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Summary

 This research follows the present-day scientific studies where the approach to the discourse within the vagueness principle dominates. Our paper focuses on studying the communicative strategy of hedging and its functioning in the English-speaking advertising of medicines. 

In this paper the term hedging is understood as one of the communicative strategy impacts verbalized by a large range of hedge markers. Hedging is characterized by the gradation function concerning the phenomena of objective reality in the speakers’ statements. Fuzziness occurs through the usage of hedge markers in combination with numeral constituents. The convention affects the consumer, so the latter pays attention to specific numbers instead of verbalized signals represented by hedges. Vagueness is a distinctive feature of the hedge markers in statements with substituted medical terms. Accordingly, two groups of advertising discourse tasks are solved. Statements mitigation is characterized by the prior role of hedge markers verbalized modality. Thus, pharmaceutical companies reduce the directive impact of advertising or instructional message by means of modality-natured hedges. 

Hedging is considered to be the means of statements insurance or precaution directed to covert influence on the mass consciousness. Such distancing function of hedging helps avoid responsibility for possible “black PR”. The conventional effect sent to the addressee is achieved by the demonstration of respect for the competitors. The usage of hedge markers in the function of this type is highly productive and is a feature of advertising discourse in general.

It is concluded that advertising discourse genre is characterized by extensive usage of hedge markers that actively perform their functions. Hedging involvement to the medication advertising strategies enables: keeping one’s face at the consumer market along with competitors; advertising a medication successfully for the consumer with no medical preparation; avoiding responsibility for the elements of “black PR” concerning the competitors’ products. Further scientific perspective in studying hedging might be exploring this phenomenon in other types of advertising discourse.
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