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Llenblo JaHHOI CTaTby SIBSIETCSI MCCIE0BaHME B3aMMOCBSI3U IIPOLIECCOB MaHMU-
MyASIUM UM CTepeoTUnM3anumu Ha matepuane GpuraHckux CMMU. BoisiBneHo 1Ba
crioco6a QYHKIMOHMPOBAHUS CTEPEOTUIIOB B aclleKTe PeueBOr0 MaHMUITyIMpOBa-
HUS B OpPUTAHCKOM MeAya-AucKypce: 1) anemisuysi K HEKPUTUUHOMY BOCIIPUSITUIO
CTepeoTUIia 1, COOTBETCTBEHHO, OTIOpa Ha CTEPEOTHII B IIPOIlecce peueBOit MaHM-
MyJASIUK; 2) TOTBITKA U3MEHUTh OTHOIIeHNWE PelUITMeHTa K CAMOMY CTEePEOTUITY

yepe3 M3MeHeHMe 3HaKa OlLleHKM CTepeOoTHuIIa.

KnaroueBble cjI0Ba: CTepeOTUIl, MAHUITYISLMS, IUCKYPC.

Kak ormeuaet T. A. BaH [leiik B cBoeM Tpyze «Discourse analysis as ideology analysis», jro-
Ieil, IpUHAIJIEXANMX K OMpeneIeHHOM COLMAIbHOM IPYyIIle MM KYJbTYPHOI OOIIHOCTH,
00BeOMHSIOT COLMOKY/IbTYPHbIE 3HAHMS, OLIEHOUYHbIE YOEKIEHMSI, MHEHMS, CTAHOBSIIIMECS
OCHOBO1 COIMA/IbHBIX OTHOIIEeHMI [1]. MHeHMsI, HAGOPBI accoIMaIuii, IEHHOCTHO OKpallleH-
HbIe CY)KJIeHMSI CTAHOBSITCSI OCHOBOJ CTEpeOoTUIIOB. B TO ke camoe BpeMsl BCe, UTO CBSI3aHO C
IIEHHOCTHBIMM YCTaHOBKaMM, MUPOBO33PEHUECKMMM MO3ULIMSIMY, MHEHUSIMU U YOEXKIEeHM-
SIMM, SIBJISIETCS 6J1aTrOATHON MTOYBOIA IJIST IIPOLIECCOB MaHUITYIMPOBAHMSI, BAUSIONMX Ha I10-
BelleHMe U B3IVISIAbI jiofeit. VisyyeHe CBSI3M CTepeOTUIIM3alluM M MaHUIYAMPOBAHUS BU-
IUTCS MHTEPECHOJ 3a7aveii, pellleHi0 KOTOPOil MOXKET ObITh ITOCBSIIEHO MHOKECTBO IIO-
IOTBOPHBIX HAyUHbIX McciemoBaHuii. Lleqbl0 MaHHOM CTaTbU SIBASETCS BbISIBJIE€HME PO
CTEPEOTUIIOB B AMCKYPCE COBpeMEHHBIX OpuTaHckux CMU yepes MocpeacTBo UCCIeq0BaHMs
MX CBSI3Y C [IPOIleccamMiy peuyeBOro MaHUITYIMPOBaHMSI.

ITox cTepeoTHIIOM B JaHHOJ CTaThe MTOHMMAETCS KYIbTYPHO 0OYC/IIOBJIEHHBIT 06pa3 B CO-
3HAHUM TIPeACTaBUTENEl JIMHTBOKYJABTYPHOTO COOOIIECTBA, HOCSIINIT 3IMOIMOHATbHO-
OIIEHOUHBIIT XapaKTep ¥ MpeCTaBJIeHHbIN uepe3 IMOCPENCTBO SI3bIKOBBIX equHuIl. [Tog peue-
BOV MaHMITY/ISIIMEN B JaHHO CTaThbe MOHMMAETCs TTOTbITKA OKa3aTh BO3AEMCTBME HA CO-
3HaHMeE WIN TIOBeIeHMe JINIIA VIV TPYIIIIbI JIUI, U3MEHUTH €ro / UX yCTaHOBKM, HAMepeHMsl,
B3IVISIABI, OIIEHKM C TIOMOINbIO IIPUMMEHEHMUS OIpemeleHHOl CTpaTeruu, 3ameiCTBYIOIIei
KOMIIJIEKC SI3bIKOBBIX CpefcTB. MaTepmasoM [Jisl MCCIeNOBaHMs MOCTYKWIN GpPUTaHCKUE
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nepuonuueckue usnanus The Daily Express, The Daily Telegraph, The Guardian, The Inde-
pendent, The Observer, The Financial Times u The Times, npoaHanusupoBaHHbie 3a 1993—
2019 ronpbl. AHanu3y rnoaseprcst 151 dbparmeHT aucKypca, comepskaliuii cCTepeoTuIl, BoBJie-
YeHHBI} B TPO1eCcC peyeBOro MaHUITYIMPOBaHMSI.

CornacHo E.B. TeHeBOI, CTEepeOTUTIbI SIBJSIOTCS MHCTPYMEHTOM BO3[ECTBUS HaA afpeca-
Ta [2]. [loaTOMy MUCIIONb30BaHNMe CTepeoTUlla TPALULMOHHO BOCIIPMHMMAETCS KaK MaHUITY-
JISTUBHBIN IIpKeM, 6arogapsi KOTOPOMY MaHMUITYJISITOP IbITAE€TCS M3MEHUTh OTHOILIIEHME pe-
LIUIMEHTa K KAaKOMY-JIMO0 parMeHTy JeiiCTBUTEIbHOCTH, ONMPasiCh Ha HEKPUTUIHOE BOC-
MIpUSITHE afipecaToM CYIIeCTBYIOUIEro CTEPeOTUIIMUECKOTO ITpeacTaBieHns. Kak mokasbiBaeT
aHa/n3, Mog0OHOe MCIT0/Ib30BaHME CTEPEOTHUIIOB B IIPOLIECCe MaHMUITYJIMPOBAHMS BPeMS OT
BpeMeHM BCTPeUaeTcs:

E.g. (1): Germans keep far too much in cash, and when they do invest it is usually in high-cost,
poor-value products. <...> In some respects, it should not be a surprise that Germans just pile up
cash for rainy days [3].

ABTOp MPOLUTUPOBAHHBIX BbICKa3bIBaHMIA, ONIMPASICh HA TPALULMOHHBIN CTEPEOTUII O CKY-
TTOCTY HEMIIEB, IIbITAeTCsI cOpMUPOBATH HETaTUBHBIN 00pa3 (GMHAHCOBBIX MPUBbIYEK TaH-
HO¥ Hauym. [TbITasich CO31aTh BUAMMOCTDH (GDMHAHCOBOTO aHAJIUTUUECKOTO 0630pa, aBTOP UC-
II0JIb3YeT CJI0BA U CJI0BOCOUeTaHMs «keep in cash», «invest», «high-cost», «poor-value», «prod-
uct». BMmecre ¢ TeM npMMeHeHMe TaKOTO KOMITJIEKCa SI3bIKOBBIX CPeJCTB, Kak MHTeHCUbMKa-
Topsl (far, too, much), smparuyeckast KOHCTPYKIUS ¢ «do» (when they do invest), 1IeKCeEMBI OT-
pULIATEIbHOM OLIEHKMU (POoor), TeKCeMbI SKCIIPeCCUMBHOM KOHHOTaLuu (pile up), KoM6MHATOP-
HOe M3MeHeHNe UAMOMBI (save it for a rainy day — pile up cash for rainy days) yka3bsIBalOT Ha
MCIOJIb30BaHMe aBTOPOM MaHMITYJISITUBHONM CTpaTerny Ha MOHVDKEHME C 11e/IbI0 OCYIIeCTB-
JIeHMSI BO3JEICTBUSI Ha peluIlMeHTa B HeoO6XoaumoMm HarpaBieHuu. CIoBOCOYETaHUS C
Pa3sMbITOI CEMaHTUKOI «in some respects», «it should not be a surprise» He TIpeJaraloT 4eT-
KX XapaKTepUCTUK, HO CO3[al0T WIIIO3MI0 BECOMOCTU U YOeOUTETbHOCTY yKe CKa3aHHOTO
", TEM CaMbIM, CTIOCOOCTBYIOT YTBEPKIEHMIO CTEPEOTHUIIa O Hepa3yMHOM (hMHAHCOBOM TOBe-
JeHU HeMelKOI HaluMN.

Kak mokasbIBaeT MpOBeIeHHbIIi aHAIN3 SMIIMPUYECKOT0 MaTepuasia, HapsiTy ¢ peyeBoil Ma-
HUNYJISILIMEN, 3ae/ICTBYIONIEl CTePEeOTUIl KaK OOIIeNpU3HAHHYI0 MOIeb AeiiCTBUTEIbHO-
CTH, KOTOPas CII0OCOOCTBYET HEKPUTUIHOMY BOCIIPUSITUIO TEX UM VHBIX SIBJIEHUIA, i TEM Ca-
MbIM OOJIeryaeT MpoIecc MaHMITYJMPOBAHMUS, CYIIECTBYET M JEMOHCTPUPYET TEHIEeHIIMO-
HaJIbHBI POCT peueBass MaHUITY/ISILIVSI, LIEJIbI0 KOTOPOJ SIBJISIETCS M3MEHEeHMe OTHOIIEHUS K
caMOMYy CTEPeOTHUITY, er0 pa3BeHUYaHMe.

E.g. (2): TV adverts showing housewives cleaning and husbands lounging about on the sofa are to
be scrapped in a bid to crackdown on pigeon-holing males and females... <...> Harmful gender
stereotypes in ads contribute to how people see themselves and their role in society [4].
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[lesbl0 MAaHUMYISIMK B JaHHOM IIpuMepe siBjsieTcst 60pbba ¢ reHIepHbIMY CTePeOTUTIaMMU.
ABTOp IIbITA€TCS OCYIIECTBUTH BO3MEICTBYME Ha PEIMIIMEHTa C TeM, YTOObI chOpPMMUPOBATh
HeraTMBHBIN 00pa3 TpaaMUIMOHHOTO pacIipeneeHnus poieil My>KUMHbI M JKeHIIVHbBI B 001I1e-
cTBe. Mcrnonb3ysd MaHMUIYJISTUBHYIO CTPAaTErMi0 Ha TOHMKEHME, aBTOP MCIIOIb3YyeT TaKoit
KOMIIJIEKC SI3BIKOBBIX CPECTB, KaK COOCTBEHHO OlleHOYHbIe JiekceMbl (harmful), mekceMbl
HeraTuBHOM KoHHOTaiuu (lounge about; scrap; crackdown; pigeon-holing); MpOTUBOITOCTAaB-
nenue (housewives cleaning vs. husbands lounging about on the sofa), MomasbHast KOHCTPYKIIVSI
(be to), nmniukarypa (TV adverts are to be scrapped — gender stereotypes are to be scrapped).

JOpyruM IIpMMeEpPOM PEeYeBOI MaHMITYJISIVH, LIeJbI0 KOTOPO SIBJISIETCS pa3sBeHUYaHMe CTe-
peoTuna, MoXeT CITY>KUTb:

E.g. (3): “You don’t really see a lot of positive representations of cat ladies in the media,” Wills
told ABC7NY News recently. Indeed, many famous contemporary characters in some of the most
successful TV shows of the last decade fall into the cliché, suggesting getting a cat is synonymous
with being unsuccessful [5].

[lenpl0o MaHUTIYASIMKU B JAHHOM IIpMMeEpe SIBJIIeTcsl 60pbOa CO CTEPEeOTUIIOM, PUCYIOIIUM
06pa3 HeyoawIMBBIX KOLIATHMUII, UTO MPEACTaB/IsieT c060i pasHOBUIHOCTh FeHAEPHOTO CTe-
peoTurna. ABTOp IbITAeTCs OCYIeCTBUTH BO3/EICTBIE HA afipecaTa C TeM, YTOObI pa3BeHUYaTh
TIpeCTaBIeHMEe O TOM, UTO JKeHIIVHbBI, MMeIOIINe KOIIeK, — HeymauHuIbl. C 3TOi 1e/IbI0 UC-
T0JIb3YeTCsl TaKO¥ KOMIUIEKC SI3BIKOBBIX CPEICTB, KaK OTPUIATETbHbIE KOHCTPYKIMM (You
don’t really see); mipoTuBorioctaBieHue (successful — unsuccessful); vmrukaTypbl (1) you
don’t really see a lot of positive representations of cat ladies in the media — there must be more
positive representations of cat ladies in the media; 2) ... fall into the cliché, suggesting getting a
cat is synonymous with being unsuccessful — associating having a cat with lack of success is a
cliché); nekcembl ¢ HeraTUBHOI KOHHOTa1ue (cliché).

E.g. (4): “[Mothers] face a lot of bias in the workforce in ways we don’t always recognise,” says Ms
Forman. It is commonly assumed they are less ambitious and committed than other employees,
she explains, but she believes returnships can help to change those perceptions. “They see [a re-
turner] is doing amazing work, which can actually help to puncture some of those stereotypes,”
she says [6].

Llenb10 MaHUIYISLUMY B TaHHOM IIpUMeEpe SBJSETCS pa3BeHUMBAHME CTEPEOTHUIIA, a TaAKKe
dbopMupoBaHMe MO3UTUBHOIO 0Opa3sa JIO[ei, M0 OTHOIIEHMIO K KOTOpPhIM chopmMupoBaH
CTepeoTHUII. ABTOP ITbITAETCS OCYIIECTBUTH BO3€/ICTBYME HA PELIUITMEHTA C TeM, YTOObI JOKa-
3aTh HECOCTOSITEJIbHOCTh TPAAMUIIMOHHOTO CTEPEOTHIIA, PUCYIONIEro 06pa3 paboTaroImux Ma-
Tepeii Kak 00/1afaloiX MEeHbIIMM SHTY3Ma3MOM U aMOMIIMSIMMU 10 CPAaBHEHMIO C OCTallb-
HBIMM COTPYIHMKaMM. [IJIsT 9TOTO MCIIONb3YeTCS] MaHMITYISITMBHASI CTpaTerusl Ha ITOHIMKe-
HJe, B paMKaxX KOTOPOJi IIPUMEHSIETCS TaKOi KOMIUIEKC SI3bIKOBBIX CPEICTB, KaK JIEKCEMBI C
HEraTMBHOI OII€HOYHOJ KOHHOTamueil (bias; assume; puncture); KOHTEKCTYaJbHO OLIEHOY-
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Hble JIeKCeMbI (perception (B HAHHOM KOHTEKCT€ CMHOHMMMUYHO TTOHSTUSIM <«CTEPEOTUIT»,
«TpenybexmeHne»)), KBaHTUdMKATOPHI (a lot); meitkTuku (those).

BmecTe ¢ 3TMM aBTOp CTapaeTcs CO34ATh MO3UTUBHBIN 00pa3 Je0BbIX KaueCcTB pabOTaONINX
marepeii. st 3TOro MCIOMb3yeTCs COYeTaHMe TOJOXKUTENbHON OIEHKM C SKCIPEeCCUBHON
KOHHOTAaInen (amazing).

KonmuuecTBeHHbIN aHa/IM3 TOKa3bIBaeT MpeobiagaHue PUMEPOB PeYeBOii MaHUITYISIVNU, B
KOTOPbIX MTPOUCXOUT pa3BeHUaHMe CTepeoTuria, Hajl IpuMepaMu, B KOTOPBIX YTBEPKIaeTCs
crepeotur. Bopbba co cTepeoTuIIamMy IOCPEACTBOM MaHUITY/ISITUBHBIX IIPYEMOB TTPOVCXOINUT
B 76% TpoaHaIM3MPOBaHHBIX MpuMepoB (115 mpumepos). Omiopa Ha CTEPeOTHUIT B MPOIieccax
MaHUMYJSIIIUN OCYIIECTBIISIETCS B 24% MPOaHaIM3UPOBAHHBIX IPUMEPOB (36 TPUMEPOB).
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The article aims to investigate the interrelation of manipulation and stereotypi-
zation on the material of British mass-media. Two ways of the functioning of ste-
reotypes in the aspect of speech manipulation in British media-discourse have
been revealed: 1) reference to the non-critical use of a stereotype and, accordingly,
application of a stereotype in the speech manipulation process; 2) an attempt to
change the recipient’s attitude to a stereotype by way of changing the evaluative
character of a stereotype.

Keywords: stereotype, manipulation, discourse.



