Takum oOpazom, auddepeHImpoBaHHOE 00YICHUE TPEACTABISIET COO0N Pa3HOBH/I-
HOCTh AU PEepEeHIMAEN 1 pealn3yeT Ha MPAKTUKE OJHO W3 OCHOBHBIX YCIIOBHUH JIMYHO-
CTHO-OPHEHTUPOBAHHOTO TIO/IXOJa B OOYYEHUH - OpraHHM3aIMi0 y4eOHOTrO Tporiecca C
Y4ETOM WHJIMBUTYaTbHO-TMYHOCTHBIX XapaKTEPUCTHK CTyAeHTOB. ClieoBaTenbHO, MO
middepeHIpoBaHHBIM 00yYEeHHEM MOXHO IMOHMMATh TaKyl0 CHCTEMY YIIPaBJICHUS
y4eOHBIM TIPOIIECCOM, KOTOpasl MPEATOJIaracT M3yueHNe WHIMBUIYAIBHBIX XapaKTepH-
CTUK 00y4aeMbIX, BHYTPUTPYIIIIOBOE X pa3/elieHHE C MOCICAYIONIMM Pa3BUTHEM WHIIHU-
BUTyaTbHO-JIMYHOCTHBIX KaueCTB Ha OCHOBE M3MEHEHHS YUeOHBIX 3a/1ad, Moa00pe Crie-
[IMATBHON CUCTEMBI YIIPAKHEHUH M KOMIUIEKCHOTO WCIIONIb30BaHHSI HHTEPAKTUBHBIX Me-
To7I0B 00yueHus. [Ipu 3TOM, MO MHAMBUIyaTH3aIell OyJIeT MOHUMATHCS UCTIONIB30Ba-
HHE 3HaHWI 00 WHIMBHUIYALHOCTH CTY/ICHTOB B IIEJIAX HAHOOJEE YCIEITHOTO Pa3BUTHS
mmgHOCTH. VIMEHHO Takas opraHu3aiys yaeOHOro Tpoliecca JIeaeT CTyACHTa IEHTPalb-
HOU (Urypoi 0OydeHUs, 9TO TIO3UTHBHO BIUSCT HA ycrenHoe ¢GopMUpoBaHUE TIpodec-
CHOHAJTBHBIX Y JIMYHOCTHBIX KOMITETCHIIHH.

HIYJIBI'AY H.C. (bpecr, bpl'Y umenu A.C. [Iymiknna)
CHWJI «bunuHrey, HayyHbld pykoBoauTenb — TapaceBnd H.A., K.(buILH., TOUEHT

THE DISCOURSE OF ENGLISH WOMEN’S MAGAZINES

Generally, any magazine can be defined as popular genre designed for masses. In or-
der to achieve this definition, magazine is a publication full of articles, photographs, ad-
vices, advertisements, all in “user-friendly” format published on a regular basis. The suc-
cess of magazines is to some extent influenced by today’s lifestyle, which demands to live
fast, to eat fast and even to read fast. An average reader looks for “escape reading” togeth-
er with the availability and affordability, which magazines offer.

Women’s magazines fall into the centre of interest magazines, which suggests the first
important feature of women’s magazine in general; that is a wide range of topics often aimed
at lay public. Woman'’s magazine as a composition of unrelated parts (articles, fiction and
photographs) is then referred to as heterogeneous [4, p. 2]. The contents of a magazine also
reflect the likes and preferences of its readership. However, McLoughlin [4, p.11] claims that
the prevailing view of women’s magazines is that they are a low-brow form of entertain-
ment. Some critics, such as the UK feminist Kate Allen [5], also point out the creation of the
“magazine woman” which represents the magazine’s view of a woman as opposed to wom-
en’s real lives. Kate Allen demonstrates this on an example from the book The Feminine
Mystique by Betty Freidan, who wrote: “There was a strange discrepancy between the reali-
ty of our lives as women and the image to which we were trying to conform.” [5]

Another aspect common to all women’s magazines is delivering a certain ideology that
influence women's perception and behaviour. The ideology-forming elements are opinions
and major topics presented in the magazines. According to Kadlecova [3, p. 64], ideologies
are carried by different social groups and are encoded in written and spoken discourse.

In order to mark stereotypical masculine or feminine speech the special language is
used which Perry [1, p. 127] defines “genderlect”.

However, Kadlecova [3] explains that to some extent, genderlect might be influenced
by the language variety of an individual, which is known as idiolect. Furthermore, she de-
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fines syntactic and lexical features that characterize feminine genderlect, such as pro-
nouns, expressive lexis, irony and hyperbole, and heavy use of interrogative, exclamative
and imperative sentences. At the lexical level, the woman's influence is the most remarka-
ble in the use of evaluative lexis and diminutives:

How gorgeous is this dress? (WW 16/09 08)

This cute skirt is super-flattering and also versatile. (Grazia 10/11 08)

These lovelies had the fash pack... (Grazia 25/08 08)

Furthermore, the language of women'’s columnists is full of witty commentaries, iro-
ny, hyperbole and expressive words:

When the deeply conservative US President can't keep his hands off the burnished
butts of the women's Olympic volleyball team, you know these girls are something else.
(Grazia 25/08 08)

“Right, we've got to lag, clad and pad,” my husband announced last week. My mind
raced. What on earth could he mean? Lagging? Cladding? Padding? Was this some kind of
street slang that he'd picked up, as a knee-jerk reaction to his 40th birthday? Seeing my
stunned guppy expression, he explained: “Insulation - our heating system. The Govern-
ment’s been banging on about it. We 've got to save money on our energy outgoings, tighten
up our wastage.” “Oh.”” I confess there was disappointment in my voice. (WW 21/10 08)

Kadlecova [3, p. 101] points out that each genderlect uses different terminology as
women'’s interests differ from the men’s. Women's “jargon” then might include the area
of fashion, dieting and body rather than the technical details of the latest technologies.

Image of a magazine is built by several age-related factors. Firstly, the age is reflected
in the prevailing values that the magazine conveys. The contents of Grazia suggest that it
targets a group of young women that are interested in celebrities and the latest fashion
trends. The average reader of Grazia is an independent woman without children, and thus
the magazine does not offer any home and family-related topics. However, as the age
grows, the interests and values change — especially when women begin to have children.
This value shift is apparent in Woman's Weekly approach as it represents the values and
interests of mature women category. The topics such as family, cookery and health are
more stressed along with practical advice and tips. However, there are also several col-
umns that are regularly included in both magazines, such as fashion and beauty. This
sphere of interest is common to all women regardless of the age.

Also age as a sociolinguistic factor has a huge impact on the language choice. Holmes
[2, p. 167] claims that there are several features of people’s speech which vary at different
ages. The vocabulary and grammar patterns that are appropriate for teenagers tend to di-
minish when they grow older. Moreover, she adds that a specific area of vocabulary which
reflects a person’s age is slang. As she states, “current slang is the linguistic prerogative of
young people and generally sounds odd in the mouth of an older person. It signals mem-
bership of a particular group - the young”. [2, p. 167] From the linguistic features it can be
seen that Grazia employs a large amount of slang expressions with the intention to reflect
the speech of its target audience.

The magazine as a part of mass media communication represents a medium between
the author and reader. Though the message is designed for a mass audience, it aims at
reaching an individual via several interactive techniques such as asking questions or giv-
ing orders. Moreover, the interaction with the reader helps the author to achieve a de-
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signed relationship and status. As McLoughlin [4, p. 73] states the authors of a magazine
aim at minimising the social distance with their readers through implying friendly and in-
formal approach. “The writer can simultaneously be the reader’s friend, adviser and enter-
tainer” [4, p. 69] and might create a sense of intimate relationship and solidarity by using
personal and possessive pronouns. Each pronoun puts the author and reader into different
roles. The you and your pronouns imply a sense of importance and attention that is turned
to the reader. They are often included in the headlines:

Your letters

What do you think about what you ve read in GH? (GH 02/09)

You The Fashion Jury (Grazia 10/11 08)

What you re wearing (WW 21/10 08)

McLoughlin points out that the authors of magazines “must also construct an identity
for themselves™ [4, p. 69]. As she claims, they apply the pronouns we and our into the dis-
course in two different ways. Firstly, it is inclusive we, where both author and reader are
included and thus try to evoke a sense of intimacy and unity:

The truth is that 80% of us feel dissatisfied with the body we see in the mirror —even if
we have no reason to. (GH 02/2009)

As we age, our skin loses its natural firmness and sagging is inevitable. (WO 25/08 08)

On the other site, “the pronoun we can be also used in its exclusive sense to distance
the reader” [4, p. 70]:

We ‘ve got all the latest anti-ageing innovations that promise a new you in flash! (WO
12/01 09)

Hey girls, can we play in your wardrobe? (Grazia 10/11 08)

The exclusive we tends to position the author into the status of the expert and this is
the first example where the relationship between the author and the reader starts to be un-
equal. According to McLoughlin [4, p. 73], it is always the author who has the authority to
command the reader, either in a form of imperatives, or from the position of expert who
knows the answers to the reader’s problems.

As a result it 1s possible to say that the discourse in women’s magazines has its own
peculiarities. With regard to genderlect, there are essential differences between the speech
of women and men, which is then reflected in the language of “their” magazines. The lan-
guage of women'’s magazines is characterized by using evaluative lexis, diminutives, eX-
pressive words, irony, hyperbole and personal and possessive pronouns. The age is mainly
reflected in the use of different vocabulary and sharing different values that have direct
impact on the magazine’s content. Furthermore, the level of interaction with a reader can
be measured on two scales — social-distance scale and status scale. Concerning the social
distance between the author and reader, it was proved that using informal language and
pronouns makes the relationship intimate and informal. However, the author sometimes
tends to position himself/herself into the status of expert by using pronoun “we” in its eX-

clusive sense, by commanding the reader and answering problematic questions.
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APOILIYK M.B. (bpecr, bpI'Y umenu A.C. ITymkuna)
NEPEBOAYECKHUE TPAHC®OPMAILIUU B OBYUYEHUU TIEPEBOJY

N3BecTHO, 4TO MEpEBO/ B HAILM JHH SBIIETCS HEOTHEMJIEMOW YaCThIO €KEIHEBHOU
JEATEIIbHOCTH ThICAY JIFOJEH 10 BCEMY MUPY. DTO CBSI3aHO C Pa3BUTHEM MEKIYHAPOIHO-
IO COTPYIHHYECTBA U, KaK CIEACTBHE, BO3POCIIeH TOTPEOHOCTHIO O0IIATHCS C MHOCTPaH-
amMu B pasHbiX cepax. Ho He Bcerna 3HaHuE si3bIKa CBUIETEIBCTBYET 00 YMEHUU TIpa-
BUJIBHO M KOPPEKTHO OCYILECTBIATH IepeBo. CieayeT TakKe IOMHUTb, YTO MaJIO 3HATh
S3BIK, HEOOXOJIMMO HAYyYUTh MEPEBOJY, a HAJIMYME pa3pabOTaHHON 0a30BOM METONWKU
MIPETIOIaBaHUS IEPEBOJIA OCTAETCS MO BOIPOCOM.

«MeTtoauka npenojaBaHys IepeBojia — BecbMa Majiopa3paboTaHHas 00J1acTh Me1aro-
rudeckoil Hayku. [IpakTudecku He ysicCHeHa cama mpoOseMarika oOydeHHs TiepeBoue-
CKUM YMEHHUSIM M HaBbIKaM, HEOOXOJIMMBIM BO BCEX BHJIaX MEPEBOJAa — YCTHOM U MHCh-
MEHHOM, TOCJIE0OBATEIBHOM U CUHXPOHHOM. A BE/lb UMEHHO C WX Pa3BUTHS U CIEIYET
HauMHATh O0yUYEHHE MEePEeBOy, MO0 Ha 3TOM (yHIAAMEHTE JIOJLKHBI CTPOUTHCS criedu-
YEeCKHE YMEHUS M HaBbIKU, 00YCIIOBJICHHBIE pa3IMYHBIMU BUAaMu niepeBoaax [1, ¢.162].

Ienb qaHHOM CTAaThU — MPUBECTH MIPUMEPHI UCTIOIB30BAHUS JIEKCUKO-TPAMMATHYECKUX
TpaHcopMmalii B 00y4€HUH HaBbIKAM M YMEHUSIM, HEOOXOAMMBIM JUISl OCYLIECTBICHHS
nepeBoza. [IpeaMeTom ucronb30BaHUs SIBIISIETCS JIEKCMKA HOBOCTHBIX CaTOB.

Heo6xomumo o0paTiUTh BHUMAHUE, YTO MEPEBOJI — HE IPOCTO 3aMEHa €UHUL] OJJHOTO
s3bIKA €TUMHUIIAMU JIPYTOro. JTO CIIOXKHBIM Mporiece, TpeOYIoIui OT MepeBOIIMKa UC-
TMIOJIb30BAHUS PA3JIMYHBIX MPUEMOB. OHUM U3 TaKUX MPUEMOB SIBJISIETCS TpaHCPOPMAITUs
WY po0JieMa MEXbSI3IKOBBIX MPE0Opa30BaHUI.

OcHoBHas1 3a/1a4a MEPEBOUMK MPU JOCTHKEHNUN aJeKBATHOCTH — YMEJIO TIPOU3BECTH
pa3u4HbIE MePEeBOYECKHE TpaHChOpPMAIIH, K KOTOPBIM MTPUXOIUTCS MPUOETaTh B IPO-
recce nepeBoaa. [Ipu 3Tom TEKCT nepeBoja AOKEH KaK MOKHO TOUHEE MepeIaBaTh BCIO
MH(OPMAILIUIO, 3aKITIOYCHHYIO B TEKCTE OpUTHHAIIA, COOJTIO/Iasi HOPMBI SI3bIKA MIEPEBO/IA.

K naubonee pacrpocTpaHeHHBIM TpaHC(HOpMaIHsIM, IPUMEHIEMBIM B TIPOIIECCE T1e-
pEBOJIA C yYaCTUEM Pa3IMYHBIX UCXOJIHBIX SI3bIKOB U SI3bIKOB MIEPEBOA OTHOCSATCS: TIepe-
BOYECKash TpaHCIUTEpAaUUsi M TPAHCKPUOMPOBAHHUE, KAJIBKUPOBAHUE, JIEKCHKO-
CEeMaHTHYECKHE 3aMeHbI (KOHKPETU3aIMs, TeHepaIn3alysl, MOTYISIHS), CHHTAKCUYECKOE
yNoA00JIeHUE JIU JTOCTIOBHBIA NIEPEBOJ], TPAMMATHUYECKUE 3aMEHbI, YICHEHUE TpPeasIoxKe-
HUS, a TAK)KE€ aHTOHUMUYECKUI TIEPEBOJI, SIKCIUIMKALMS U KoMreHcarws [2, ¢.172].

JIJ1s pa3BUTHS Y CTYJIGHTOB YMEHHUUN U HABBIKOB, HEOOXOAUMBIX JJIsi OCYIIECTBIICHUS
YCTHOTO TMOCJEIOBATENBHOIO TMEPEBOJIa, Mbl MPEJIaraéM HCIOIb30BaTh JIEKCUKO-
rpaMMaTHYECKUE TPaHCPOPMAITHH.

1. OnmcaTenbHbIN TEPeBOJ] — «IEKCUKO-TpaMMaTHYeCKasi TpaHc(opMarys, mpu Ko-
TOPOM JIEKCUUYECKasi €IMHUIA OPUTMHAJIA 3aMEHSETCSI CIOBOCOUYETAHUEM, SKCILTULIPYIO-
oMM ee 3HaueHue» [3, ¢.78]. JaHHblil nepeBoi MPUMEHSIETCS IPU OTCYTCTBUM PETYJIsIp-
HOTO CJIOBAPHOTO COOTBETCTBHSI WJIM TIPY HECOBMAJICHUH CMBICTIOBBIX (DYHKIIUI COOTBET-
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