0. EOC
EUROASIAN-
ONLINE
CONFERENCES

- > CONFERENCE

INTERNATIONAL CONFERENCE ON-
MULTIDISCIPLINARY STUDIESAND -~
EDUCATION

p ‘-. _~\. ) ° '1‘3“"’ T)h]h.','
s 1 oentifier

eoconf.com - from 2024



Volume 3 Issue5 | 2026 |
INTERNATIONAL CONFERENCE ON MULTIDISCIPLINARY STUDIES AND EDUCATION

INTERNATIONAL CONFERENCE ON MULTIDISCIPLINARY STUDIES AND
EDUCATION: a collection scientific works of the International scientific
conference - London, England, 2026. Issue 5

Languages of publication: Uzbek, English, Russian, German, Italian,
Spanish

The collection consists of scientific research of scientists, graduate
students and students who took part in the International Scientific online
conference  «INTERNATIONAL CONFERENCE ON MULTIDISCIPLINARY
STUDIES AND EDUCATION». Which took place in London 2026.

Conference proceedings are recommended for scientists and teachers in
higher education establishments. They can be used in education, including the
process of post - graduate teaching, preparation for obtain bachelors' and
masters' degrees. The review of all articles was accomplished by experts,
materials are according to authors copyright. The authors are responsible for
content, researches results and errors.




Volume 3 Issue5 | 2026 |
INTERNATIONAL CONFERENCE ON MULTIDISCIPLINARY STUDIES AND EDUCATION
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Annotation. This article examines the pragmatic-semantic features of linguistic
units expressing gender content in English and Uzbek marketing texts. The study
analyzes gender-related lexical units, stylistic devices, and communicative
strategies used in advertising and marketing discourse from a comparative
perspective. Particular attention is paid to the semantic meanings and pragmatic
functions of language units that create male and female images in marketing
communication. The research also explores the influence of gender stereotypes on
consumer perception and the role of cultural values in shaping advertising
language in both English and Uzbek contexts. Furthermore, the article highlights
the growing tendency toward gender-neutral language in modern marketing
discourse. The findings of the study contribute to the development of gender
linguistics, pragmalinguistics, discourse analysis, and marketing communication
studies.
Keywords: gender, marketing texts, pragmatics, semantics, gender stereotypes,
advertising language, communicative influence, linguistic units, discourse analysis,
pragmalinguistics, English language, Uzbek language, gender linguistics,
consumer psychology, marketing communication.
Main Part. In modern marketing communication, language plays a significant role
in influencing consumers ‘and shaping their perceptions about products and
services. Advertising texts are not only a means of commercial promotion but also
a reflection of social values, cultural norms, and gender ideologies. Therefore, the
study of pragmatic-semantic features of linguistic units expressing gender content
in English and Uzbek marketing texts has become one of the aktyal issues in
contemporary linguistics and discourse studies.
Gender representation in marketing discourse is mainly realized through lexical
units, stylistic devices, metaphors, epithets, slogans, and forms of address. In
English marketing texts, advertisements aimed at women often include words such
as “beauty,” “elegance,” “care,” “softness,” and “confidence.” These lexical units
create emotional appeal and emphasize attractiveness, tenderness, and self-care.
On the contrary, advertisements targeted at men frequently employ expressions
like “power,” “strength,” “success,” “leadership,” and “dominance,” which reflect
traditional masculine characteristics and social expectations.
Similarly, Uzbek marketing texts also demonstrate clear gender-oriented linguistic
patterns. Advertisements for women commonly use lexical units such as
“go‘zallik” (beauty), “nafosat” (gracefulness), “latofat” (elegance), and “mehr”
(kindness). Meanwhile, male-oriented advertisements tend to contain words like
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“kuch” (strength), “matonat” (courage), “g‘alaba” (victory), and ‘“ishonch”
(confidence). These examples indicate that gender-specific language in Uzbek
marketing discourse is strongly connected with national traditions, cultural values,
and family-centered ideology.

From a pragmatic perspective, the main purpose of marketing texts is to persuade
consumers and encourage purchasing behavior. Gender-related linguistic units
function as persuasive tools that emotionally affect the target audience. English
marketing discourse often emphasizes individuality, independence, and personal
achievement, while Uzbek advertising discourse highlights family values, social
harmony, and collective identity. Such differences demonstrate the influence of
cultural and social contexts on pragmatic strategies in advertising communication.
Semantic analysis reveals that gender-related expressions carry not only direct
lexical meanings but also implicit social and psychological connotations. For
example, the phrase “independent woman” in English advertisements symbolizes
modernity, freedom, and self-confidence, whereas Uzbek marketing texts may
prefer expressions such as “mehribon ona” (loving mother) or “saranjom bekasi”
(good housewife), which reflect traditional female roles. Thus, marketing language
contributes to the formation and reinforcement of gender stereotypes in society.
Another important aspect is the growing tendency toward gender-neutral language
in global marketing communication. Modern English advertisements increasingly
replace gender-marked terms such as “salesman” or “chairman” with neutral
alternatives like “salesperson” and ‘“‘chairperson.” This linguistic shift reflects
contemporary social demands for equality and inclusiveness. Although Uzbek
marketing discourse still largely preserves traditional gender distinctions, some
modern advertisements have begun to adopt more neutral and inclusive
expressions.

Moreover, visual and verbal elements in marketing texts work together to
strengthen gender representation. The choice of colors, images, slogans, and
descriptive vocabulary creates a specific communicative effect on consumers. In
both English and Uzbek advertisements, women are frequently associated with
beauty, care, and emotionality, while men are connected with leadership,
confidence, and authority. Such representations influence consumer psychology
and shape social perceptions about gender roles.

In conclusion, the comparative analysis of English and Uzbek marketing texts
demonstrates that linguistic units expressing gender content possess important
pragmatic and semantic functions. They influence consumer behavior, reflect
cultural values, and contribute to the construction of gender identity in advertising
discourse. Therefore, the study of gender-oriented language in marketing
communication remains an important area of research in linguistics, pragmatics,
and discourse analysis.
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Conclusion. The analysis of English and Uzbek marketing texts demonstrates that
linguistic units expressing gender content play a crucial role in advertising
communication and consumer influence. The study reveals that gender-oriented
lexical and stylistic devices are widely used to create persuasive messages, shape
consumer attitudes, and strengthen the emotional impact of advertisements.

The comparative investigation shows that English marketing discourse mainly
emphasizes individuality, independence, self-confidence, and personal success,
while Uzbek marketing texts focus more on family values, social harmony, and
traditional cultural norms. These differences indicate that gender representation in
advertising language is strongly influenced by cultural, social, and national factors.
The semantic analysis also confirms that gender-related linguistic units convey not
only direct meanings but also implicit ideological and psychological messages.
Advertising texts often construct stereotypical images of men and women, which
may influence consumers’ perceptions of gender roles in society. At the same time,
modern marketing communication increasingly tends to use gender-neutral
expressions in order to promote inclusiveness and equality.

Furthermore, the research highlights the pragmatic function of gender-based
language in attracting attention, increasing product appeal, and encouraging
purchasing behavior. The successful use of gender-oriented communication
strategies depends on the cultural expectations and linguistic preferences of the
target audience.

Overall, the pragmatic-semantic study of gender content in English and Uzbek
marketing texts contributes to the development of gender linguistics,
pragmalinguistics, discourse analysis, and advertising studies. The findings of the
research may be useful for linguists, marketers, advertisers, and researchers
interested in the relationship between language, culture, and communication.




Volume 3 Issue5 | 2026 |

INTERNATIONAL CONFERENCE ON MULTIDISCIPLINARY STUDIES AND EDUCATION

References

1.
2.
3.

4.
S.

6.

7.
8.

9.

10.Mahmudov N. Til va nutg madaniyati.

Gender and Discourse. Oxford University Press, New York, 1994.

Norman Fairclough. Language and Power. London: Longman, 1989.

Philip Kotler. Marketing Management. 15th Edition. Pearson Education,
2016.

Jennifer Coates. Women, Men and Language. Routledge, London, 2015.
George Lakoff. Language and Woman'’s Place. Harper & Row, New York,
1975.

Teun A. van Dijk. Discourse and Context: A Sociocognitive Approach.
Cambridge University Press, 2008.

Guy Cook. The Discourse of Advertising. Routledge, London, 2001.

David Crystal. Language and the Internet. Cambridge University Press,
2011.

Safarov Sh. Pragmatika. Toshkent: Mumtoz so‘z, 2008.

Toshkent: O‘zbekiston Milliy
Ensiklopediyasi, 2013.

11.Yo‘ldoshev B. Matn lingvistikasi asoslari. Toshkent, 2007.
12.American Marketing Association. Principles of Marketing Communication.

Chicago, 2020.




