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Abstract

The present paper is devoted to the problem of representing street food in the Russian
media discourse. The author investigates social and linguistic factors of street food
representation in the media discourse, in particular, the social factors that influence
the journalist as well as peculiarities of the linguistic forms of street food
representation. The social factors include the place, participants and their
characteristics, street food and its peculiar features, such actions as cooking, selling
and consuming street food etc. The author also analyzes language units (words, word
combinations, utterances) used in the media text to construct a specific picture of the
social factor sreferring to street food. Additionally, the paper studies the realization
of cognitive models within the media discourse. The connection between cognitive
models’ realization and the journalist’s pragmatic goal aimed at positively
representing street food in the Russian media discourse is also studied. The research
was conducted on the basis of an internet version of the national IZVESTIYA
newspaper.
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Introduction

In the Russian media discourse a lot of articles are devoted to food and cooking, however,
journalists tend to concentrate on the most essential features of food, paying particular
attention to its positive or negative effects. The specificity of the Russian media texts on food
depends on the genre of the articles and the journalist’s intention to inform and persuade the
reader to accept his/her point of view. The Russian media texts also contain cognitive models,
the realization of which is determined by the journalists’ pragmatic goals aimed at
constructing a specific picture of food and cooking in the recipient’s mind.

According to Slavka Tomas¢ikova (2015), media play crucial role in the signifying
practices in postmodern societies and in contemporary society media represent the most
important channels of cultural mediation. She argues that consumer society through its media
offers food representations in numerous forms — in a form of entertainment, education,
information. In the present paper we shall try to analyze how the Russian media reflect the
practice of eating street food in Russia, i.e. how it offers food representations in the form of
information.

The problem of the role of food in human existence has attracted the attention of
many scholars. Specific representation of food in the media influences attitudes to food and
food practices in the society that lead to the emergence of new ideas and practices. Food has
been the object of numerous sociological, cultural, ethnographic, linguistic and philosophical
studies, e.g. in the works by Claude Fischler (1988), Ekaterina Ivantsova (2018), Andrey
Olyanich (2015), Elena Pozhidaeva and Olga Karamalak (2018), Irina Tresorukova (2018)
and others, which corresponds to the tendency of investigating various aspects of human
existence.
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The research was undertaken on the basis of a sample article by Anastasia
Chepovskaya, published on the website of the national 1ZVESTIYA newspaper. While
undertaking the research we have used the methodologies of discourse analysis, cognitive
models’ analysis and pragmatic analysis. The methodology of cognitive models’ analysis was
used to identify and analyze KEBAB AS THE MOST POPULAR STREET FOOD IN
RUSSIA cognitive model, which is realized in the media text. The methodologies of
discourse and pragmatic analyses were applied to the investigation of the social factors that

influence the journalist’s pragmatic goal.

Results of the Sample Analysis and Discussion

One of the topics covered by the Russian media texts on food is street food. The analytical
article by Anastasia Chepovskaya (2019) is about the most popular type of street food in
Russia: “Bcero 3a HeCKOJIbKO JIET IIaypMa U3 HEIOPOroro IepeKyca, 4acTo COMHHUTEIBLHOIO
KauecTBa, MPEeBPaTWIIOCh B KyJlbToBOE Oyton0. LleHuTenu msca B ynaBamie 0ObEIUHUINCH B
MHOT'OTBICAYHOC COO6H.I€CTBO, B KOTOPOM IIOMOraroT HauTHu «Ty CaMyro» HIaypmMy cpeau
COTCH ITOCPCACTBCHHBIX. I[JI)I 9TOro Co3gaHbl MHOT'OYUCIICHHBIC KapThI, peﬁTHHFH u 0630pI)I
JYYIIMX KHOCKOB, KOTOPbIE HAOMPAIOT MUJLTHOHBI IpocMoTpoB Ha YouTube” (Chepovskaya

2019).

Cognitive model

We view the cognitive model as a standardized set of interconnected mental elements, which
is stored in consciousness and refers to the constituents of various life situations. The
cognitive models may be realized in the form of texts, visual signs or actions (a visit to a
supermarket, a trip to another city etc.). A cognitive model is a pattern that people follow in

their everyday and professional lives.

A lot of cognitive models in the media texts are connected with food and cooking. In
the article analyzed, the journalist tries to direct the reader’s attention to the street food and
uses the media text to realize KEBAB AS THE MOST POPULAR STREET FOOD IN

RUSSIA cognitive model:

General components of the

Specific components of the

Textual elements used to realize the components of

model model the model
(macrostructure)
PLACE RUSSIA, CITIES AND Mbl Gepem smo Ha yauwax: Kax waypma cmaia
STREETS, CITY mooumvim  gpacmehyoom 6 Poccuu,; Ilpu smom
EATERIES, CLUBS 9KCNEPUMEHMATbHbIE U COOMBENCIEEHHO boiee
Odopoeue eapuayuu Oonepoé 6 Poccuu noxa

npudicusaromest nioxo;, 4mobuvl Havimu ayvUYIo
waypmy 6 Jlanunoeckom paiione Mockebt,
KoppecnonOenm  «HM3gecmuily  80CnOIb30841ACH
nonyaspuviM  npunodicenuem «loe wasepmay, 6
KOMoOpom — mulcsuu  mMoYeK ¢ OOHepamu
paccopmupogambvl no KOUYeCcmasy
NONONCUMETbHLIX  0OM3bl808, B ¢hyokopmax u
2acmpomapkemax 5mo 01000 NOSBUNOCL U3-34
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BbICOK020 CNpOCA: MH0OU UWYM HOHAMHYIO U
npusbluHylo  Oasi Hux eoy; Hwenno nosmomy
NOHAMHYIO U NOXONCYIO edy HAYAU Nnpooasams 6
¢dyompaxax u na zacmpomapxkemax; B ceéoe epems
waypmy npooasanu 6 Kayoe Gipsy, 6 3zasedenuu
07151 30JI0MOU MOJIOOEHCU — I3MO ObII0 OOCAMOYHO
cMmenoe peuienue.

PARTICIPANTS, THEIR
CHARACTERISTICS

GENERAL PUBLIC,

KEBAB SELLER, FANS OF

KEBAB,
BUSINESSPEOPLE,

REPRESENTATIVES OF
THE CHURCH, BLOGGER,

CHEF,
NUTRITION EXPERTS

Ilouemy  poccusamue nepecmanu boamucsa
ompaeneHull U npuOyManu Kyiem Mmsaca 6 iasaule;
B ouepedu 3a waypmou cmosna pabomuuya
KOMMYHAIbHBIX CAYHCO 6 OPAHIHCEGOM Hcuileme,
MyMCUUHA 8 0el060M  KOCHIOMe, HapeHb
CHOPMUBHO20 menocnoxHcenus u
UHMEUIUZEHMHbBLIL  Ce006IACHLl  MYMNCUUHA 6
oukax 6 moHKou onpage;, I[lo ezo cnosam,
MYHCUUH 30 WAYPMOU NPUXOOUM HEMHO20 Donbude,
yem acenwgun;lllaypma — 6Om00o, Komopoe
3AMPOHYIO  6ce  COUUAIbHbIE CIoU, d 8
2acmpomapkemosl  X005im  JIHOOU  COBEPUIEHHO
Pasnozo eo3pacma u 00x00a: U Xuncmepwvl, U
cmyoenmol, u 6uznecmensl. Jltoou vacmo bepym
edy,  KOmopyilo  OHU  3Hawm,  0Onazooaps
cghopmuposaguieticst npuegviuxe; Lllaypmucm,
npeocmasuswutics Abbacom, pabomaem 6 3moil
mouke npumepHo namo mecayes, llenumenu maca
6 Jasauie 00BEOUHUNUCH 6 MHO2OMBICAYHOE
€c000Wecmao, 8 KOMOPoM NOMO2AIOM HAUMU «my
camyoy waypmy cpeou comeH NoCpeoCmEeHHbIX,
brazodaps cmapmanepam wiaypma y mon00020
NOKOJIeHUsL ~ nepecmana  6bvl3bleamb  CKEepHble
accoyuayuu, Kax 9mMo Obl10 0ecamox iem Ha3ao;
Hvimasce obvlepams  mpenemuoe omuouleHue
nompebumeneii K MACYy 8 .Jasaude, 61a0eaUUd
HEPMCKO20 Kaghe Hasnekia Ha cebs eHee MeCMHOU

enapxuu, Komopast NOHCAN0BANACY Ha
OCKOpONeHue uyecme  Gepyiowux 6 pekiame
3a6€0€eHUs. Ha nocmepe uzobpasicena

NOJIYOOHAJICEHHAsE MOOelb 8 obpaze c8aAmou, a
emMecmo Kpolibes y Hee waypma. B enapxuu
3AA6UTU, YMO PeUUIU 00pamumscs 8 NOAUYUIO U3-
30 WKBANA 360HKO8 OM B80o3MyujeHHvlx niodeu, O
waypme 2080puiu U 80 8PeMs «NPAMOU JUHUUY C
npesudenmom, koeoa 0nozep Amupan Capoapos
npuenacun Braoumupa Ilymuna 6 ceoto nasky u
noobewan Hazeamsv OOHEP 6 €20 uecmb, uieq
MACHBIX  KOHUenuuii  Qyomapkema «Bokpye
ceemay  Maxcum  Kysumeyos, Ilo  mHeHuio
ouemonoza Cepzea Qonosicko, waypma covemaem
8 cebe 6ce dnemeHmbl, HeoOX00uUMble OP2AHUIMY,
6pau-0uemonoz, KaHouoam meOuyuHCKUX HayK
Mapzapuma Koponesa.
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OBJECT

KEBAB

B 1990-¢ maypma 6vi1a 06v1un0ll €001l 80K3AN08 U
seujesulx puinkos, Daxmuuecku 3mo 011000 ece20a
npooasano cebst camo: MapkemuHe08as
AKMUBHOCMb BOKpPYe WIAYPMBL HAOpAia 0HOopombl
auWb ¢ NosigieHueM — coycemeii u  Ovlia
UHUYUUPOBAHA — CKOpee nompeOumensimu, 4em
npooasyamu.

CHARACTERISTICS OF
THE OBJECT

INGREDIENTS

Kak ommeuaem ouemonoe, oéouyu, Kypunoe msaco
U HeKANopUliHble COYCbl SIGISAIOMC  XOPOUUM
cnocobom nepexycums 6 pumme OOILULOZO 20P00a;
Cesedrrcue  06owgu, HNOHAMHBLL COYC, MOHKASA
JlenemKka — >mo 0ojnee yem HOPMANbHASL U He
caumKkom Karoputinas eoa;, Ha cecoouswmnuil oens
o boavuwuHcmea — we@-noeapos,  KOmopule
nLIMAIOMCst  coelams U3 UAEpMbl  UMO-Mo
KYIUHAPHO 3HAYUMOe, MO NO-NPENHCHEMY 1aeaut
CO CHOPHO20 Kauecmea coycamu, 6 KOMmopblil
YUmo-mo 3a6epHYNO 6HYmpU.

POSITIVE ASSESSMENT

B mae o nonesnocmu wiaypmuor cnopuiu epavu. Ilo
muenuro ouemonoza Cepees O6a0cKo0, waypma
coyemaem 6 cebe 6ce 3emMeHmyl, HeoOX00uUMble
opzanuszmy. Kax ommeuaem Ouemonos, 080w,
KYPUHOe MACO U HEeKALOpULiHble COYCbl SAGNAIOMCS
X0powum CROCOOOM nepekycumv 6 pumme
b0abU020 eopooa; Hlaypma CHUCKANA
nonynaprnocms 061a200aps HU3Kou yetne. B 1990-x
U Hauane HYNevix 20008 9MO Obll  CAMbBLL
Jocmynuolit.  cmpumgyo  nocie  xom-00208,
Komopbie npooasanucs 8o3ie CMAanyuli Mempo u
Mecmax Maccosoeo cKonaeHus mooel. HmenHo
NOOMOMY ROHAMHYIO U ROXOMNHCYIO ed)y HaAYanu
npooasams 6 Yyompaxax u Ha 2acmpomapKemax,
pacckasan  becede ¢ «HMzsecmusmuy uied MACHbIX
Kouyenyuti pyomapxema «Boxpye ceemay Makcum
Kysneyos;, brnazodaps cmapmanepam waypma y
MON00020  NOKOJeHUs Nepecmana  6vl3vléamnb
CK@EpHble aAcCOUUauuu, Kax 3mo Obil0 0ecimox
aem Hazao. Hecunompss na mo, umo mHO2Ue
waypmy pyeaiom, RPAKMUYecKU Kaxcowvlil ee e,
unoz0a emuxaps. Ha cecoonswnuii Ooenv 3mo,
HasepHoe, camMblii  NONYJAPHBII  POCCUIICKUTL
cmpumgyo, oadice HeCMOMPs HA MO YMO 5MO
017000 mypeyxoul Kyxuu, poousueecs 6 1 epmanuu;
Honynapnocms waypmel cpeou npouezo OH
ces3vI8aem ¢ YOOOCMBOM: ee J1e2Ko eCb Ha X00Y,
a 3a 120-150 pybrei mpyono Haumu Opyzoe
0111000, KOMOPbIM MOJICHO Haecmuvcs, bypeepul
8bIX00AM UYMb 00pPOdice, AMEPUKAHCKULL hacmghyo
npuencs, a waypma 8 yeiom O0CMAMmOYHO
oezepeonoe Oniooo, Ceedcue 080WU, NOHAMHBLU
COyC, MOHKAsL Jenewlka — 2mo  bojee  uem
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HOPMAIbHAA U He CAUMMKOM Kaaopuiinas eda; B
¢dyokopmax u eacmpomapkemax >mo 611000
NOABUNOCH U3-30 BbICOKO20 CNpOCA: JOOU UM
NOHAMHYIO U RPUBLIYHYIO 07151 HUX edy, Pazee umo
20e-mo bvisaem HekycHo, xoms 6 Mockee ouenv
MHO20 MeCT ¢ NPEKPACHOU WAyPMOU.

NEGATIVE ASSESSMENT | Oduaxo ecmv 08e npobnemwt, Mmewarouue
cuumams  waypmy — ouemudeckum — On000M:
Oonbuioe KoaUUECMEO Mmacia U Mecmo Ha
KoHyax waypmul. /[pyeoii 8pay-ouemooe,
KaHouoam  MeOuyuHckux  Hayk  Mapeapuma
Koponesa, nanpomus, npussanra He HOKynamb
Waypmy 6 20p00CKUX KHOCKAX, a NPU2Omogums ee
CAMOCMOSIMENbHO UMW OMOAmb  NpeonoumeHnue

dpyxmanm.
ACTION PROCESS OF COOKING «B oenv a zomoento om 20 0o 70 nasaweii c
KEBAB MACOM. Ycmaro, KOHeuHo, culbHo, bvleaem, umo

secb Oenb He npucecms. Cmena y Hac no 12 uacog
Kaoscowlli  OeHb, 6bIXOOHbIx Hem. Pabomaem
Kpyenocymouno. A npuxoocy x 9 ympa, a mou
CMEHWUK 8ewepom u pabomaem 6cto Houb. Panvuie
A u cam paboman no Howamy, — pacckazan Aboac,
Kapumv na cpune — smo camviti Oe3onacHwiil
Cnocob  NpPuOMoOGIeHUs, NOMOMY 4Mo  Hem
npAMO20 KOHMAKMA C MACIOM.

NEW FEATURES USING AN APP Ymobwvl uatimu nywwyro waypmy 6 anunosckom
patione Mockebi, Koppecnonoenm «Hzeecmuiiy
80CNONL306ANACL NORYIAPHLIM  HPUTONCCHUEM
«l'0e wasepmay», 6 Komopom muicauU MOUEK C
OOHepamu  paccopmuposanvi  No  KOIUHECMmEy
NOJIOAHCUMENLHBIX OM3bIEOB.

The journalist uses the media text to realize KEBAB AS THE MOST POPULAR
STREET FOOD IN RUSSIA cognitive model. This model refers to the positive
representation of food and street food in particular in the Russian media discourse as the
journalist tries to emphasize its simplicity, convenience and low price, which are usually
assessed positively by people.

PLACE component

The cognitive model realized in the media text has some dominant components, which play a
major role in instilling the new cognitive model or renewing the existing one in the reader’s
mind. The journalist uses various language means to underline these components while
introducing the cognitive model. The PLACE component is foregrounded by means of the
proper names denoting the country (Poccus), various cities of Russia (Mockea, Kpacnooap),
a city district (Zanunoseckuii paiion Mockest). The journalist also mentions such objects as
integral parts of cities (pauysr) and city eateries (ghyoxopmer, yompaxu,
zacmpomapremet), Which are the main places for selling and consuming kebab. The author
also includes information about a chic night club, in which kebab was sold (B csoe spems
waypmy npooasanu 6 kaybe Gipsy, 6 3asedenuu Ol 30J0MOU MOJLOOEHCU — MO ObLIO
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oocmamouno cmenoe pewenue) and in this case foregrounding the PLACE component serves
to emphasize the popularity of this dish among representatives of a different social strata.

Naming various places in Russia is important for connecting such objects as space and
food: the journalist associates a particular kind of street food with a particular space. Kebab
did not originate in Russia, but is popular across the country, which is proven by the data in
the text. The journalist also mentions a foreign cuisine and other places of the world (smo
o11000 mypeukoii Kyxuu, poousuieecsi 6 I'epmanuu) in order to inform the reader about the
origin of this dish and its popularity in other countries.

PARTICIPANTS component

Another dominant component within the cognitive model is PARTICIPANTS, which is
represented by the lexical units denoting various people engaged in the process of cooking,
consuming and disseminating information about kebab: general public including men and
women who often eat kebab (poccusne, myscuunsi, sicenwunot, n10ou), a kebab seller who
cooks kebabs (maypmucm), fans of kebab (uenumenu maca e nasawe), businesspeople
engaged in restaurant business (s1aderuya nepmckozo xkaghe, cmapmaneput), a blogger who
took part in television question-and-answer session with the president (6.10zep Amupan
Capoapos), a chef (wegh macuvix xomuenyuit gyomaprxema «Boxpye ceemay» Maxcum
Kysneyos), nutrition experts (ouemonoz Cepzeit Qbnosxncko, épau-ouemonoz, Kauouoam
meouyunckux nayk Mapzapuma Koponeea). The PARTICIPANTS component also includes
the representatives of the Russian Orthodox Church eparchy (enapxus), who denounced the
kebab advertisement that used the religious symbols. This event demonstrates the popularity
of kebab as street food in Russia, which is able to unite people of various social, cultural and
professional backgrounds. It also proves that food can unite different fields of activity and it
often happens in the media space, which becomes a model of the world, in which some
objects (e.g., food) are dominant.

The journalist foregrounds the PARTICIPANTS component by indicating many people
engaged in various activities. Many PARTICIPANTS are indicated in order to show the
popularity of this dish among different people, to show that many people with different
characteristics are engaged in producing and consuming kebab.

CHARACTERISTICS of the PARTICIPANTS component

The journalist also underlines such component of the cognitive model as
CHARACTERISTICS of the PARTICIPANTS, concentrating mostly on the features of people
who enjoy eating kebab. The journalist mentions such CHARACTERISTICS of the
PARTICIPANTS as their occupation and even belonging to a particular subculture
(pabomnuya Kommynanvuvix cayxnco, xuncmepol, cmyoenmslt, ousnecmenst), clothes (s
OPAHIICEBOM dicUTIene, MYMHCUUHA 6 0e/1060M Kocmiome), appearance (unmennuzenmuoli
Ce0061aAChLl MYHCUUHA 6 OYKAX 6 MOHKOU onpase), Social strata (éce couuanvnovie cnou),
age (1roou cosepwenno paznozo eospacma), inCOme (cosepuienno pasnozo 0oxooa). The
journalist clearly demonstrates different and even opposite CHARACTERISTICS of the
PARTICIPANTS in order to persuade the reader that kebab is consumed by various people
and because of this it has gained popularity in Russia.

CHARACTERISTICS OF THE OBJECT component

To explain the popularity of kebab in Russia the journalist also foregrounds such component
of the cognitive model as CHARACTERISTICS OF THE OBJECT (KEBAB), which includes
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ingredients (oeowu, Kypumnoe msaco u Hexkanopuiinvie coycel, ceéexicue 080U, COYC,
monkasanenewika, nasaut). This way the journalist stresses the important characteristics of
kebab — its simplicity and nutritiousness.

The CHARACTERISTICS OF THE OBJECT component also includes its positive and
negative features emphasized by the journalist. Assessment is an efficient means for
underlining certain components of the cognitive models realized in the media texts. The
journalist gives a positive assessment of such CHARACTERISTICS of kebab as its benefits
for health (roneznocme waypmol, waypma couemaem 6 cebe 6ce 3nemenmot, He0dOX0OUMbBLE
OP2AHU3MY, WUAYPMA 6 YEeTIOM 00CMAMOUYHO Be38pednoe O11000, Bolee uem HOPMATbHAA U He
caumkom Kanopuitnas eoa), the convenience of eating it in different conditions in the city
(060wu, Kypunoe maco u nHexanroputinble COyCol AGNIAIOMCL XOPOUWUM CROCODOM NEPEeKyCUmb
8 pumme 001bUI020 20p00A, NORYAAPHOCHb WAYPMbL CPEOU NPOUe20 OH C6A3bledem ¢
yooocmeom:. ee nezko ecmov Ha xody), the low price of kebab (Illaypma cruckana
nOnyAApHocmy 01a200apsi HU3KOU UeHe, camblilt oocmynhulit cmpumdyo, 3a 120-150
pyoneit mpyono Haimu Opyeoe 611000, KOMOPbIM MO}CHO Haecmbcss). The positive
assessment of kebab is also reflected in mentioning its recognisability and popularity
(umenno nosmomy ROHAMHYIO U ROXO0XMCYIO €0y Ha4alu npooasams 8 Gyompakax u Ha
2acmpomapremax, 1oou uwym ROHAMHYIO U HPUBLIYHYIO OJil HUX €Dy, HECMOMPsL HA Mo,
umo MHoO2Ue WAypMy pyearom, RPAKMUYECKU Kaxcowlil ee el, uHo20a 6muxaps, CAmblil
nonynapuulii poccuiickuii cmpumdpyo) and attention of businessmen to kebab (bracooaps
cmapmanepam waypma y MOJN00020 NOKOJEHUs. NePecmana 6bl3blédmb CKEepHble
accouyuayuu). In order to give a general evaluation of kebab the journalist uses a word
possessing the highest degree of positive assessment (¢ Mockee ouenv mnoco mecm ¢
HPEKPACHON UaypMOlL).

Some CHARACTERISTICS of kebab are evaluated negatively in the article. The
negative assessment refers to such features of kebab as the presence of unhealthy ingredients
(Oonako ecmov 06e npobremwvl, mewaowue cuumames waypmy OUEMUYECKUM OII000M:
Oobwoe Kouuecmeo macia u mecmo Ha Konuax wiaypmet), problematic conditions, in
which kebab is cooked (B NOOMOCKOBHbBIX Jrobepyax
ONEePaAMuBHUKY 0OHAPYICUTU ROORONBHBLIL Uex Nno 3a2omoske msca 0as waypmel. Ha
npou3Bo0Cmee UCNONb306ANACy NPOCPOYEHHAA KYPAMUHA, a pabomHukamu Obliu 8
OCHOBHOM  Hele2aibHble MUZDAHMbL, He UMesuiue MeOUUUHCKUX KHudicek;, Ilo
pe3yremamam petioa, npogedeHnozo Pocnompebnaozopom ocenvio 2018 200a, viacHuiocy,
umo 6 251 npoeepeHHol mop2osoll mouKke Hapyuawmcs CAaHUMAapHO-INUOEMUOI0ZUYECKUE
npaeuna; Bnpouem, Hu ciyuau ompaenenuil, Hu 0OHApYICeHUue Yexos 3a20MmoeKu maca Oe3
COONI00CHUs CAHUMAPHBLIX  YCIOGUI  NPAKMUYECKU HUKAK He  OMpaxncaromcsi Ha
nonynsphocmu smozo 6ri00a) and negative opinion of a nutrition expert about kebab
(Mapzapuma Koponesa, nanpomus, npuzeaia He ROKyRams waypmy 6 20p00CKUX KUOCKAX,
a npucomosUm»b ee CamoCmosimelbHo wiu omoams npeonoumenue gpykmam). The journalist
includes a negative assessment of some of the kebab’s CHARACTERISTICS into the media
text in order to present all points of view on kebab and let the reader come to his/her own
conclusion.

ACTION component

Another dominant component within the cognitive model is ACTION, which is represented
by the language units signifying the process of cooking kebabs in general (B dens s zomosnio
om 20 0o 70 nasawen ¢ macom) and specific methods of cooking kebabs (srcapumo na
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zpuie — 3mo camvlii bezonacuwiii cnocod npucomosnenus). The journalist also elucidates
some features of this process, e.g. the quantity of kebabs cooked and sold during the day (om
20 0o 70 nasaweii ¢ macom), kebab seller’s fatigue (¥Yemaro, koneuno, cunwvno, o6visaem,
ymo eecv Oenvb He npucecmy), duration of the working shift and the absence of days off
(Cmena y nac no 12 uacoe xasicowiii oens, evixoouslx nem) and a safe method of grilling
kebabs (PKapumo na epune — smo camotit 6e3onacuslii cnocoé6 npucomosieHus, noOmMomMmy
umo nem npsmoz2o kowmakma c¢ maciom). The features of the ACTION component are
referred to in the media text in order to prove the popularity of this dish among the
representatives of various social classes and relevant benefit for health.

The journalist also says about a new feature that accompanies the process of cooking
and consuming kebab, which is using an app to find the best kebab in the city (4mo6ws
Hatmu ayqdwylo waypmy 6 [lanunosckom paiione Mockevl, xoppecnondenm «M3eecmuily
B0CNOIL306ANACL HONYAAPHBIM npunodcenuem «I'0e wasepmay). Mentioning the app that
the customers use to find kebab author combines such spheres as IT and food within the
media text, which leads to the changes in the reader’s cognitive system: food is becoming
closely associated with IT, which is used by the recipient to guide and control his actions
connected with food. E.g., he/she can choose a restaurant, a café or a kiosk using an app,
thus, consuming food is accompanied by using new IT technologies that assist the recipient in
this process. Due to the presence in the media, this model gets fixed in the reader’s cognitive
system: he/she starts associating and using IT for performing everyday actions.

Conclusion

The journalist represents PLACE, PARTICIPANTS, OBJECT, CHARACTERISTICS, ACTION
and NEW FEATURES components of the cognitive model as dominant, because they refer to
such important elements of the process of consuming kebabs as the producer — the process of
cooking — the product — the consumer — place, which at first actualize a more generalized
CONSUMING STREET FOOD cognitive model in the reader’s mind. The journalist also
renews this cognitive model by filling the FOOD component with information about KEBAB.
Along with actualizing CONSUMING STREET FOOD cognitive model the journalist
introduces a new cognitive model, concentrated exclusively around kebab as the most
popular street food in Russia. In this case kebab as such becomes a linking element between
two cognitive models:

CONSUMING STREET FOOD «— KEBAB —~KEBAB AS THE MOST POPULAR
STREET FOOD IN RUSSIA

Foregrounding the specific components of the cognitive model(s) is determined by the
journalist’s pragmatic goal to demonstrate the convenience and nutritious qualities of kebab
as the most popular type of street food in Russia. We suppose that the author does not intend
to advertise this particular dish, she wants to emphasize the peculiarities of consuming street
food in Russia in general (convenience of eating it, good taste, low price, effect on health
etc.) and represents kebab as a type of food that meets all these requirements. The journalist
also intends to demonstrate simplicity and convenience of kebab that meets the requirements
of people belonging to various social strata. In the media text kebab is represented as a
medium uniting various people, activities, countries (Russia, Turkey, Germany), businesses
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(street kiosks, restaurants, clubs etc.). The journalist’s pragmatic goal corresponds to the
idea that simple and convenient objects are necessary for a human existence. Consequently,
the journalist creates a positive representation of kebab as street food in the media discourse
due to the concentration on its positive features, though the media text contains negative
assessment of some CHARACTERISTICS of kebab.
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