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LINGUISTIC ASPECTS OF “NAME-CALLING” MANIPULATIVE TACTICS
IMPLEMENTATION IN AMERICAN POLITICAL DISCOURSE

One of the most effective means of seizure, holding, exercise and legitimation of power is manipulation of human
consciousness. The concept “manipulation” is an interesting field for Political studies, Social Studies, Linguistics,
Psychology. Manipulators use various manipulative strategies and tactics to achieve their aims. Manipulation in general,
and political manipulation in particular, is implemented by linguistic (verbal) and paralinguistic means — phonic (tone,
timbre, loudness, melody), kinetic (gestures, posture, mimics), graphic. But the use of such means and their variations is
conditioned by extra-linguistic factors. Both groups of factors — linguistic and extra-linguistic — form pragmatic aspect
of an utterance. So we can state, that pragmatic aspect of manipulation (of any kind, including political) is the key one.
The choice of communicative strategy and appropriate (corresponding) tactics depend upon both the genre of political
discourse (TV debates, propaganda address (speech), political advertising, interview in mass media and others) and
combination of intentions which every definite person (subject) of discourse possesses in definite situation. Politicians
who are in power and opposition members use different tactics and strategy repertoire. Scholars single out such strategies
of political discourse: self-representation, propaganda, emotional disposition creation, information and interpretation,
reasoning, manipulation, discrediting, attack, self-defence and others. “Name-calling” is one of the most widely used
tactics and it has proved to make necessary, intended results.

From the linguistic point of view this tactics is implemented through a selection of metaphors, epithets, sometimes
disphemisms, that is a selection of so-called “labels”, pinned to people for giving characteristics to a person, organization
or any social phenomenon. As a rule such “names” or “pinned labels” possess negative emotional coloring and are aimed
at evoking certain associations and assigning them to a given object in order to weigh this object down. Having analyzed
the types of metaphors used by candidates for President office in the USA during the election campaign in 2008, we can
state that they mainly use imaginative metaphors — the most expressive kind of metaphors. These ones are occasional and
individual. They are created by the speaker in a definite situation to characterize a definite person. That is why they are
bright, image-bearing and picturesque. According to S. Kara-Murza, metaphors are finished clichés of thought, but the
clichés which are esthetically attractive. He thinks that they are stereotypes expressed in the artistic way. Having neither
enough time nor mental possibilities for constant re-examining of the received information we adjust all the messages to
long-ago-formed clichés, which can function as a peculiar filter for manipulators. These clichés, or metaphors, according
to scientists, are the stereotypes, or fixed ideas about reality facts, which lead to simplified and exaggerated estimations
and affirmations on behalf of an individual (Kara-Murza,2009.:192).
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JIHIBICTUYHI ACIEKTHU PEAJI3 AL
MAHIOYJIATUBHOI TAKTUKHU «HABIIIYBAHHSA SAPJIUKIB»
B AMEPUKAHCBKOMY IMOJITUYHOMY JUCKYPCI

Oonum i3 Hatlbinbw echeKMuUBHUX 3ac00i6 3aX8aMY, BMPUMAHHSL, BUKOPUCTAHHA | TeiMUMAayii 61a0u € MaHinyI08aHHs
epomadcwvkoro oymkoro. Konyenm «Maninynsyisy — yikasa npobrema, sika eusuyaemvcsi Tlonimuunumu Haykamu,
coyionozieio, NiHeGICMUKoOI0, ncuxonoziclo. Maninyiamopu Kopucmylomuvcs pIisHUMU CMpameiamu [ makmukamu
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onst docsieHenHs cgoix yinell. Maninymoeanns 63azani, I nonimuyHe MAHINYIO8AHHA 6 0coOnusocmi, 6i00ysacmucs,
30IUICHIOEMBCSA 3 OONOMO2010 IIHeBICMUYHUX (8ePOANbHUX) | NAPANIHSGICIUYHUX 3AC00i6 — (POHemUUHUX (TMOH, Meno0is,
memop, 2yuHiCmb), KIHemUYHUX (NOCMAsa, MIMIKaA, HceCMuKyIayis), epagiunux. Ane excusants yux 3acoobis i ix sapiayii
0bymo8neno excmpaninegicmuunumu gpakmopamu. Oobuosi epynu paxmopie — niHe8icmMuyHi ma eKxcmpaniHe8iCmuyHi —
Gopmyioms npazmamuynuil acnekm 6UC0808an . Tomy ModicHa cmeepocysamu, uwjo nPasMamudnull acnekm 6yob-
K020 8UQY MAHINYNIOBAHHS (8KIIOYAIOYU NONIMUYHE) € KIYosuM. Bubip xomynixamuenoi cmpamezii i 6i0nogioHol
MAKmMuKy 3a1e)cums 6i0 Jcanpy (menedebamu, nponazanouCmMcvbKi NpOMOSU, NONIMUYHA peKiamd, iHmeps’io 8
3acobax macogoi iHgopmayii ma iHwi 6uou) i KOMOIHAYIT IHMeHYIU, NPUMAMAHHUX KOXCHOMY CYO €Kmy Ouckypcy 6
neeniil cumyayii. ¥ nonimuxie npu 61a0i i unenie ono3uyii piznuti Habip cmpameeii i maxmux. Bueni euoinaroms maxi
cmpamezii 8 nOAIMUYHOMY OUCKYPCI: camonpe3eHmayis, nponazanod, CmeopeHHs eMOYiliHo20 Hacmporo, iHgopmayis
(inpopmyeanns) ma inmepnpemayis, OOIPYHMYGAHHS, MAHINYIAYIL, OUCKPeOUMAayis, amaxd, CaMO3axXucm ma iHul.
«Hasiwyeanns apiuxie» — 00Ha i3 HAUNOWUPEHIWUX MAKMUK, SIKA 008el1a 00CASHEeHHs. NOMPIOHUX pe3yibmamie.

13 ninesicmuunoOl mouKu 30py Y MaKmuKa 6MiNIOEMbCS 3a O0NOMO20I0 BAHCUBAHHI Memaop, enimemie, oucghemizmis,
mobmo Habopy max 36aHUX «APAUKIE» (neubnis), AKi HAGIULYIOMbCA HA J00el, Wob 0amu Xapakmepucmuxy 0cooi,
opeaHizayii abo coyianvromy penomery. Ak npasuno, maxi «Ha36uy, a00 «HABIWAHI APTUKILY, MATOMb He2amuHe eMoyiliHe
3HAYeHHs | CNPAMOBAHI HA CMBOPEHHS NeBHUX Acoyiayill i NPUNUCYBANHS IX NeBHOMY 00 €KY 3 MemO0 3HUNCEHHS 11020
yinnocmi, mobmo sneyinenns. Ipoananizyseaeuwu munu memadop, sxi excusanu kanouoamu na nocm npesuoenma CILIA
v 2008 poyi, moscHa cmeepodcysamu, wo 60HU GAHCUBATU 30eDLIbUL020 0OPA3HI Memapopu — HAUOLTbUL eKCNPecusHUL
6u0 memaghop. Bonu oxazionanvni 1i inougioyanvui. Ix cmeopioe cam moseys s Xapaxmepucmuxu neenoi ocobu i 6
nesuiti cumyayii. Tomy 6onu Oyoice ackpasi, 06pasni, konopumui i domenti. 32iono 3 Kapa-Myp3oro, memagopu — ye
3aKiHueHi Kaiue OyMKU, ale ecmemuyHo npusabnausi Kiiue. Bin esadicae, wo ye cmepeomunu, upasiceni XyO0oXucHiMU
3acobamu. He matouu Hi uacy, Ha MeHMANbHUX MOXCIUBOCHell OJisl NOCMIUHOI nepeoyinKy ompumanoi ingpopmayii, mu
NPUCTNOCOBYEMO 8CE NOBIOOMILEHHS (MecedXHCi) 00 OABHO CHOPMOBAHUX KILiwe, SIKI MONCYMb (DYHKYIOHY8aAmu K NeHUl
Ginemp ons maninynsmopa. Taxi kniwe, abo memaghopu, Ha OYMKY 8HeHUX, € cmepeomunamu, abo Qixcosanumu ioesmu
npo gaxmu peanvHocmi, sIKi 6e0ymsv 00 CHPOWeHHUX abo nepediibuleHux OyiHoK ma agipmayin 3 60Ky IHOUsiOyyma

(Kara-Murza, 2009: 192).

Knrouoei cnosea: nonimuuni maninynayii, maxmuxa «Ha8iuy8aHH APIUKIBY, NIHSGICIMUYHI 3ACOOU.

Manipulating of human consciousness is one of
the most effective means of seizure, holding, exercise
and legitimation of power. The concept “manipula-
tion” is an interesting field for Political studies, Social
Studies, Linguistics, Psychology. In Ukraine and Rus-
sia scholars studied different aspects of manipulation,
depending upon the branch of science. The formula-
tion of the problem. We propose to consider linguis-
tic representation as one of the pragmatic aspects of
manipulation. Pragmatics is understood as “inter-sci-
entific field of knowledge, which studies situational
and behavioral, status, psychological, cognitive and
linguistic factors of communicative interaction of
subjects and their attitude to the means of this inter-
action and certain sign system, used by interlocutors
in their communication” (CeniBanosa, 2011: 582).

The problem analysis. Political manipulation is
paid great attention to and its different aspects are
being studied by many scientists, representing numer-
ous fields of science. In Ukraine aspects of manipu-
lative tactics and their representation were studied by
G. Pocheptsov, O. Boiko, O. Selivanova and others.

But there always remain the questions which need
more detailed research. So, the goal of our study
is to analyze linguistic aspects of “name-calling”
manipulative tactics in American political discourse
on the materials of election campaigns.

The term “manipulation comes from the Latin
“manipulus” meaning “handful”, and means skillful
treatment of an object with hidden intentions and

goals. This meaning gives rise to modern metaphori-
cal meaning, given in Oxford dictionary, as the act of
influence on people or efficient management of them,
especially with contemptuous covered sense (impli-
cation); as hidden but intended management. Russian
psychologist Ye. Dotsenko suggests the following
definition. “Manipulation is a kind of psychologi-
cal influence, mastery execution of intentions with
another person, which contradict to this person's exist-
ing wishes” ([Jouenko, 1997: 58). So we can state that
manipulation is the result of communicative actions.

It is worth mentioning the risks, intrinsic to manip-
ulation, which are discussed by S. Kara-Murza:

1) a kind of intellectual and psychological influ-
ence (but not physical coercion). The target of a
manipulator is intelligence, psychic structures of a
personality;

2) hidden influence, which should not be noticed
by the object of manipulation... for manipulation
false reality is needed, where a person will not feel he
is being influenced;

3) it is a component of authority's technology, but
not the influence on friend's or partner's behavior
(Kapa-Myp3a, 2009: 154).

The scholar states that manipulation as the tool
of authorities springs up only in civic society when
the political order, based on representative democ-
racy is established. According to F. La Rochefou-
cauld, “people could not live in society, if they made
a fool of one another” (Jlapomdyxo, 1990: 42).
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Ye. Shostrom expresses the opinion that both an
object of manipulation becomes a victim and
manipulator himself suffers too as “manipulation
is pseudo philosophy of life, aimed at exploiting
and controlling of both manipulation” (IllocTpom,
2004: 28). So, mutual aspiration to adjust surround-
ings to personal criteria causes changes in both —
subjects and objects of manipulation.

If interpersonal communication is aimed at a
recipient and a manipulator psychologically adjusts
to an addressees, political manipulation refers to a
crowd. In this case the will, power of the minority, in
a hidden way, is imposed on the majority. O. Boiko
defines political manipulation as a set of psycholog-
ical, ideological and managerial actions, directed at
hidden correction of mass consciousness with the aim
of stimulating social activity in the way, necessary for
a manipulator, in his struggle for political power, its
grasping, exercising and holding (Boiixo, 2010: 9).

We can quote some more definitions of the term
“political manipulation” depending upon which sci-
ence deals with it.

So, political manipulation is viewed as:

— a system of ideological, intelligent and psycho-
logical influence on mass consciousness with the aim
of imposing definite ideas and values; goal-seeking
influence on civic opinion and political behavior for
turning them in the needed direction (V. Voronkova);

— a component of the authorities technology, the
essence of which is in programming of thoughts and
strivings of people, their dispositions and oven psy-
chological state with the aim of forming such manner
of behavior, which conforms with those, possessing
the means of manipulation (S. Kara-Murza);

— a system of psychological actions, aimed at the
implementation of illusionary ideas; machination
(gerrymander) (A. Derkach, V. Zhurov);

— agent's actions, which, in a covert manner,
create conditions for planned action on behalf of
the object of manipulation (O. Saveliiev) common
to mankind experience of forming, holding and
implementing shadow power, goal-seeking play on
people’s superstitions and prejudice (Yu. Yermakov).

The key aspects of political manipulation are its
direction at mass peculiarities and attention to the
method of power exercise. To my mind this is the key
difference of political manipulation which influences
the arcenal of methods and technologies of influence
on mass consciousness at the level of state formation.

The aims of political manipulation are the follow-
ing (V. Amelina):

— to enroot the content though obscure but
wanted by definite groups and present it as objective
information in the consciousness of masses;
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— toaffect painful problems of civic consciousness,
causing fears, anxiety, etc.;

— to implement some ideas and hidden goals
(intentions) (L{ymanze, 1999: 15).

Manipulation in general, and political manipula-
tion in particular, is implemented by linguistic (ver-
bal means) and paralinguistic means — phonic (tone,
timbre, loudness, melody), kinetic (gestures, posture,
mimics), graphic. But the use of such means and their
variations is conditioned by extra linguistic factors.
Both groups of factors — linguistic and extra linguis-
tic — form pragmatic aspect of an utterance. So we can
state, that pragmatic aspect of manipulation (of any
kind, including political) is the key one.

No politician addresses the public spontaneously,
without having in mind the aim of his address, hidden
intentions he wants to embed, enroot into the con-
sciousness of people and without a complex of defi-
nite strategies and tactics. This set of strategies and
tactics can be well developed (if he is experienced in
political struggle for example P. Poroshenko) or not
well developed.

Strategic plan foresees (presupposes) the creation
of traps for an opponent (boiiko, 2010: 100). Such
strategic plan is usually worked out in advance and,
as a rule, well approved during communication with
people. Usually it includes several strategies. Strat-
egy is described as “the process of development and
implementation of communicative task, put forward
with the aim of affective influence on an addressee”
(CnaBoBa, 2006: 116). Within one strategy one can
single out several speech tactics, “working” for this
strategy. Under tactic scholars understand a total-
ity of methods and modes, which guarantee strate-
gic success, that is the achievement of the set goal
(botiko, 2010: 162) or, in other words, the way of
strategy implementation. In case of consciousness
manipulation verbal and nonverbal means are the
modes of communication.

Strategies and tactics, appropriate for the success-
ful implementation of strategies, need to be brought
into system. There exist some classifications of
speech strategies and corresponding tactics. One of
them belongs to O. Dmytruk, who singles out:

— evasion (avoidance of) from the truth (tactics of

“name calling”, “glittering generality”, “transfer”);
— misrepresentation of information (tactics
of repetition (hyper bolization), exaggeration,

depreciation, simplification of notions, ignoring trick
shuffling, forging / fabrication of facts, dividing the
integral picture into smaller parts);

— immunization of utterances (tactics of referring
to authorities / testimonial tactics, tactics of using
universal utterances);
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— modification of illocutionary force of utterance
(tactics of categoric / non-categoric nomination);

— strategy of group identification (tactics of
inclusiveness, spacing);

— strategy of structuring according to the principle
of relativity (tactics of giving important information
at the beginning and at the end of the message /
utterance, using structures with implicative potential).

Pioneers in creating and working out technologies
of political manipulation of mass consciousness is
the USA. At the end of 1930s the USA Institute of
propaganda analysis worked out and classified 7 key
tactics of tactics of information and psychological
influence, the so-called “Propaganda ABC”. Those
7 tactics were:

— “name calling”;

— “glittering generality”;

— “transfer”;

— “testimonial” (reference to authorities);

— “plain folks”;

— “card stacking”;

— “band wagon” (I'paueB, MenpauK, 2003: 216).

Taking this classification as the basis, we will try
to study the tactics “name calling” (label pinning) and
its candidates for the Presidential Office during elec-
tion campaigns served the material of the research.

Every video-clip demonstrated one of the tactics
depending upon the needs of the communicative
process and electoral goals. Consequently every tac-
tic was designed with the help of several linguistic,
mainly stylistic, devices. So, every tactic is a totality
of definite linguistic devices.

Bearing in mind, that text analysis of video-clips,
taken without visual and soundtracks, will be incom-
plete and not reliable, the necessity of including
pragmatic aspect seemed urgent and well-proved. To
pragmatic aspect we ascribe such video-clip char-
acteristics as its short-term duration (length up to
4 min.); they present a finished story; information is
subdivided into explicit (utterances) and implicit (not
verbally expressed, but understood from compari-
son, references to other people and actions, allusions
and so on); a video-clip should arise corresponding
associative and stereotyped images; its emotionality;
combination of visual and sound irritants; sphere of
application — Internet and TV. So I have proved that
video-clip text analysis should be done in close inter-
connection with audio and visual tracks.

“Name calling” tactics and its linguistic rep-
resentation.

This is one of the most widely used tactics and it
has proved to make necessary, intended results.

From the linguistic point of view this tactics is
implemented through a selection of metaphors, epi-
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thets, sometimes disphemisms, that is a selection of
so-called “labels”, pinned to people for giving char-
acteristics to a person, organization or any social phe-
nomenon. As a rule such “names” or “pinned labels”
possess negative emotional coloring and are aimed at
evoking certain associations and assigning them to a
given object in order to weigh this object down.

G. Shiller calls such pinning of false labels (or
false name calling) and misrepresentation of struggle
targets of ideological opponents as a typical mode of
propaganda machine.

To implement such intentions speakers use differ-
ent stylistic devices, metaphors being most potential
among them.

Metaphor is the term which denotes “expressive
renaiming on the basis of similarity of two objects:
the real object of speech and the one whose name is
actually used. But there is only affinity, no real con-
nection between the two” (Cxpebnes, 2003).

Scholars give almost the same definition of meta-
phors, stressing that it is the result of transference of
the name of one object to another object “it is based
upon similarity of the objects (not contiguity)” (Yefi-
mov, 2011: 54).

Summing up the existing definitions we can con-
clude that metaphor is a stylistic trope, based on
breaking well-established logic connections and on
forming new ones. Scholars also treat it as a way of
creating picture of the world. The main function of a
metaphor in political discourse is to add more expres-
sivity while forming a needed attitude to the object.

Having analyzed the types of metaphors used by
candidates for President office in the USA during the
election campaign in 2008, we can state that they
mainly use imaginative metaphors — the most expres-
sive kind of metaphors. These ones are occasional and
individual. They are created by the speaker in a defi-
nite situation to characterize a definite person. That is
why they are bright, image-bearing and picturesque.

As an example one can mention a poster, widely
distributed in the Internet. This poster referred to one
of the candidates B. Obama and had an inscription on
it: “46 — Years Old Political Virgin”. In this context the
word “virgin” acquires negative connotation. Except
this pinned label “Political Virgin”, there existed an
advertisement video-clip “Not ready ... yet”, which
was executed by Mc Cane's team. In this clip Mr. Mc
Cane dwells upon B. Obama’s inability to conduct
state politics, and in one of the shills there appears
the caption: “Obama lacks the experience the Amer-
icaneeds”. An one more TV clip “Sweet Equity” (Mc
Cane, 2008) the following phrase is not only pro-
nounced by the news reader, but it gradually appears
on the screen, in parts: “Barak Obama. Higher taxes.
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More spending. Not ready”. Here one more stylistic
device is used — gradation (or climax), where each
subsequent component increases significance, impor-
tance and emotional tension of the utterance — the
atmosphere of critics is becoming more intense. The
thesis about un sufficient experience forms the image
of Obama as a weak leader, who can't cope with the
challenges the President may face. On the other hand,
B. Obama's opponent Mr. Mc Cane gets a label. “The
oldest / biggest celebrity”. It would sound great, and
absolutely positive, if not the person who uttered it:
public celebrity P. Hilton, having scandalous reputa-
tion. Negative publicity of P. Hilton overlaps the pos-
itive image of a serious politician (Mc Cane) and this
conflict forms the context where the word “celebrity”
acquires negative coloring.

Another example of using metaphors in polit-
ical discourse is the slogan of Democrats with Bill
Clinton in 1996, which sounds: “Building a Bridge
to the 21 Century. Metaphorical usage of the word
“bridge” emotionally strengthens the idea of building
up, constructing new future.

Metaphorical comparison of a person with an ani-
mal or natural phenomenon is picturesque and adds
more expressivity to video-clips of candidates for
Presidential Office.

In video-clip “From the Heart”, intended support
B. Dole (Dole. 1996) metaphorical comparison is
used to make candidates characteristics more vivid
and impressive: “This is Bob Dole. He is a workhorse
...” The noun “workhorse” is used in figurative sense,
characterizing a person, who fulfils the most part of
the work.

Superb is the video-clip “Wolves” (Bush, 2004),
where, with the help of visual metaphoric methods,
terrorists are presented as wolves and this aggrivates
the feeling of fear in the following message.

Let us analyze one more video-clip — “Storm” (Mc
Cane, 2008). The video lasts for only 30 seconds. It
is based on description of storm, which is becoming
stronger and stronger (the effect of audio-visual creat-
ing of emotional pressure, unrest). First the following
words are heard: “We choose president to guide us
... If that storm does get worse with someone who is
untested at the home?”, then against the black back-
ground, for the first tie the only one caption appears:
“Barack Obama. Untested”. To my mind (but it is
completely subjective point of view) the words “We
choose president to guide us...” echoes the Bible's
legend about Moses and Jews, their Exodus from
Egypt: President will guide them (the nation) as
Moses guided the Jews ...

In video-critics “Dome” (Mc Cane. 2008) to
define tax policy, offered by B. Obama, the follow-
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ing metaphors were used: “painful taxes ... skyrocket
taxes”, which intensify negative emotional tension. In
the 2 last mentioned video-clips one can observe the
formation of the associative row of unrest and diffi-
dence, a kind of threat in case B. Obama were elected.

According to S. Kara-Murza, metaphors are fin-
ished clichés of thought, but the clichés which are
esthetically attractive. He thinks that they are stereo-
types expressed in the artistic way.

He explains that we have neither enough time nor
mental possibilities but enough abolitions to con-
stantly re-examine information which we receive.
That is why we adjust all the messages to long-ago-
formed clichés, which can function as a peculiar filter
for manipulators. According to scientists, stereotype
is fixed ideas about reality facts, which lead to sim-
plified and exaggerated estimations and affirmations
on behalf of an individual. These ideas are widely
disseminated in certain social groups with the help of
language or image (Kara-Murza,2009:192).

This colclusion is also proved by Nietzsche’s
words that due to speeding of life our spirit (mind)
and sight are getting used to deficient or untruthful
judgment (opinion) or conception of the world (cit.
Kara-Murza, 2009: 192). G. Lebon stresses, that
“having a stock of formulas learned in childhood, we
have everything we need not to get exhausted with
contemplations” (JIebon, 2011: 168).

Ye. Gursel introduced the term “sedimentation”
meaning sedimentation of experience as stereotypes
(cit.Kara-Murza, 2009: 194). Sociologist V. Lip-
man in his book “Public thought” (1922) offered a
concept of propaganda, as such quality of person's
consciousness saves a lot of manipulator's efforts.
S. Kara — Murza, in his turn, considers that for “suc-
cessful manipulation one should have a reliable” “list
of stereotypes” of different groups and layers of soci-
ety — the whole cultural context of the targeted popu-
lation” (cit.Kara-Murza, 2009: 194).

On the basis of these judgments scholars analyze
the ways how the speaker can introduce his message:
a) by using the existing stereotypes, but intensifying
them; b) by using the existing stereotypes, but partly
correcting them by changing accents in the mes-
sage; c) by substitution of existing stereotypes for
new ones. And these are the metaphors, that help the
speaker change the meaning and content of his mes-
sage, to adjust it better for its manipulative function.

Political discourse serves political parties and fac-
tions in their desperate struggle with one another for
supporters and, as a result, for voters. This struggle
can be more loyal or more intensive depending upon
social and political situation. During election cam-
paigns it becomes more desperate and dirty. But polit-
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ical discourse can change dramatically if the country
faces challenges especially terroristic attacks. In such
cases parties can forget about their disagreements to
rebuff the threat to the whole nation. As an example
we can mention political discourse after Septem-
ber, 11, 2001. The political discourse changed dra-
matically. Everybody realized, that there are external
threats and political discourse must also serve the
struggle against terrorism. It was a new function.
Polish lawyer and researcher P. Brzozovski offers to
call political discourse in this new function as novo-
movus geopoliticus (cit. Kara-Murza, 2009: 198).
In his opinion this term defines a new wave of strug-
gle against terrorism, which restrains political and
social rights. In political discourse there appear new
phrases which are considered to be stable expressions
nowadays: international terroristic groups, terroris-
tic attack, terroristic organization, war on terror and
others. So it is clear, that terrorism and war in Iraq
become mainstream topics in the 2204 election cam-
paign. 2001 terroristic attacks still being remembered,
people reject any mentioning of any action which
can lead to reduction of country's forces and oppor-
tunities in the struggle on terrorism. This situation
was successfully used by G. Bush in his video-clip
“Weapons” (Florida), where he reproaches Kerry for
his striving for weapons reduction. Bush's phrase
sounds like that: “John Kerry opposed weapons vital
to the war on terror”. The pragmatics of this mes-
sage is: the war on terrorism remains the mainstream
task of all people and those, who are for reduction
of weapons, are domestic enemies. So Kerry auto-
matically becomes one of such enemies. Against the
background of war on terrorism the best candidate is
the one who is able to win a victory and to defeat the
enemy. In the video-clip “First choice” (rather catch-
ing title, isn't it) senator Mc Cane makes accent on
G. Bush's ability to fight the enemy: “This war will be
a fight for our survival ... America is under attack ...
He (Bush) has determined to make this world better,
safer, freer place ...”. In another video-clip “Finish
it” (Bush, 2004) there is such a phrase: “These people
want to kill us. They killed hundreds of innocent chil-
dren... President Bush didn't start this war, but he will
finish it”. So we see that the statement about Bush's
capability of finishing the war is repeated again and
again, in different words but the same message. Due
to such repetitions the stereotype of the country’s res-
cuer, liberator — G. Bush, is formed.

Manipulation of public consciousness, the tactics
of creation the common enemy has some functions:
a) this idea has to unite people of the whole coun-
try, as everybody can be jeopardized and the feel-
ing of safety is one of the basic needs of any person
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(A. Maslow) and a kind of “a tool” for a manipu-
lator (bpoymu, 2007: 114); b) the problem of dan-
ger, threat becomes a burning one, turning away the
attention of population and mass media (as a media-
tor between politicians and society) from unwanted
political actions.

During election campaign in 2000 there were no
serious military threats, only domestic / internal prob-
lems with economics, education, medical care provi-
sion. In this social and political situation the most
important problems for discussion were the problems
of environmental pollution and global warming. So
A. Gore deals with these things in the video-clip “Mat-
ter” (Gore. 2000): “In this election the environment
itself is on the ballot. ...I work for 24 years to protect
our air and water. I believe we can reverse the global
warning. I heard some people say that this election
doesn't really matter. It does matter. Our air and water
are in stake and I need your help to protect them”. The
candidate points, that the condition of environment
itself is the price of this ballot: “environment itself is
on the ballot”, and only be can help and improve the
situation with the help of voters, of course. In 2007
Albert Gore was awarded the Nobel Prize of Piece
“For studies of global climate changes results, caused
by people's activity, and for working out meas-
ures for their (these results) possible prevention”.

In 1968 everybody's attention was focused on
Vietnam war. As an example of using this topic in
political advertising the video-clip “Vietnam” (Nixon,
1968) can serve. The dreadful shots from military
actions scenes change rapidly, that generates the feel-
ing of tension and perpetual anxiety, text accompani-
ment makes it only worse: “Never has so much mil-
itary, diplomatic and economic power been used so
ineffectively as in Vietnam ... I say the time has come
for the American people to turn for the new leader-
ship ... We shall have a honorable end to the war in
Vietnam”. After that on the screen there appears the
first inscription “love” on a helmet of an American
soldier. The function of this — to tune in the viewer
to positive appreciation of the information which fol-
lows, that is Nixon's profile on the screen with the
inscription: “This time Vote Like Your Whole World
Depended on It”. This example proves the interaction
and mutual influence of textual and visual informa-
tion and the importance of its presentation order.

The phrase “Vote Like Your Whole World
Depended on It” was the key slogan of the Republican
Party in this election campaign. Nixon's image seems
to be treated and accepted with love and sympathy in
contrast to general semantics of struggle in the first
part of the video-clip. The stereotype of a leader who
can rescue population from the war.
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During election campaign in 1964 between
Johnson and Goldwater the problem of nuclear
war arose. In video-clip of the Democratic Party
“Merely another weapon” (Johnson. 1964) Johnson
creates Goldwater's image as a supporter of nuclear
weapons development, saying: “On October 24,
1963, Barry Goldwater said of nuclear bomb:
“Merely another weapon”. Another video-clip
“Daisy” (Johnson, 1964) was banned after its first
showing on the screen. The nuclear explosion was
heard and a little girl was seen. The video-clip “Ice
Cream” to some extend resembles “Daisy”, but is
not so drastic: a girl is eating ice-cream and wom-
an's voice tells about nuclear weapons, but one of
the last phrases refers to Goldwater: “he wants to
go on testing more bombs...” All the videos men-
tioned form an associative succession “Goldwa-
ter — nuclear weapons”. In such a way the image
of an enemy in home affairs of the country is cre-
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ated and this image, due to a number of repetitions
in different situations, is made a stereotype.

Conclusions. The choice of communicative strat-
egy and appropriate (corresponding) tactics depend
upon both the genre of political discourse (TV debates,
propaganda address (speech), political advertising,
interview in mass media and others) and combination
of intentions which every definite person (subject) of
discourse possesses in definite situation. Politicians
who are in power and opposition members use differ-
ent tactics and strategy repertoire. Scholars single out
such strategies of political discourse: self-representa-
tion, propaganda, emotional disposition creation,
information and interpretation, reasoning, manipu-
lation, discrediting, attack, self-defence and others.
The most widely used tactics is “name-calling”. For
its implementation the speakers use a lot of different
stylistic means — metaphors, euphemisms and dis-
phemisms, comparisons and others.

BIBLIOGRAPHY

1997. 344 c.

O C0OIN LN Qb Wb~

. boiiko O. /1. IloniTrane MaHimymoBaHHs: HaBd. moci6. Kuis : AkagemBuaas, 2010. 432 c.

. Bpoynu P. Ilcuxugeckue Bupycsl. Kak nporpammupyot Bame co3nanue. Mocksa : Ilokonenue, 2007. 304 c.

. I'paues I'., Mensruk M. Marumynuposanue TuaHOCTBI0. MockBa : Dkemo, 2003. 384 c.

. Jonenxko E. JI. Tlcuxonorust MaHUYyIIAIMA: ()EHOMEHBI, MEXaHU3MBI 1 3amuTa. Mocksa : UePo, U3narensctBo MI'Y,

. Kapa-Mypsza C. I. Bnacte manunynsanuu. M3n. 2-e. Mocksa : Axkagemuueckuii mpoekt, 2009. 380 c.

. JTapomdyxo @. /1. Makcumsl u MopansHble pasmbinuieHns . CyxaeHus u apopusmbl. Mocksa, 1990. C. 42.
. JIe6on I'. Ilcuxonorus HaponoB u Macc. MockBa : Akagemudeckuit mpoekt, 2011. 238 c.

. CenianoBa O. O. Jlinreictnuna eniukiaoneais. [Tonrtasa : Jopkimasa — K., 2011. 843 ¢. C. 582.

. CxpebneB 0. M. OCHOBBI CTHIIMCTHKH aHIIIMHCKOTO si3bIKa. Mocksa : Actpens, 2003.

10. CnaBona JI. JI. KomyHikaTuBHi cTpaTerii Ta TAKTUKH y Cy4acCHOMY Mac-MeIiifHOMY MO THYHOMY THUCKYpCi: 3iCTaBHHH
acrekT (Ha MaTepiali yKpaiHChKUX Ta aMepHKaHChKHX [HTepHeT-pKepen). BicHuk JKutoMupchkoro epskaBHOTO yHIBEpCH-

Tety im. I. dpanka. 2006. Ne 27. C. 116-117.

11. Hynagze A. M. Iomutnueckue maumynsuuy, win Iloxkoperue tonmsl. Mocksa : KHukHBIT 10M « YHUBEpCUTETY,

1999. 144 c.

12. Hloctpom O. AnTu-Kapreru. Munck : ITommyppu, 2004. 54 c.
13. Yefimov L., Yasinetskaya E. Practical Stylistics of English. Vinnytsia: Nova Knyha Publishers. 2011. 228 p.

REFERENCES
1. Boiko,O. Politychne manipuliuvannia.[Political manipulation]. Kyiv, Akademvydav, 2010. [In Ukrainian].
2. Brody R. Psikhicheskie virusy. Kak programmiruiut nashi soznanie. [Psychic Viruses. How our consciousness is pro-

N

grammed]. Moskva, Pokolieniie, 2007. [In Russian]

3. Grachev G., Melnik I. Manipulirovanie lichnost’iu. [Manipulating of a personality]. Moskva, Eksmo, 2003. [In Russian].

4. Dotsenko Ye. Psikhologiia manipuliatsii: fenomeny, mekhanizmy I zashchita. [Psychology of manipulation: phenom-
ena, mechanisms and defence]. Moskva, Izdatelstvo MGU,1997.[In Russian]

5. Kara-Murza S. Vlast’ manipuliatsii. [The power of manipulation]. Moskva, Akademicheskii proiekt, 2009. [In Russian].

6. La Rochefoucauld , F. Maksimy I moralnyie razmyshleniia.[Maxims and moral reflections]. In: Syzhdeniia i aforizmy

[Judgments and aphorisms]. Moskva, 1990. [In Russian].

7. Lebon G. Psikhologiia narodov i mass.[ Psychology of peoples and masses].Moskva, Akademicheskii proiekt, 2011.

[In Russian].

8. Selivanova O. Lingvistychna entsyclopediia. [Linguistic encyclopedia]. Poltava, Dovkillia-K, 2011. [In Ukrainian].
9. Skrebnev Y. Osnovy stilistiki angliiskogo iazyka. [Fundamentals of English Stylistics]. Moskva, Astrel-AST, 2003.

[In English].

10. Slavova L. Komunikatyvni strategii i taktyky u suchasnomu masmediinomu polituchnomu discursi: zistavnyi aspect
(na materiali ukrainskyh ta amerykanskyh Internet-dzherel). [Communicative strategies and tactics in modern mass media
political discourse (on the materials of Ukrainian and American Internet resources]. In; Visnyk Zhytomyrskogo Universytetu.

2006, Ne27. [In Ukrainian].

11. Tsuladze A. Politicheskie manipuliatsii, ili pokorenie tolpy. [Political manipulations, or conquering the crowd].

Moskva, Knizhnyi dom “Universitet”, 1999. [In Russian].

12. Shostrom A. Anti-Karnegi. [Anti — Karnegy]. Minsk, Popurri, 2004. [In Russian].
13. Yefimov L. Practical Stylistics of English. — Vinnytsia: Nova Knyha Publishers. — 2011. [In English]

74 AKXTyaAbHI TMTaHHS T'yMaHITapHKUX Hayk. Bum 40, Tom 3, 2021



