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Abstract. Globalization processes of the information era,
mediatization of modern society make it possible to apply to image new
methods of analysis. Since today’s state image is formed in media space,
media linguistic area of image research seems to be one of the most
promising. The relevant problem is connected with formation of effective
image strategies, which we define as complex image actions, tactics,
technologies etc. aimed at creating a successful image. The article analyzes
innovative scientific investigations on image issues of leading world
(A. Cheddad, J. Condell, K. Curranand, P. McKevitt, P. Diaz Rodriguez) and
Ukrainian (H. Shevchenko, |. Kysarets, I. Lysychkina, O. Dobrozhanska,
V. Fedorova) linguists. The author focuses on media discourse of image
studies (works by V. Chekalyuk, I. Valevska etc.). It is postulated that media
linguistic aspect of imageology is only developing and is considered mainly
in the context of suggestive linguistics. The image potential of emotional-
evaluative constructions, therapeutic metaphors / texts, reclamation lexems,
verbalizers with positive semantics etc is determined. According to the
author’s argumentation, such language formulas have strong suggestive
properties. The linguistic component of state image strategies
implementation is analyzed. The author states that in Ukrainian media
space the strategies of positive self-presentation, highlighting uniqueness
and appealing to values can be quite effective. The scholar studies the
linguistic resource of image publications about Ukraine on official
government pages in social networks (Facebook and Twitter). The author
systematically proves that image strategies in modern communication
achieve maximum effect when verbal communication is accompanied by
visualization of image symbols, situations and associations. Thus, an
effective image mark is created, where there is a sublimation of meaning
and expression, which can be considered a certain suggestive ideal in
modern media.
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IMIJUKEBI CTPATET'TI YKPATHM:
MEJIIAJITHIBICTUYHHAM TUCKYPC

Anomayin.  Inobanizayiuni  npoyecu  iHgopmayiinoi  epu,
Mmediamu3ayiss CYCRiIbCMEa YMOJICIUGTIOIOMb 3ACMOCY8ANH 00 IMIOJHCY
HoBUx Memooie auanizy. OCKIIbKU CbO20OHI  OepiicasHull  imMiodtc
dopmyemoca, 30Kkpema, i 8 3acobax macogoi iHgopmayii, 0OHuM i3
HaUbinbw — NepCneKmMUHUX  HANPAMIE  IMiOXdcesux  00CHiONCeHb €
MeOIaniHeBiCIMUYHULL, Y MeNCAX AKO20 AKMYANbHUM 3aNTUMAEMbCA NUMAHHSL
dopmysanns epekmusHUX IMIONHCEBUX cmpameiti — KOMNJIEKCY IMiodiceaux
Oitl, mMaKkmux, NPULOMI8, MEXHON02il, CHPAMOBAHUX HA CMBOPEHHs
VCRIWHO20  IMIONHCY. Y cmammi ananizyromvcsa innosayiuni Hayxosi
PO36I0KU 3 iMiOdCces0i npobremamuku npogionux ceimosux (A. Yeooao,
. Konoenn, K. Keppan, II. Max Keeimm, Il. /fiac Poodpicec ma in.) i
yrpaincokux (I. Llleeuenko, 1. Kucapeys, I. Jlucuuxina, O. /lobpoocancoka,
B. ®edoposa)  yuenux-ninegicmis,  apeymeHmMyemvca — Nepcnekmusd
MeOitiHo20 QucKypcy imidocegux docaiodcens (pobomu B. Uexamox,
I Banescvkoi ma in.). Ilocmynioemvca meza npo 3apoodicents 6 CyudcHiil
Hayyi meOianiHe8ICIMUYHO20 ACNeKmY IMIOXCeno2ii, AKUull po32ni0aemovcs
NnepesasicHo 8 KO NUMAanb MOBO3HABU020 pecypcy cyeecmii. Busnauaemocs
iMiOJcesutl  nomeHyian —Ccneyu@iuHux MOBHUX DOpMYL, WO MAmb
CY2eCmugHy 61acmugicmyv, 30Kpemd, eMOYIUHO-OYIHHUX KOHCMPYKYIL,
mepaneemuiHux memacghop/mexcmis, MeniopamueHux JexKcem,
6epbanizamopié i3 NO3UMUBHOIO CEMAHMUKO ma iH. Ananizyemvcs
NIHEGICMUYHULL  KOMNOHEHm  IMIAeMeHmayii  0eparcasnux — imMiodicesux
cmpamezii, 3-nOMIJC AKUX HauOitbw egekmusnumu 011 Yxpainu €
cmpamezisi  NO3UMUGHOI  camonpesewmayii, cmpamezis NiOKpecieHHs
61ACHOI  YHIKaAnbHOCMI, cmpamezis aneiayii 00 yiHHOocmel ma iH.
Hocnidoicyemoves i ¢paxoso inmepnpemyemovcsi MOGHUL pecypcC IMIOdcesux
nybnikayii npo Ykpainy na ogiyitinux ypaooeux CmopiHKax y coyianbHux
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mepedxicax (Facebook, Twitter). Aemop nnanomipno 0osooums, wo 6
cyuacHiu KoMyHikayii imioxcesi cmpamezii 0ocsaearoms MAKCUMATLHO2O
epexmy came moOi, KOIU BOHU CYNPOBOOANCYIOMbCA  8i3VANIZ3AYIEND
iMiOcesux — cumeonis, cumyayii ma acoyiayi. Takum — yuHoM,
CMBOPIOEMbCA  eheKmusHUll  iMiodxcesull 3HAK, 8 AKOMY CYORIMYIOmMbCa
CMUCT [ eKCnpecis, Wo i € NeGHUM CY2eCMUBHUM [0easioM 6 CYYACHUX medid.

Knrwouosi cnosa: nineeoimiodicenoeis, imiodc, ninegicmuuni 3acoou
KOHCMPYIOGAHHS IMIOJCY, iIMiOdicesi cmpamezii Yrkpainu, media.

Ingpopmauin npo aemopa: Ilnacyn Onvea Muxonaisna — acnipanm
Kagedpu cmunicmuxky ma Mo6HOI KoMyHikayii;, Incmumym inonoeii;
Kuiscokuii nayionanvnu ynisepcumem imeni Tapaca Llleguenxa.

Enexmponna adpeca: olga_2511@ukr.net
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UMHU/UKEBBIE CTPATEI'MN YKPAUHDI:
MEJUAJIMHI'BUCTUYECKHUHU JUCKYPC

Annomayus. [ 1006anuszayuontvle npoyeccvl UHGOPMAYUOHHOU IPbl,
Meduamuszayusi 00uwecmsa npedocmagisiion 03MONCHOCHb NPUMEHEHUS K
UMUONCY HOBBIX Mem0008 ananuzda. I1ockonbky cecoous 20cyoapcmeeHubiil
uMuOdIC popmupyemcs 8 mMoOM uucie U 8 Cpedcmeax MAaccosoll
ungopmayuu, o0O0HuM U3 Hauboiee NEPCHEKMUBHBIX — HANPAGLEHUL
UMUONCEBBIX UCCIEO08AHUU ABNAEMCA MEOUANUHSBUCIUYECKUL, 8 PAMKAX
KOMOPO20 aKmyaibHbIM OCMAENCsi ONPOC (POPMUPOSAHUSL IPHeKMUBHbIX
UMUOIICEBbIX CMPAMe2Uull — KOMIIEKCA UMUONCEbIX Oelicmeuil, MAakmuk,
npuUemMos, MexHoA02Ul, HANPAGIEHHBIX HA CO30AHUe YCNEUWHO20 uMuoica. B
cmamve  aHATUBUPYIOMCS  UHHOBAYUOHHbIE HAYUHbIE UCCLeO08AHUSL NO
umuoHicesoli npobremamure gedywux mupogwvix (A. Yeooao, /. Kouoenn,
K. Keppan, II. Max Kesumm, Il. /Juac Podpucec u Op.) u YKpauHCKux
(. lllesuenxo, H. Kucapey, U. Jlucuuxuna, A. [Jobpoosicanckas,
B.®@edoposa)  yueHbIX-TUHSBUCMO8, — APSYMEHMUPYEemcsi  NepCneKmuea
MeOUtiHo20 OUCKYPCa umuodicesvix ucciedosanuil (pabomer B. UYexaniox,
U. Banescxou u 0p.). Ilocmynupyemcs me3uc o 3apodicoenuu 8
COBPEMENHOU HAYKe MeOUANUHLBUCIUYECKO20 ACHEeKMA UMUONCEN02UU,
KOMOpbI  paAccMampueaemcsi NpeumMyujecmeeHHo 6 Kpy2y 60HpPOCO8
A3bIK0BEOUecKo20  pecypca  cyeeecmuu. Onpedensemcsi  UMUOICEBbIL
NOMEHYUATL CREYUDUUECKUX SIZLIKOBLIX (OPMYL, UMEIOUUX CY22eCMUBHOE
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CBOUCMBO, 6 UACMHOCMY, IMOYUOHANLHO-OYEHOYHBIX — KOHCMPYKYUl,
mepanesmuyueckux memagop / MeKcmos, MeauoOpamueHuIX JNeKCeM,
6epbanu3amopos ¢ NOAONCUMENbHOU CeMAHMUKOU U Op. Aunanusupyemcs
JUHSBUCIMUYECKU ~ KOMNOHEHM  UMNIeMeHmayuu  20cy0apCmeeHHbIX
UMUOICEBHIX cMpamezull, cpedu KOmopulx Hauboiee 3¢pgexmusHbimu 05
Ykpaunvr aensiomca cmpameeusi nonodcumenvHoOu camonpe3eHmayuu,
cmpamezus NOOYEPKUBAHUA COOCMEEHHOU YHUKATLHOCU, CMpamezus
anemnayuu k yennocmam u Op. Hccnedyemes u  npogeccuonanrso
UHmMEPRpemupyemcsi  53blK080U  pecypc UMUOdCesblX nyonukayuii o6
Ykpaune na ogpuyuansuvix npagumensCmeeHHbIX CMPAHUYAX 8 COYUATLHBLX
cemax (Facebook, Twitter). Aemop nnanomepHo Ookasvieaem, 4mMo 6
COBPEMEHHOU  KOMMYHUKAYUU — UMUOdICesble cmpamecuu  00Cmu2aiom
MAKCUMANbHO20 hhekma umeHHo mozod, Ko20d OHU CORPOBOHNCOAIOMCS
suzyanuzayuel UMUOI’Ce8blX CUMBOI08, cumyayuti u accoyuayuii. Taxum
obpazom, cozoaemcsa IPpekmusHvlll UMUONCEBBIL 3HAK, 8 KOMOPOM
CYOMUMUPYIOMCSL CMbICTL U IKCHPECCUsl, 4Mo AGIAEMCS ONpeoeseHHbIM
Cye2ecmueHbIM UOeaIOM 8 COBPEMEHHBIX Meoud.

Knrouegwie cnosa: nunc80uMuoiceno2us, UMUONC, TUH2BUCUYECKUE
cpeocmea KOHCMPYUPOBaHUs UMUOICA, UMUOJICEble cmpamezuu YKkpauHoi,
Meoua.

Hugpopmayusa 06 aemope: Insacyn Onvea Huxonaeena — achupanm
Kageopul  cmunucmuku U A36IKOGOU  KOMMYHuxayuu,  Hucmumym
Gunonocuu;, Kuesckuil HayuouanvHulli  yHugepcumem umenu Tapaca
Lllesuenxo.

Dnexmponnstii aopec: olga_2511@ukr.net

State image construction is a complex intellectual
multicomponent process, the ultimate result of which is creation of a
positive, favorable impression of a country at the internal (national)
and external (international) levels. However, pluralism of
interpretation, integrity and interdisciplinary approaches of modern
science make it possible to apply new methods of image analysis
which predetermine departure from its traditional interpretation as
being exclusively studied in political academic discourse. The
realities of the 21* century — globalization, flourishing of information
age, mediatization of modern society — clearly demonstrate:
nowadays image is a phenomenon that has a polyfunctional nature; it
is formed, improved or discredited primarily in media space.
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Therefore, one of the most perspective directions of image
investigations is, in our opinion, media linguistic.

In the context of media linguistic image analysis it is essential
to pay attention to the peculiarities of competent usage of effective
image strategies — complex image actions, tactics, techniques,
technologies aimed at creating a successful image.

The relevance of the research problem is evidenced in
innovative scientific researches of many foreign scholars —
A. Cheddad, J.Condell, K. Curranand P. McKevitt  (Ulster
University, Northern Ireland) [2], Hsiang-Ming Lee (Ching Yun
University), Ching-Chi Lee and Cou-Chen Wu (National Taiwan
University of Science and Technology, Taiwan) [7], A. Junevicius
and M. Puidokas (Kaunas University of Technology, Lithuania) [8],
P. Diaz Rodriguez (University of America), A. Santana Talavera (La
Laguna University) and A.Jonay Rodriguez Darias (European
University of the Canary Islands, Spain) [5], K. Dwi Cahaya Putra
(Bali State Polytechnic University, Indonesia) [9], E. Alekseeva
(Apparatus of the Federation Council of the Federal Assembly of
Russia, Russian Federation) [1], I. Vasylenko (Lomonosov Moscow
State University, Russian Federation) [14-15], I. Smirnova (Saint-
Petersburg State University, Russian Federation) etc.

The image aspect of academic investigations is quite
successfully developing in Ukraine as well. Ukrainian scholars
analyze peculiarities of constructing effective image strategies in
various research paradigms:

e political (H. Shevchenko, O. Kuchmiy, V. Tubaltseva,
R. Ohryzko, M. Ryzhkov, O. Prokhorenko, S. Troyan [13], I. Vris
[16], I. Kysarets [10];

« military, which is represented by modern Kharkiv scientific
school (I. Lysychkina [11]);

* philosophical, systematically studied in theoretical
developments of O. Dobrozhanska;

e cultural (J. Panchenko);

* pedagogical (V. Fedorova [6]) etc.
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Media discourse of image research is integral in its nature
and closely related to all of the above-mentioned directions. In this
area, works by V. Chekalyuk [3-4] and I. Valevska are worth of
scholars’ attention.

However, media linguistic aspect of imageology is only
developing and is considered mainly in the context of suggestive
linguistics (the works of N. Slukhay [12]). In academic discourse
the strategy of constructing an image is defined as a specific
"model of actions, that is focused on forming an image in minds of
various target groups, based on usage of marketing elements to
achieve specific goals by providing support to the representatives
of these groups™ [6].

According to the proposed definition, linguistic aspect of
image strategies formation involves usage of different linguistic
means which contribute to construction of a successful image. We
consider that emotional-evaluative constructions, therapeutic
metaphors / texts, reclamation lexems, verbalizers with positive
semantics etc. have a powerful image potential. Such language
formulas, as rightly states prof. N. Slukhay [12], appeal to
subconsciousness, stimulate emotional channels of information
perception. They also have strong suggestive properties. We
emphasize that the use of these linguistic means is possible in
strategies of different types — image formation, image enhancement,
image reparation etc [11, p. 97-102].

We consider that today Ukraine needs the implementation of
all of the above-mentioned types of macrostrategies, aimed at
creating and improving the state’s image. The achievement of this
goal involves the use of a number of effective microstrategies —
"partial, auxiliary tactics, methods that promote the optimal impact
on the recipient” [11, p. 99]. Within the framework of image
formation and image enhancement macrostrategies at present stage
of state development the following kinds of microstrategies
(classification by I. Lysychkina [11]) may be used:

* a strategy of positive self-presentation, aimed at creating a
favorable impression on a country at national and international
levels. The work of media in this area is to skillfully manage the
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impression on the country in the world. Illustrative examples of
implementation of this strategy are image publications on the official
page of the Cabinet of Ministers of Ukraine in Facebook
"Government portal" [17], aimed at informing citizens about the
main achievements of the state in various fields: medical, economic,
political, cultural, construction etc. Note that most of these media
publications are creolized. According to our observations, linguistic
resource of positive self-presentation strategy includes usage of
ameliorative emotional and evaluative structures, in particular
epithets, appealing to emotions and feelings of recipients. Such
structures are very effective verbal means of creating a trance state.
Other scholars also pay attention to such a characteristic of the
mentioned structures [12, p. 104]: "The government is changing the
health care system so that every Ukrainian can receive high-quality
and affordable medical care" [16.01.2019, FB], "Soon, the State
Border Guard Service of Ukraine will receive multipurpose (patrol)
helicopters Airbus H125! Modern functional 5-seat helicopters
"Airbus Helicopters" can be effectively used to protect the state
border. In general, the border guards will receive 24 helicopters,
which will be placed along the entire line of the border, at 14 base
points"” [27.04.2019, FB].

To ameliorative emotional and appraisal constructions also
belong verbalizers with positive semantics indicating quality,
guarantee etc. [12, p. 105]: "In three years, the Government plans to
connect all regional centers with high-quality roads. This will be
possible due to the large-scale construction and repair of roads,
which had not been done since Independence. The Government
provides timely and full financing of all works. This year,
55.6 billion UAH will be spent on road infrastructure. Guarantee on
recovered roads will be 5 years. And the quality of repairs will be
thoroughly checked" [26.04.2019, FB].

We emphasize that appeal to factual and statistical data is
an effective way to achieve the image goal: "Ukraine has exported
more than 24 million tons of grain! These are the export results as
of January 9, 2019. They are 3 million tons bigger than last
season's. In the structure of grain exports, wheat (10.6 million tons),
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barley (3.1 million tons) and corn (9.9 million tons) rank first"
[13.01.2019, FB]; "$ 43.2 billion was export of goods for 11 months
of 2018", "Building a fair pension system is one of the main
achievements of the Government. Last year, a gradual increase in
military pensions was introduced. As a result, the average pension
for three years has grown 1.7 times and will continue to grow"
[25.04. 2019, FB] etc.

Image strategies in modern communication achieve maximum
effect when verbal communication is accompanied by visualization
of image symbols, situations, associations. A synthesized image
mark / formula / label etc. is created, where there is a sublimation
of meaning and expression. It can be considered a certain suggestive
ideal in mass communication. In particular, this situation is observed
in a strategy of positive self-presentation.

A strategy of positive self-presentation
("Government portal”, FB)
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It should be noted that creation of an interesting, modern brand
of the country is an important element of constructing a positive state
image. In this context, the state-owned brand "*Ukraine Now"" [18],
developed by Banda Agency, is a very successful project.

Today Ukraine Now is the only large-scale state-owned brand
approved by the Cabinet of Ministers of Ukraine on May 10, 2018.
The brand won the "Rebranding of the Year: Change or Go Home"
nomination under the X-Ray Marketing Awards 2018 and ranked
second in the "Communications Revolution™ nomination"” [19], while
its logo received a prestigious Red Dot Design Award (Essen,
Germany), category "Corporate Identity" [20].
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In our opinion, "Ukraine Now"" can be successfully used in
the state image strategy of positive self-presentation. Promising for
linguistic analysis is the brand’s advertising campaign: slogans,
billboards, photo and video materials that accompany it contain a
powerful image component, which is manifested in:

eemotional subjective judgments, *‘reading thoughts':
"Brand of the country with which | want to get acquainted" [18];

e intentional repetition of lexemes in the brand name and
use of semantically strong words: "Now" is the most important
word for Ukraine today. Modern Ukrainians — they are about
"now". They do not wait, they are not afraid. They operate and
create new companies, new progressive businesses, new cafes,
restaurants, festivals, new factories, new creative academies and
innovative technology parks right now " [18];

e use of imperatives with additional economic stimulation
(according to N.Slukhay [12]): "$ 3,6 bln worth IT-sector. Invest in
Ukraine Now", "$17,8 billion agricultural export. Invest in Ukraine
Now", "$ 4 bln worth building sector. Invest in Ukraine Now" [18];

¢ use of non-verbal elements: natural background images that
emphasize the uniqueness of the country: "Plenty of unique places.
Visit Ukraine Now" [18] etc.

Let’s pay attention to the strategy of positive self-presentation developed by
the company (the national brand Ukraine Now)

Plenty of unique places

Visit Ukraine
' _NO
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The strategy of highlighting unigueness can also be quite effective
for Ukraine. The aim of this strategy is to verbalize the accentuated
attention on those features of a state, which distinguish it favorably from
other countries. It should be noted that in modern Ukrainian mass media
this strategy is being implemented quite successfully, as evidenced by a
number of special projects of the TV channel "1+1": "My country.
Beautiful and Independent™ [21], acycle of documentaries **Ukraine.
The Return of History' (also a documentary-historical film **Treasures of
the Nation™, whose authors are looking for lost artifacts, confirming
Ukrainian statehood, and debunking myths about the main historical brand
of the country — the Cossacks) [22], a special project "'25 Independent
Years' [23], whose purpose is to recall the most striking events in the
history of the state during this period (1991-2015) etc.

A major public response was caused by the national action "7
Wonders of Ukraine' [24], initiated by the Mykola Tomenko foundation
"Native Country" (2007). The project tells about valuable natural and
historical-architectural monuments of the state. We should note that such
projects are very important for constructing a positive state image. The main
linguistic means used by media in the framework of image strategy of
highlighting uniqueness are, as a rule, emotionally-estimated metaphorical
and epithetic constructions: "Our country has great opportunities for the
development of alternative energy ... In Zaporizhzhya region there is
Tokmak’s solar power plant, which enchants the strength and capabilities
of the latest technologies” [25], "Lviv castles fascinate by its architecture,
mysterious legends and picturesque landscapes. If you don’t know where
to spend the next weekend, we suggest choosing a convenient route "Golden
Horseshoe of Lviv region" and visit mysterious castles that every
Ukrainian must see" [26], "Khortytsya island is the largest island on
Dnipro, the uniqueness of which lies in a rare combination of various

119



AKTyaJIbHI Ipo0/ieMH YKPaiHChKOI JIHIBICTHKH: Teopid i IpaKTUKa

natural complexes, monuments of geology, culture, history on one
territory... The natural uniqueness of Khortytsia is that it contains samples
of all the landscapes of Ukraine in the miniature” [27], "Kyiv Pechersk
Lavra is an outstanding monument of not only Ukrainian, Slavic, but also
world culture. Taking into account the exclusiveness of the architectural
ensemble, the role of the Lavra in the deveIoEment of Ukrainian and world
culture, science and education, the 14" session of the UNESCO
International Committee in 1990 included Kyiv Pechersk Lavra to the
"UNESCO World Heritage List" [28] etc.

The strategy of highlighting uniqueness in media projects
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One of the most effective image strategies of our state can be the
strategy of appealing to values — e.g., of culture, history, science, music,
sports etc. The question arises: why is the axiological approach so
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important, and not only for image makers, but also for linguists who work
with texts?

Many leading world companies — Reputation Institute (consulting
company to assess reputation, Boston, USA) [29], Forbes [30], U.S. News
& World Report [31], Business Fondue [32] etc. rank each year the most
"culturally attractive™ countries, countries with the best reputation. It is
clear that the results of such studies are a kind of reflection of their
international image.

According to U.S. News & World Report "Best countries- 2019",
Switzerland has the best world reputation this year. Also, the top 5 countries
with a positive external image include Japan, Canada, Germany and the
United Kingdom. Of the 80 countries included in the rating, our country is
only 65", which obviously indicates the need to revise the image policy and
introduce a number of measures aimed at repairing the national image.
Indeed, Ukraine has many aspects to be proud of. According to I. Kysarets
[10], a high image potential have Ukrainian scientific schools of cybernetics
(academician V. Glushkov), biology (academician M. Kholodny),
microbiology and virology (academician D. Zabolotny), gerontology
(academicians D. Chebotaryov, N. Frolkis), the Paton dynasty etc.
However, it should be emphasized that the results of scientific research and
professional proposals of Ukrainian scholars, primarily linguists, are not
sufficiently worked out in media communication, which is a kind of
"bridgehead" for the construction of a state image.

Ukraine in international ratings "Best countries - 2019"
(U.S. News & World Report)

62  Romania 49 4 8 59 4 76 54 70 38
63  Oman 61 76 65 67 78 33 59 4 T2
64  Guatemala 9 8 60 72 72 51 33 64 6
46 51 5 5 &5 6 71 3¥ 9
66  Colombia 60 18 53 4 47 64 69 50 63
67  Bulgaria 5 8 % 78 58 8 52 7B B
68  Kazakhstan 472 727 80 75 29 68 43 65
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On the other hand, the image strategy of appealing to values is
quite successfully realized in media publications about Ukrainian
historical and cultural heritage. Recently, an Australian tourist resource
Lonely Planet has published a large number of materials devoted to
Saint Sophia Cathedral in Kyiv. Lonely Planet has given it the status
"Top choice church in Kyiv", which obviously testifies to the high
appreciation of the Ukrainian cultural monument in the world. Virtually
each of these publications contains elements of image text, in particular,
emotional and appraisal of presentation of information:

"The interior is the most astounding aspect of Kyiv’s oldest
standing church. Many of the mosaics and frescoes are original,
dating back to 1017-31, when the cathedral was built to celebrate
Prince Yaroslav’s victory in protecting Kyiv from the Pechenegs
(tribal raiders). While equally attractive, the building’s gold domes
and 76 m-tall wedding-cake bell tower are 18th-century baroque
additions” [ LP, 33], "Each mosaic and fresco had its allotted
position according to Byzantine decorative schemes, turning the
church into a giant 3D symbol of the Orthodox world order. There
are explanations in English of individual mosaics, but the one that
immediately strikes you is the 6 m-high Virgin Orans dominating
the central apse" [ LP, 33].

Media attention is also attracted to the wins of Ukrainians in
sports industry. This year we have many brilliant sportsmen to be
proud of: March-April, 2019 — Dmytro Pidruchnyy becomes the
world champion in biathlon for the first time in the history of
Ukraine; biathletes Vita and Valentyna Semerenko, Anastasiya
Merkushyna and Yuliya Dzhyma get "bronze" in women's relay;
Nataliya Ursulenko receives a gold medal in pushing nucleus;
Mykhaylo Kharuk becomes the world champion in snowboarding.

Such events create the state’s image, therefore it is extremely
important to inform society about them in a timely and verbally effective
way in which not only Ukrainian, but also world media and social
networks (in partﬁ:ular, Twitter, Facebook etc.) are engaged today:

2 1 Congratulations to Martha Fedina on victory at
the FINA World Series tournament on artistic swimming in Greece.
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92,700 such grates have brought our mermaid gold in an arbitrary
solo" [TWTR, 07.04.2019]; "Fantastic! Snowboarder Mykhaylo
Haruk is a world champion among juniors!!! Congratulations to the
coaches and parents with the high result!" [FB, 03.04.2019], "He
can’t quite believe it — Ukraine’s Dmytro Pidruchnyi is your new
World Champion in the pursuit — after missing out on a sprint

medal by 0.3 secondst " [TWTR, 10.03.2019], "On the finish
line — Germany almost made the comeback to the podium but
Ukraine hold on to the bronze medal!#20190stersund" [TWTR,
16.03.2019] etc.

The image strategy of appealing to values: sports achievements of
Ukrainians (March-April 2019, TWTR, FB)

{DORLD CHAMPION:
IATHLON 2019

The analyzed image texts are highly effective due to the use of
creolized elements in verbal communication, mainly photos, videos,
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emoticons, various symbols appealing to emotional channel of information
perception. Which is more, the accumulation of ameliorative lexems
significantly influences the construction of a positive state image.

Therefore, the construction of effective image strategies is a task that
today must be solved both at verbal and interdisciplinary levels. Ukraine has
a huge image-forming potential: cultural, historical, scientific, musical,
sports, etc. that needs a positive presentation in media. In our view,
theoretical and practical scientific investigations within linguistic
imageology are promising in this field, especially due to their capability to
explain the mechanisms for creating effective image texts — "guarantors" for
the construction of a successful state image.
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