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Consideration of the mass-media culture is impossible without the concept of «image of the author.» The 
introduction of this category in the paradigm of the study allows us to generalize a wide variety of concepts that 
are based on a common core, main body. Generalized author – is an average characteristic, an ideal image, that has 
incorporated many features of the speci c authors of the period.

Key words: mass-media culture, image of the author, genre limits, information sciety, postmodernism, deviance, 
media text, state of language, cue function.
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Imaginative basis of mass-media language, which is achieved through the use of metaphorically-allegoric 
constructions and directly in uences the ef ciency of modern media-text and, as a result, is the inalienable component 
of emotional raising of readers, is considered in the article.

Key words: means of imagery, metaphorical construction, allegoric elements of the text, ef ciency of media-text.
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