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Abstract

The article examines the features of modern Russian political media communication in the cognitive and
discursive aspects. Such concepts as "cliché", "language stamp" and "stamp of consciousness" are
revealed. The essence of cliched thinking, linguistic consciousness and individual speech behaviour in
modern Russian political media communication are described. The purpose of the study is to establish the
specificity of cliche realization in the modern political media discourse in the cognitive and discursive
aspects. The functional potential of the cliché is determined. The following main functions of cliches in
the modern political media discourse are distinguished: 1) social, 2) mobilization, 3) propaganda, 4)
identification, 5) psychological functions. It was established that the functional potential of the cliché has
a strong effect in political media communication. The main methods of research are the descriptive-
comparative method, the cognitive and discourse analyses, the method of defining, lexical and semantical,
stylistic and emotive analyses. For modern communicative political media studies, the question of how
information is created, stored, and used and effectively affects the addressee in mass media discourse in

various linguistic cultures is recognized as relevant.
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1. Introduction

The last decades of the 20th and 21st centuries demonstrate transformational processes in Russian
politics (Boeva-Omelechko et al., 2019; Zheltukhina et al., 2020), which concern not only the political
system, but also political discourse. In modern political media communication, the effect of the addressee
on the addressee is to attract the attention of the addressee (Mironova, 2001), as well as to encourage him
to purchase the advertised goods voting, i.e., “buy” a politician or political party. This is due to the
numerous uses of cliches, their repetition, as well as the change in the most famous cliched phrases. At
the end of the 20th century and in the 21st century, the political language of the media is distinguished by
the increasing activity of using clichés in order to have an influence on the consciousness of the electorate
addressee. Following Krasnykh (1998), we will give definitions to the main concepts: "cliché", "language
stamp" and "stamp of consciousness".

Cliche is understood as a ready-made speech formula that regularly appears in certain repeated
speech situations (Dridze, 1972), which is an insufficiently exposed complex sign (Sorokin, 1978) due to
the possession of signs of insufficiency.

The language stamp is interpreted as a language cliché as an excessively exposed complex sign
(Sorokin, 1978) due to the presence of features of completeness, which for some reason lost its primary
information load to the interpreter, which became dysfunctional (Dridze, 1972). At the same time, it must
be emphasized that the language stamp is recognized as a linguistic phenomenon, and the speech stamp is
recognized as a psychological phenomenon (Prokhorov, 1996).

The stamp of consciousness is a component of the mental-linguistic complex of a representative of
a certain ethnoculture, expressed by various language/speech constructions or not implemented verbally
in each situation of communication, correlated with mental stereotypes inherent in a certain culture
(Rogers et al., 2013), and serving as a socio-cultural marker of the specifics of speech communication of
its representatives (Prokhorov, 1996).

Cliches as traditional speech turns are not only forcibly superimposed on our language activities,
but also shape our thinking, behaviour, and emotions in different linguocuptures (Maslova, 2001). Mass
media forms the consciousness of the addressee with the help of cliches (Zijderveld, 1979), and in the

conditions of modernization of society inevitably generate new cliches.

2. Problem Statement

Cliche as a cognitive-discursive feature of modern political media communication has received

little attention, and requires a detailed study within the framework of political media linguistics.

3. Research Questions

We need to discuss 3 main research questions.
= How do we understand the linguistic phenomenon of cliche??
= Can we find out any functions of cliche in political media texts in Russian political culture?

=  What are the signs of influence effectiveness in political media communication?
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4. Purpose of the Study

Our research is aimed at revealing of the specifics of cliche realization in the modern political

media discourse in the cognitive and discursive aspects.
5. Research Methods

A systemic approach forms the methodological basis of our research. The purpose of the study is
achieved by using of the descriptive-comparative method, the cognitive and discourse analyses, the
method of defining, lexical and semantical, stylistic and emotive analyses.

Examples of cliches of the Russian political media discourse act as a material of the research.
6. Findings

The initial connotation of cliches is linguistic in nature, manifesting itself in too often used
statement or sentence with erased semantics. Crossing the boundaries of linguistics, clichés are objectified
in a silent gesture (shaking hands, kissing the cheek), an act of strike as a rational and legally organized
means in the hands of workers' leaders used to achieve the goals of their trade unions (loss of symbolic
significance and acquisition of political functions).

Cliches are characterized by animated nature (preservation of experience, persistence of temporary
changes, transmission from generation to generation) and repeatability, which ensures their autonomy in
relation to the individual in society.

In the process of analyzing the actual material, it was established that the cliché functions are
based on two main principles:

= on the influence on a person with the elimination of conscious reflection (mechanical reaction);

= on the repeated repetition of the cliché (stimulus) to turn off thinking during the reaction.

Let us consider the implementation of the main functions of cliches using examples from the
modern Russian political media discourse:

1) Social function: repeatability, rationality, and the schematic nature of the use of clichés shows
similarities with children's verses and realizes a person's needs for magic (irrelevance of the semantic
content of words accompanied by rhythmic movements of the body, the mesmerizing effect of the sounds
of words, the rhythm of phrases and body movements).

For example (https://www.rbc.ru/politics/03/03/2020/5e5d335f9a79473137e9b9bc),

Hapmus menna u ceema (CIIC, 2003)

Hosvuii IIpezudenm — nosas Poccusi (M. TIpoxopos, Beioops! [Ipesunenta PO, 2012)

Cunvnwiti [lpesudenm — cunvnas Poccus (B. Ilytun, Beioopsl [Ipesunenra PO, 2018)

Bozamuuii napoo — cunvras Poccus (I1. I'pynunuH, Beioops! [Ipesunenta PO, 2018)

Hapoowuwiti kanouoam. Hapoornwtit sbioop (I1. I'pynunun, Beioopsr [Ipesunenra PO, 2018)

34 COBYAK. 34 IIPABJ]Y. 34 CBOFO/Y (K. Co6uak, Bei0ops! [Ipesunenta PD, 2018)

Hawa cmpana, nawa Koncmumyyus, nawe pewenue! (IlonpaBku B koHCTHTYIHIO, 2020)

Batch of heat and light (ATP, 2003)
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New President - New Russia (Prokhorov, presidential election, 2012)

Strong President - strong Russia (Putin, presidential election, 2018)

Rich people - strong Russia (Grudinin, presidential election, 2018)

People's candidate. People's Choice (Grudinin, presidential election, 2018)

FOR SOBCHAK. FOR TRUTH. FOR FREEDOM (Sobchak, presidential election, 2018)

Our country, our Constitution, our decision! (Amendments to the Constitution, 2020)

2) Mobilizing function: cliches directly affect speech and behavior, affect tendencies,
relationships, emotions, moods (voting), encourage you to think, feel and act like a majority. The media
language successfully updates the main properties of cliches, such as repeatability and hyperbolicity
(deafening of slogans and cliches of politics, metaphorization and metonymization) (Tameryan et al.,
2018; 2019a,b). The imaginary informational veracity, naturalness and obvious cliches are not explained
by semantics (heuristically unconvincing), but by the repeatability of use (magically convincing) with
hypnotizing action. In addition, cliches are characterized by contagion, that is, one cliche gives rise to
another.

For example,

Ilymesooumenvckoe. Ilpusem mebe, bapax Xyceun QObama, unv nonmpocmy bapax, ons
npocmomul. [Ipocmu, umo s na mol 6om max eom npsamo. Tl mooice modsceutb 6bims co MHou Ha mel. Mol
8 Kypce, umo y smux eawux LlImamos - Kyda s ckopo 6 cocmu cobepycy - umeemcsi 0080IbHO MHO20
WMamnog Haciem Cmpamvl ¢ HazeéanveM Kkpamkum Pyco. YUmo6 mei npedcmasun 6vim oanekux poccos, s
NOO20MOBUNL CNUCOK U3 NAMU 0OBIYHO 3A0A6AeMbIX 80NPOCO8 U NPABUTLHBIX omeemos. 3axeamu. I0e
Hepebl 6aM UMNEPUA MPenana - celyac pasgep3iach 4epHas ovipa. Y eac o pycckux cyoam Kaxk nonano, d
6ce cnoocnee pasa 6 nonmopa... (J1. beikos, Hosas ["azeta, 2009)

Guide. Hey, Barack Hussein Obama, or Barack, for simplicity. I'm sorry I'm on you like this. You
can be with me on you, too. We are aware that these of your States - where I will soon gather for a visit -
have quite a few stamps about the country called brief Russia. In order for you to present the life of
distant Russians, I have prepared a list of five usually asked questions and correct answers. Take. Where
the nerves of your empire fluttered - now a black hole has unfolded. You have judged the Russians as
having fallen, and it is more and a half more difficult. (Bykov, Novaya Gazeta, 2009)

3) Propaganda function: modern propaganda widely uses the repeated ideological cliches of
mankind ("democracy," "free world," "terrorism," etc.). The semantic emptiness of these cliches is
functional, since it is used for political fraud (left/right, progressive/reaction) (Zheltukhina, 2003;
Zheltukhina et al., 2019).

[Nlustrative of the foregoing are the following examples
(https://www.ikro.ru/interest/vistavkiikro/politicheskiy-pr-i-reklama-na-vyborah-prezidenta-rf/):

Bepuem 60camcmea cmpanuvt napooy (Pomuna, 2003)

Cnpasednusocms ce2o0us unu becnpasue nascezoa! (S16moko, 2007)

Tomanunu nrodeu demokpamusayueti, COONA3HUIU NAIOPATUIAYUELL.

Ypeszanu cmpany cysepenuszayuei, 060opanu sayuepuzayueil.

IIposenu 6cepoCccuiicKyIo KpUMUHATUZAYUTO.

COG@]?WM]IM cekeecmpu3ayuio u 6eell mejleeU3SUOHHYI0 namnepcusayuro.

557


http://dx.doi.org/

https.//doi.org/10.15405/epshs.2021.09.61

Corresponding Author: Zheltukhina Marina

Selection and peer-review under responsibility of the Organizing Committee of the conference
eISSN: 2357-1330

B nosecmre ons — denomunayus u opyeue oegpopmamopcrue MaxuHayuu.

Ho kaxux nop? Iloxka He npochemcs camas mepneaugas 6 mupe Hayus...(Bonrorpanckas
Tpubyna, 10.1997) (A. Kypranaukos «Crenano JeMOKpaTaMu. ..»)

We will return the wealth of the country to the people (Homeland, 2003)

Justice today or disenfranchisement forever! (Apple, 2007)

They remembered people with democratization, seduced them with pluralization.

They cut the country with sovereignty, robbed it with vouchers.

Conducted all-Russian criminalization.

Sequestrated and introduced television diapers.

The agenda includes denominations and other deformatory machinations.

Until when? Until the most patient nation in the world wakes up... (Volgograd Tribune, 10.1997)
(Kurgannikov "Made by the Democrats...")

4) Identification function: social control is carried out due to the fact that the meaning and correct
use of cliches distinguish the true representative of this collective from people of foreign origin, etc.,
"their" from "strangers".

This is evidenced by the following examples
(https://www.ikro.ru/interest/vistavkiikro/politicheskiy-pr-i-reklama-na-vyborah-prezidenta-rf/):

B Bopomneoice, kax u 6 Poccuu, 0ge enaguvie npobremul. Bce 30ece cudsiujue OmHOCAMCA K Nepeol,
a dopocu — ko emopoil... [lopoe 6 2opode nem. U Oenee na ux pemonm sxcanemsv Heuezo! (A. Kopanes,
Mdp Boponexa, Hosas ['azera, 2002)

Mpi He obewgaem, mvl pabomaem! (Enunas Poccust, 2003)

Omoil eénacmu — Hac He dcanxo, smou eracmu — Ham He dicaixko! (M. Xaxamana, BBIOOPHI
IIpesunenta PD, 2004)

Bmecme nobeoum! (Beioops [Ipesunenra PO, 2008)

Buecme x senuxoii Poccuu! (B. Ilytun, Beioopsl [Ipesunenra PD, 2012)

In Voronezh, as in Russia, two main problems. Everyone sitting here belongs to the first, and the
roads to the second... There are no roads in the city. And there is nothing to regret money for their repair!
(Kovalev, Mayor of Voronezh, Novaya Gazeta, 2002)

We don't promise, we work! (United Russia, 2003)

This power - we are not sorry, this power - we are not sorry! (Khakamada, presidential election,
2004)

Together we win! (Presidential Election, 2008)

Together to great Russia! (Putin, presidential election, 2012)

5) Psychological function: cliché acts as part of the psychology of everyday life (Freud) and is
associated with social passivity. A person who retains his speech and behavior political ideology
(Zheltukhina & Zyubina, 2018) has to either abandon the tired cliches of this ideology, or intensify
aggression.

Examples are as follows (https://www.ikro.ru/interest/vistavkiikro/politicheskiy-pr-i-reklama-na-
vyborah-prezidenta-rf/):

Benuxou cmpane — cunouuiti auoep (B. Ilytun, Bei6ops! [Ipesunenta PO, 2012)
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Bracmo u coocmeennocms — napoody! (I'. 3roranos, BeiOops! Ipesunenrta PO, 2012)

Ynpasnamo, a ne yapcmeosams! (M. Ilpoxopos, BeiOops! Ipesnnenra PO, 2012)

Cnpaseonusocmo. Poouna. Hapoo. (I1. I'pynunnH, Be1oops! [Ipesunenra PO, 2018)

Tosepw 6 6yoywee! Ilosepw 6 ceda! (I'. SAmuackuit, BBIOOpPH! [Ipesunenta PO, 2018)

Beprnem Cmpany JIoosm! (Cypaiikus, Beioops [Ipesuaenra PD, 2018)

Beprnem CCCP! (Cypaiikus, BeiOopsI [Ipesunenra PO, 2018)

The Great Country is a strong leader (Putin, presidential election, 2012)

Power and property - to the people! (Zyuganov, presidential election, 2012)

To govern, not to reign! (Prokhorov, presidential election, 2012)

Justice. Homeland. People. (Grudinin, presidential election, 2018)

Believe in the future! Believe in yourself! (Yavlinsky, presidential election, 2018)

Let's get the Country back to the People! (Suraikin, presidential election, 2018)

Let's get the USSR back! (Suraikin, presidential election, 2018)

The power of the clichés of the political language of the media, the clichéd nature of mass
communication, the power of influence, and the stupidity of clichés in modern political society are great,
but may be limited. The equilibrium between the value and the function can be deliberately maintained
and, if necessary, restored (Vikulova & Serebrennikova, 2014). Opportunities for limiting cliches lie in
the wider attraction of material from religion, scientific discoveries, socio-political movements,
aesthetics, etc.

The slogan as a kind of cliché is a short (like a slogan) statement containing the main idea in a
compressed form, an advertising motto, the purpose of which is to induce action, since the internal "Self"
of a person requires accurate instructions. The slogan should correspond to a general consumer
orientation, a general political advertising topic, be simple, represent a word game, mention the name of
the party.

For example,

«Eounan Poccusy — napmust 60IbUUHCMEA POCCUSIH, OOTLUIUHCINGO He MOJICEn Ouubamocst

«Eounas Poccus» — napmusi mex, xomy Kpoim dopooce Kypuiagens

Ecau ne «Eodunas Poccua», mo kmo? Ilpedocmasvme cebe Poccuio nod enacmvio 1000t
umerowetica nonumudeckou onnozuyuu (bpouropa B otBerax Ha Bompoc «Ilouemy «Enmnast Poccusan?»,
2016; Konstantinov, 2016).

United Russia is the party of most Russians, the majority cannot be mistaken

United Russia is a party of those to whom Crimea is more expensive than Kurshavel

If not United Russia, then who? Imagine Russia under the rule of any existing political opposition
(Pamphlet in answers to the question “Why United Russia?”, 2016; Konstantinov, 2016).

Headers play an important role in the message. A political article, political advertising without a
title is completely ineffective. On average, the title, like the advertising slogan, is read five times more
often than the text itself. The title should be short and bright, based on the game of words and concepts,

images, allusions.
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For example,

Mymxko ne cpazy cmpounca. Xopowo cmeemcs mom, Kmo OCMAemcss 6 Npasumenscmee u
noiyyaem — KOHMpONbL — HAO  mpuiiuoHom  pyonet 6 e2o0 (Homas raszera, 01.06.2018,
http://www.zagolovki.ru/bestheaders?page=2) / Mockea ne cpasy cmpounace...

Mutko was not immediately built. The one who remains in the government and gets control of a
trillion rubles a year laughs well (Novaya Gazeta, 01.06.2018,
http://www.zagolovki.ru/bestheaders?page=2 )/Moscow was not immediately built...

Bpaz nosnaemcs 6 ede. Eoa, komopas nac 2youm. nuwesas otina CLIA u Poccuu (MockoBcKnit
komcomoutert, 01.06.2020, http://www.zagolovki.ru/bestheaders?page=2) / [pye nosnaemcs 6 b6ede...

The enemy knows about food. Food that ruins us: the food war of the United States and Russia
(Moskovsky Komsomolets, 01.06.2020, http://www.zagolovki.ru/bestheaders?page=2 )/A friend knows
in trouble...

Cmapukam 30ecy ne Kpecno. Yem omcmagnennvie eyoepnamopuvl Axymuu u Mazaoana naconunu
Kpemmo  (MockoBckuit  komcomorter, 29.05.2018, http://www.zagolovki.ru/bestheaders?page=2) /
CrapukaM TyT HE MECTO.

Old people don't have a chair. Then the retired governors of Yakutia and Magadan raped the
Kremlin (Moskovsky Komsomolets, 29.05.2018, http://www.zagolovki.ru/bestheaders?page=2) /The old
people have no place here = No Country for Old Men

The main criteria for ineffective cliched political advertising are condescension and irrelevance.
Also of interest are the slogan headlines/calls used to create comic effects and would-be influences,
especially those related to the recent Soviet past.

For example,

Heceob00a, nepaserncmeo, neopamcmeo!

Yybaiicy no pyounbHuxy!

Bes snacmo mpyosiwumcs, a ne sopam u 6anoumam!

Ipe3udenmckas apmens nocaouna Pyce na menv.

Hu naou pycckoii 3emnu — nu 3a donnapel, Hu 3a pyoau!

Peghopmvr — cmpawnee 60mowb1!

3amemem Kpemnesckoe noosopwe!

Tosop naxketickoii /fyme! (BT, Nel7,26.04.2002)

Lack of freedom, inequality, non-brotherhood!

Chubais on the chopper!

All power to workers, not thieves and bandits!

The presidential artel ran Russia aground.

No poison of Russian land - neither for dollars, nor for rubles!

Reforms are worse than bombs!

Let's note the Kremlin compound!

Shame on the Lakey Duma! (BT, No. 17, 26.04.2002)

onoti munucmpog-kanumanucmos!

3a 3emnto, 3a 6010, 3a 1yHuyio oonio!
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Peghopmur I'pedha — amepukanyam!
Kabanvnomy Tpyoosomy kodexcy Cnucku — [LImakoea — HapoOHwiil 3acion!
Hapooy — ceem u menno, Qybaiicy — snexkmpuueckuti cmyn!
Pycw, ne mpyce — ¢ mobou Monoosa u Benapycs!
Kpemnescxux wmpeiikbpexepoe 6on u3z npogcorozoe!
Onueapxu! Pyku npous om 060poHKuU, SHep2emuKU U Jdcene3Hblx 0opoe!
Hzo0unue — 6 dome, a ne 6 macazune!
Buecme mvt — cuna! Buecme — nobeoum! (I1, Ned2, 16-17.04 2002)
Down with the capitalist ministers!
For the land, for the will, for the best share!
Gref's reforms are Americans!
The Bonded Labor Code Sliski - Shmakova - a national barrier!
People - light and warmth, Chubaysu - electric chair!
Russia, don't coward - Moldova and Belarus are with you!
Kremlin strikebreakers out of trade unions!
Oligarchs! Hands off defense, energy and railways!
Abundance - in the house, not in the store!

Together we are power! Together - we will win! (P, NO. 42, 16-17.04 2002)

In implementing influence, the political media addressee uses two main ways of influence: open
(impose and break) and hidden management, involving disagreement with the proposed (manipulate). For
example, if you try to predict the reaction of the addressee, then the result is that he will answer both
statements "yes", considering that he will answer the second question "yes" on the machine, by inertia,
since illogicity is not recorded in the mind. The call to action is not implemented annoyingly, but with a
hint, since questions are immediately answered, which allows the addressee to establish himself in his
own answer. The addressee begins to perceive his response in the same way as the proposed option in the
figure 1. In addition, a picture helps where the slogan about the work associated with a broom in the
hands of a man in a cap, very similar to the mayor of Moscow Luzhkov, that is, the authorities that work:

Mpoi He obewaem. Mvl pabomaem!

We don't promise. We're working!
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¥ Bac Gyget Map m koMaHaa MOCKOBCKMX AENYTaTOE,
KOTOPRaA OTCTAMERST BaM MHTepeckl B MocynapereeHHol Oyme.

Figure 1. Election of deputies of the State Duma of the Russian Federation 2003
(https://www.kommersant.ru/doc/3076638)

To achieve the effectiveness of the influence of mass media on the consciousness of voters, it is
necessary to investigate the structures of knowledge that the addressee creates about political and other
figures. The theoretical basis for studying these cognitive structures will be the theory of semantic
processing of mass media, the theory of cognitive scheme and the semiotic theory of the study of political
advertising and its effects (Faber, 1992; Jamieson & Campbell, 1997 etc.). The metaphorization and
imagery of political advertising materials allows the political media addressee to successfully achieve

impact on the electorate. For example, in the Figure 2:
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Figure 2. Logos of the Unity and Fatherland - All Russia Movements
(https://www.nsk.kp.ru/daily/27062.7/4130142/)

In this example, an allusion is proposed to the proverb "Live with wolves - in a wolf way," i.e.,
suffer, and the opposition to the wolf - a bear in the costume of a wrestler who personifies strength,
power, courage that can protect the addressee. In addition, a rhetorical question is applied that separates
the two parts of the proverb, the second part of which immediately appears in the consciousness of a
native speaker of the Russian language, providing a choice: either live well with bears or live poorly with

wolves!

7. Conclusion

Let us summarize the results of the study. The consideration of cliches in cognitive and discursive
aspects in the Russian political media discourse made it possible to establish that mass media exploit the
mythological essence of human consciousness, relying on emotionally affective and conditionally
symbolic images when transmitting information through the use of cliches and stamps. It has been
established that mass media deliberately spread various rumours, pseudo-arguments and lies in order to
influence people's feelings, emotions, moods and behavior, implement the function of evaluation and
criticism, instead of exposing lies and rumours. The media successfully and on a global scale create and
broadcast rumours, actively use stamps, cliches, pseudo-arguments. At the same time, involuntarily, and
most often deliberately, the media achieve their goals, affecting the psyche and behavior of a person.

The analysis of the actual material demonstrated the fact that the cliché of modern political media
communication allows us to openly or veiled form our ideas about the world. Mass media create our
social and political world. This is the basis of our knowledge about politics, economy, culture, etc., and
subsequent behavior in this area, will through voting, our choice. This role is unlikely to change in the

coming centuries due to the fact that, together with technological progress, the speed, quantity and quality
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of information sent by the addressee and perceived by the addressee (newspapers, magazines, radio,
television, the Internet) changes, the degree of influence of mass media is increased by interpreting
events, transforming the transmitted information. In this regard, the problem under consideration is of
research interest for the study of related phenomena in the future, including in different types of discourse

and in various linguistic cultures.
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