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Abstract

In today's pandemic, each of us first of all cares about our health. Of course,
pharmaceutical preparations in the form of hygiene products will help us in this,
with the help of which we can protect ourselves and our loved ones from becoming
infected with the COVID-19 virus. Given the development of the pharmaceutical
industry, a number of medical services during a pandemic and their advertising are
of great interest among linguists. Our analysis of advertising texts with the
participation of medical vocabulary from the point of view of linguistics, which we
have undertaken, can serve as useful information in the prevention against COVID-

19.
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Introduction

Advertising text is present everywhere, it has a variety of topics, and carries a
semantic meaning. Advertising displayed in the media has a specific text. The text of
the advertisement awakens to perform this or that action, and also under its
influence it is possible to influence the human consciousness, state [4].

The points of view of T.V. Orlova, E.E. Lanina prove that “the need for mass
information arose when interpersonal, neighborly connections ceased to provide the
minimum of awareness necessary for coordination of activities” [6, p. 21-22].

Literature Review

According to M.A. Rakhimova, “in the advertising art of Uzbekistan in recent years,
the tendency to take into account the local mentality has been increasing. Since the
target audience is the local population, then when preparing advertising, advertising
agencies first of all take into account the peculiarities of the mentality of the
indigenous population ”[7, p. 56.].
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In the modern world, advertising texts containing medical vocabulary are used for
the following purposes:

- in print, text that is intended for visual perception. This includes flyers, handouts,
tailored menus for special diets, services, etc.;

- in the media, these are advertising texts that are placed in newspapers, magazines,
etc. for the distribution of pharmaceuticals;

- in the radio, where the text of the advertisement is voiced and transmitted to the
listeners;

- on the global Internet, where each advertisement is played with high frequency to
the general public;

- in outdoor advertisements (banners), and this is the text that takes its place in the
very center of the city, a quarter where it is crowded. Color scale, brilliance and, of
course, brightness are the characteristic features of outdoor advertising.

- in symbolic gifts that make up an advertising text with a corresponding theme.

Analysis

In addition to the above-mentioned goals of the advertising text, which reflects the
medical vocabulary, it would be correct to name its functions. Its main function can
be called the dissemination of important and useful information among the
population. This is evidenced by the period of the pandemic associated with COVID-
19 around the world, including in our country. This is stated below by our advertising
texts, i.e. social advertising, in which medical vocabulary plays an important role.
For instance:

a) personal hygiene products in the fight against infection with the COVID-19 virus.
For example, advertising of medical disposable masks, gloves, antiseptics, antiviral
badges, etc.

Wet wipe. As the most widespread hygiene product, a wet napkin has entered our
life and managed to turn into a necessary item in everyday life. Wet wipes are in
personal wipes for women, in briefcases for men and those who strictly follow
personal hygiene. In families in which newborns or small children, the elderly, sick,
etc.

In the texts of this hygiene product, you can feel the awakening of confidence in the
reliability of the products with the words, antibacterial, gentle protection, tested,
kills and destroys: bacteria, germs and weeds. For example: «Baxkubie canderku
AURA anTtubakrepuanbuble. be3 Tpuwio3ana», «Kleenex OepekHas 3amura.
AHTHOaKTepUabHbIE BIaKHBbIE casideTku. [IpoTecTHPOBaHbI IepMaTOJIOTAMU  C
MacJioM IA U ajiod Bepa. YOuBaeT 99,0% MUKpPOOOB M BUpychl. He comep:kuT
cnupTa», «Biaxkable caiberku Smile mpegHa3zHaueHsbI 1711 00pabOTKY PyK U TeJa.
YHUUTOKAIOT 10 99% OakTepuii»; [“AURA antibacterial wet wipes. Triclosan free ”,“
Kleenex gentle protection. Antibacterial wet wipes. Dermatologically tested with
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Shea Butter and Aloe Vera. Kills 99.9% of germs and viruses. Does not contain
alcohol "," Smile wet wipes are designed for hand and body treatment. They destroy
up to 99% of bacteria"];

Special text distinguishes advertising of wet wipes, which reflect such feelings as
caring for babies and their skin: «/lerckue runoanneprenasie Smile baby BiakHbIe
canperku Oe3 mapabeHOB, 6e3 crupTa. YCIIOKaWMBAalOT KOXKy Masbimia. Cepus c
HKCTPAKTOM POMAIIIKU U aJI03», «Johnson s OT MakyIiku /1o nsarodek. Her 6obIme
c1€3.  BiaskHble candeTKku I UyBCTBUTEIBHON KOYKH HOBOPOKIEHHBIX.
l'unoanneprenno. be3 oraymku. He comepxat Mbuio u ciupt», «CosHIIE U JIyHA
BJIaKHBIE cayideTKH a1 jered. Co3maHo MaMaM| /i MaM», «Pamperino Baby
Wipes fieTckre BiiaskHble caiheTKH IS CaMbIX MaJIeHbKHX. 3a60Ta C IEPBIX THEH
’ku3HM. 'unmnoaseprennsie. bes ciiupra», «Biaxusie canderku JTETCKHUE Baby
care. be3 criupra», «YMKA HexxHas 3a60Ta ¢ nepBbIx fHeN JleTckue cayngeTrku.
F'unmoasuteprennbie. C SKCTpaKTaMU pOMAIlIKA U 4yepezbl. He comepskar ciupT»
«/IJ11 HEXKHOTO OUMIIIeHUs KOKU UCHOob3yHhTe BaakHble candetrku HUGGIES!»
[“Hypoallergenic baby Smile baby wet wipes without parabens, without alcohol.
Soothes baby's skin. Series with chamomile and aloe extract "," Johnson's from
crown to heel. No more tears. Wet wipes for the sensitive skln of newborns.
Hypoallergenic. No perfume. Do not contain soap and alcohol "," Sun and moon wet
wipes for children. Created by moms for mums "," Pamperino Baby Wipes baby
wipes for the little ones. Caring from the first days of life. Hypoallergenic. Alcohol-
free "," Wet wipes BABY Baby care. Without alcohol "," UMKA tender care from the
first days Baby wipes. Hypoallergenic. With extracts of chamomile and string. Do
not contain alcohol "" For gentle cleansing of the skin, use wet wipes HUGGIES!"];
For lovers and those who prefer the exotic aroma of citrus fruits, many
manufacturers offer such wet wipes that smell of lemon, lime and even mint, and
this gives an additional effect to advertising texts: «smart 9KOHOM JIMMOH
BJIAKHBbIEe caldeTKd yHUBepcalibHble oOcBexkatonue. He comepskaT croupra.
IloaxomaT nna Bcex TUIIOB KOXKU», «Bnaxknasa canderka Wet one JIMMOH
TUTHeHnYecKass U aHTUOaKkTepuaabHBIM 3ddekToM. Ag +¢ HOHAMH cepedpa»,
«Bnaxknasa canderka Wet one MATA JIAUM TATUEHUYecKasd |
aHTHOaKTepuaIbHBIM 3ddekToM Ag + ¢ uoHamu cepebpa» [“smart ECONOMY
LEMON universal refreshing wet wipes. Alcohol free. Suitable for all skin types”,
“Wet one LEMON wet napkin with hygienic and antibacterial effect. Ag + with silver
ions", "Wet one Wet one LINE MINT hygienic and antibacterial effect Ag + with
silver ions"];

In the texts of wet wipes for the whole family, for all skin types, sentence
constructions often appear, containing words and expressions, such as money
saving, bonuses in the form of gifts: «smart DKOHOM BiaxkHbie candeTKu
yausepcanbabie. JIJI BCEXI CEMBU. He comepxar ciupTa. ITogX0AAT I8 Beex
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TUIIOB  KOku», «smart IOKOHOM Binakable candeTKu YHHUBEpCaJIbHbIE
ocBeskatore. He comeprkat cipra. ITOAXOAT /ISl BCEX TUIIOB KOXKH. 5 IITYK B
moZapoK. dPDEKTUBHBI OT 99,9% MHUKpobOOB», «smart 9KOHOM POMAIIIKA
BJIAKHBle cal(eTKu yHUBepcaJbHBble oOcBexawmue. He cozaepskar cmnupra.
IlogxoaAT Ajii Bcex TUIOB KOXW», «BnakHada canderka Wet one 0O30H
TUTHeHNYecKass M aHTUOaKTepuaabHbIM 3ddexkToM. Ag +¢ HOHaAMU cepebpar;
[“smart ECONOMY wet wipes are universal. FOR THE WHOLE FAMILY. Alcohol
free. Suitable for all skin types", "smart ECONOMY universal refreshing wet wipes.
Alcohol free. Suitable for all skin types. 5 pieces as a gift. Effective against 99.9% of
microbes”, “smart ECONOMY CHAMOMILE universal refreshing wet wipes.
Alcohol free. Suitable for all skin types”, “Wet one OZONE wet napkin with hygienic
and antibacterial effect. Ag + with silver ions "];

Disposable mask. Before the onset of the pandemic, in our country and even in
Russia, medical personnel, patients or visitors of patients were mainly crawling with
disposable masks in medical institutions in order to avoid the spread of diseases,
such as viral ones. And abroad, for example, in China and in a number of megacities
of the world, due to air pollution from chemical waste from hyper-factories,
residents had to wear disposable masks in order to avoid health problems. And at
the moment, wearing masks is aligned with the rules of self-defense during a
pandemic, since this is an important decision of the WHO. Examples:

- in Russian, «Macka TpéxcyioiHas MPOTUB HbLTH, OakTepuii», «SSK TpexciioiHas
TUTUEHnYecKasa Macka. 600 cym» etc.;

- in Uzbek, «Changdan Bakteriyalardan White yuz niqobi uch qavat filtrli», «<100%
x/b materialdan tikilgan kombinezon. Oddiy maskaning materialidan tikilgan
kombinezonda odam terlab ketadi va ishlash qiyin boladi. Shuning uchun
sertifikatlari bor sifatli kop martalik kombinezonlar taklif gilamiz. Ozbekiston
boyicha yetkazib berish xizmati bor», «Mezon» tibbiy niqoblari. 3 qavatli . 1-qavat
(spanbond SS). 2-qavat (Mel'tblaun fil'tr). 3-qavat (spanbond SS)» etc.

Discussion

Antiseptics. This hygiene product appeared in the 60s of the XX century in the USA.
And today it is considered an important attribute in the fight against viral infections,
including helping to keep your hands clean and protect from coronavirus. The texts
of antiseptic advertisements are quite interesting and clearly differ. In the course of
our research, we identified the following antiseptic advertisements in Russian and
Uzbek languages, in which elements of scientific and colloquial styles are felt. For
instance:

- in Russian, «BETACEIITH Tporatb Jipyra crajo Oe3oIacHee.
I[IpoTUBOBUPYCHBIN, MPOTUBOOAKTEPEIUAHBIN AHTHCENTUK IJIs PyK», «3APS
HCIIOJIB3YUTe aHTUCcenTUK! Ecyin HeT BO3MOKHOCTH TOMBITh pyKu», « COOTACEIIT
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C s oTAbIXa U MyTENIeCTBUN. YHUBEPCATbHbIE AaHTUCENITUYECKHE CPEACTBA IS
obpaboTtku pyk u AesuHdpeknun koxxku. HOBUHKA», «Antucentuku ARAVIA
PROFESSIONAL HaznéxHas 3amura oT BUpycoB u Oakrepuii», «Halyk Protect
yucToTa U 3amuTta Bamux pyk», «CEIITUMA T'enb /i pyK aHTHCENTHUIECKUH »,
«Alsoft R me3uHdekIusa pyk 3a 30 ceKyHA», «AntiVirus cupeit mis aereii. Crpeit
AQHTHUCENITHYECKUH JJIs JETCKUX PYUYeK C YBIAKHAIOIMNMUA KOMIOHEHTaMI», «CTom
Bupyc! ddpdekTruBHbIE aHTHCENTUKH 71 PyK oT Oprekc Mena. 99% MUKpPoOOB U
BHPYCOB yOUBaeT OeCIIOIaHO! »;

-in Uzbek, «TALA LUX qo 'llarning terisini samarali tarzda dezinfeksiya qiladi va
yumshatadi», «AntiCOR antiseptic sprey vositasi. Toshkent shahri bo “ylab yetkazib
berish bepul», «HAND+SANITIZER antiseptic sprey 99,9% bakteriyalardan
himoya», «Septa Gold antiseptik. Qo llar uchun sprey lasyon. Etil spirit 99,9%
bakteriyani o"ldiradi», «Sara Sept antiseptik sprey!!! Shoshiling! Aksiya! Super
narx!», «DOCTOR G Qo 'llar uchun sanitar sprey bakteriya va mikroblarni bartaraf
etadi», «<ANTISEPTIK GEL bor. Optomga 7000 sumdan. Quyuq va sifatli 96% li
spirtdan tayyorlangan gel kerak bo'lsa lichkaga yozinglar!!!», <ANTISEPTIK GEL
bor. Optomga 7000 sumdan. Quyuq va sifatli 96% li spirtdan tayyorlangan gel kerak
bo'lsa lichkaga yozinglar!!!».

Antiviral badges were also on par in the fight against COVID-19. An example is the
following advertising text of the antivirus badge in Russian, «!!!XWUT ITPOJAX!!!
[TpoTUBOBUPYCHBIE 3HAYKHU, KOTOPBIE 3AIUTAT TeOsI U TBOETO MaJIbIIIa OT BUPYCOB!
B HayIm4uu TOJIBKO y HAC IO CcymIep lieHe! 3HaU0K MOXKHO LETJIATh Ha OJIEK/y U Ha
CyMKy. MOXXHO WCIOJIb30BaTh, KAaK JETAM, TaK M B3pOCJbIM. CHIDKAeT PHUCK
3aboseBaHust Ha 98%! IlpenymnpexaamT, pa3doupaioT oueHb ObicTpo. KostmuecTBo
OTPaHUYEHO».

b) advertising of drugs for the treatment of the COVID-19 virus, which was relevant
during the pandemic:

- in Russian, «KAPJIMUOMATHWNJI laputr Bam Bpewms. Beperure cebss u cBOE
310poBbe Bo BpeMsa COVID-19», «MAX-HAIR - npoTuB kKopoHaBupyca!».

- in Uzbek, «Kalsiy D3 Nikomed vaqtni o “tkasib yubormaslik, baquvvatlikni yig “ish!
Covid-19 vaqtida o zingizni va sogligingizni asrang».

c¢) advertising of medical services for the detection of COVID-19, since it was during
the pandemic that such medical services spread around the world in order to obtain
permission to continue their activities in a work institution, to continue their studies,
while passing state borders in a particular country. For instance:

- in Russian, «3abotumcs o Bamem 370poBbe BMectTe ¢ Azimed Hospital MCKT,
nudposoii pertren; IT1[P ananus Ha COVID-19; peabenuranusa nocie COVID-19 B
cranmoHape», «mure, raie caath [T P-Ttect Ha COVID-19? CraiiTe BBICOKOTOYHBIH
[IIIP-tect B TamkeHTe 3a 200 000 cym», «HMimwure, rae caarp aHaJIW3 Ha
BUpycHeUTpanusyionue anturena k COVID-19 B Y36ekucrane? IgB S-RBD
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metonoM UXJIA B Tamxkente! Pe3ysnbTaT uepes 1-2 /iHA. Bricouaiiiias TOYHOCT»,
«IIponumm BakmuHanuio or COVID-19, HO He yBepeHbl B pesysbraTe? CrmaiiTe
aHanmu3bel Ha aHtutena IGG S-RBD meromom MXJIA x COVID-19. Ilena 160 000
CyM».

- in Uzbek, «COVID-19 EXPRESS 1 soatda covid-19 virusi tahlilini biling», «World
health Organization COVID-19 ga qarshi emlanishni unutmang! Emlanish Sizni
jiddiy kasalliklardan himoya qiladi va sog "ligni saqlash tizimini mustahkam qilishga
yordam beradi», « World health Organization Tibbiyot xodimi sifatida Siz COVID-19
ga qarshi emlanganlar qatorida birinchilardan bo ‘lishingiz kerak, chunki Siz katta
xavf oldida turibsiz».
With the development of the introduction of electronic documents in the public and
private sectors, a number of medical institutions during the pandemic began to issue
the results of analyzes with a QR code, which is reflected in the texts of
advertisements issued in Russian. For instance:

«I'me coate ITIP-Tect Ha COVID-19 B Y306ekucrane? CaaiiTe BbICOKOTOUHBIN 111 P-
TeCT B TalkeHre:

- OIIpe/IeJisieM BCe MyTHPOBABIIIHE IIITAMMBI;

- MOKHO IIOJIyYHUTh PE3YJIbTAThI B TOT K€ JIEHb;

- opunuaIbHbIN O1aHK ¢ QR-KOmOM»;

[“Where to take a PCR test for COVID-19 in Uzbekistan? Take a high-precision PCR
test in Tashkent:

- we determine all mutated strains;

- you can get results on the same day;

- official form with a QR code ";]

“Grand cross medical urgent testing for COVID-19. 11 points at korzinka.uz
supermarkets. we issue an international certificate with a QR code ”.

d) advertising about the need to obtain a vaccine (vaccination) of an agitational
nature in order to mass fight against COVID-19. For instance:

- in Russian, «¥Y3b6ekcko-kuTalickas BakI[uHa OT KopoHaBupyca ZF-UZ-VAC2001
¢ peKTUBHA IPOTUB UHAUNCKOTO IIITAMMa KOPOHOBUPYca — MUHUHHOBALIUN ».

- in Uzbek, «Men vaksina oldim. Emlanmaslik nafaqat cheklov, balki hayotni xavfda
goldirish hamdir(Madaniyat vaziri Ozodbek Nazarbekov)» (the text of the
advertisement voiced by the Minister of Culture Ozodbek Nazarbekov)»,
«O"ZBEKISTON 24 Vaksina — najot!» (advertising of the Uzbek TV channel).

Conclusion

So, as our analysis of advertising text containing medical vocabulary proves, it can
serve as useful information when distributing hygiene products or a number of
medical services provided in order to prevent the infectious disease COVID-19. And
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the correct selection of syntactic constructions in the preparation of an advertising
text in each language we studied can provide accessibility to consumers.
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