sound.

Tasks set for the research

1. To apply speech act theory for the research of linguistic micro acts
involved in TV commercials.

2. To discuss expression of text, image and sound interaction in TV
commercials.

3. To develop a micro act classification adapted for analysis of TV
commercials, and to examine expression of intentions attached to micro acts.

4. To analyze linguistic expression of the addresser and the addressee in
TV commercials.

Research methodology

To complete the tasks set for the research in order to achieve the identified
objective, the invoked method of linguistic act analysis presupposes systematization of
linguistic acts, development and adaptation of their classification, enables to identify
intentions attached to various sayings and assists in examining their typical grammatical
expression. Using this method, the main intentions of linguistic acts expressed through
sayings used in TV commercials are revealed. Due to the specifics of TV commercials,
the selected method of linguistic act analysis must be complemented with the method of
complex analysis of the components of commercials (text, image and sound). It aids
conveying the role played by these components (image and sound) as of the
complements to the text. Based on this particular method, a potential for the sound and
image components to be analyzed together with text components is revealed.

To find out quantitative data, the relative frequency of different micro acts was
calculated. Quantitative data was processed and depicted graphically using Microsoft
Excell. Expression of linguistic acts in percentage shows dominance of one linguistic
acts over another ones which in turn allows to take into consideration trends of
prevalence of intentions attached to linguistic acts expressed through different sayings in
TV commercials.

Problem under research

Due to the features characteristic to different fields of science, advertising

inevitably becomes an object of interdisciplinary research. To achieve intended effect it
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uses not only language, but also components of sound and image. Consequently,
problem under research can be formulated as follows: expression of linguistic acts
involved in TV commercials and interrelation of the components (text, image, sound) in
the complex communicate of TV commercials. Analysis of linguistic acts helps to answer
the questions regarding linguistic expression of advertising which is used to appeal to
addressees, and intentionality of linguistic acts functioning in advertising sayings.
Equivalent competitiveness of text, image and sound in TV commercials urges to take
their potential interrelation into consideration, too.

Relevance and novelty of the research

E. Lotko, when reviewing K. Skowronek’s book Reklama. Studium
pragmalingwistyczne (1993) — which was probably the first book published in Eastern
Europe that analyzed advertising in a pragmatic linguistic point of view — wrote that
“further research of this linguistically difficult phenomenon [...] should go deeper into
the structure of advertising macro act, develop typology of micro acts, and analyze their
interrelations in more detail. Further on, specific linguistic signs used in newspaper,
radio and TV ads must be examined. Pragmatic approach to advertising is to involve
non-verbal elements of advertising expressions, too. Based on the complex theoretical
description of advertising, certain practical principles should be formulated, that must be

taken into consideration by the ones who are involved in creating it™

. Referring to the
tasks set by the reviewer for future researches of advertising, the object of TV
commercials and its analysis directions were chosen accordingly — the pragmatic
linguistic point of view, which contributes to revealing the structure of advertising macro
act, developing corresponding typology of micro acts, their interrelation with image and
sound micro acts. As TV commercials have not been comprehensively examined in
Lithuanian linguistics, the very object chosen for the research indicates relevance and
novelty of the paper. The aspect of the research — pragmatic linguistic analysis of
linguistic acts — is novel, too. TV commercials have never been analyzed based on the

speech act theory before. Moreover, linguistic act classification has been applied to TV

commercials broadcast in Lithuanian for the first time ever. Consequently, obtained

* Lotko, E. Katarzyna Skowronek: Reklama. Studium pragmalingwistyczne. Oleka Akademia
Nauk—Instytut Jezyka Polskiego, Krakow, 1992. 92 s. Slovo a slovestnost, LVI, 1, 1995, p. 71-72.



results are expected to significantly contribute to Lithuanian linguistics, and serve as
incentive to continue and further develop research in a direction of pragmatic linguistic.
Likewise this paper is expected to be beneficial for marketing and advertising specialists,
too.
Propositions of thesis to be defended

1. Analysis of linguistic acts allows for more detailed classification of
micro acts involved in TV commercials and comprehensive discussion of their
functioning in ads.

2. Components of image and sound in TV commercials are interrelated
with the text used, however their joint analysis requires for the specific instrumentation.

3. Research into micro acts of TV commercials highlights main intentions
attached to TV commercials that form basis for advertising functions — to inform and
encourage.

4. Expression of the relation of the addressee and the addresser in TV

commercials is depended on the target groups of consumers.

The Doctoral Thesis is comprised of Introduction, Theoretical and Practical parts,
Conclusions, and List of references. Introduction includes object of the research,
research material, objective and tasks, methodology, problem under research, relevance
and novelty of the paper, propositions of thesis to be defended, and approbation of thesis.
Theoretical part is comprised of three main sections. Section 1 discusses the origin of
pragmatic linguistics, role of speech act theory in evolution of pragmatic linguistics, and
one of the objects examined by pragmatic linguistics, the linguistic acts. Section 2
provides discussion of advertising as of a linguistic micro act, whereas Section 3 reviews
the complex communicate of TV commercials — interrelation among components of text,
image and sound. Practical part of Doctoral Thesis analyzes linguistic acts involved in
TV commercials. This part is comprised of five sections, each dedicated for discussion
of one of the linguistic act groups involved in TV commercials (namely, representatives,
directives, commissives, expressives, and mixed linguistic acts). An individual section of
practical part is dedicated for analysis of expression of linguistic relation between the
addressee and the addresser of TV commercials. Conclusions present results and

findings of this scientific paper.
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Section 1 — The Origin of Pragmatic Linguistics. Speech Act Theory — reviews
origin and evolution of pragmatic linguistics, speech act theory and its developers. The
concept of pragmatics, as essentially different from syntax and semiotics, was introduced
by Ch. W. Morris in 1938. In the triad of the relations of semiosis, pragmatics was
defined by the author as intended for studying interlinks among signs and interpreters”.
Eventually, perception of pragmatic linguistics changed and became treated as a
common functional perspective of language and language usage based on research into
the process of creating dynamic and conventional meanings®, which is affected by the
aspects of perception, society and culture’. The latter perception of pragmatics has been
prevalent until today, and it is presented as its feature distinguishing pragmatics from
other branches of linguistics. Research into semantics and syntax is also related to the
phenomena of communication however they are being analyzed irrespectively of their
relation to human.

Thus, a speaker occurs in the field of language exploration, the sayings of whom
reveal intentionality of his/her speech, and the speech act theory that has developed in
the 7" decade of the 20™ century, has probably had the major effect on evolution of
pragmatic linguistics. Names of J. L. Austin and J. R. Searle are widely associated with
this theory. They have been examining concept of linguistic acts, their perception and
nature of usage, tried to classify them and discussed semantic and syntactic
characteristics of linguistic acts. Before reaching nowadays, taxonomy of linguistic acts
has assumed different corrections however they all share a common feature — to classify
linguistic acts uttered through sayings that people use to express their various intentions.

A linguistic act is a conscious and purposeful linguistic action undertaken in
conformity with norms of linguistic behaviour of a given society®. Certain linguistic acts
can utter different intentions in different discourses and different communication
situations’. It’s worth noting use of the concept that identifies saying which realizes

intention however is unsettled in Lithuanian linguistics yet. Definitions of concepts used

3 Morris, Ch. Semiotic and Science, Semiosis and Semiotic, Semiotics, vol. 1, 2003, p. 141.

% The Routledge Companion to Semiotics and Linguistics. London and New York, 2001, p. 242.

7 Verschueren, J. Pragmatics. The Routledge Companion to Semiotics and Linguistics. London and
New York, 2001, p. 84.

¥ Zaikauskas, E. Teoriniai performatyvy pagrindai. Doctoral Thesis. Vilnius University, 2002,
p. 10.

? For more please see Zuperka, K. Pragmatiné lingvistiné reklamos teksto analizé. Viesojo diskurso
retorika ir lingvistika. Vilnius, 2008, p. 11.
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in a field of pragmatic linguistics are absent from Lithuanian linguistics terminology, and
their potential versions in papers of Lithuanian linguistics are not settled yet, what makes
it necessary to select and develop individual hierarchy of terms adapted to particular
research material. The saying used to express certain intention is called diversely: a
speech act, a linguistic act, a language act (see Zaikauskas, 2002; Gudavicien¢, 2007).
The term linguistic act (lith.: kalbinis aktas) was introduced to Lithuanian linguistics by
B. Savukynas (1977). The same term is used by K. Zuperka (2008). This term was
chosen over speech act due to Doctoral Thesis author’s belief that it is more suitable for
naming not only spoken but also written sayings.

Section 2 — Advertising as a linguistic micro act — states that advertising as any
other discourse has characteristic main categories typical to pragmatic linguistics that
arise from interrelation among communication participants and communication situation:
intentions of participants, strategy orientated towards their viability, functions of sayings
and other text units, ways of using those text units, displayed in this communicative-
pragmatic activity'’. The main purpose of any advertising is to make and effect on the
addressee; in other words — a persuasive function or perlocutionary effect distinguished
by J. L. Austin. To achieve it, an illocutionary force of a saying is topical, which is of
greatest interest for the proponents of pragmatic linguistics science. In advertising,
intentions are expressed through visual and audible sayings and they are used to earn
trust of the addressee, to attract his / her attention and achieve his/her final decision to
buy a certain good or service. The goal of pragmatic linguistics is to explain meaning
attributable to text by a human; advertising is a means used by an interested person for
manipulation of other person. An interested person selects a set of linguistic means that
serve to impart a certain meaning to the advertising text. Advertising text with
functioning different combinations of micro acts expresses a communicative situation
which has its addressee, contents (object) and performs certain functions (intentions).

Generally, TV commercial is perceived as an individual macro act comprised of
micro acts. Each of macro acts is comprised of string of sayings that constitute simple

linguistic acts conformable to critical objectives and tasks of advertising."'

10 Zuperka, K. Reklamos tekstas: pragmatika, stilius, kalba. Siauliai, 2008, p. 43.
1 Skowronek, K. Reklama. studium pragmalingwistyczne. Krakoéw, 1993, s. 13.
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Section 3 — The complex communicate of TV commercials (unity of text, image
and sound) — raises a problem of interrelation among text, image and sound involved in
commercials. TV commercials are not just a verbal message; image and sound are
equally important components the interrelation of which in a particular commercial is
determined by the type of advertising, customer’s requirements and creativity of
advertisers; some products might be promoted focusing commercials more on image,
while others — on text, and another ones — on sound; various combinations of these
components can be made. Each ad is a unique one-off creation the unity of which but not
individual components reveal its appeal and impact.

In the scientific literature, discussions are mainly focussed on the issue of text and
image substantiality whereas sound contribution to advertising impact generation is
rarely discussed. Advertising is typically perceived as a message comprised of linguistic
and non-linguistic (images, sounds, smells, colours, gestures) signs, certain codes. As
such advertising is understood as a message codified using different types of signs that
serves to express an intentional idea targeted at customer, his/her sub-consciousness,
desires, aims, dreams, etc.

Image in TV commercials. In TV commercials, images are used to activate
imagination, desires and wishes of the addressee. TV commercials (as well as those
shown in video screens) present dynamic and rapidly changing images while imitating
particular situations of life that are expressed not through stopped moments but rather by
demonstrating active action, feelings, ideas, speaking, reaction, movement, etc.,
reflecting and imitating life stories associated with problems, desires, wishes and
expectations relevant for customers — all of them respectively associated with the
promoted product. This is called a commercial realism: when a spectator “is shown some
kind of realistic scenes of life however life is wealthier, clearer and more complete there
than the real one” °.

Importance of interaction between image and text is highlighted by E.
Gudaviciené: “Illocutionary acts followed by specific body movements have stronger
illocutionary force compared to those that do not include expressive components of non-

verbal language, since values of the action performed by verbal language and non-verbal

12 Dyer, G. Advertising as communication. London and New York, 1996, p. 135
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language, as an equal communication means, is partially overlapping [...], however such
actions cannot be called illocutionary acts as they have no component of locution” .

Sound in TV commercials. Interrelation of the text with sound (here sound is
understood in a broad sense, from sounds imitating different phenomena to sophisticated
musical melodies or famous songs) or musical background is of huge importance in TV
commercials. The sound serves to create a mood and meanings of the ad, reveals or
facilitates revealing its intentions.

Effectiveness and purposefulness of the noise created by means of musical
background and sounds (door bang, leaf rustle, roast sizzling, etc.) differs among TV
commercials. Music can be illustrative, summarizing, become a leitmotiv, use of noise
strengthens impression, unconsciously attracts attention to the promoted product (for
example, a brash heard in commercial of TUC crackers, child crow — in Pampers
Premium Care diapers commercial, sound of brushing teeth and a tooth falling down and
hitting sink — in Paradontax toothpaste commercial) whereas a role of musical melody is
not only to stand for a musical background in a commercial but also to control emotions
and mood of the addressee (for example, in Vanish stain remover commercial a pizza
falling down on pants of a boy is emphasized by more intensive music beat in order to
attract addressee’s attention to the stain on child’s pants, as the way of solving this issue
is developed further in this commercial).

Thus, music can also be perceived as a certain codified system of signs that in
turn means and expresses particular intentions.

Problems of interaction among text, image and sound involved in TV
commercials. Interrelation of the core components of any commercial — text, image and
sound — and their combination is evaluated and analyzed in different ways, the rather that
concept and methodology of such research is not complete and definite. Components of
image and sound are objects of research in other scientific domains, too, thus finding and
adapting the generalized research technique is quite a complex task.

In linguistics, intentions of linguistic acts are determined based on the pragmatic
functions that they perform, which are expressed by grammatical, lexical, semantic, etc.

features of language. Fundamentally, intentions expressed by means of image and sound

1 Gudavitiené, E. Lietuviy kalbos direktyvai. Daktaro disertacija. Vilniaus universitetas, 2007,
p. 14.
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may also be approached from the pragmatic point of view, however means of their
expression are not linguistic but rather visual, graphical, animated, sound imitation and
musical background; in other words, these are the systems of signs explored by other
scientific domains. However, looking into the intentionality of the unity of the
communicate of advertising in a broad sense is worth trying.

The empirical analysis of TV commercials is presented in section Analysis of
micro acts involved in TV commercials. In this Doctoral Thesis, analysis of linguistic
acts involved in TV commercials is based on classifications suggested by R. Searle and
K. Bach, that form basis adapted for analysis of micro acts involved in TV commercials
broadcast in Lithuanian — some names of micro acts were taken from K. Bach, others
were created referring to the collected material. This paper not only distinguishes
between groups of linguistic acts such as representatives (K. Bach calls this group
declaratives; K. Skowronek distinguishes a group of declaring micro acts), directives,
commissives, and expressives (examples of declaratives were absent from collected
commercials, they are more typical for TV show trailers that were excluded from the
research material), but also offers their decomposition into micro acts (linguistic act sub-
units of smaller scale) depending on the nature of selected material.

Calculations revealed evident trends of frequency of linguistic acts involved in
TV commercials: more than two thirds accounted for the representative linguistic acts
whereas less than one third — directives and a very small portion — commissives and

expressives (Fig. 1).

B Representatives
B Directives
Commissives

B Expressives

Fig. 1. Linguistic acts involved in TV commercials.
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Expression of the representative linguistic acts in TV commercials.

Representatives make the most abundant and diverse group of linguistic acts involved in
TV commercials. J. R. Searle identified the purpose of representatives as follows: to
capture responsibility of a speaker for the message about particular things, for the
opinion being expressed. The representative linguistic acts are used to convey the
following intentions (see Fig. 2):

a) assertion: Pokalbiai apie gyvenimq be tabu (Let’s talk — No Taboos)
(1663); Nulis centy is tikryjy (Zero cents, indeed) (Omnitel); Oda tampa putlesné,
stangresné ir skaistesné (Leaves your skin plumped up, more resilient and brighter)
(,,Derma Genesis®);

b) presentation: Laidqg pristato sultys ,, Elmenhoster — gera dalintis (The
show presented by Elmenhoster juice — it’s good to share) (,,Elmenhoster);

¢) informing: Tavo pamégtas skonis naujoje pakuotéje (Your favourite
taste in a new package) (,,0rbit®);

d) boasting / praising: ,, Eurovaistiné” — mazZiausiy kainy Ilyderé
(“Eurovaistine” — the low cost leader) (,,Eurovaisting*);

e) description: Nauja ,, Blend-a-med Complete 7 Expert* produkty linija
su flurosilu arba alavo floridu veikia giliai ir padeda atkurti emalio struktiirqg (The new
Blend-a-med Complete 7 Expert protection with fluorosil or stannous fluoride for deep
effect and regeneration of enamel structure) (,,Blend-a-med Complete 7 Expert®);

f) reasoning: ,, Head&Shoulder®, nes jis padeda atsikratyti iki Simto
procenty pleiskany ir jiusy galvos odai tapti sveikesnei (Head&Shoulders. Because it
removes 100% dandruffs and makes your head skin healthier) (,,Head&Shoulders*);

g) assuming: Ir net atsargiai skalbiamas jis gali greitai ir lengvai
issitampyti (Even though washed with care it can easily stretch out of shape) (,,Dreft*);

h) insinuation: ,, Topo centro “ klientai verti geriausiy dovany (Customers
of “Topo Centras” are worth best gifts) (,,Topo centras®);

1) conditioning: Jei skalbsite su ,, Persil* Zemos temperatiiros vandenyje,
energijos islaidoms sutaupysite tiek pat, kiek per 8 ménesius isleidziate skalbimo
priemonéms (Washing with “Persil” in low temperature you can save energy costs in the

amount that you spend on washing powders in 8 months) (,,Persil Cold Active®).
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Fig. 2. Representatives group of micro acts.

All these micro acts share one common feature — declaring. The main features of
sayings that express them are indicative forms of present tense verbs, declaring (direct)
sentences. Verb forms of past simple and future tense are rather rare: the first are used to
declare any action that has already happened whereas the second are relevant for saying
the meaning of a condition. The most common syntactic structure of representatives —
the indicative declaring simple sentences of present tense; composite sentences or mixed
types of different modes or tenses are way more rare. Verbs, adjectives, and adverbs that
play a significant role in conveying intentions of sayings should be treated as
morphologically distinctive; a significant supplementary function is performed by
particles and conjunctions. Grammatical and lexical features of sayings determine their
semantics whereas unity of all these components — their intention and certain group of
micro acts.

The feature of declaring is also relevant for the image illustrating representative
linguistic acts the episodes of which usually serve to inform or declare a particular
information about the product. However in some situations, elements of image are
closely interrelated with particular micro acts or simply duplicate them. Intentions’
interrelation among sayings and their audio design is usually weaker as music often

plays only a peripheral role, i.e., it makes more energetic or quiet melody background for
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a linguistic act, and only in certain cases deeper interrelations can be envisaged both
between text and sound as well as sound and image.

Expression of the directive linguistic acts in TV commercials. Directives as

linguistic acts are found several times less often when compared to representatives — 21
per cent. According to J. Searle, directives are used to express attempts by the speaker to
get the hearer to do something (1986, 182). The aim of commercials is to convince the
addressee to buy offered good or service. The directive linguistic acts are used to convey
the following intentions (see Fig. 2):

a) encouragement (inducement): Pasiriupinkite, kad vietoj tusciy kalorijy, jisy
vaikas gauty kq nors skanaus ir sveiko (Make sure your kid is getting tasty and healthy
nutrition instead of empty calories) (,,Danone* ,,Smile*);

b) instructing: Tiesiog papurkskite ir lengvai Sluostykite (Simply spray and wipe
away) (,,Clin*);

c) offering: Siiilome Siuolaikiskq Sildymo technikq Lietuvos rinkai (We are
offering a modern heating equipment to Lithuanian market) (,,Tele2*; ,,Celsis®);

d) requesting: Prasome jdémiai perskaityti pakuotés lapelj ir vaistg vartoti kaip
nurodyta (Please read the package insert carefully and use medicine according to
intended purpose) (,,Strepsils®);

e) advice and recommendation: Visais kitais atvejais naudokite (Use Contratubex
in any other case) (,,Contratubex*);

f) invitation: Aplankykite parodq nemokamai rugséjo 24—26 dienomis Lietuvos
parody centre ,, Litexpo “ (Visit the exhibition for free on September 24—26 at Lithuanian
exhibition and congress centre Litexpo) (,,Litexpo®);

g) ordering: Valstybés ministeriams jsakau tikrq girg saugoti, o netikrg tik giros
gerimu vadinti (I hereby order ministers of the State to preserve the genuine kvass, and
should it be false it will only be titled a drink of kvass) (,,Smetoniska‘ gira).

Out of all the directives, micro acts of encouragement (inducement) are usually
selected for TV commercials whereas majority of other directives linguistic acts are of

far lower relevance for advertisers (see Fig. 3).
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Fig. 3. Group of directive micro acts.

The main semantic load is carried by verb, and its lexical meaning indicates
notional differences of directive linguistic acts. There are more performative verbs used
in this group than others, and their explicit use most clearly reveals intentions of what is
said. Expressiveness and imagery of advertising text is evidenced by abundant use of
verbs expressing active actions of the actor. Sensitiveness and emotionality receive less
attention in commercials — verbs expressing state of the actors are used comparatively
sparsely. However, the directive linguistic acts are supplemented with adjectives of
strong semantic content, adverbs, particles, etc., that make sayings more sophisticated,
distinctive and creates an impression of the artistic means of expression, the use of which
results in unexpectedness.

Syntactical structure of directives is not distinctive — simple sentences are mainly
used, whereas complex and compound sentences are used more sparsely.

Some micro acts have features characteristic to other acts too. They can be
distinguished from each other only on a basis of small but important differences: use of
expanded sentences, more complex syntactical structures, intensifiers (adjectives,
adverbs, etc.). Thus, one can say that only modest directives are used uttering actions
that can be left unperformed.

Components of image and sound convey respective intentions of directive micro

acts differently, some of them do not coincide with micro acts, others — supplement
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them. Musical melodies usually do not play a special role; they simply make a
background for TV commercials.

Expression of the commissive linguistic acts in TV commercials. Micro acts that

belong to commissives group comprise a small portion of all the linguistic acts involved
in TV commercials (3 %) (see Fig. 4). According to J. R. Searle, the purpose of
commissives is to attribute particular actions to the speaker himself or to follow certain
behaviour rules. These linguistic acts are used to express propositional content that a
speaker is going to perform a particular action. As an addition to the idea of this author,
the speaker can be said not only to perform a particular action but also to produce
evidence proving and ensuring outcomes of this actions. Outcomes indicated and
mentioned in commercials are always positive, often hyperbolized, personified while
giving prominence to abstract, immaterial features of the product. Micro acts belonging
to the group of commissives are used to convey the following intentions:

a) promise: Naujoji danty pasta ,,Blend-a-med 3D White*, ir jisy Sypsena taps
akinama (The new toothpaste Blend-a-med 3D White will make your smile simply
dazzling) (,,Blend-a-med 3D White*);

b) guarantee: Per keturias savaites raukslés ir paakiy maiseliai tampa mazZesni
(Reduces wrinkles and bags under eyes in four weeks) (,,Avon®);

c) commitment: Kreditas ,, 123" jvertins jusy galimybes ir pasiilys sprendimg
(Credit 123 will qualify you for a credit and find a solution for you) (Kreditas ,,123)
(see Fig. 4).

® Promise
B Guarantee

Commitment

Fig. 4. The group of commissive micro acts.
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The commissive micro acts are typically expressed by using the future tense but
some forms of the present tense can be used, too. Syntactical structure of sentences is
varied; attempts are made to explicate sentences to included all the positive qualities and
features that are obviously confirmed by giving a “guarantee”, a promise or undertaking
to perform a particular action (for example, to return money in case promises of the
commercial are not kept).

Episodes of image are best explicated in the group of promising micro acts
whereas in other groups, image is treated as less important; role of music is also just a
symbolic one as it is typically used just to make an audio background of the commercial.

Ways of expressing the expressive linguistic acts. Like commissives, the group of

the expressive linguistic acts is a small one (3 %). In context of speech act theory, acts
are treated as expressive if they relate to the psychological factor. According to J. R.
Searle, the illocutionary purpose of the expressive linguistic acts is to express
psychological mental state specified on condition of openness, taking into consideration
situation of things, defined by propositional content. The expressive linguistic acts mark
things of social communication that are related to the internal state of a person and show
/ determine intercommunion of people.
The expressive linguistic acts are used to convey the following intentions:

a) emotions: Oho, koks sveikas riesutas! (Wow, what a whole nut!) (,,m&m*);

b) greetings: ,,Iki“ komanda ,, ISleidziu mazZiau* sveikina visus ,,Iki* pirkéjus
su septynioliktu ,,Iki“ gimtadieniu ir pateikia Sventinius pasiilymus (The team “Isleidziu
maziau” of “lki” greets all the customers of “Iki” on its seventeenth birthday and
launches its celebratory offers) (,,1ki);

c) wishing: Saldziy sapny (Sweat dreams) (,,Always®);

d) thanking: Dékojame jums, kad esate kartu jau keturiolika mety (Thank you

for being with us for fourteen years now) (,,Topo centras®) (see Fig. 5).
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B Greetings
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B Thanking

Fig. 5. The group of expressive micro acts.

Classification of the expressives is expanded to include interjections and
onomatopoeic interjections typical for Lithuanian language the use of which also
indicates a particular psychological state (joy, fear, amazement) however they are not
regulated by conventional rules. Moreover, although based on the classical concept of
performatives they cannot be treated as performatives because they do not name an
illocutionary force, despite that, according to E. Zaikauskas, they show illocutionary
force even more clearly than performatives do. The researcher calls them interjections of
the etiquette functions'*.

The expressives are different from other linguistic acts in internal emotionality of
the sayings, and clear distinction: they are expressed by certain words with specific
semantics. This way, laconic simple sentences including elliptic ones say more
information than other long, explicated sayings. Distinction of these linguistic acts is
determined by their lexical semantic structure, whereas morphological and syntactical
features are not essential. Expressives per se show their imagery and distinctiveness.
Even grammatical subject is irrelevant in expressive linguistic acts — their grammatical
expression does not differentiate them from other linguistic acts as it is mainly
determined by the use of performative words. Even components of image and sound in
these micro acts remain not fully explicated and often play just an auxiliary role just to

make video and audio background for micro acts.

' Zaikauskas, E. Theoretical Fundamentals of Performatives. Doctoral Thesis. Vilnius University,
2002, p. 122.
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Mixed linguistic micro acts. Occasionally TV commercials contain sayings with

the sequence of grammatical means which shows that a single utterance means not one
but several intentions following one after another. Such sayings are different from the
ones that can express several intentions with the same grammatical expression. Of
course, some of micro acts discussed in this subsection are not of a single meaning, but
the focus 1s not on the question of polysemous expression of intentions but the total pool

of intentions within one saying. For example, the same saying informs and offers at the

from stains even after the first brushing (,,Blend-a-med 3D White Pearl®); there can also
be three or four intentions expressed in one saying, for example, encouragement,

reasoning behind encouragement and informing under assumption (Nustebink visus, su

call any operator’s line for only 7 cents per minute (,,Bité¢*). In such cases, micro acts

belonging to different groups “meet” in one sentence and they serve to create a multiple
saying uttering several different intentions.

Such combinations of micro acts involved in TV commercials reveal variety,
imagery of a saying, show huge resource of language. Mixed micro acts belonging to
different groups of linguistic acts allow seeing that despite their inclusion to different
groups, they can be harmoniously matched and linked, and emotionally, expressively
and adequately convey desired ideas and intentions concentrated in one utterance.

Section 5 — The expression of relations between the addresser and the addressee
in TV commercials — analyzes ways used by the addresser to appeal to addressee in TV
commercials. The expression of relations between the addresser and the addressee in TV
commercials is typically realized by means of appealing to addressee however
sometimes this relation can be implied, i.e., expressed by appealing to him/her indirectly,

the rather that the addressee is not involved in the speech act, he/she is a passive
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participant of the conversation, some sort of the observer the position of whom remains
unknown to the addresser.

Ways of appealing to addressee have been repeatedly examined in the context of
print advertising (Zuperka 1997, Marcinkevi¢iené¢ 2004, Giréiené, Kupéinskaité-
Rykliené¢ 2005, Valskys 2005), thus purpose of this particular section is to analyze
expression of relations between the addresser and the addressee in TV commercials, to
review prevalence of this relation in different groups of linguistic acts and to compare
obtained findings and results with the existent research of other sorts of advertising.

Grammatical expression of the relation between addresser and addressee in TV

commercials. In situation of communication, relation of the addresser and the addressee
1s expressed by both appealing directly (using pronouns you, You, us and appropriate
forms of verbs) and involving the addressee indirectly (using pronouns I, me, he, she,
they and appropriate forms of verbs).
Grammatical expression of the relation between addresser and addressee can be

realized in three ways:

a) by using pronoun and a matching form of verb;

b) by using only a form of verb;

¢) by using only a form of pronoun.

Given the available ways of appealing to the addressee directly and indirectly,
relations of participants of the communication act can be grouped into the following
smaller sub-groups:

you: the addresser gives directions to the addressee;

You (singular meaning of the plural (the so-called polite plural form) and plural
meaning): addresser politely appeals to one addressee or to many addressees and offers
him/her (them) something;

We: the addresser identifies himself with other addressers (represents a group of
specialists, professionals) or with the addressee himself (becomes his friend, fellow,
partner, general user).

I (me): the addresser expresses his intentions through lips of the character

involved in the communicate of commercial,
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He (she): a participant not involved in the linguistic act is indicated, his
experience is offered as a reference; this pronoun can also be used to identify both the
participant of the commercial, and just an object of the speech.

Such a grouping is based on the relations between the addresser and the addressee
displayed in TV commercials — they are partially determined by the selected target
audience to which commercial is intended to.

Expression of the relation between addresser and addressee in different linguistic

acts involved in TV commercials. Relations of the addresser and the addressee are

expressed differently in different linguistic acts. The addresser typically conveys its
relation to the addressee through the directive linguistic acts (73 %) — this is determined
by the grammatical-imperative moods-forms that express these acts, whereas the
representative (20 %) and the commissives (4 %) linguistic acts are used less frequently
to express relations of the addresser and the addressee. This is supposed to be determined
by their grammatical expression which is less imperative as they use forms of verbs of
other moods (indicative and conditional). Use of these linguistic acts in TV commercials
presupposes more delicate semantic shades of the relation between the addresser and the
addressee, sayings are less impulsive.

Such an expression of linguistic acts in TV commercials, displaying relations of
the addresser and the addressee, reveals not only ad’s approach to the addressee but also
what kind of linguistic means are used to effect the addressee, to stimulate his/her
desires, wishes, convince him/her that he/she is that only one appealed to by the
commercials. Such a biased manipulation indicates a targeted and purposeful pursuit of

their goals by TV commercials.
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CONCLUSIONS

1. This research proves that speech act theory encompassed by pragmatic
linguistics can be purposefully used for analysis of TV commercials. The illocutionary
force of the sayings realizing different linguistic acts reveals intentions expressed by
them that are supposed to convey intents of the message sender. Some intentions can
also be conveyed by means of image and/or sound — they can overlap with the intentions
attached to linguistic acts or complement them.

2. Variety of micro acts comprising a macro act of the ad determined composition
of the individual linguistic act classification based on classification of speech acts
introduced by J. Searle and K. Bach. The classification developed and used in this
research paper is distinguished by its very detailed grouping of linguistic acts that
enables a comprehensive analysis of the collected material. Representative, directive,
commissive and expressive linguistic acts are distinguished, and further divided into
smaller groups: representatives — to assertion, presentation, informing, boasting /
praising, description, reasoning, assuming, insinuation, and conditioning micro acts;
directives — to encouragement (inducement), instructing, offering, requesting, advice and
recommendation, invitation, and ordering micro acts; commissives — to promise,
guarantee, commitment micro acts; and expressives — to emotions, greetings, wishing,
and thanking micro acts.

3. The group of the representative linguistic acts encompasses majority (73 %) of
the linguistic acts involved in TV commercials. This group is comprised of the assertive,
presenting, informing, boasting/praising, descriptive, reasoning, assuming, insinuation
and conditioning micro acts. They share a common feature — declaring, which is
expressed using declarative (direct) simple positive sentences usually of the present
tense. Adjectives and adverbs play a role of the intensifier in the representative micro
acts, especially in boasting/praising micro acts, whereas weasel words — in the
descriptive and assuming micro acts.

4. The group of the directive linguistic acts (21 %) encompasses micro acts
directly encouraging to buy, use or perform any other action. These linguistic acts are

much more expressive and emotional when compared to representative ones. Here, verbs
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of the imperative mood carry the main semantic load, and their lexical meaning indicates
notional differences of the directive linguistic acts.

5. The commissive linguistic acts (3 %) are used sparsely as commercials avoid
undertaking any commitments to the addressee. Using forms of the future tense some
action to be performed in future or potential effect to be experienced by the addressee is
formalized otherwise the addresser undertakes to do something. The utterance of the
guaranteeing micro acts is more abstract and neutral in respect to the addresser as
explicit nouns that do not impersonate or oblige the addresser are selected instead of the
verb forms.

6. The expressive linguistic acts are different from others in internal emotionality
of the sayings, and clear distinction: they are expressed by certain words with specific
semantics. This way, laconic simple sentences including elliptic ones say more
information than other long, explicated sayings. The expressives per se show their
imagery and distinctiveness. Even grammatical subject is irrelevant in expressive
linguistic acts — their grammatical expression does not differentiate them from other
linguistic acts as it is mainly determined by the use of performative words.

7. The group of mixed linguistic acts reveals the potential number of expressed
intentions within one utterance. One utterance can convey two, three or even four
different intentions. Combinations of micro acts reveal huge variety of potential cases of
their interrelations.

8. The interaction of image, sound and text components involved in TV
commercials is inevitable. Typically, the micro acts of image and sound do not coincide
with the intentions attached to sayings but complement them; the micro acts of image
and sound do not necessarily convey the same intention however it appropriately
matches the linguistic function of the saying. Consequently, it can be assumed that it is
necessary to have a separate classification for image and sound micro acts made
considering their characteristic features. Lack for the defined methodology and concept
of the research into the interaction of image, sound and text raises need for developing a
new instrumentation.

9. To express the relations between the addresser and the addressee in TV

commercials all the members of personal pronouns paradigm and respective forms of
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verbs are used however frequency of their use is different depending on the target group
of the consumers that they are used to appeal to.

10. The analysis of TV commercials in point of view of the speech act theory
encompassed by pragmatic linguistics highlights main intentions of sayings involved in
TV commercials: to inform, clarify, declare, and encourage, that form basis for the
functions of advertising, namely to inform and encourage the addressee, consequently

results of this research are relevant for both linguistics of commercials and advertisers.
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PRAGMATINE LINGVISTINE TELEVIZIJOS REKLAMU
KOMUNIKATU ANALIZE

Reziumé

Transliuojamoji televizijos reklama' jvardijama kaip specifiné komunikacijos
sritis, turinti visus reikalingus komunikacinés veiklos komponentus, taip pat adresantg ir
adresatg, kuriy salyginis bendravimas palaikomas naudojantis vieSomis informacijos
sklaidos priemonémis. ISskirtinis reklamos, kaip komunikacijos akto, bruozas — ne tik
perduoti informacijg, bet ir paveikti adresatg. Poveikio siekiama trimis pagrindiniais
komponentais — tekstu, vaizdu ir garsu. Jais perteikiamos komunikacinés praneSimo
siuntéjo intencijos.

Atsizvelgiant | tai, kad televizijos reklamose adresatams poveikis daromas ne tik
tekstu, bet ir vaizdu bei garsu, tikslinga vartoti komunikato terming, kurio sagvoka apima
ne tik kalbinj pasakymg ar teksta, bet ir neverbalinémis priemonémis perteikiama
komunikacinj aktg. Nors vaizdo ir garso tyrimas perZengia lingvistikos ribas,
lingvistiniame darbe jie gali biiti aptariami kaip papildomos verbalinio teksto intencijos.

Ivairiais pasakymais reiSkiamy kalbiniy (Snekos) akty intencijy (pragmatiniy
funkcijy) analizeé, grindziama kalbiniy akty teorija, yra viena i§ galimy pragmatinés
lingvistikos, kuri analizuoja zenklo, reikSmés ir kalbétojo santykius, t. y. kalbétojo
perduodama reikSme, tyrimo krypciy.

Lietuviy kalbotyroje reklamos komunikatas pragmatinés lingvistikos aspektu
analizuotas mazai, pateiktos tik jo analizés gairés (zr. Zuperka 1997, 2004, 2008).
ISsamiau Siuo aspektu reklamg analizavo uzsienio tyréjai — K. Skowronek (1993),
T. N. Livsicas (1999), S. Cmejrkova (2000), R. Kurpniecé (2001).

Siame darbe remiamasi J. L. Austino (1986), J. R. Searle’o (1986)> mokslo
darbuose iSdéstyta pragmatinés lingvistikos teorine medziaga, taip pat G. Yule’o (1997),
J. Verschuereno (2001) darbais, kuriuose plétojama pragmatinés lingvistikos teorija, o
televizijos reklamy kalbiniy akty skirstymui pritaikyta K. Bacho (2006) pateikta kalbiniy
akty klasifikacija. Pragmatinés lingvistikos problematika lietuviy kalbotyroje tyrinéta

! Toliau tekste vartojamas terminas televizijos reklama.
? Cia ir toliau tekste remiamasi Sia publikacija: Searle, J. R. — Cepup, Jlxon, Pomkepc
,KitaccCupuKaiys WIIOKyTUBHBIX akTOB™, Hosoe 6 3apybedcnoil nunesucmuxe, Mocksa, t. 17, c. 170-195.
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nedaug: Sia tema paraSytos kelios disertacijos — E. Zaikausko ,,Teoriniai performatyvy
pagrindai® (2002), E. Gudavidienés ,,Lietuviy kalbos direktyvai“ (2007), 1. Hilbig
,Lietuviy ir angly lingvistinis mandagumas: praSymai“ (2010), pastarosios pagrindu
tokiu paciu pavadinimu iSleista monografija, pragmatinés lingvistikos tyrinéjimo
aspektas pritaikytas ir G. Cepaitienés monografijoje ,,Lietuviy kalbos etiketas: semantika
ir pragmatika® (2007).

Reklamos kalbinés raiSkos tyrimai lietuviy kalbotyroje vis sparCiau plétojami:
apgintos dvi filologijos daktaro disertacijos — I. Smetonienés Garsinés reklamos stilius
(2001) ir E. Gabrénaiteés ,,Reklamos topika: persvazijos instrumentai® (2010), iSleistos
dvi knygos apie reklamos kalba — I. Smetonienés monografija (2009) ir K. Zuperkos
studijy knyga (2008); be $iy autoriy, po vieng kita straipsnj reklamos tema yra paskelbe
ir kiti kalbos specialistai: N. Arbaciauskien¢ (1999), D. Blazinskaite (2002, 2004, 2005),
A. Kupéinskaité-Rykliené (2004), R. Cirgirkaité (2005), J. Girgiené (2005), V. Valskys
(2005, 2008), G. Bankauskaité-Sereikien¢ (2008, 2010), S. Birzietien¢ (2008),
L. Butkut¢e (2008), S. Januliene (2008), E. Klimaité-Keturakiene¢ (2008),
R. Stankevigiené (2008), D. Sidiskien¢ (2008), D. Alitkaité, S. Amankevi¢iiité (2009),
R. Kazlauskaité ir R. Liakaité (2009), E. Rimkuté (2009), L. Vaicekauskiené, R. Smitaité
(2010), S. Juzeléniené, S. Sarkauskiené (2011) ir kt.?

Reklamy vaizdas ir garsas aptariamas remiantis tiek lietuviy, tiek uzsienio
mokslininky atliktomis jZvalgomis. Vaizdg mokslinéje literatiiroje jprasta tirti
semiotiSkai (U. Eko 1998, M. A. Bakan 2003, R. Barthes 2003, E. Bertin 2007,
N. Kersyté 2007, G. Lidziuviené 2007, S. Zukas 2007, D. Maskulitiniené 2008), o
reklamy garso tyrimai daugiausia siejami su zmoniy psichologija: poveikiu, emocijomis,
troSkimais (H. Grigaitien¢ 2008, R. Hart 2002, C. M. Heaton ir K. Parris 2006,
M. Maclin 1988, A. Pister 2005, A. Shuv-Ami ir A. Shelleg 2005, P. Stout ir
J. D. Leckenby 1988, E. Tarasti 2003, V. Umbrasien¢ ir P. Kiskyté 2005, W. T. Walace
1991).

3 Plagiau apie lietuviy mokslininky atliktus reklamos teksto tyrimus Zr. Andriu$yté, Rasa
,»Reklamos kalbos tyrinéjimai lietuviy mokslininky darbuose. Acta humanitarica universitatis Saulensis,
Siauliai, 2007, t. 3, p. 22-31.
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Darbo objektas

Tiriamasis darbo objektas — televizijos reklamy komunikatai. Pagrindinis
televizijos reklamy kalbos tyrimo aspektas — pragmatiné lingvistiné analizé, nes Sis
darbas — kalbotyros disertacija, tad joje svarbiausia yra televizijos reklamy kalba,
verbalinis tekstas, bet gilintasi ir j vaizdo bei garso sgsajg su televizijos reklamy tekstais,
Siy elementy daromo poveikio adresatui teorijos dalykus, susipaZinta su ty sriciy tyréjy
darbais, konsultuotasi su Siy sri¢iy specialistais ir atskirais reklamos analizés pavyzdziais
méginta parodyti budingus teksto, vaizdo ir garso sgveikos televizijos reklamos
komunikate atvejus.

Tiriamoji medzZiaga

Tyrimui surinkti 2703 pasakymai, reiSkiantys jvairius kalbinius aktus, 1§ 761
televizijos reklamos, transliuotos 2007-2010 metais per Lietuvos televizijos kanalus
(BTV, LNK, LTV, TVI, TV3). Medziagai rinkti naudota paprastoji atsitiktin¢ imtis.
Tiriamoji medZiaga buvo jra§yta DVD vaizdo leistuvu ; kompaktinj diska, o paskui
apdorota kompiuterinémis programomis Sony Vegas 8 ir Windows Movie Maker.
Reklamy tekstai iSrasSyti perklausant reklamy jrasus. Taip parengta medziaga tinkama
analizuoti jvairiais reklamy kalbiniy akty aspektais.

Darbo tikslas — remiantis kalbiniy akty teorija, iSanalizuoti Lietuvoje transliuoty
televizijos reklamy komunikaty mikroaktus (smulkesnes kalbiniy akty atmainas), jy
intencijas (funkcijas), atskleisti kalbinés struktiiros raiSkos specifikg bei sgveikg su
vaizdu ir garsu.

Darbo uzdaviniai:

1. Pritaikyti kalbiniy akty teorija televizijos reklamy kalbiniy mikroakty
tyrimui.
2. Aptarti teksto, vaizdo ir garso sgveikos raiskg televizijos reklamose.
3. Sudaryti televizijos reklamy analizei pritaikytg mikroakty klasifikacija,
18nagrinéti mikroakty intencijy raiska.

4. Isanalizuoti adresanto ir adresato kalbing raiSkg televizijos reklamose.

Darbo metodika
Siekiant jgyvendinti darbe iskeltus uzdavinius pasiekti jvardytam tikslui,

naudojamas kalbiniy akty analizés metodas suponuoja kalbiniy akty susisteminima, jy
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klasifikacijos sukiirimg ir adaptavima, leidzia nustatyti intencijas, padeda iSanalizuoti
biidingaja jy gramating raiskg. Taikant §; metoda, atskleidZiamos pagrindings televizijos
reklamose vartojamais pasakymais reiskiamos kalbiniy akty intencijos. Papildyti
kalbiniy akty analizés metoda deél televizijos reklamy specifikos reikia reklamos
komponenty (teksto, vaizdo, garso) kompleksinés analizés metodu. Jis padeda atskleisti
televizijos reklamy vaizdo ir garso komponentus, kaip teksto komplementy, vaidmeni
kalbiniy akty teorijos konktekste. Remiantis Siuo metodu, atskleidziama galimybé
televizijos reklamy vaizdo ir garso komponentus analizuoti kartu su teksto elementais.

Siekiant 1SsiaiSkinti kiekybinius duomenis, taikytas mikroakty daznumo
skaiciavimo metodas. Kiekybiniai duomenys apdoroti Microsoft Excell programa,
sudarytas jy grafinis vaizdas. Procentin¢ kalbiniy akty iSraiSka padeda atskleisti vieny
kalbiniy akty dominavimg kity atzvilgiu — tai leidzia jvertinti televizijos reklamy
pasakymais reiSkiamy kalbiniy akty intencijy vyravimo tendencijas.

Tiriamoji problema

Reklama dél jai aktualiy jvairiy mokslo sri¢iy bruozy neiSvengiamai tampa
tarpdisciplininiy tyrimy objektu. Poveikiui padaryti ji pasitelkia ne tik kalbos, bet ir
vaizdo bei garso komponentus. Tad tiriamaja darbo problemg galima jvardyti taip:
televizijos reklamos kalbiniy akty raiska ir jos komunikato komponenty santykis.
Kalbiniy akty analizé padeda atsakyti j klausimus apie reklamos kalbing raiska, kuria
apeliuojama ] adresatus, jais manipuliuojama bei reklamos pasakymuose
funkcionuojanciy kalbiniy akty intencionalumg. Teksto, vaizdo ir garso lygiavertis
konkurencingumas televizijos reklamose vercia atsizvelgti | galimg jy tarpusavio rysj.

Darbo aktualumas ir naujumas

E. Lotko, recenzuodamas K. Skowronek knyga ,Reklama. Studium
pragmalingwistyczne — bene pirma Ryty Europos Salyse iSleista knyga, kurioje
pragmatiniu lingvistiniu aspektu analizuojama reklama, ra$¢, kad ,tolesniuose S§io
kalbiSkai sudétingo fenomeno tyrimuose [...] turéty buti gilinamasi ] reklamos
makroakto strukttira, kuriama mikroakty tipologija ir smulkiau analizuojami jy
tarpusavio santykiai. Toliau reikés tirti specifinius kalbinius laikra$¢iy, radijo ir
televizijos reklamos Zenklus. Pragmatinis poziiiris ] reklamg turés apimti ir neverbalinius
reklaminiy pasakymy elementus. Remiantis kompleksiniu teoriniu reklamos apraSymu,
reikéty formuluoti konkrecius praktinius principus, ] juos turéty atsizvelgti tie, kurie ja
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kuria“!. Remiantis recenzuotojo isdéstytomis reklamos ateities tyrimy tendencijomis,
atitinkamai pasirinktas televizijos reklamy objektas ir jo analizés kryptis — pragmatinés
lingvistikos aspektas, kuris padeda atskleisti reklamos makroakto struktiirg, sukurti tam
tikrg kalbiniy akty tipologija, apzvelgti vaizdo ir garso mikroaktus. Juo labiau televizijos
reklamos lietuviy kalbotyroje néra iSsamiai tirtos, tod¢él jau pats pasirinktas tyrimo
objektas rodo darbo aktualuma ir naujumg. Naujas ir tyrimo aspektas — pragmatiné
lingvistiné kalbiniy akty analizé. Iki Siol televizijos reklamos nebuvo analizuotos
remiantis kalbiniy akty teorija, be to, darbe pirma kartg lietuviy kalba transliuotoms
reklamoms pritaikyta kalbiniy akty klasifikacija. Todél manytina, kad gauti rezultatai
bus svarbus indélis j lietuviy kalbotyra, akstinas testi ir plétoti pragmatinés lingvistikos
krypties tyrimus, ir tikétina, jog Sis darbas bus naudingas ir aktualus rinkodaros ir
reklamos specialistams.
Ginamieji teiginiai

1. Kalbiniy akty analizé¢ leidzia smulkiau klasifikuoti televizijos reklamy
mikroaktus ir iSsamiai aptarti jy funkcionavima reklamose.

2. Televizijos reklamy vaizdo ir garso komponentai yra susij¢ su reklamy
tekstu, tac¢iau jy bendrai analizei reikalingas specialus instrumentarijus.

3. Kalbiniy televizijos reklamy mikroakty tyrimas iSrySkina pagrindines
televizijos reklamy mikroakty intencijas, kurios pagrindzia reklamos funkcijas —
informuoti ir raginti.

4. Adresanto ir adresato santykio raiska televizijos reklamose yra susijusi su

kalbiniy akty tyrimu.

Disertacijg sudaro jvadas, teoring ir praktiné dalys, iSvados ir literatiiros sgrasas.

Ivade nurodomas mokslinio darbo objektas, tiriamoji medZiaga, tikslas,
uzdaviniai, metodika, tiriamoji problema, darbo aktualumas ir naujumas, pateikiami
ginamieji teiginiai ir darbo aprobacija.

Teoriné dalis susideda 1§ trijy skyriy. Pirmajame aptariamos pragmatinés
lingvistikos iStakos, kalbiniy akty teorijos vaidmuo pragmatinés lingvistikos raidoje ir

vienas 1§ pagrindiniy pragmatinés lingvistikos tyrinéjimo objekty — kalbiniai aktai.

* Lotko, E. Katarzyna Skowronek: Reklama. Studium pragmalingwistyczne. Oleka Akademia
Nauk-Instytut Jezyka Polskiego, Krakow, 1992. 92 s. Slovo a slovestnost, LVI, 1, 1995, p. 71-72.
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Antrajame skyriuje reklama aptariama kaip kalbinis makroaktas, trec¢iajame
apzvelgiamas televizijos reklamos kompleksinis komunikatas — teksto, vaizdo ir garso
komponenty santykis.

Praktinéje disertacijos dalyje analizuojami televizijos reklamy mikroaktai. Sig
dalj sudaro penki skyriai, 1§ kuriy kiekviename atskirai aptariama viena is televizijos
reklamy kalbiniy akty grupiy (reprezentatyvai, direktyvai, komisyvai, ekspresyvai ir
misrieji kalbiniai mikroaktai).

Televizijos reklamy prakting dalj papildo adresanto ir adresato kalbiniy santykiy
raiskos analiz¢, susieta su kalbiniy akty tyrimu.

Disertacija baigiama iSvadomis ir literatiiros sgrasu.

Pirmajame skyriuje — Pragmatinés lingvistikos istakos. Kalbiniy akty teorija —
apzvelgiama pragmatineés lingvistikos atsiradimo ir formavimosi raida, kalbiniy akty
teorija ir jos kiréjai. Ch. W. Morrisas pragmatikos sgvoka, kaip 1§ esmeés skirtingg nuo
sintaksés ir semiotikos, pasiiileé 1938 metais. Jis pragmatika semiozés santykiy triadoje
apibrézé kaip skirta studijuoti santykius tarp Zenkly ir interpretatoriy’. Ilgainiui
pragmatinés lingvistikos suvokimas kito, kol ji imta traktuoti kaip bendra funkciné
kalbos ir kalbos vartojimo perspektyva, pagrista dinaminiy ir sutarty reikSmiy ktrimo
bendradarbiaujant proceso tyrimu®, kuriam jtakos turi paZinimo, visuomenés ir kultiiros
aspektai’. Pastarasis pragmatikos supratimas iki $iy dieny yra vyraujantis ir pateikiamas
kaip skiriamasis pragmatikos bruoZas nuo kity kalbotyros Saky. Semantikos ir sintakses
tyrin¢jimai taip pat susije su komunikacijos reiSkiniais, taciau jie analizuojami
neatsizvelgiant | jy santykj su Zzmogumi.

Taigi kalbos tyrin¢jimo lauke atsiranda kalbantysis, kurio pasakymai atskleidZia
jo kalb¢jimo intencionalumg, o kalbiniy akty teorija, iSsirutuliojusi XX a. septintajame
deSimtmetyje, bene labiausiai paveikia pragmatinés lingvistikos raida. Su $ia teorija
glaudziausiai susijusios J. L. Austino ir J. R. Searle’o pavardés. Jie tyrin¢jo kalbiniy akty
savoka, suvokima, jy vartojimo pobiidj, juos klasifikavo, aptaré semantines ir sintaksines

kalbiniy akty savybes. Iki $iy dieny kalbiniy akty taksonomija jgavo jvairiy korekcijy,

*Morris, Ch. Semiotic and Science, Semiosis and Semiotic, Semiofics, vol. 1, 2003, p. 141.

% The Routledge Companion to Semiotics and Linguistics. London and New York, 2001, p. 242.

7 Verschueren, J. Pragmatics. The Routledge Companion to Semiotics and Linguistics. London and
New York, 2001, p. 84.
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taiau visy jy bendras bruozas — klasifikuoti pasakymais reiSkiamus kalbinius aktus,
kuriais Zmonés perteikia jvairias intencijas.

Kalbinis aktas — tai sgmoningas ir tikslingas kalbinis veiksmas, atlickamas pagal
konkregios visuomenés kalbinio elgesio normas®. Skirtinguose diskursuose, skirtingose
komunikacinése situacijose tam tikri kalbiniai aktai gali reiksti skirtingas intencijas’.
Atkreiptinas démesys 1 lietuviy kalbotyroje dar nenusistovejusig termino, jvardijancio
pasakyma, kuriuo realizuojama intencija, vartoseng. Pragmatinés lingvistikos srityje
vartojamy terminy apibréz¢iy lietuviy kalbotyros terminologijoje dar néra pateikta ir jy
galimi variantai lietuviy kalbotyros darbuose néra nusistoveje, todél tenka rinktis ir kurti
savg terminy hierarchija, pritaikytg tiriamajai medziagai. Pasakymas, kuriuo iSreiSkiama
tam tikra intencija, vadinamas jvairiai: kalbiniu aktu, Snekéjimo aktu, Snekos aktu,
kalbéjimo aktu, kalbos aktu (Zr. Zaikauskas, 2002; Gudaviciene, 2007). Kalbinio akto
terming lietuviy kalbotyroje prad¢jo vartoti B. Savukynas (1977), §] terming taip pat
vartoja K. Zuperka (2008). Sis terminas pasirinktas todél, kad disertacijos autorei atrodo,
jog jis geriau negu Snekos aktas tinka jvardyti ne tik sakytiniam, bet ir raSytiniam
pasakymui.

Antrajame skyriuje — Televizijos reklama kaip kalbinis makroaktas — raSoma,
kad reklamai, kaip ir bet kuriam kitam diskursui, budingos pagrindinés pragmatinés
lingvistikos kategorijos, kylanc¢ios 1§ santykio tarp komunikacijos dalyviy ir
komunikacinés situacijos: dalyviy tikslai ir ketinimai (intencijos), 1 juy igyvendinimag
orientuota strategija, pasakymy ir kity teksto vienety funkcijos, ty vienety pavartojimo
budai, pasireiskiantys Sioje komunikacinéje-pragmatinéje veikloje'®. Pagrindinis
reklamos tikslas yra poveikis adresatui, kitaip sakant, persvazijos funkcija, arba
J. L. Austino iSskirtas perlokucinis efektas. Jam pasiekti aktuali ilokucin¢ pasakymo
galia, kuri labiausiai domina pragmatinés lingvistikos mokslo atstovus. Reklamose
matomais ar girdimais pasakymais reiSkiamos intencijos, kuriomis siekiami tikslai —
jgyti adresato pasitik€jima, atkreipti démesj ir nulemti galutinj apsisprendimg jsigyti

preke ar pasinaudoti paslauga. Pragmatinés lingvistikos tikslas — aiSkintis tekstui

8 Zaikauskas, E. Teoriniai performatyvy pagrindai. Daktaro disertacija. Vilniaus universitetas,
2002, p. 10.
? Placiau 7r. Zuperka, K. Pragmatiné lingvistiné reklamos teksto analizé. Viesojo diskurso retorika
ir lingvistika. Vilnius, 2008, p. 11.
10 Zuperka, K. Reklamos tekstas: pragmatika, stilius, kalba. Siauliai, 2008, p. 43.
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zmogaus suteikiamas prasmes; reklama — priemoné, naudojama suinteresuoto asmens
manipuliuoti kitu asmeniu. Suinteresuotas asmuo pasirenka atitinkamg kompleksa
kalbiniy priemoniy, kuriomis reklamos tekstui suteikiama tam tikra prasmé. Reklamos
tekstas, kuriame funkcionuoja jvairiis kalbiniy akty deriniai, iSreiSkia komunikacing
situacijg, turinCig adresanta, adresatg, turinj (objekta), ir atlicka tam tikras funkcijas
(intencijas).

Bendraja prasme televizijos reklama suvokiama kaip atskiras makroaktas,
sudarytas 1§ mikroakty. Kiekvieng makroakta sudaro grandiné¢ pasakymy, kurie yra
paprasti kalbiniai aktai, paklistantys svarbiausiems reklamos tikslams ir uzdaviniams''.

Treciasis skyrius — Televizijos reklama — kompleksinis komunikatas (teksto,
vaizdo ir garso komponentai) — iSkelia reklamos teksto, vaizdo ir garso santykio
problema. Televizijos reklamos néra vien tik verbalinis praneSimas, jos vaizdas ir garsas
— lygiaverciai komponentai, kuriy santykj tam tikrose reklamose lemia reklamos rasis,
uzsakovy pageidavimai ir kiiréjy iSmone; vienas produktas gali biiti reklamuojamas
daugiau démesio skiriant vaizdui, antras — tekstui, trecias — garsui; gali biiti kuriamos
jvairios $iy elementy kombinacijos.

Vaizdas televizijos reklamose. Televizijos reklamose vaizdu aktyvinama adresato
vaizduote, troSkimai, norai. Televizijos (plg. ir vaizdo ekrany) reklamose perteikiamas
dinaminis, greitai kintantis vaizdas, imituojamos tam tikros gyvenimo situacijos, kurios
perteikiamos ne jy sustabdytomis akimirkomis, o aktyvaus veiksmo, jausmy, minciy,
kalbésenos, reakcijos, judesio ir pan. dalyky demonstravimu, kuris atspindi, imituoja
gyvenimo istorijas, susijusias su vartotojams aktualiomis problemomis, jgeidziais,
troSkimais ar svajonémis — atitinkamai tai susiejama su reklamuojamu produktu. Tai
vadinama komerciniu realizmu: kai zitirovui ,,rodomas lyg ir tikroviskos gyvenimo
scenos, tafiau ten gyvenimas yra turtingesnis, turiningesnis, aiSkesnis nei tikrasis
gyvenimas®."?

Garsas televizijos reklamose. Televizijos reklamose svarbus teksto ir garso
(garsas suvokiamas placigja prasme — nuo jvairius reiSkinius imituojanciy garsy iki
muzikiniy melodijy ar garsiy dainy) ar muzikinio fono rySys. Garsas taip pat kuria

reklamos nuotaika, prasmes, atskleidzia / padeda atskleisti intencijas.

" Skowronek, K. Reklama: studium pragmalingwistyczne. Krakow, 1993, s. 13.
12 Dyer, G. Advertising as communication. London and New York, 1996, p. 135
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Muzikinio fono ir garsais sukeliamo triukSmo (dury trinkteléjimas, lapy
cez¢jimas, kepsnio CcirSkéjimas ir pan.) efektyvumas ir tikslingumas televizijos
reklamose yra skirtingas. Muzika gali iliustruoti, apibendrinti, tapti leitmotyvu, triuk§mo
naudojimas sustiprina jspidji, nesgmoningai atkreipia démesj 1 reklamuojama preke
(pavyzdziui, sausainiy ,,Tuc* reklamoje girdimas atsiraugéjimas, sauskelniy ,,Pampers
Premium Care* — vaiko krykStavimas, danty pastos ,,Paradontax* — danty valymo ir
danties nukritimo } praustuve garsai), o muzikinés melodijos uzduotis — ne tik sudaryti
garsin] fong reklamoje, bet ir valdyti adresato emocijas, nuotaika (pavyzdziui, valiklio
»Vanish® reklamoje picos kritimas ant berniuko kelniy akcentuojamas intensyvesniu
muzikos garsy ritmu, kad atkreipty adresato démesj ] iSteptas vaiko kelnes, nes paskui
reklamoje plétojamas Sios problemos sprendimo budas).

Televizijos reklamos teksto, vaizdo ir garso sqveikos problematika. Televizijos
reklamy pagrindiniy elementy — teksto, vaizdo ir garso — santykis ir dermé vertinami ir
analizuojami skirtingai, juolab kad $iy tyrimy koncepcija ir metodologija néra iSbaigta ir
apibrézta. Vaizdo ir garso komponentai yra kity mokslo sriciy tyrin¢jimo objektai, tad
rasti ir pritaikyti bendrg tyrimo modelj gana sudétinga.

Lingvistikoje kalbiniy akty intencijos nustatomos pagal jais reiSkiamas
pragmatines funkcijas, kurios perteikiamos gramatinémis, leksinémis, semantinémis ir
kt. kalbos savybémis. I§ esmés pragmatikos aspektu galima pazvelgti ir | vaizdu ar garsu
reiSkiamas intencijas, taciau jy perteikimo priemonés jau néra lingvistinés, o
perteikiamos vaizdinémis, grafinémis, animacinémis, garsy imitavimo ir muzikinio fono
savybémis, kitaip sakant, tai kity mokslo sriciy tiriamos Zzenkly sistemos. Taciau
pazvelgti | televizijos reklamy komunikato visumos intencionalumg placigja prasme
galima pabandyti.

Empiriné televizijos reklamy analizé pateikta ketvirtajame skyriuje — Televizijos
reklamy mikroakty analizé. Disertacijoje televizijos reklamy kalbiniy akty analizé
pagrista J. R. Searle’o ir K. Bacho klasifikacijomis, kurios sudaro pagrinda, adaptuota
lietuviy kalba transliuojamy reklamy mikroaktams analizuoti — dalis mikroakty
pavadinimy perimta i§ K. Bacho, dalis sukurta atsizvelgiant j surinkta medziagg. Darbe
iSskirtos ne tik reprezentatyvy (K. Bachas §ig grupe vadina konstatyvais; K. Skowronek
skiria konstatavimo mikroakty grupe), direktyvy, komisyvy ir ekspresyvy mikroakty

grupés (deklaratyvy pavyzdziy surinktose reklamose nerasta, jie budingesni televizijos

37



laidy anonsams, kurie ] tiriamgja medziagg nebuvo jtraukti), bet ir pateiktas smulkesnis
ju skaidymas j mikroaktus (smulkesnes kalbiniy akty atmainas), atsizvelgiant j surinktos
medZziagos pobiid;.

Atlikus skaiciavimus, iSrySkéjo akivaizdzios televizijos reklamy kalbiniy akty
daznumo tendencijos: daugiau nei du tre¢dalius sudaro reprezentatyvy kalbiniai aktai,

maziau nei tre¢dalj — direktyvai ir labai menkg dalj — komisyvai ir ekspresyvai (1 pav.).

M Reprezentatyvai
B Direktyvai
Komisyvai

® Ekspresyvai

1 pav. Televizijos reklamy kalbiniai aktai.

Reprezentatyvy kalbiniy akty raiska televizijos reklamose. Televizijos reklamose

reprezentatyvy kalbiniy akty grupé yra gausiausia ir jvairiausia. J. R. Searle’as
reprezentatyvy tikslu jvardijo uZfiksuoti kalbanciojo atsakomybe uz pranesimq apie tam
tikrus dalykus, uz isreiskiamg nuomone. Reprezentatyvy kalbiniais aktais perteikiamos
Sios intencijos (Zr. 2 pav.):

a) teigimo: Pokalbiai apie gyvenimq be tabu (1663); Nulis centy is
tikryjy. (,,Omnitel*); Oda tampa putlesné, stangresné ir skaistesné (,,Derma Genesis®),

b) pristatymo (Laidg pristato sultys ,, Elmenhoster” — gera dalintis
(,,Elmenhoster*);

¢) informavimo: Tavo pamégtas skonis naujoje pakuotéje (,,Orbit®),

d) gyrimo(si) (,, Eurovaistiné ““ — maziausiy kainy lyderé (,,Eurovaistin¢*);

e) apraSymo: Nauja ,, Blend-a-med Complete 7 Expert* produkty linija su
Sflurosilu arba alavo floridu veikia giliai ir padeda atkurti emalio struktiirg (,,Blend-a-

med Complete 7 Expert*);
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f) pagrindimo: ,, Head&Shoulder*, nes jis padeda atsikratyti iki Simto
procenty pleiskany ir jisy galvos odai tapti sveikesnei (,,Head&Shoulders*);

g) prielaidos: Ir net atsargiai skalbiamas jis gali greitai ir lengvai
issitampyti (,,Dreft);

h) pataikavimo: ,,Topo centro klientai verti geriausiy dovany (,,Topo
centras®);

1) salygos: Jei skalbsite su ,, Persil” Zemos temperatiiros vandenyje,
energijos islaidoms sutaupysite tiek pat, kiek per 8 meénesius isleidziate skalbimo

priemonéms (,,Persil Cold Active®).

B Teigimas

B Pristatymas

B Informavimas

B Gyrimas(is)

B ApraSymas

¥ Pagrindimas
Prielaida

m Pataikavimas

Salyga

2 pav. Reprezentatyvy grupés mikroaktai.

Vaizdo epizodai paprastai informuoja arba teigia tam tikrg informacijg apie
produkta. Vis délto esama ir tokiy atvejy, kai vaizdo elementai glaudziai susij¢ su tam
tikrais mikroaktais ar juos tiesiog dubliuoja. Silpnesné intencijy sasaja tarp pasakymy ir
garsinio juy apipavidalinimo, nes muzika daznai atlieka tik periferinj vaidmen;j, t. y.
sudaro kalbiniam aktui aktyvesnés ar ramesnés melodijos fong, ir tik tam tikrais atvejais

galima jzvelgti gilesniy sasajy tiek tarp teksto ir garso, tiek tarp teksto, garso ir vaizdo.

Direktyvy kalbiniy akty raiska televizijos reklamose. Direktyvy kalbiniy akty

televizijos reklamose randama kelis kartus maziau nei reprezentatyvy — 21 %. Pasak

J. Searle’o, direktyvai iSreiSkia kalbanciojo bandymus pasiekti tai, kad klausantysis ka
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nors atlikty (1986, 182). Reklamy tikslas yra jtikinti adresata jsigyti preke arba
pasinaudoti sitiloma paslauga. Direktyvy kalbiniais aktais perteikiamos $ios intencijos:

a) raginimo (skatinimo): Pasiripinkite, kad vietoj tusciy kalorijy, jisy vaikas
gauty kq nors skanaus ir sveiko (,,Danone* ,,Smile*);

b) instrukcijos: Tiesiog papurkskite ir lengvai Sluostykite (,,Clin®);

c) sitlymo: Sittlome Siuolaikiskq Sildymo technikq Lietuvos rinkai (,,Tele2*;
,,Celsis®);

d) prasymo: Prasome jdémiai perskaityti pakuotés lapelj ir vaistq vartoti kaip
nurodyta (,,Strepsils®);

e) patarimo ir rekomendacijos: Visais kitais atvejais  naudokite
,, Contratubex “ (,,Contratubex‘);

f) kvietimo: Aplankykite parodq nemokamai rugséjo 24-26 dienomis
Lietuvos parody centre ,, Litexpo “ (,,Litexpo®);

g) isakymo: Valstybés ministeriams jsakau tikrq girg saugoti, o netikrq tik
giros gérimu vadinti (,,SmetoniSka* gira).

Televizijos reklamoms dazniausiai pasirenkami raginimo (skatinimo) mikroaktai,

o daugelis kity direktyvy kategorijos tipy reklamuotojams yra daug maziau aktualts (Zr.

3 pav.)

3%

B Raginimas (skatinimas)

M Instrukcija

u Sidlymas

B PraSymas

B Patarimas ir rekomendacija

m Kvietimas

Isakymas

3 pav. Direktyvy grupés mikroaktai.
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Vaizdo ir garso komponentai skirtingai perteikia atitinkamas direktyvy mikroakty
intencijas, dalis jy nesutampa su mikroaktais, dalis — Siuos papildo. Muzikos melodijos
paprastai neatlieka ypatingo vaidmens, jos sudaro televizijos reklamy fona.

Komisyvy kalbiniy akty raiska televizijos reklamose. Komisyvy grupei

priklausantys mikroaktai sudaro nedidele dalj visy televizijos reklamy kalbiniy akty
(3 %) (zr. 4 pav.). Pagal J. R. Searle’a, komisyvy tikslas — priskirti kalban¢iajam tam
tikrus veiksmus arba laikytis tam tikry elgesio taisykliy. Siais kalbiniais aktais
reiSkiamas propozicinis turinys, kad kalbantysis atliks tam tikrg veiksmg. Papildant
mokslininko mintj, reikéty pasakyti, kad ne tik atliks tam tikrg veiksma, bet ir pateiks
patvirtinan¢iy jrodymy, garantuosian¢iy to veiksmo padarinius. Reklamose visada
jvardijamos, minimos pasekmés yra teigiamos, neretai hiperbolizuotos, personifikuotos
sureikSminant abstrakCias, nematerialias produkto savybes. Komisyvy grupés
mikroaktais perteikiamos §ios intencijos:

a) pazado: Naujoji danty pasta , Blend-a-med 3D White“, ir jisy Sypsena
taps akinama (,,Blend-a-med 3D White*);

b) garantijos: Per keturias savaites raukslés ir paakiy maiSeliai tampa maZesni
(,,Avon®);

¢) isipareigojimo: Kreditas ,,123* jvertins jusy galimybes ir pasiiilys sprendima

(Kreditas ,,123) (zr. 4 pav.).

W Pazadas

B Garantija

Isipareigojimas

4 pav. Komisyvy grupés mikroaktai.
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Vaizdo epizodai labiausiai iSplétoti pazado mikroakty grupé¢je, kitose — vaizdui
teikiama daug maziau reikSmés; muzikos vaidmuo taip pat tik simbolinis, nes paprastai
muzikine melodija tik kuriamas reklamy garsinis fonas.

Ekspresyvy kalbiniy akty raiskos buidai. Ekspresyvy kalbiniy akty grupé, kaip ir

komisyvy, yra nedidelé¢ (3 %). Kalbiniy akty teorijoje ekspresyvais jvardijami aktai,
susije su psichologiniu rodikliu. Pasak J. R. Searle’o, ilokucinis ekspresyvy tikslas —
iSreiksti psichologing biisena, nustatoma pagal atvirumo salyga, atsizvelgiant j dalyky
padétj, apibrézta propozicinio turinio. Ekspresyvy kalbiniai aktai Zymi su vidine
Zmogaus bisena susijusius socialinio bendravimo dalykus, kurie rodo / lemia Zmoniy
tarpusavio bendravimo santykius.
Ekspresyvy kalbiniais aktais perteikiamos Sios intencijos:
a) emocijy: Oho, koks sveikas riesutas! (,,m&m®);

[NTs

b) sveikinimo(si): ,,Iki*“ komanda ,, ISleidZiu mazZiau* sveikina visus ,,Iki*
pirkéjus su septynioliktu ,,Iki** gimtadieniu ir pateikia Sventinius pasiillymus (,,1ki*);

¢) link&jimo: Saldziy sapny (,,Always*);

d) dékojimo: Dékojame jums, kad esate kartu jau keturiolika mety (,,Topo

centras®) (zZr. 5 pav.).

B Emocijos
B Sveikinimas(is)
Linkéjimas

® Dékojimas

5 pav. Ekspresyvy grupés mikroaktai.

Siy mikroakty vaizdo ir garso komponentai néra labai i$plétoti, daznai atlieka tik

pagalbinj vaidmenj, kad sudaryty mikroaktams vaizdinj ir garsinj fong.
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Misrieji kalbiniai mikroaktai. Televizijos reklamose randama ir tokiy pasakymy,

kuriy gramatiniy priemoniy seka viename pasakyme rodo juos reiSkiant ne vieng, o
keleta, viena kita lydinéiy, intencijy. Sie pasakymai skiriasi nuo ty, kuriy fa pati
gramatiné raiska gali perteikti keletg intencijy. Aisku, dalis 1§ Siame skyriuje aptarty
mikroakty taip pat néra vienaprasmiai, bet gilinamasi ne ] intencijy raiSkos

daugiaprasmiSkumg, o | intencijy sankaupg viename pasakyme. PavyzdZiui, tas pats

3D White Pearl®); taip pat gali biiti net trys ar keturios i§ karto vienu pasakymu

iSreiSkiamos intencijos, pavyzdZziui, raginama, pagrindZziamas raginimas ir darant

viename sakinyje ,,susitinka® skirtingoms grupéms priklausantys mikroaktai, kuriais
kuriamas daugialypis pasakymas, susiejantis keletg skirtingy intencijy.

Penktajame skyriuje — Adresanto ir adresato santykiy raiSka televizijos
reklamose — analizuojami televizijos reklamy adresanto kreipimosi j adresata biidai.
Adresanto ir adresato santykiy raiSka televizijos reklamose dazniausiai pasireiSkia
kreipimusi ] adresatg, tacCiau kartais Sie santykiai gali biiti reiSkiami netiesiogiai | ji
apeliuojant, juo labiau kad adresatas nedalyvauja atliekant kalbinj akta, jis yra pasyvusis
pokalbio dalyvis, tarsi stebétojas, kurio pozicija adresantui lieka neZinoma.

Kreipimosi j adresata biidai jau ne karta tirti remiantis spaudos reklama (Zuperka
1997, Marcinkevic¢iené 2004, Gir¢ien¢, Kupcinskaite-Rykliené 2005, Valskys 2005), tad
Sio skyriaus tikslas — iSanalizuoti televizijos reklamy adresanto ir adresato santykiy
raiska, apzvelgti Siy santykiy sklaidg kalbiniy akty grupése ir gautus rezultatus palyginti

su esamais atitinkamais kity reklamos riisiy tyrimais.

43



ISVADOS

1. Atliktas tyrimas patvirtina, kad pragmatinés lingvistikos kalbiniy akty teorija
gali buti tikslingai taikoma analizuojant televizijos reklamas. ]vairius kalbinius aktus
reiSkian¢iy pasakymy ilokuciné galia atskleidZia jais reiSkiamas intencijas, kuriomis
perteikiami reklamos praneSimo siuntéjo ketinimai. Reklamos vaizdu ir (ar) garsu taip pat
galima perteikti tam tikras intencijas — jos sutampa su kalbiniy akty intencijomis ar jas
papildo.

2. Reklamos makroakta sudaranciy mikroakty jvairové ir gausa lémé savos
kalbiniy akty klasifikacijos sudaryma, pagrista J. Searle’o ir K. Bacho kalbiniy akty
klasifikacijomis. Sudaryta ir Siame darbe pritaikyta klasifikacija iSsiskiria smulkiu
kalbiniy akty skirstymu, kuris padeda i§samiai iSanalizuoti surinkta medziagg. ISkiriami
reprezentatyvy, direktyvy, komisyvy ir ekspresyvy kalbiniai aktai, kurie smulkiau

skirstomi ] maZesnes grupes: reprezentatyvai — ] teigimo, pristatymo, informavimo,
gyrimo(si), apraSymo, pagrindimo, prielaidos, pataikavimo, salygos mikroaktus,
direktyvai — ] raginimo (skatinimo), instrukcijos, sitilymo, praSymo, patarimo ir
rekomendacijos, kvietimo, jsakymo mikroaktus, komisyvai — ] pazado, garantijos,
1sipareigojimo mikroaktus, ekspresyvai — | emocijy, sveikinimo(si), linkéjimo, dékojimo
mikroaktus.

3. Reprezentatyvy kalbiniy akty grupei priklauso daugiausia televizijos reklamy
kalbiniy akty (73 %). Sig grupe sudaro teigimo, pristatymo, informavimo, gyrimo(si),
aprasymo, pagrindimo, prielaidos, pataikavimo ir sglygos mikroaktai. Visy jy esminis
bruozas — konstatavimas, kuris reiSkiamas konstatuojamaisiais (iais), daZniausiai —
esamojo laiko vientisiniais teigiamais sakiniais. Budvardziai ir prieveiksmiai
reprezentatyvy kalbiniuose aktuose atlieka intensifikatoriy vaidmenj, ypa¢ gyrimo(si)
mikroaktuose, o Zebenksties Zodziai — apraSymo ir prielaidos mikroaktuose.

4. Direktyvy kalbiniy akty grupe (21 %) sudaro mikroaktai, tiesiogiai skatinantys
pirkti, naudoti ir atlikti kitus veiksmus. Sie kalbiniai aktai daug ekspresyvesni,
emocingesni nei reprezentatyvai. Pagrindinis semantinis kriivis tenka veiksmazodziy
liepiamosios nuosakos formoms, o jy leksiné reikSmé nurodo reikSminius direktyvy

mikroakty skirtumus.

44



5. Komisyvy kalbiniai aktai (3 %) vartojami retai, nes reklama vengia jsipareigoti
adresatams. Biisimojo laiko formomis jforminamas ateities veiksmas, galimas poveikis,
kur] turéty pajusti adresatas, arba pats adresantas jsipareigoja ka nors atlikti.
Abstraktesné ir neutralesn¢ adresanto atZzvilgiu garantijos mikroakty raiska, nes vietoj
veiksmazodziy formy renkamasi eksplicitiniai daiktavardziai, kurie nejasmenina,
nejpareigoja adresanty.

6. Ekspresyvy kalbiniai aktai nuo kity skiriasi vidiniu pasakymy emocingumu ir
aiskia skirtimi: jie reiSkiami tam tikrais Zodziais, turinCiais atitinkamg semantika.
Lakoniskais vientisiniais ir eliptiniais sakiniais pasakoma daugiau informacijos nei kitu
atveju vartojant ilgus, iSplétotus pasakymus. Ekspresyvai patys savaime rodo savo
vaizdingumg ir i§skirtinumg. Netgi gramatinis veiksnys juose néra aktualus — gramatiné
raiSka neiSskiria jy 1§ kity kalbiniy akty, tai daugiausia lemia performatyviniy Zodziy
vartosena.

7. Misriyjy kalbiniy mikroakty grupé atskleidzia galimg reiskiamy intencijy
skaiCiy viename pasakyme. Vienu pasakymu gali biti perteikiamos dvi, trys ar net
keturios intencijos. Mikroakty deriniai atskleidzia galimy jy tarpusavio siejimo atvejy
Jvairove.

8. Vaizdo, garso ir teksto komponenty saveika televizijos reklamose
neiSvengiama. Paprastai vaizdo ir garso mikroaktai retai sutampa su pasakymy
intencijomis, dazniau jas papildo; vaizdo ar garso mikroaktai nebiitinai iSreiSkia tg pacia
intencija, taciau $i gerai ir tinkamai dera su kalbine pasakymo funkcija. Tai leidzia daryti
prielaida, kad reikalinga atskira vaizdo ir garso mikroakty klasifikacija, sudaryta pagal
jiems budingas savybes. Teksto, vaizdo ir garso sgveikos tyrimy metodologijos ir
koncepcijos apibréztumo stygius kelia reikalg kurti naujg instrumentarijy.

9. Televizijos reklamose adresanto ir adresato santykiams iSreiksti vartojami visi
asmeniniy jvardziy paradigmos nariai ar atitinkamos veiksmazodziy formos, tik skiriasi
vartosenos daznumas priklausomai nuo to, j kurig tiksling vartotojy grupe¢ kreipiamasi.

10. Televizijos reklamy analiz¢ pragmatinés lingvistikos kalbiniy akty teorijos
aspektu iSrySkina pagrindines televizijos reklamy pasakymy intencijas: informuoti,
aiskinti, teigti, raginti, pagrindziancias reklamos funkcijas — informuoti ir raginti

adresata, tad Sio tyrimo rezultatai aktualis ir reklamy lingvistikai, ir reklamy kiiréjams.
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