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Abstract. The article aims to give a comprehensive account of 

innovative theoretical developments in the field of linguistic imageology. 
The main objective of the paper is the linguistic analysis of the category of 
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image, its major features and characteristics. Quite recently, considerable 
attention has been paid to the problem of image-making in Slavic and West 
European linguistics, which is evidenced in numerous scientific 
investigations related to this topic. Current research is focused on the 
analysis of linguistic mechanisms of image making, investigation of the so-
called "influential potential" of image, its ability to form new social 
meanings and tendencies. This study examines the category of image in 
cognitive-discursive, phonological, lingvocultural and lingvosemiotic 
facets. The author defines image as a specific means of communication; a 
kind of "code", a set of meanings, symbols that can be read on verbal and 
non-verbal levels. In the process of subject-subject interaction, this "code" 
is read by recipients. Hence, according to author’s beliefs, such an 
interpretation of the category allows scientists to expand the boundaries of 
image research and consider the problem of image within new linguistic 
directions, i.e. communicative linguistics and text linguistics. The author 
explains that the image phenomenon has an ambiguous nature and 
stereotypical character. It is stated that an obligatory condition for the 
formation of an effective image, in particular state image, is taking into 
account stereotypical characteristics of the image object which have been 
established in a certain society. In this paper, the author investigates a 
number of conceptually important for linguistic imageology terms. 
Particular attention is paid to linguistic comprehension of the concepts of 
image plot, image text, language image, correct language behavior etc. The 
proposed study emphasizes a special role of estimation as one of the key 
characteristics of image media texts, as it is the basis of any image 
constructed by media. It is proved that estimation creates an evaluative 
attitude to the reported information. At the same time, attention is focused 
on the essential role of the prosodic components of speech (i.e. increase and 
decrease of voice, change the pace of speech, timbre, pause etc.) in the 
process of shaping a political image. A conclusion is made about a great 
suggestive potential of image, which determines the prospects of research of 
this category in neurolinguistic aspect. The author’s view is that a new 
stage of research in the field of linguistic imageology may be an analysis of 
the image phenomenon in mass media discourse, as the basic category of an 
innovative humanitarian discipline – media linguistic imageology. In 
Ukrainian linguistic science this aspect of research is just beginning to 
develop and therefore requires detailed study and analysis. To the author’s 
best knowledge, only one study in Ukraine has come up with this issue. This 
paper clearly shows that investigating image issues in terms of 
medialingvoimageology has the greatest scientific perspective, which is 
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justified by the possibility of studying the verbal nature of image with the 
involvement of alarge arsenal of knowledge from various research areas. 

Key words: lingvoimageology, medialingvoimageology, category of 
image, linguistic aspects of image research, image text, image plot, 
language image. 
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КАТЕГОРІЯ ІМІДЖУ 
В ЛІНГВІСТИЧНОМУ ДИСКУРСІ 

 
Анотація. Стаття присвячена аналізу перспективних напрямів 

іміджевих досліджень в українській та зарубіжній лінгвістиці. 
Авторську увагу закцентовано на сучасних тенденціях розвитку 
лінгвоіміджелогії як актуальної неолінгвістичної парадигми, що 
вивчає мовні механізми іміджетворення, "впливовий потенціал" 
іміджу, його здатність формувати нові соціальні смисли й рефлексії. 
Центральним поняттям лінгвістичної іміджелогії є категорія 
іміджу, яку автор розглядає в когнітивно-дискурсивному, 
фонологічному, лінгвокультурологічному та лінгвосеміотичному 
аспектах. У статті імідж визначено  як специфічний засіб 
комунікації; своєрідний "код", набір смислів, символів, що можуть 
бути прочитані на вербальному й невербальному рівнях. У процесі 
суб’єкт-суб’єктної взаємодії цей "код" зчитується реципієнтами – 
учасниками комунікації. Відповідно, на переконання автора, така 
інтерпретація категорії дозволяє розширити межі іміджевих 
досліджень і розглядати її в аспекті неонапрямів мовознавства – 
нових підходів до комунікативної лінгвістики та лінгвістики тексту. 
Встановлено, що феномен іміджу має двозначну природу та 
стереотипний характер. Висловлено тезу про те, що необхідною 
умовою формування ефективного іміджу, зокрема державного, є 
врахування сформованих у суспільстві стереотипних характеристик 
об’єкта іміджування. Проаналізовано ряд концептуально важливих 
для лінгвістичної іміджелогії термінопонять. Особливу увагу 
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приділено лінгвістичному осмисленню понять "іміджевий сюжет", 
"іміджевий текст", "мовний імідж", "правильна мовна поведінка" та 
ін. 

У пропонованому дослідженні наголошується на оцінності як 
одній із ключових характеристик іміджевих медійних текстів, адже в 
основі будь-якого іміджу, конструйованого засобами масової 
комунікації, лежить саме оцінка, яка створює авторське ставлення 
до повідомлюваної інформації. Водночас акцентується увага на 
суттєвій ролі просодичних компонентів мовлення (тону, темпу, 
тембрового забарвлення, паузації) у процесі формування політичного 
іміджу. Робиться висновок про великий сугестивний потенціал 
іміджу, що зумовлює перспективність дослідження цієї категорії у 
нейролінгвістичному аспекті. 

Новим етапом досліджень у галузі лінгвістичної іміджелогії, на 
думку автора, може бути аналіз феномену іміджу у дискурсі мас-
медіа –  як базової категорії новітньої гуманітарної дисципліни – 
медіалінгвоіміджелогії. В українській лінгвістичній науці ця галузь 
тільки починає формуватися і тому  потребує детального вивчення. 
На переконання автора, вивчення іміджевої проблематики в 
медіалінгвоіміджелогії має найбільшу наукову перспективу, що 
аргументується можливістю студіювання вербальної природи іміджу 
із залученням великого арсеналу знань із різних дослідницьких напрямів. 

Ключові слова: лінгвоіміджелогія, медіалінгвоіміджелогія, 
категорія іміджу, лінгвістичні аспекти дослідження іміджу, 
іміджевий текст, іміджевий сюжет, мовний імідж. 
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КАТЕГОРИЯ ИМИДЖА 
В ЛИНГВИСТИЧЕСКОМ ДИСКУРСЕ 

 
Аннотация. Статья посвящена анализу перспективных 

направлений имиджевых исследований в украинской и зарубежной 
лингвистике. Авторское внимание сакцентировано на современных 
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тенденциях развития лингвоимиджелогии как актуальной 
неолингвистической парадигмы, которая изучает языковые 
механизмы создания имиджа, "влиятельный потенциал" имиджа, его 
способность формировать новые социальные смыслы и рефлексии. 
Центральным понятием лингвистической имиджелогии является 
категория имиджа, которую автор рассматривает в когнитивно-
дискурсивном, фонологическом, лингвокультурологическом и 
лингвосемиотическом аспектах. В статье имидж определен как 
специфическое средство коммуникации; своеобразный "код", набор 
смыслов, символов, которые могут быть прочитаны на вербальном и 
невербальном уровнях. В процессе субъект-субъектного 
взаимодействия этот "код" считывается реципиентами – 
участниками коммуникации. Соответственно, по убеждению автора, 
такая интерпретация категории позволяет расширить границы 
имиджевых исследований и рассматривать ее в аспекте 
неонаправлений языкознания – новых подходов к коммуникативной 
лингвистике и лингвистике текста. Определено, что феномен 
имиджа имеет двусмысленную природу и стереотипный характер. 
Высказан тезис о том, что необходимым условием формирования 
эффективного имиджа, в частности государственного, является 
учет сложившихся в обществе стереотипных характеристик 
объекта имиджирования. Проанализирован ряд концептуально 
важных для лингвистической имиджелогии терминопонятий. Особое 
внимание уделено лингвистическому осмыслению понятий 
"имиджевый сюжет", "имиджевый текст", "языковой имидж", 
"правильное речевое поведение" и др. 

В предлагаемом исследовании подчеркивается особая роль 
оценочности как одной из ключевых характеристик 
имиджевыхмедийных текстов, ведь в основе любого имиджа, 
конструированного средствами массовой коммуникации, лежит 
именно оценка, которая создает оценочное отношение к сообщаемой 
информации. В то же время акцентируется внимание на 
существенной роли просодических компонентов речи (тона, темпа, 
тембровой окраски, паузации) в процессе формирования 
политического имиджа. Делается вывод о большом суггестивном 
потенциале имиджа, что обуславливает перспективность 
исследования этой категории в нейролингвистическом аспекте. 

Новым этапом исследований в области лингвистической 
имиджелогии, по мнению автора, может быть анализ феномена 
имиджа в дискурсе масс-медиа – как базовой категории новейшей 
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гуманитарной дисциплины –медиалингвоимиджелогии. В украинской 
лингвистической науке эта отрасль только начинает формироваться 
и потому требует детального изучения. По мнению автора, изучение 
имиджевой проблематики в медиалингвоимиджелогии имеет 
наибольшую научную перспективу, что аргументируется 
возможностью изучения вербальной природы имиджа с привлечением 
большого арсенала знаний из разных исследовательских направлений. 

Ключевые слова: лингвоимиджелогия, 
медиалингвоимиджелогия, категория имиджа, лингвистические 
аспекты исследования имиджа, имиджевый текст, имиджевый 
сюжет, языковой имидж. 
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Lingvoimageology, or linguistic imageology is, from our 

perspective, one of the most promising research areas of modern 
humanities and, primarily, neolinguistics. Lingvoimageology mainly 
focuses on the analysis of linguistic mechanisms ofimage making 
and the study of the so-called "influential potential" of image (the 
term by T. Kozhevnikova [12, p. 58]), its ability to form new social 
meanings and tendencies.  

The topicalityof the above-mentioned problem is evidenced in 
the innovative works of numerous foreign and Ukrainian scientists, 
in particular I. Mogor-Ivan, M. Priezler (University of Galati, 
Romania) [17], Sh. Khairov (University of Glasgow, Scotland) [10], 
M. Zelenka (Constantine the Philosopher University in Nitra, 
Slovakia) [32], M. Katynska (Amur State University, Russian 
Federation) [7, 8, 9], O. Kubryakova (Institute of Linguistics, 
Russian Academy of Sciences, Russian Federation) [13], 
O. Osyetrova(SiberianFederalUniversity, 
RussianFederation)[19],A. Prokhorov(DerzhavinTambovStateUniver
sity, RussianFederation) [22],S. Kamalova (Moscow State Institute 
of International Relations, Russian Federation) [6], O. Tomberg 
(Ural Federal University, Russian Federation) [29], Yu. Makarovets 
(Nizhyn Gogol State University, Ukraine) [16], O. Ivantsiv ( Ivan 
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Franko National University of Lviv, Ukraine) [5], 
I. Lysychkina (Academy of the Interior Troops of the Ministry of Int
ernal AffairsofUkraine, Ukraine) [15], T. Zabolotna(State Higher 
Educational Institution "Pereyaslav-Khmelnytsky State Pedagogical 
University named after Gregory Skovoroda", Ukraine) [31], 
A. Moroz (National Pedagogical Dragomanov University, Ukraine) 
[18], L. Ivanova (Kherson State University, Ukraine) [4] etc. 

Investigations of linguistic features of constructing an image 
are actively conducted in foreign linguisticsin the last decade (2007-
2017) (works by I. Mogor-Ivan, M. Priezler [17], Sh. Khairov [10], 
M. Zelenka [32] etc.  

In parallel, surveys in linguistic imageology appear in Slavic 
linguistics (works by T. Kozhevnikova [12], O. Shnyakina [23], 
M. Katynska [7, 8, 9], A. Prokhorov [22], E. Frolova [2], O. Osyetrova 
[19], Yu. Lozovskiy [14], O. Goloshumova [3], O. Ponomareva [20], 
L. Yegorova [30], O. Kubryakova [13], N. Koval [11], O. Ivantsiv [5], 
Yu. Makarovets [16], I. Lysychkina [15], T. Zabolotna [31], A. Moroz 
[18], L. Ivanova [4] etc. 

We note thatthe category of image as the central notion of 
linguistic imageologyis studied by linguists in many ways. Thus, the 
linguist O. Ivantsiv distinguishes and systematizes the following 
aspects of scientific research in this field: 

• cognitive-discursive, within which the research attention, in 
our opinion, deserve the works of T. Kozhevnikova [12], M. Katynska 
[7, 8, 9], A. Prokhorov [22], I. Sushnenkova [28], O. Sidak [27], 
E. Frolova [2], I. Lysychkina [15], Yu. Lozovskiy [14] etc; 

• phonological, presented in research by N. Koval [11], 
O. Goloshumova [3], L. Postnikova [21] and others; 

• lingvocultural, represented in scientific research by 
O. Ponomareva [20], V. Dauletova [1] etc; 

• lingvosemiotic (scientific research by O. Kubryakova [13] 
and others. 

In the cognitive-discursive paradigm of linguistic research 
image is analyzed as a way of categorizing and conceptualizing the 
world. In this sense, image is a cognitive category, a carrier of 
cognition; accordingly, constructing and modeling the image, we 
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discover the world. Cognitive linguistics explores image as a mental 
model that reflects certain characteristics of an image-raising object 
and allows to obtain information about it [7, p. 62].  

Given the dual nature of the analyzed phenomenon – as an 
element of the verbal and non-verbal (sign) system, as well as its 
conceptual semantics, the cognitive-discursive angle of image 
research seems to be one of the most promising. 

Innovative approach to the interpretation of the phenomenon 
of image realizes in her scientific research linguist M. Katynska [7], 
analyzing this category through the prism of the theory of 
prototypes (E. Rosh, L. Wittgenstein, etc.).  

An important achievement of cognitive image research is the 
discovery of ambiguity of this category. Indeed, we have no doubt 
that any image has a verbal and non-verbal representation. 
Accordingly, the non-verbal part of image is classified in cognitive 
linguistics as a mental model, while verbalized image is considered a 
sign model [8].  

Thus, modeling the verbal component of image will allow "to 
change the attitude of the mass audience to the image carrier", which 
will potentially lead to "further correction of the recipients’ 
behavior" and "decision-making in favor of a particular product, 
service, etc."[8]. 

Note that in many scientific works devoted to the problem of 
image scholars emphasize the stereotypical nature of this 
phenomenon. From the point of view of cognitive linguistics, the 
importance of studying the stereotypical characteristics of image as a 
prototypical category is determined by their ability to become 
prototypes of components that structure image [8].  

Thus, stereotypes can be considered as original prototypes of 
image. However, we emphasize that the concepts "stereotype" and 
"image" are not synonymous: a stereotype is a relatively stable view 
of something, it has a static nature. In contrast, image is a dynamic 
phenomenon: if certain features or characteristics of its carrier are 
changing, the image itself is also changing. On the other hand, it is 
logical to assume that stereotypical beliefs to a large extent influence 
the process of constructing an image. Hence, determination the main 
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stereotypical image characteristics is a prerequisite for the formation 
of an effective image. In particular, we are convinced that while 
working on creating an external and internal image of Ukraine, it is 
important to take into account positive state stereotypes already 
formed in society. 

Another representative of the cognitive-discursive aspect of 
image research, linguist E. Frolova, analyzes the category of image 
as a phenomenon of political linguistics [2]. Considering the main 
communicative strategies for forming the image of a regional leader, 
the scientist quite rightly notes that image is one of the most effective 
means of influencing mass consciousness [2].  

Such a peculiarity of image is explained, in our opinion, by a 
significant manipulative potential of this phenomenon, its 
stereotypical nature, inclusion in the mass media information space, 
which causes an increase in interest in the image issues in the field of 
political linguistics, especially during election campaigns and 
sociological surveys. 

At the same time, modern linguistic investigations in this area 
actively develop the conceptual apparatus of linguistic imageology. 
For instance, the researcher E. Frolova introduces into the scientific 
circle the concept of the image plot– "agenre of a PR-text, prepared 
by the press service of the head of the region or by the journalists 
themselves, which presents a socially significant problem, where the 
facts, the very problem, as well as a view on this problem contribute 
to the formation of a positive image of a certain regional leader" 
[2].In our view, understanding the basic principles of creating image 
plots is necessary for constructing a successful and effective image. 

The incorporation of the linguistic component into a general 
image problem also suggests the need for a study of the concept of 
"language image", proposed by O. Osyetrova [19]. The scientist 
analyzes the above-mentioned concept in the context of the 
development of lingvopsychology and links it with Yu. Karaulov’s 
notion of language personality as "a personality, which is 
manifested in language (texts) and reconstructed in its main features 
on the basis of linguistic means" [19, p. 80]. And this point of view 
is, to our mind, quite correct, as any image has a verbal expression. 
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Hence, language as the main verbalizer of consciousness constructs 
the image and affects it. 

In this sense, language image, according to O. Osyetrova, is an 
external part of the linguistic person, its "façade", open to the public 
[19]. The investigator rightly argues that the mastery of the art of 
constructing a positive language image is important for "correct 
language behavior", that is, the ability to speak a literary language, 
to use etiquette formulas, to prove yourself as a cooperative type of 
language personality, to correctly conduct a conversation, etc [19, 
p. 81]. 

The author’s thesis about close connection between image and 
language personality also seems logical. The scientist postulates that 
the more exactly they coincide, the more natural the communicative 
game will be. At the same time, the more an image of a person 
differs from its language behavior, the more deformed becomes the 
image mask [19, p. 81]. Indeed, the image of a personmust 
correspond to his/her true nature; in the other case, the so-called 
"gap" between the ideal and the real image will be definitely noticed, 
which will undermine the potential impact on the audience. 

In turn, the linguist Yu. Lozovskiy’sresearchthesisisdevoted to 
the analysis of linguistic means for creating a well-known person’s 
image [14]. In his work, the author interprets the investigated 
phenomenon as "one of the means of communication, which, with 
the help of purposefully created and emotionally colored images 
having the character of a stereotype, translates information about a 
real person based on the needs of mass consciousness" [14, p.4]. 

It should be emphasized that in Yu. Lozovskiy’s interpretation 
of image the definition of the above-mentioned phenomenon as a 
specific means of communication is innovative for modern 
linguistics. We fully agree with the author’s position, as any image 
is a kind of "code", a set of meanings, symbols whichcan be read at 
verbal and non-verbal levels. Accordingly, in the process of subject-
subject interaction, this "code" is read by recipients – the participants 
of the communication; hence, image can be defined as a unique 
means of communication. In our opinion, such an interpretation of 
the studied category makes it possible to expand the scope of image 
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research and consider it in the aspect of new directions of modern 
linguistics, in particular, communicative linguistics and text 
linguistics.  

In Yu. Lozovskiy’s interpretation of image a statement about 
the importance of assessment as the basis for building an image and 
creation a certain evaluation attitude also seems logical [14, p.4].  

It is worth noting that for our investigation this thesis is 
relevant, since the analysis of media publications devoted to the 
image of Ukraine proves that estimation is one of the key 
characteristics of such texts. 

In modern linguistics, the category of image is also studied in 
the phonological aspect, where the phonetic characteristics of the 
image are in the center of attention. In particular, O. Goloshumova’s 
thesis is devoted to the study of the role of intonation and other 
linguistic means in shaping and optimizing the image of the political 
leader [3]. In her work, the scientist analyzes intonational means of 
language, which, in combination with lexical-syntactic and stylistic 
means, carry out the function of influence and promote the 
construction of an effective political image [3].  

Having conducted a comprehensive audit and functional 
analysis of the speeches of American political figures, the author 
concludes that it is the language that most successfully transfers the 
image of a politician to the audience and allows him/her to achieve 
his/her goal and gain credibility [3]. It is to be noted that the 
analyzed by O. Goloshumova phonetic characteristics of image are 
quite actively used in modern political communication. Increase and 
decrease of voice, change the pace of speech, timbre, pause – all 
these phonetic means are successfully used by politicians in their 
speeches.  

Meanwhile, the results of the phonetic research conducted by 
N. Koval point out that prosodic characteristics of a person are an 
important part of image technologies used by image makers due to 
their ability to "overcome the thresholds of audience’s perception" 
and be "in advance doomed to success" [11]. Undoubtedly, this fact 
attests to great suggestive potential of image, the need for its study 
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within the newest linguistic directions, in particular, neurolinguistic 
programming. 

In the lingvocultural discourseimage is explored by 
O. Ponomareva [20]. The scientist examines the category of image in 
correlation with language and culture, emotion and cognition. We 
believe that nowadays image is a complex sociocultural 
phenomenon, an important element of the formation of a national 
identity, therefore, lingvocultural aspect of image investigations is, in 
our opinion, also worthy of research attention. 

Nonetheless, L. Yegorova’s PhD thesis is significant for the 
development of the terminological apparatus of lingvoimageology. In 
her investigation, the scientist introduces the concept of image text 
[30]. According to L. Yegorova, image text is "a text phenomenon of 
media discourse, a carrier of a special type of social information –
imageinformation, verbalized by adequate means" [30, p.6]. 

L. Yegorova analyzes the concept of image as a linguistic and 
sociocultural category of media discourse, which has a field 
structure. Accordingly, in this structure the researcher allocates the 
core and periphery. The core of the image is characterized by a 
maximum concentration of signs, and the periphery of the imageis 
characterized by an incomplete set of signs [30, p.10-11]. 

We note that lingvosemiotic aspect of image research is quite 
new in modern linguistics. For instance, O. Kubryakova’s scientific 
investigation is devoted to the analysis of sign nature of image [13]. 
Considering image as a sign, the researcher rightly observes that for 
its definition "it is important to establish in relation to which object is 
it a sign – in relation to such "an empirical object" as a person, or 
such an ideal object as his/her image (or his/her essence – character, 
moral features, that is, something from the sphere of abstract and 
ideal)" [13, p.6]. According to O. Kubryakova, image is called to 
replace a real object or person in other people’s perception [13, p.9]. 
Consequently,one of the dominant functions of image in all the 
analyzed approaches is a substitutive function. 

Therefore, image can be considered one of the most universal 
categories of modern humanities. It is an interdisciplinary 
phenomenon, which is the subject of analysis of many scientific 
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directions. Since the interpretation of a concept depends on the goals 
and objectives of a particular science, any interpretation of this 
category is of a sectoral nature. However, in our view, linguistics has 
the most scientific perspective in the study of image issues as it 
analyzes verbal nature of image and uses a large arsenal of 
knowledge from various research areas. 

In our opinion, a new stage in image investigations can be the 
analysis of this phenomenon in media linguistic discourse as the 
basic category of modern discipline – medialingvoimageology – 
new paradigm of modern linguistics, which is now at the stage of 
formation and therefore needs to be studied in detail. In fact, in 
modern sciencemedialingvoimageologyis represented only by 
scientific investigations of A. Shylina [24, 25, 26]. 

To our mind, image in the framework of the outlined issues 
can be analyzed in broad and narrow terms. 

Thus, in a broad term, we interpret image as a thought of the 
object (subject) which is intentionally formed in mass or individual 
consciousness.  

In a narrow sense, we consider this term within the 
framework of media linguistic perspective, where we define image 
as one of the central concepts of modern media linguistics; the result 
of the work of media aimed at constructing in mass consciousness an 
emotionally-evaluative thought about an object (subject) with a 
clearly expressed semantics (positive / negative), in the process of 
which media use effective linguistic means of image building, i.e. 
writing and distribution of image texts, plots, accumulation 
ofaffective statements, emotionally-evaluative lexemes, emotional 
subjective judgments, usage of suggestive neurolinguistic 
technologies, etc. 
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ІНФОТЕЙНМЕНТ 
ЯК НЕОЖАНР МЕДІЙНОЇ КОМУНІКАЦІЇ: 

ФУНКЦІОНАЛЬНО-СТИЛІСТИЧНИЙ АНАЛІЗ 
 

Анотація. Стаття присвячена функціонально-стилістичному 
аналізу неожанру українських телевізійних новин – інфотейнменту. 
Доводиться теза, що цей жанр сьогодні існує та активно 
розвивається в українському медіапросторі, до того ж має ряд 
специфічних особливостей, властивих лише йому. На прикладі 
телепрограм "Абзац!" на Новому каналі та "М1 News" на каналі M1 
подається аналіз специфіки мовлення медійників у телепрограмах 
жанру інфотейнменту. "Інфотейнмент" (дослівно "infotainment 


