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INTRODUCTION

This monograph is devoted to the problem of representing food in
American, British and Russian media discourses. Representations of
food in the mass media of countries with different historical, cultural
and socio-economic conditions can differ widely; these representations
reflect the ideas, perceptions and attitudes to food which exist in the
societies of these nations.

The problem of the role of food in human existence has attracted
the attention of a great number of scholars. Specific representations of
food in the media influence attitudes to food and food practices in
society, a process which leads, in turn, to the emergence of new ideas
and practices. As part of a trend in the investigation of various aspects
of human existence, food has been the subject of numerous
sociological, cultural, ethnographic, linguistic and philosophical
studies; for example, in works by Fischler (1988), Ivantsova (2018),
Olyanich (2015), Pozhidaeva and Karamalak (2018), Tresorukova
(2018) and others. According to Tomas¢ikova, media play a crucial role
in the signifying practices in postmodern societies, and media represent
the most important channels of cultural mediation in contemporary
society. She argues that consumer society offers food representations in
numerous forms through its media — as a form of entertainment,
education or information [Tomas¢ikova 2015].

The authors of this monograph investigate the cognitive and
pragmatic aspects of food representation in American, British and
Russian media discourses, with a particular focus on the cognitive
models realized in media texts which reflect the structure of various
situations connected with food and eating, both everyday and formal, as
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well as the pragmatics of media texts referring to food. The research
concentrates on media discourse with a specific focus on the ways in
which the media in the USA, Britain and Russia represent food and
food-related practices and influence the public perception of food and
its role in social life. The authors aim to prove that specific
representations of food in media discourse depend on the contemporary
social, economic and political situation in the specific society and that
the media try to influence the sphere of food consumption in each
specific society by means of the cognitive models determined by
journalists’ pragmatic goals.

An investigation of the cognitive models found in media
discourses can help to understand the peculiarities of food-related
situations existing in American, British and Russian societies, and also
to determine the ideas and attitudes of journalists to these situations
which they attempt to instil into the social conscience by means of
media discourse. An examination of the pragmatic aspects of food
representation can help to analyse the pragmatic goals and intentions of
journalists, their ideas determined by the prevalent conditions existing
in each society and the position of the mass-media source.

The topicality of this theme is determined by the fact that food
plays one of the main roles in the social, economic, cultural, political
and other spheres of everyday life, and, therefore, an investigation of
the cognitive and pragmatic aspects of food representation in the media
can help to perceive and analyse the mechanisms of the formation of
specific attitudes to food, eating and cooking in each society. Media
discourse also plays a significant role in transforming the social
conscience and triggering various changes in society; the research
undertaken here can also help to understand the mechanisms of these
processes as they relate to food, eating and cooking.

The novelty of the theme is determined by the fact that the
undertaken research helps to identify and analyse various cognitive
models represented in media discourses which demonstrate the patterns
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and peculiarities of social and cultural behaviour referring to food in
American, British and Russian society. A comparative analysis
concerning the process of the cognitive models’ realization in
American, British and Russian media discourses is performed and the
differences between these cognitive models are investigated. The
novelty of the undertaken research also lies in the investigation of the
specific pragmatic goals of journalists resulting in the specificity of
food representations in media discourses.

The object of the investigation is comprised of media texts on food
which represent American, British and Russian media discourses. The
subject of the investigation includes the cognitive aspects of food
representation in media discourses, i.e., the cognitive models realized in
media texts as well as the pragmatic goals of journalists which
influence the structure and constituents of the cognitive models and, as
a consequence, the content, structure and language characteristics of the
media texts.

The methodologies of cognitive model analysis, discourse analysis
and pragmatic analysis are used during the course of the research. The
methodology of cognitive model analysis is used to identify and
analyze the cognitive models realized in the media texts. A cognitive
model is viewed as a structured set of interconnected abstract mental
elements which is stored in the consciousness and which contains
generalized knowledge about the constituents of various life situations.
A cognitive model is constantly changing; it acquires new elements,
loses obsolete ones and updates the knowledge stored in other
components, because the subject is constantly encountering new life
situations. This process results in the reprocessing and changing of the
cognitive models in his/her consciousness. The methodology used
attempts to outline the constituents of a cognitive model, define the
relations between them, and determine the dominant components of the
cognitive model, i.e., those elements which play a significant role in a
represented situation or set of similar situations. The methodology also
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suggests the language means representing the components of the
cognitive model and analyzes the connection between peculiarities of
the meaning and form of a language unit and the corresponding element
of a cognitive model.

The methodology of discourse analysis is used to identify social,
economic, political, historical, cultural and other factors which exert a
significant influence on journalists’ pragmatic goals. This methodology
allows the most significant factors which influence the representation of
food in American, British and Russian media discourses in general and
journalists’ pragmatic goals in particular to be determined. The
methodology of pragmatic analysis is applied to identify the pragmatic
goals of journalists, their specifics and their connection with the
cognitive models realized in the media texts.

During the investigation, the methodology of comparative analysis
is also employed to study the differences between the realization of the
cognitive models and journalists’ pragmatic goals in American, British
and Russian media discourses.

The research is conducted using a corpus of primary sources materials
— texts taken from the press websites of Newsweek (USA), The Guardian
(UK) and lzvestiya (Russia) in the period from 2015 to 2020. During the
research, relevant media texts with the tags of “food”, “eating”, “diet” and
“health” from the American, British and Russian press texts are analysed.
The articles that represent typical items from the media discourse relevant
to the research are selected from 800 identified press texts according to the
following criteria: (a) topic (food and food consumption, eating, health,
diet); (b) realization of an event cognitive model in a media text (a
structured description of a particular event in an article); (c) the dominance
of specific components within the cognitive model (realized by the specific
use of language means); (d) a connection between the cognitive models
and specific aspects of social reality. Because these selection criteria could
not be transferred into any computerised corpus selection criteria, the
corpus of primary materials was created manually.
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The research undertaken here is aimed at investigating specific
aspects such as positive and negative positive representations of food in
media discourse, connections between food and other spheres of
people’s activitities etc. This division is determined by the social,
ecomonic, historical and cultural situations in reference to food in the
U.S., Britain and Russia. The peculiarities of the food situations in
these countries (for example, the abundance of junk food, the
percentage of overweight people, the rates of illness caused by
unhealthy diets, the percentage of people eating healthy food and doing
sports, the quantity and quality of restaurants offering fast food or
exotic food, the attitude towards national and international cuisine etc.)
influence the pragmatic goals of journalists, and this effect results in the
publication of articles on specific topics and aspects connected with
food and eating. The media materials analyzed in this study generally
reflect the pragmatic goals of journalists which are aimed at the
propagation of positive or negative representations of food in the
respective media discourses.

The text of the monograph consists of an Introduction, five
chapters, Conclusions and Bibliography. Chapter One gives a brief
overview of various conceptions of cognitive modelling and pragmatics
theory, providing an explanation of the factors accompanying
communication within a particular socio-cultural context. Chapter Two
addresses the problem of food representation in the media, presenting
ideas of food representation of scholars from various countries.
Chapters Three, Four and Five contain the results of the analysis of the
cognitive and pragmatic aspects of food representation in American,
British and Russian media discourses respectively.

The research presented in this monograph is still a work in
progress and is partially supported by the VEGA project 1/0447/20 The
Global and the Local in Postmillennial Anglophone Literatures,
Cultures and Media. The partial conclusions are valid only for the
scope offered in the text of the five chapters of this monograph.
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CHAPTER 1
COGNITIVE MODELS AND PRAGMATICS
IN THE HUMANITIES

According to Zinoviev et al., “the model of an object is any other
object which imitates it and which is able to act as its substitute in the
process of investigation” [Zinoviev et al. 1960: 83]. Shtoff notes the
importance of analogy in a model:

[m]odels in all cases act as analogues. It means that a
model and an object that it imitates are similar, but not
identical. In other words, in one aspect a model is similar
to a modelled system, in another aspect it is necessarily
different from this system. Moreover, the presence of
particular differences between a model and an original is a

necessary condition for the model’s functions in cognition
[Shtoff 1966; 49].

In discussing the sphere of modelling, Lotman mentions the
element of abstraction which, he argues, plays a key role in cognition.
In particular, he writes that

a model always reproduces not the whole object, but its
specific features, functions and conditions and the act of
selecting these aspects is a significant element of
cognition. A complete and comprehensive reproduction is
not a model and cannot be the means of cognition, because
it loses the element of abstraction [...], which is necessary
for cognition [Lotman 1994: 46].
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Savitsky, having summarized various points of view on the
problem of modelling, mentions the following categorial features of a
model:

1. A model is a substitute of the studied object, a “quasi-
object”, created in order to study the object.

2. A model is able to provide information about an object.
3. A model is analogous to its object.

4. A model, in comparison with a copy, gives an
incomplete reproduction of an object — it reproduces an
aspect (aspects) of an object.

5. A model possesses such features as compactability and
clarity, it allows the creation of an overall mental picture
of an object (its aspect) [Savitsky 1993: 7].

As with any other model, a cognitive model is viewed as a
structured set of interconnected abstract mental elements which are
stored in the consciousness and which contain generalized knowledge
about the constituents of various life situations. Cognitive models may
be realized in the form of texts, visual signs or actions (for example, a
visit to a supermarket or a trip to another city). A cognitive model is a
pattern that people follow in their everyday and professional lives; it is
analogous to a set of similar life situations and reproduces such specific
features of life situations as their structures (constituents, their
combination and sequence) in an abstracted form.

The analysis of food-related cognitive models and their connection
with particular aspects of social life undertaken in this study is based on
theoretical works regarding cognitive modelling offered primarily by
Western scholars. According to Lakoff (1987), knowledge is organized
by means of structures called idealized cognitive models.

He argues that
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in general, any element of a cognitive model can
correspond to a conceptual category. To be more specific,
suppose schema theory in the sense of Rumelhart (1975)
were taken as characterizing propositional models. Each
schema is a network of nodes and links. Every node in a
schema would then correspond to a conceptual category.
The properties of the category would depend on many
factors: the role of that node in the given schema, its
relationship to other nodes in the schema, the relationship
of that schema to other schemas, and the overall
interaction of that schema with other aspects of the
conceptual system [Lakoff 1987:69-70].

According to Lakoff, if any element of a cognitive model can
correspond to a conceptual category, then elements of the cognitive
models such as PLACE, TIME, EVENT, PARTICIPANTS and others
correspond to the conceptual categories of space, time, action, people
and others. The realization of cognitive models in media texts results in
a combination of these conceptual categories in the recipient’s mind.
Foregrounding the specific elements of cognitive models using
language means leads to the underlining of particular ideas regarding
food and food consumption in modern society as well as the
actualization and combination of specific conceptual categories.

Food-related cognitive models realized in media texts imitate the
patterns of typical food behaviours that exist in a particular culture, and
with the help of new cognitive models journalists try to instil new
patterns of food behaviour, actions and cultures, which are prompted by
new conditions and situations in the society. Examples of this process
include attempts to disseminate ideas about healthy eating or veganism
in order to change the eating habits of the nation and improve the
nation’s state of health.

The research undertaken here is also based on Fillmore’s frame
semantics [cf. Fillmore 1982]. According to Fillmore, a word is able to

11



activate or evoke a frame of semantic knowledge relating to the specific
concept to which it refers. Thus, the word ‘food’ is able to activate a
great variety of frames, comprising such components as a source of
food, a producer of food, the process of food production, consumers of
food, the process of buying, cooking and eating food etc. The word
‘food’ can be used in various contexts and, consequently, evoke various
frames referring to a multitude of life situations, each of which, in turn,
possess different cognitive models. The cognitive models investigated
in this study comprise frames referring to food and food consumption.
The cognitive models, which possess the structure of scenarios due to
the dynamic character of the represented situations, have a wider range
than frames, and the language means used for the realization of the
cognitive models activate the frames acting as the components of the
cognitive models.

One of the most important concepts of frame semantics is the
concept of prototypes [lbid.]. Frames are understood as prototypical
descriptions of scenes, and the scenes that the frames within the
cognitive models describe are connected with food and food
consumption. Fillmore’s frame semantics theory is similar to schema
theory [cf. Rumelhart 1975], the theory of scripts [cf. Schank and
Abelson 1977], and the theory of frames with defaults [cf. Minsky
1975]. According to Rumelhart [Rumelhart 1975], a schema is a
generalized description or a conceptual system for understanding
knowledge — how knowledge is represented and how it is used. Schank
and Abelson conceptualize a script as a structured representation
describing a stereotyped sequence of events in a particular context
[Schank and Abelson 1977]. Minsky introduced the notion of frames,
artificial intelligence data structures which are used to divide
knowledge into substructures by representing ‘stereotyped situations’
[Minsky 1975]. The cognitive models analysed during this research
also represent a structured set of interconnected abstract mental
elements referring to various food-related situations and practices. The
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ideas offered by the scholars allow us to draw the conclusion that the
cognitive model of a situation consists of a number of elements. Some
of these are foregrounded, underlined by journalists in order to promote
particular ideas regarding food and food consumption in modern
society.

The research presented in this monograph also employs
Fauconnier’s theory of mental spaces [Fauconnier 1985]. Fauconnier
argues that

[m]ental spaces are very partial assemblies constructed as
we think and talk, for purposes of local understanding and
action. They contain elements and are structured by frames
and cognitive models. Mental spaces are connected to
long-term schematic knowledge, such as the frame for
walking along a path, and to long-term specific
knowledge, such as a memory of the time you climbed
Mount Rainier in 2001. The mental space that includes
you, Mount Rainier, the year 2001, and your climbing the
mountain can be activated in many different ways and for
many different purposes. “You climbed Mount Rainier in
2001” sets up the mental space in order to report a past
event. “If you had climbed Mount Rainier in 2001” sets up
the same mental space in order to examine a counterfactual
situation and its consequences. “Max believes that you
climbed Mount Rainier in 2001 sets it up again, but now
for the purpose of stating what Max believes. “Here is a
picture of you climbing Mount Rainier in 2001” evokes
the same mental space in order to talk about the content of
the picture. “This novel has you climbing Mount Rainier
in 2001” reports the author’s inclusion of a perhaps
fictional scene in a novel.
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Mental spaces are constructed and modified as thought
and discourse unfolds and are connected to each other by
various kinds of mappings, in particular identity and
analogy mappings. It has been hypothesized that at the
neural level, mental spaces are sets of activated neuronal
assemblies and that the connections between elements
correspond to coactivation-bindings. On this view, mental
spaces operate in working memory but are built up partly
by activating structures available from long-term memory
[Fauconnier 2020: p.n.a.].

Journalists’ ideas in the form of cognitive models constitute a
mental space connected with food and food-related practices. Ideas and
cognitive models of the reader constitute his/her mental space referring
to food. Due to the fact that these mental spaces are connected to each
other by various kinds of mappings, the journalist’s mental space
referring to food and food consumption is combined with the reader’s
mental space in the process of processing a media text, an effect which
leads to the emergence of a new mental space structured by new food
frames and cognitive models. Each cognitive model structures some
type of mental space; for example, the cognitive models that are
analysed in this monograph structure the mental spaces of food,
consumption, danger, people, waste and others.

The representation of food in media discourse is a complex and
multi-faceted process. The contemporary food conditions and situations
in a society exert a significant influence on journalists which results in
the emergence of specific pragmatic goals. In accordance with these
pragmatic goals, journalists try to describe and assess the situations in
their articles in which cognitive models with a number of dominant and
non-dominant components are realized. The dominant components of
the cognitive models are foregrounded through the use of language
means in accordance with specific pragmatic goals. The reader is
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expected to perceive, analyse and, ideally, accept the cognitive model,
and he/she may follow this model in their everyday life, which may, in
turn, result in changes in the food conditions and situation in a
particular society. The increasing number of people who have adopted a
healthy diet or decided to stop consuming particular kinds of food may
serve as an example of these types of changes.

As was mentioned above, the realization of specific food-related
cognitive models is determined by journalists’ pragmatic goals. Media
texts are produced in accordance with the requirements of the linguistic
and discourse context (i.e., the rules and traditions for this type of texts,
genre specifics, peculiarities of communication in this type of
discourse, intentions of the participants etc.) and the broader
extralinguistic context (including social, economic, political, cultural
and historical conditions).

The creation of media texts containing cognitive models
concerning food and food consumption follow the classical pragmatic
postulates such as Gricean maxims. Grice offers the following
maxims:

Quantity

Make your contribution as informative as is required (for
the current purposes of the exchange).

Do not make your contribution more informative than is
required.

Quality

(Supermaxim): Try to make your contribution one that is
true.

(Submaxims):

Do not say what you believe to be false.

Do not say that for which you lack adequate evidence.
Relation

Be relevant.
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Manner

(Supermaxim): Be perspicuous.
(Submaxims):

Avoid obscurity of expression.

Avoid ambiguity.

Be brief (avoid unnecessary prolixity).
Be orderly [Grice 1975: 41-58].

In the process of the realization of food-related cognitive models
in media discourse, journalists adhere to the following maxims as a
rule:

o maxim of quantity: the cognitive models realized in media texts
contain those components which provide essential information
about relevant food and food practices and are thus necessary in
achieving the journalist’s pragmatic goal;

e maxim of quality: journalists provide adequate evidence for
information concerning food and food practices contained in
media texts in order to achieve the pragmatic goal;

e maxim of relation: media texts containing food-related cognitive
models provide only relevant information which plays a
significant role in the process of achieving the pragmatic goal.

The pragmatic goals of the communication participants are closely

connected with their communicative intentions. Grice proposes the
following characteristic properties of communicative intentions:

o they are always oriented towards some other agent — the
addressee;

o they are overt, that is, they are intended to be recognized by the
addressee;

o their satisfaction consists precisely in being recognized by the
addressee [Grice 1989: 220].

The communicative intentions of journalists writing on food are

oriented towards and intended to be recognized by the addressee,
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because they correspond to the addressee’s interests and intentions to
learn about various aspects of food. According to Grice, “A meant
something by X is (roughly) equivalent to “A intended the utterance
of x to produce some effect in an audience by means of the recognition
of this intention” [Grice 1989: 220]. Food will always be an object of
interest for the representatives of various social groups due to the
significant role it plays in different spheres of people’s activities. Grice
argues that communicative intentions are intentions to produce some
response on the part of the addressee. The response of addressees who
are interested in food and health presupposes switching to healthier
diets in order to improve their health.

As far as the audience’s recognition of the speaker’s
communicative intention is concerned, Searle offers the notion of an
‘illocutionary uptake’, which is the only new mental state needed [cf.
Searle 1969]. Searle argues that

[i]n the case of illocutionary acts we succeed in doing
what we are trying to do by getting our audience to
recognize what we are trying to do. But the ‘effect’ on the
hearer is not a belief or a response, it consists simply in the
hearer understanding the utterance of the speaker [Ibid.: 47].

Media texts on food are usually written in a clear and
understandable manner in order to attract a wide audience whose eating
habits can be transformed into healthier ones. This can be achieved if
the journalist’s intention is recognized and, consequently, the force of
an utterance is understood:

The understanding of the force of an utterance in all cases
involves recognizing what may be called broadly an
audience-directed intention and recognizing it as wholly
overt, as intended to be recognized [Strawson 1964: 459].
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Media texts on food correspond to the cognitive system of the
individuals due to the significant role of food in various spheres of life.
The intentions and pragmatic goals of journalists are usually recognized
by readers because media texts produced in accordance with these
intentions are considered relevant, i.e., they correspond to their cognitive
system. Sperber and Wilson offer the following principles of relevance:

First (cognitive) principle of relevance: Human cognition
is geared towards the maximization of relevance (that is, to
the achievement of as many contextual (cognitive) effects
as possible for as little processing effort as possible).
Second (communicative) principle of relevance: Every act
of ostensive communication (e.g. an utterance) communicates
a presumption of its own optimal relevance [Sperber and
Wilson 2005: 468-501].

According to the first principle, communication participants are
geared towards the maximization of relevance: the journalist tries to
make his/her utterance relevant enough to be worthy of the addressee’s
attention. This results in the selection of relevant, significant and
interesting facts on the topic of food and food practices. The second
principle states that communication will be successful when the
addressee recognizes these intentions.

Communicative intention makes an action communicative.
According to the scholars mentioned above, the communicative
intention has the following features:

e it is perlocutionary, i.e., it seeks a mental effect on the part of

the addressee;

e it is overt, i.e., the journalist wants the addressee to recognize

his/her communicative intention;

e the satisfaction of a communicative intention consists precisely

in its recognition by the addressee.
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The analysis of media texts demonstrates that the communicative
intentions of journalists writing on food correspond to the above-
mentioned features: they seek and receive a mental effect on the part of
the addressee due to the significant role of food in life of a society; the
journalist makes the addressee recognize his/her communicative
intention by changing his/her eating habits. The communicative
intention is recognized because the topic of food and healthy eating is
of particular interest to the vast majority of readers, as is proved by the
increasing amount of food-related content in the media and the high
quality of its production.
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CHAPTER 2
REPRESENTATIONS OF FOOD IN MEDIA

The media are closely connected with the reality which surrounds
them since the main purpose of the mass media is to reflect events and
phenomena from different areas of the this surrounding reality; media
messages about these events and phenomena are aimed at convincing
the recipient to accept the journalist’s point of view. On these grounds,
the media always offer an interpretation (or construction) of events that
has a certain degree of bias since it is conditioned by the journalists’
own views on politics, economics and society, as well as their views of
the medium itself.

The peculiar situation of mass media lies in the fact that they are
required to create a picture of the real world but, since the mass media
cannot provide an objective view of events, it is unclear just how real
the world presented in mass media actually is. A journalist may
concentrate on a certain aspect of an event (for example, on its
aftermath), but he/she may not specify its cause, information about
which can have a significant impact on interpretation of an event;
alternatively, he/she may highlight a specific event detail and leave
other details in the background.

It should be noted that creative activities such as fiction writing
create a fictional world which may, nonetheless, have a significant
impact on the real world [cf. Eco 2005]. The mass media, in contrast,
aim to reflect the real world; however, the mass media confronts people
with a representation of the real world which, as a rule, is by no means
an objective one. On the other hand, the media also have a significant
impact on reality; for example, mass media products can influence the
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assessment of an event by its recipient. Its interpretation leads to the
emergence of a certain attitude which is a novel phenomenon of social
reality; the transfer of media products such as articles, reports, photos,
videos, commentary or reposts lead, as a rule, to a certain positive or
negative reaction to them. Materials of a journalistic investigation may
lead to an official investigation; a review of a vacation in a certain
destination may attract more tourists to visit. Thus, reality determines
the choice of themes and materials for mass media, and through the
creation of a certain representation of an event, personality or
phenomenon, mass media can influence reality by changing it; i.e., by
constructing a new social reality [cf. Searle 1995].

Another important aspect in this context is the possible ‘non-
influence’ of mass media on reality, when assumptions or forecasts
based on previous events or conditions and presented in the media are
not brought to fruition but still produce certain ideas and opinions that
become embedded in the social conscience. Consequently, mass media
turn out to be an intermediary between reality and a potential reality
based upon it; the main means of mediating between the two types of
reality is a wide range of media materials, not only in textual form but
also in visual, audio or other types.

In the study of the relationship between reality and the media,
works by philosophers who have addressed the problems of the
philosophy of language are of particular relevance. Language and the
world constitute the central concepts of the philosophy of Wittgenstein.
In his Logical Philosophical Treatise, he presents them as a ‘mirror’
pair [Wittgenstein 1958], arguing that language reflects the world
because the logical structure of language is identical to the ontological
structure of the world. He also believed that the world consists of facts,
not objects; the world is a whole set of existing facts that can be both
simple and complex. According to Wittgenstein, language is a
comprehensive description of everything that exists in the world; that
is, of all the facts [Ibid.].
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The logical structure of media products in general corresponds to
the ontological structure of the events which they reflect; however, the
representation of an event requires a transformation of the logical
structure. For example, while a journalist concentrates on the event
itself, his/her perception of the event, and the perception of event by
society, the actual causes of events, previous events and situations are
not reflected in media materials which possess their own particular
logic, itself influenced by the author’s pragmatic goal. The most
significant idea which Wittgenstein has offered is the interpretation of
language and the world as a ‘mirror’ pair, the two elements of which
are inextricably linked with each other. The language of media
materials is the primary means of describing the things which exist in
the world; that is, all the facts. The world consists of the facts described
by the mass media, meaning that the view of the world is constructed
mainly by the media.

In the study of the relationship between reality and mass media, an
important role is played by the philosophical ideas by Bakhtin, in
particular, the idea of dialogue and polyphony — the intersection of a
multitude of voices in the textual space [Bakhtin 1979; 1986]. Mass
media and reality are in constant dialogue, exerting a mutual influence
on each other, transforming and complementing each other. In addition,
the media becomes a field for dialogue between different areas of life
(for example, politics, economics, science, culture, sports, social life),
intersecting with each other within the framework of media.

The main participants of media discourse are the journalist and the
recipient; the two parties enter into a dialogue with each other and also
into an indirect dialogue with the participants of the situations reflected
in the media (for example, politicians, economists, athletes, scientists,
artists and other participants of the events described). The polyphony of
media discourse lies precisely in the dialogue between different areas
and spheres of human life which is included into the dialogue between
the journalist and the recipient.
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The philosophical concepts of Derrida are also of interest for the
study of relationship between the mass media and reality. While
Derrida did not believe that language existed for the expression of
philosophical ideas or as a basis for studying existence and also refused
to believe that it had any connection with the external world, it is
nonetheless the case that language creates ideas about the world [cf.
Derrida 2000]. The language of mass media plays a leading role in
creating ideas about the world due to the fact that it constantly
confronts the world and the world constantly confronts the language of
mass media. This confrontation of mass media with the world means
that it processes the significant events and phenomena concerning food
and food-related practices and then changes this sphere of life by
introducing new ideas about food and food-related practices.

The representation of food in the media has attracted the attention
of many scholars. Food and eating have been the subject of numerous
studies from sociological, cultural, ethnographic, linguistic and
philosophical and other approaches — Ivantsova (2018), Olyanich
(2015), Pozhidaeva et al. (2018), Eddy (2019), Fischler (1988),
Matrozi-Marin (2018), Tomas¢ikova (2012; 2019), evidence of the
modern trend of investigating the various aspects of human existence
related to food and its preparation and consumption.

In her monograph, Tomas¢ikova focuses on the problem of the
interrelations between food cultures and everyday practices within
postmillennial media [Tomasc¢ikova 2020]. She argues that

[t]he food media identity which an individual adopts or
acquires depends on many factors. The research presented
in this monograph is intended to prove that media literacy
enhanced by food literacy may contribute to the active
functioning of hypermodern individuals in the 21% century
consumer society; individuals who can then find their own
place and role in the foodscapes of hypermediated
discourses [Ibid.: 56].
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Tomasc¢ikova concludes that food is much more than a mere
material or a source of nutrition and that hypermodern individuals use
food as a link between themselves and everyday practices such as the
evocation of memories or communication with relatives and friends in
the hypermediated discourses [1bid.].

Food plays a significant role in culture and in the process of
preserving identity because food is an integral element of culture that
distinguishes one nation from others. Having investigated the problem
of food, culture and identity in multicultural societies, e.g., in
Singapore, Reddy et al. come to the following conclusions:

[flirstly, Singaporean women maintain food practices from
their own cultural, ethnic, or racial backgrounds not only
in the food preparation, food consumption, and food
purchase for special social and cultural events, but also in
their daily lives. Secondly, cross-cultural eating practices
are a salient aspect of daily eating and food preparation
practices in multicultural Singapore. This includes an
exchange of practices between different Asian ethnic
groups within Singapore and increasingly also the
consumption of Western dishes. Thirdly, we posit that the
cultural food practices prove important for participants
because these are perceived to provide medicinal value
[Reddy et al. 2020: 8-9].

The research undertaken by these scholars demonstrates that food
remains one of the basic instruments for preserving cultural and ethnic
identity in multicultural societies. In addition, food serves as a means of
intercultural communication when the representatives of various ethnic
groups exchange eating and food preparation practices within a
multicultural society.

Another interesting phenomenon in this connection is the
formation of a national food identity due to the integration of food
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practices of several communities living in a single country. Ishak et al.
have examined the problem of the influence of biculturalism/integration
attributes on ethnic food identity formation [Ishak et al. 2019] through
an investigation of the ways in which food knowledge, food in media
and food in social events of the three primary nationalities of Malaysia
(Malays, Chinese and Indian) have influenced the process of Malaysian
food identity formation. The authors conclude that biculturalism/
integration attributes such as knowledge about food, social events
where various ethnic foods are a presence, and food media have
influenced food adaptation among ethnic groups and contributed to
ethnic food identity formation. Another valuable idea proposed in the
study is that robust and harmonious social bonding will, in fact, allow
each ethnic community to experience and understand the elements
present in each ethnic culture and food. They suggest that food in
particular plays a significant role in the broader economy and in nation
construction [Ibid.].

Grimaldi et al. investigated the problem of interrelations between
food, culture and identity, focusing on heritage as one aspect of these
interrelations [Grimaldi et al. 2019]. They argue that the study of the
urban gastronomic traditions should always start with the relationship
between the city and the countryside. They also come to the
conclusion that a dialogue between the rural and the urban
environments allows the spatial-temporal rhythms of the countryside
to be restored to the city, thereby permitting the return of reproductive
and affective traits that sustainable and supportive food preserves for
humanity [Ibid.].

The issues of food and its production, distribution and
consumption are closely connected to the phenomenon of globalization.
Mak et al. investigated the problem of globalization and food
consumption in tourism [Mak et al. 2012]. The authors propose that
globalization, often portrayed as a threat to local gastronomic identities,
has an additional aspect — it can serve as an impetus that opens up new
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opportunities for the reconstruction or reinvention of local gastronomic
products, traditions and identities [Ibid.].

Hanus also concentrated on the impact of globalization on the food
behaviour of consumers [Hanus 2018]. She sees globalization as a
process which integrates national and regional markets into a single
global market, one which has been perceived as one of the main factors
contributing to the homogenization of consumption and, by extension,
of the food behaviour of consumers. The assimilation process of food
consumption has been influenced by many different factors, including
easier mobility, technological progress, the development of the Internet,
media, and also the expansion of international retail chains and the
standardization of their product ranges. The author demonstrates that
the impact of globalization on the food behaviour of consumers has
been visible in types of behaviour such as buying nutritional products in
supermarkets and hypermarkets, eating in fast food restaurants, seeking
out comfort and convenience in eating, but also in new, unique
experiences which become more important for them than material
possessions. The author also notes that the globalization process has led
to the creation of some moves and attitudes against globalization, such
as a preference for domestic or ecological products, the emergence of
new concept such as the “slow food” movement, or developments in
the field of food safety etc. Hanus concludes that new trends in the food
behaviour of consumers which then spread throughout the whole world
due to the processes of globalization, have forced food producers to
create new, individualized products which can satisfy their consumers’
needs, such as functional food, convenience food or organic food
[1bid.].

Despite the onset of globalization, local cuisine and some
symbolic dishes continue to play a major role in preserving local
cultures and identities. Abdelkarim et al. argue that “[e]verything
people eat becomes a part of not only their biological being, but also
represents and identifies a part of a community’s sociocultural fabric”
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[Abdelkarim et al. 2016: 1]. Having undertaken research into the issue,
the researchers conclude that mansaf, the national dish of Jordan, has
changed greatly over the past decades but it nonetheless remains an
important signifier of major occasions, offering a link to local heritage
and forming a part of local and national identities [cf. Abdelkarim et al.
2016].

Food is also able to supply people with information about the
history of specific nations and the history of relationships between
various nations. Wall focused on the problem of international popular
culture which continues to remediate and perpetuate the link between
food and the idea of Italian identity [Wall 2016]. Focusing on London
as a particular axis of both contemporary and historic Italian migrations
to England and the UK, Wall’s research utilizes selected small-medium
food enterprises in the UK capital, and the personal narratives of
migration they form part of, to reflect simultaneously upon the
contemporary appeal of foodways read as Italian in Britain and the
practical implications of the meanings ascribed to foodways by subjects
identifying as Italian [Ibid.].

Some scholars dwell on the problem of the role of specific
individuals in forming a specific mental perception and ideas about
food in the collective identity of a nation. De Feo investigated the role
of Paolo Mantegazza in the formation of specific ideas of Italian
cuisine. The scholar argues that

[w]ith a blend of science and art, Mantegazza promotes an
Italianness that is ahead of its time. However, Italy in
many ways is not ready for his modernity. While his
rational gluttony and his guidelines for better nourishment
are novel and sound, the message could not feasibly reach
enough of the population to have an immediate widespread
effect. The task of nourishing the malnourished is far too
great to be solved by food literature. Moreover, | believe
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that Mantegazza’s ideal of an aestheticized cuisine, of a
dinner that reaches perfection when it demonstrates a
symphonic harmony, is beyond the reach of too many
during his period. Yet, the formation of an Italian taste, for
the author, is also the formation of the sense of what it
means to eat in conviviality and as well as possible.
Whether the gastrosophic theories forwarded directly enter
in the vocabulary of the masses is almost insignificant,
because these theories draw attention to the art of food in a
wholly unique way. As a result, we see the trickle down of
certain paragons from the middle classes: as poor as a dish
may be, even from the table of the peasant or the worker, it
is shared with the utmost dignity and respect for what it
represents and from where it comes. What the medic
ultimately transmits is an art that everyone can afford at
any epoch: the sentimento del bello (sentiment of beauty),
as Mantegazza reminds us, is what makes a meal truly
artful [De Feo 2016: 12].

The research results presented in this monograph can encourage
researchers to investigate the issue of the role of particular historical
figures or events in the formation of tastes, cuisines, symbolic dishes,
culinary traditions etc., which belong to various different nations.

Sasahara has examined the issue of food identity in social media,
reaching the valuable conclusion that food preferences not only
originate from a person’s dietary habits but also reflect their personal
values and consumer awareness. The study undertaken by Sasahara
addresses ‘food identity’ or the relationship between food preferences
and personal attributes based on the concepts of individuals identifying
as ‘food left-wing’ (e.g., vegetarians) or ‘food right-wing’ (e.g., fast-
food lovers) by analysing social data using information entropy and
networks. The author concludes that food identity extends beyond the
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domain of food: the food left-wing has a strong interest in socio-
environmental issues, while the food right-wing has a higher interest in
large-scale shopping malls and politically conservative issues.
Furthermore, the social interactions of food left-wing and right-wing
factions show segregated structures, indicating different information
consumption patterns. The author suggests that food identity may be
applicable as a proxy for personal attributes and could offer insights
into potential buying patterns [Sasahara 2019].

The media is the biggest and the most significant channel for
distributing information and forming new knowledge about food; it is
the main means for introducing new food practices into social life and
assessing the past, present and future of food and food-practices. New
media formats such as the Internet also play a significant role in
exchanging information about food and distributing new ideas about
food, cooking and food-related practices.
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CHAPTER 3
COGNITIVE AND PRAGMATIC ASPECTS
OF FOOD REPRESENTATION
IN AMERICAN MEDIA DISCOURSES

3.1. Negative representations of food

Media discourse is an attractive field of study for academics from
many disciplines due to the highly significant role it plays in shaping
ideas and attitudes in modern societies, including those related to food
and food consumption. According to Tomas¢ikova, “[m]edia narratives
have played a crucial role in the signifying practices in postmodern
societies and, in contemporary society, the media represent the most
important channels of cultural mediation” [Tomas¢ikova 2015: 50-51].
This subchapter analyses how food is represented in the form of
information and education with a particular focus on the ways in which
negative aspects of food consumption are presented in media discourse
and the informative and educational values that these materials may
pOSSess.

One of the goals of American media discourse is the
representation of various characteristics of food and aspects of food
consumption. Some of the media concentrate on the negative effects
that food and food consumption may cause, for instance, portraying
food as a source of danger, or of illness and death in particular. Such
media materials tend to actualize the specific cognitive models
(scenarios) of situations (influenced by the pragmatic factors) in the
recipient’s mind.
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One of the cognitive scenarios realized in the American media
discourse is the ‘FOOD AS A SOURCE OF DANGER’ scenario,
which can refer to various situations. The article entitled “Papaya
Recall: As Salmonella Outbreak Spreads, Importer Urges Consumers to
Stay Away” published on the Newsweek website [Newsweek,
07.27.2017] represents the following components of this scenario.

Table 3.1.1 - FOOD AS A SOURCE OF DANGER’
Cognitive Model (Scenario)

General components
of the scenario

Specific components
of the scenario

Textual elements used to realize the
components of the scenario

(macrostructure)
PLACE OF THE U.S. (12 STATES) lowa, Kentucky, Louisiana,
EVENT Massachusetts, Maryland, Minnesota,
New Jersey, New York, Pennsylvania,
Texas, Utah, Virginia
TIME OF THE JULY, 2017 These fruits were distributed July 10 to
EVENT July 19
REASON INFECTED FOOD  |Caribefia brand Maradol papayas
(PARTICULAR
BRAND)
EVENT INFECTION Salmonella outbreak that killed one

person and sickened 46 others; Forty-
seven people in 12 states have been
sickened by salmonella-contaminated
fruit, according to the Centers for

Disease Control and Prevention;
Salmonella bacteria causes
gastrointestinal symptoms including

diarrhea, fever, and abdominal cramps.
Separate scenario of the illness The
illness usually lasts 4 to 7 days, and
most people recover without treatment.
In some people — especially children,
elderly and immunocompromised — the
bacteria can spread and infect the
bloodstream and lead to death.
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Continuation of table 3.1.1

A severe infection swiftly treated with
a course of antibiotics usually results in
full recovery. According the CDC, 1.2
million illnesses from salmonella occur
each year and there are as many as 450
deaths annually in the U.S.

PARTICIPANTS OF |FOOD Grande Produce, the papaya distributor,

THE EVENT DISTRIBUTOR, Forty-seven people in 12 states have
PEOPLE MADE ILL [been  sickened by  salmonella-
BY FRUIT, THE contaminated fruit, The U.S. Food and
ADMINISTRATION, [Drug Administration (FDA), Centers
AGENCIES, PRESS |for Disease Control and Prevention
ETC.

CONSEQUENCES HOSPITALIZATION, | Twelve people have been hospitalized

(ACTIONS) DEATH and one has died

CONDUCTING AN
ANALYSIS

Whole Genome Sequencing (WGS)
analysis was conducted on ten patient
samples in the outbreak, and all were
related. This result indicates that the
patients were likely sickened by the
same type of food; Papaya samples
from a Baltimore store tested positive
for two specific strains of salmonella
detected in people who were sick,
which are Salmonella kiambu and
Salmonella Thompson

MEASURES TAKEN
BY THE
AUTHORITIES

The U.S. Food and Drug
Administration (FDA) on Wednesday
issued a nationwide recall of Caribefia
brand Maradol papayas after a
salmonella outbreak that killed one
person and sickened 46 others;
However, the FDA is continuing to
advise consumers across the country to
avoid all Caribefia brand Maradol
papayas. The FDA also notes that there
are illnesses in states where Grande
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End of table 3.1.1

Produce did not distribute papayas and
is therefore continuing the investigation

STATEMENT ON
THE WEBSITE AND
IN THE PRESS

“If anyone has these papayas in their
home, they should dispose of them
immediately. These can be identified
by a red, green and yellow sticker
shown here,” the FDA said in a
statement on its website

MEASURES TAKEN
BY THE FOOD
DISTRIBUTOR

On July 26, 2017, Grande Produce, the
papaya distributor, notified consumers
through a press release that it had
conducted a limited recall of Caribeia
brand Maradol papayas

FUTURE ACTIONS

The FDA plans to update the public on
the outbreak. “At this time, Caribefia
brand papayas from Mexico have been
identified as a brand linked to these
illnesses, the agency said in a
statement. “Additional brands will be
announced as the information becomes
available”

As was mentioned above, this cognitive model (or scenario) can
refer to various situations, for instance, going to the supermarket,
having a meal, calling an ambulance, going to the doctor’s, conducting
an analysis, being in hospital etc., all of which, in their turn, have their
own cognitive situational models [van Dijk 1989]. Thus, the cognitive
model realized in media discourse has a generalized character because
it embraces a set of cognitive models from a variety of different
situations. The ‘FOOD AS A SOURCE OF DANGER’ cognitive
model is constructed in accordance with a more generalized cognitive
model which can be referred to as a macrostructure.

The cognitive model, which is stored in the recipient’s mind, takes
the following generalized linear structure:
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INFECTED FOOD (REASON) DISTRIBUTED BY A COMPANY
(PARTICIPANT I) - DELIVERING FOOD TO SPECIFIC PLACES —
SUPERMARKETS (ACTIONS OF THE PARTICIPANT) = BUYING
FOOD (ACTION) BY THE CUSTOMERS (PARTICIPANT II) -
INFECTION  (EVENT) >  HOSPITALIZATION, DEATH
(CONSEQUENCES) - STATEMENT ON THE WEBSITE AND IN
THE PRESS (ACTION) - CONDUCTING AN ANALYSIS
(ACTION) BY SPECIALISTS (PARTICIPANT I1I) - MEASURES
(ACTION) TAKEN BY THE AUTHORITIES (PARTICIPANT IV),
MEASURES TAKEN BY THE FOOD DISTRIBUTOR
(CONSEQUENCES) - FUTURE ACTIONS (CONSEQUENCES).

Not all of the components of the cognitive model are indicated by
the language means in the text of the article (e.g., actions of the
participants such as DELIVERING FOOD TO SUPERMARKETS or
BUYING FOOD BY THE CUSTOMERS etc.), but these components
cannot be excluded from the ‘FOOD AS A SOURCE OF DANGER’
cognitive model as they are integral constituents of the situations that
this model refers to (e.g., going to the supermarket, going to the
hospital etc.).

According to Fulton et al., “in the discourse of news reporting, the
linear chronology of events is typically obscured in order to emphasize
the immediacy of what has happened — to make it seem more like news
as it happens” [Fulton et al. 2005: 240]. The textual realization of the
cognitive model differs from the linear one: the journalist begins his
article with the representation of CONSEQUENCES (MEASURES
TAKEN BY THE AUTHORITIES, HOSPITALIZATION, DEATH,
CONDUCTING AN ANALYSIS), REASON (INFECTED FOOD),
EVENT (INFECTION) and PARTICIPANTS OF THE EVENT
(PEOPLE MADE ILL BY FRUIT), which corresponds to the
requirements of a communicative situation within media discourse
encouraging the journalist to provide the readers with the most
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important information. By positioning these components at the
beginning of the article using the language means, the journalist makes
them the key components constituting the framework of the cognitive
model from the point of view of the media discourse. The other
components (PLACE OF THE EVENT, FUTURE ACTIONS etc.) are
also important, but in this media article the journalist prefers to draw
the readers’ attention to the activities of the participants: she focuses on
actions throughout the text, describing those taken by various
participants: issued a nationwide recall, twelve people have been
hospitalized, Whole Genome Sequencing (WGS) analysis was
conducted, Grande Produce, the papaya distributor, notified
consumers, the FDA is continuing to advise consumers, they should
dispose of them immediately, the FDA plans to update the public on the
outbreak. Actions are described from different angles: some actions are
performed by the participants (in the Active Voice), while some are
directed towards the participants and objects (in the Passive Voice); the
author depicts acts of mass communication, acts of medical care and
the process of analysis. The journalist’s focus on actions engenders a
sense of dynamism to the media text as it demonstrates the
development of the main event (the infection) and related situations
(hospitalization, conducting an analysis, measures taken by the
participants etc.).

The EVENT (INFECTION) component of the cognitive model is
foregrounded by means of a separate paragraph containing a separate
cognitive scenario of ‘ILLNESS’ (as part of the more generalized
‘FOOD AS A SOURCE OF DANGER’ model):

Salmonella bacteria causes gastrointestinal symptoms
including diarrhea, fever, and abdominal cramps. The
illness usually lasts 4 to 7 days, and most people recover
without treatment. In some people — especially children,
elderly and immunocompromised — the bacteria can

35



spread and infect the bloodstream and lead to death. A
severe infection swiftly treated with a course of antibiotics
usually results in full recovery. According the CDC, 1.2
million illnesses from salmonella occur each year and
there are as many as 450 deaths annually in the U.S.
[Newsweek 07.27.2017].

The journalist focuses on the key components of the cognitive
model due to her pragmatic factors: one of her tasks is to foreground
the specific elements of the cognitive model in order to achieve the
communicative goal which leads to a different realization of the
cognitive model — the author begins with the elements that correspond
to the logic of the media discourse. This type of linguistic presentation
of the cognitive model is in accordance with Grice’s maxim of relation
[Grice 1975]. According to the data presented above, the author of the
media article concentrates on elements of the cognitive model such as
ACTIONS, and the actions described in the text refer to infection and
illness, the accompanying situations, their consequences etc. The
linguistic realization of the cognitive model demonstrates that the
author’s communicative goal is to present food as a source of danger
and to raise people’s awareness of food’s potential dangers through the
representation of actions associated with infection and illness.
McLuhan argues that the newspaper page yields the inside story of the
community in action and interaction [McLuhan 1964: 226]; a focus on
action is aimed at instilling the dynamic image of an event in the
recipient’s mind. In order to foreground the infection element of the
cognitive model, the journalist uses a paragraph containing information
about salmonella bacteria and the peculiarities of the illness. The
presence of the terms such as Salmonella bacteria, gastrointestinal
symptoms, diarrhea, fever, abdominal cramps or antibiotics introduces
the traits of scientific discourse into the media text. This form of
inhomogeneity of media discourse is aimed at persuading the reader:

36



the scientific data contained in the media text serve to support the
journalist’s ideas about food as a source of danger.

It should be mentioned that articles on food can be found in any
section of journals in American media discourse, even in apparently
unrelated fields such as technology & science, domestic news, culture
and sports, which proves that the food theme has penetrated into every
sphere of social life and become accepted as an important issue. The
article by Teddy Cutler entitled “Serena Williams Eats Dog Food, Gets
Sick, Wins Anyway” is taken from the ‘Sports’ section of Newsweek
[Newsweek 05.13.2016]; it describes a humorous situation and is meant
not only to inform, but also to entertain the reader:

“The dog ate my homework” is a common enough excuse
among errant juveniles to have passed from cliché into
pastiche. But I ate my dog’s food before a crucial tennis
match? That might be a new one. Serena Williams said she
tried a “spoonful” of her mutt Chip’s meal before she faced
Christina McHale, her fellow American, at the Italian Open
in Rome on Thursday [Newsweek 05.13.2016].

Although the article relates an untypical incident, it realizes the
‘FOOD AS A SOURCE OF DANGER’ cognitive model, which
requires the presence of the following relevant components:
PARTICIPANT (Serena Williams), ACTION (she tried a “spoonful” of
her mutt Chip’s meal; “I force-swallowed it,” she said. “I don’t know
what they put in these dog foods, but Chip liked it), REASON for the
ACTION (“I thought ‘what the heck, I'm gonna try a piece, it looks
good,’” she said), CONSEQUENCES (“Fast forward two hours, I just
ran to the toilet like | thought | was going to pass out. It did taste weird.
It tasted kind of like house cleaner”; “So now I feel really sick. It was
Jjust a spoonful, but I don’t feel so good”; Williams put her dog’s dinner
behind her, however, as she beat McHale in straight sets).
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These components are present almost in all texts realizing the
‘FOOD AS A SOURCE OF DANGER’ cognitive model, as the
concept of danger presupposes the existence of an object (for example,
a human being, an animal or a natural phenomenon) that can be
affected by dangerous things; this object is represented by
PARTICIPANTS. In the majority of the analyzed media texts, danger is
represented by illness, a CONSEQUENCE of handling food
improperly. A person can be exposed to danger via some interaction,
and this requires the existence of the ACTION component in the
cognitive model. Interactions are always caused by some factor, and
this presupposes the inclusion of the REASON component.

Journalists foreground components such as CONSEQUENCE
represented by language units with the meaning of illness due to their
intention to demonstrate that eating improper food can affect people’s
health, i.e., people’s inadequate actions can make the food dangerous.

The media text is considered to be one of the main instruments of
identity formation: the media text reacts to and reflects the significant
events in the life of a society; journalists’ attention — and their resulting
texts — indicate a society’s approach (people’s preferences, interests,
desires etc.) to events, processes and situations. The community finds
media discourse interesting as long as it contains materials which are
interesting to the community, i.e., those which denote its peculiarities
and correlate with its identity. The positioning of news items in the
media discourse also influences community interest. According to
McLuhan, “... the daily communal exposure of multiple items in
juxtaposition [...] gives the press its complex dimension of human
interest” [McLuhan 1964: 225]. Thus, the ideas existing in the public
consciousness are reflected, considered and processed by the media
discourse. After being processed by the journalist, they acquire new
meanings and reenter the community to influence the public
consciousness and practices further. Consequently, media texts both
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reflect a community’s identity and also participate actively in sustaining
and supporting it.

According to Tomasc¢ikova, elements of food constitute the content
of media narratives that serve as tools for the representation of various
types of identities [Toma$¢ikova 2015]. The language means
representing elements of food such as papayas, salmonella-
contaminated fruit, red, green and yellow stickers and others
participate in forming the narrative about the salmonella outbreak in the
US, within the framework of which the cognitive model is realized.
With language means used to represent the specific components of the
‘FOOD AS A SOURCE OF DANGER’ cognitive model, the media
text tends to reflect, process and (re)construct a specific identity: by
means of the media discourse the American nation is portrayed as a
food- and health-aware nation. The narratives found in the media
discourse demonstrate that this feature of the American community is
an aspect of everyday culture. These types of narratives are efficient
tools for representing specific identities. This is a view which is shared
by Tomas¢ikova, who claims that the messages food narratives convey
have the potential to be read and received by a majority of audiences
because food stories intertwine with the audiences’ daily lives. The
elemental nature of food and its connection with the body and identity
forge a relationship between eating and identity [Ibid.: 56].

The reasons for constructing a particular identity lie in the nature
of the consumer society: the apparent welfare and oversaturation issues
lead to a greater focus on food that results in an elaborate representation
of food as a source of danger. In accordance with the identity being
constructed, the media discourse fills the ‘danger’ component of the
cognitive model with meanings such as illness (more specifically the
meaning salmonella) and death using particular language means.

Another article entitled “Don’t Give Your Family the Gift of
Foodborne Illness” [Newsweek 11.26.2015] by the same author, Jessica
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Firger, contains the similar cognitive model of ‘FOOD AS A SOURCE
OF DANGER’:

Foodborne illness is a serious threat during the holiday
season, especially when people who don’t typically cook
decide to try out their new “Master Chef” skills. So, unless
one’s intention is to do away with their mother-in-law
before the new year, it’s important to adhere to some
basics of food safety when preparing meals for your family
and friends. Each year, approximately one in six people in
the U.S. (48 million) at some point pick up a foodborne
illness, according to the U.S. Centers for Disease Control
and Prevention (CDC). Food poisoning sends 128,000
people to the hospital each year and approximately 3,000
die as a result of eating poorly prepared and contaminated
food. Even some of the most sophisticated home cooks
make common mistakes when it comes to food preparation
that could potentially pose risk for illness from e. coli,
salmonella, listeria and other types of germs that may
develop if preparation and cooking is done improperly
[Newsweek 11.26.2015].

Components of the model such as PLACE OF THE EVENT and
TIME OF THE EVENT receive specific linguistic indications in the
article as the journalist speaks about the possibility of infection in
general. The place of the event is the U.S.A. in general (approximately
one in six people in the U.S. (48 million) at some point pick up a
foodborne illness). The journalist uses the Present Simple Tense, which
marks the indefinite time of the event. The EVENT, PARTICIPANTS
OF THE EVENT and CONSEQUENCES components coincide with the
components of the model analyzed previously, as an illness may be
picked up by any person: Each year, approximately one in six people
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in the U.S. (48 million) (PARTICIPANTS OF THE EVENT) at some
point pick up a foodborne illness (EVENT), according to the U.S.
Centers for Disease Control and Prevention (CDC); Food poisoning
sends 128,000 people to the hospital each year and approximately
3,000 die as a result of eating poorly prepared and contaminated food
(CONSEQUENCES).

As with the case mentioned above, this article also realizes the
‘FOOD AS A SOURCE OF DANGER’ cognitive model, but it
concentrates on offering advice on how to avoid foodborne illnesses,
and, consequently, the modified model of ‘AVOIDING DANGER OF
FOODBORNE ILLNESS’ is found in the text of the article. The
journalist introduces and concentrates on new components of the
cognitive model such as PREVENTIVE ACTIONS (PREVENTING
FOODBORNE ILLNESS). This component is signified by various verbs
which are used in the imperative mood to indicate various actions that a
participant should take in order to prevent illness: the journalist offers
advice about simple actions that may prevent any potential danger
posed by infected food. Thus, the component (PREVENTIVE)
ACTIONS is foregrounded by verbs describing actions such as:

o defrosting (This is why it’s critical to thaw meat
properly. You can let meat defrost overnight in the
refrigerator and it can remain there before cooking, for
up to one or two days. A turkey needs to thaw for 24
hours per five pounds of weight. So if you 've purchased
a 15-pound bird, get it out of the freezer at least three
days before you plan to start cooking. Cold water
thawing — in which you submerge a sealed package of
meat or fish in a bowl of cold water — is also safe when
done right. Change the water in the bowl every 30
minutes and never refreeze the meat after it’s completely
defrosted. If you're short on time or a bad planner, the
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microwave may be essential for meal preparation. If you
choose to use a microwave for defrosting meat, you'll
need to cook it right away because parts of the tissue
may begin to warm and cook, which can introduce
bacterial growth. It’s also safe to cook meat in a frozen
state, but it will need to stay in the oven at least 50
percent longer);

checking the temperature of food being cooked (Out of
fear of food poisoning, many home chefs sacrifice the
taste by overcooking poultry, fowl, red meat and fish.
But there is no reason to do so. Many home cooks are
led to believe they can tell when meat is done cooking by
simply checking the color. You can (sort of) get away
with this for something small, like boneless chicken
breasts. However, it’s not completely safe, especially
when you’re cooking a 15-pound turkey. The only
surefire way to know your dish has been cooked all the
way through is to check its temperature. Invest in a food
thermometer; a basic one costs as little as $10. Follow
this handy chart provided by our federal health officials
so you know how long to leave that rump roast in the
oven. Some meats require time to rest before being
served — not because they’re tired but because the
temperature, as it remains constant or rises, continues
to kill bacteria and other germs);

using utensils properly (Many home (and professional)
chefs are guilty of cross-contamination. Don’t use the
same cutting board, plates or utensils for preparing
fruits and vegetables as you do for meat. Real food safety
sticklers (and the CDC) recommend keeping raw meats
and fish bagged in the refrigerator and shopping cart to
avoid cross-contamination with produce);
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o following hygiene rules (Cross-contamination can also
occur when you forget to wash your hands. Lather up
your hands for at least 20 seconds, the amount of time it
takes to sing “Happy Birthday”) [Newsweek
11.26.2015].

The journalist gives a detailed description of actions (e.g., different
types of defrosting etc.) in order to convince the reader of the need to
process food properly in order to avoid contracting a foodborne illness.
The verbs used by the journalist primarily describe the actions directed
towards food (defrosting, checking the temperature of food being
cooked). The journalist also writes about actions which, while not
related to food directly (using utensils properly, following hygiene
rules), are connected with the hygienic processing of food. This focus
on actions directly and indirectly connected with food processing is
intended to foreground the (PREVENTIVE) ACTIONS component
within the cognitive model. Moreover, the verbs in the article
demonstrate the dynamics of the situation, thereby constituting a
narrative according to the generalized model of BUYING FOOD ->
PROCESSING FOOD - COOKING FOOD > EATING FOOD. The
article primarily makes use of elements of the narrative such as
PROCESSING FOOQOD (This is why it’s critical to thaw meat properly)
and COOKING FOOD (However, it’s not completely safe, especially
when you're cooking a 15-pound turkey), but other elements are also
realized implicitly.

Some news items concentrate on other elements of the
‘AVOIDING DANGER OF FOODBORNE ILLNESS’ cognitive
model, linking components which may lack cohesion in other cases.
For example, in an article entitled “FDA Updates Food Safety Rules,
Taking Additional Steps to Address Foodborne Illness” [Newsweek
11.13.2015] the journalist links the components of REASON
(INFECTED FOOD), EVENT (INFECTION) and CONSEQUENCES
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(HOSPITALIZATION, DEATH) with PLACE (OF FOOD
PRODUCTION): More than half of produce eaten in the U.S. is grown
abroad (PLACE). Fruits and vegetablesare a common source of
foodborne illness (REASON); With recent news about E. coli (EVENT)
at Chipotle, death (CONSEQUENCES) by cucumbers (REASON),
endless recalls of supermarket foods such as ground beef and top
CEO:s in the slammer for selling tainted nuts (CONSEQUENCES), it’s
hard to ignore the fact that your next meal (REASON) could make you
terribly ill (EVENT); However, more than half of fresh fruit (52
percent) and nearly a quarter (22 percent) of vegetables eaten in the
country are grown outside of the U.S. (PLACE), and are often the
source of foodborne illnesses (REASON). Most recently, health officials
traced an outbreak of salmonella poona (EVENT) that has killed four
people and sickened 767 (CONSEQUENCES) to imported (PLACE)
cucumbers (REASON); According to the U.S. Centers for Disease
Control and Prevention, one in six Americans gets sick (EVENT) each
year from foodborne disease (EVENT), including E. coli, salmonella
and listeria (EVENT). In the U.S., an estimated 128,000 people are
hospitalized (CONSEQUENCES) and approximately 3,000 people die
(CONSEQUENCES) each year from foodborne illness (EVENT)
[Newsweek 11.13.2015].

This linking of PLACE (OF FOOD PRODUCTION) with other
components makes all of them the key elements within the cognitive
model of the described situation regarding the consumption of food in
the U.S.A. The PLACE (OF FOOD PRODUCTION) component is
given priority and becomes one of the dominant components in the
textual realization of the cognitive model because the author actually
directly links PLACE (OF FOOD PRODUCTION) with REASON
(INFECTED FOOD).

As in the previous example, the journalist also foregrounds the
(PREVENTIVE) ACTIONS element of the cognitive model in addition
to the above-mentioned components. One of the peculiarities of the
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media text analyzed is that this element is represented by actions of a
legal and financial type which are directed at preventing foodborne
illnesses and the spread of subsequent infections in the U.S.A.:

o legal actions (The agency says it is finalizing revisions of
the Food Safety Modernization Act, which will establish
an improved set of safety standards. These new
guidelines specifically seek to address safety standards
for produce farms and imported foods; The Product
Safety rule establishes standards for growing,
harvesting, packing and storing produce. It outlines
criteria for water quality and hygiene and health
standards for employees and animals. The Foreign
Supplier Verification Programs rule will require foreign
importers of food products to meet U.S. food production
standards);

e financial actions (However, enforcing these new
guidelines would require funding through the president’s
2016 budget; money will be needed to train food safety
staff and FDA employees, and to provide technical
assistance to farmers and food businesses) [Newsweek
11.13.2015].

Fulton et al. argue that “the various modes of news discourse are
realized through a number of ‘angles’ that determine the narrative
template” [Fulton et al. 2005: 233]. In particular, they distinguish the
angle (format) in which an event is reported as a perceived threat to the
social and/or moral order, with a view to invoking public concern
(moral panic). According to the authors, “the narrative structure of the
moral panic is that the social fabric is under stress in some way,
implying that this threat needs to be resolved by various ‘rescues’ or
official interventions...” [Ibid.: 234]. The news items under analysis
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taken from American media discourse are presented in the moral panic
format, as they contain lexical units pertaining to illness and death,
warnings issued by the authorities, and the legal and financial actions
taken etc. (salmonella outbreak that killed one person and sickened
46 others; twelve people have been hospitalized and one has died,
foodborne illness, The U.S. Food and Drug Administration (FDA) on
Wednesday issued a nationwide recall etc.), all of which exert a
significant influence on the recipient. Media articles containing this
specific cognitive model construct a view of a vulnerable society that
can be affected by various diseases, thereby portraying American
society as a food- and health-aware nation and creating a specific
identity.

The journalist achieves his goal of representing identity by
appealing to various properties of food and food ingredients (e.g., form,
package, ingredients, dangerous elements, conditions of transportation
and storage, production location etc.) and describing the course of
events in the narrative. Other participants in the media discourse — the
recipients — consume this identity by receiving and analyzing the ideas
which have been processed by the journalist. Tomascikova argues that
individuals consume identity through food or food representations and
constructions in media, and that they communicate their cultural and
social experience through this consumption [Tomas¢ikova 2015]. The
consumed identity renews the recipients’ cognitive system because a
new fragment of knowledge enters into and starts to interrelate with
other elements of the cognitive system referring to sphere of connection
between health and food. One possible method of communicating
cultural and social experience is the recipients’ feedback to the
consumed identity, a process which results in the shaping of relatively
new ideas and attitudes in modern communities. This feedback does not
always have to be verbal: the recipient may indicate his reaction to the
consumed identity by his actions, which serve as a sign of a certain
cultural and social experience.
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3.2. Negative representations of food-related activities

Media discourse has multiple goals related to the representation of
food and, consequently, of the representation and construction of the
specific identity of the American nation through various food
narratives. The examples given above have demonstrated how media
articles represent ‘FOOD AS A SOURCE OF DANGER’ or other
related cognitive models. Some of the other articles analyzed in this
study indicate an additional goal of American media discourse — when
not food itself but food-related activities performed by people are
portrayed as a source of potential danger to the well-being of society.
Some media materials tend to represent people as the source of food-
related problems:

An endless stream of reports from public health officials
about foodborne illness has created often unwarranted
fear around the dangers of tainted or spoiled food. We all
want assurance that what we eat won'’t cause some sort of
violent sickness. This may be why so many people are
sticklers when it comes to tossing out an item from the
fridge once it hits its “sell by” date. But this mindset has
also resulted in a culture where throwing away food that’s
still highly edible is simply the norm — even though there
are some 48.1 million people in the U.S. who live in food-
insecure households. The amount of food wasted in 2010
alone could have provided 1,249 calories each day to
pretty much everyone in the U.S. population for the entire
year. A study published Thursday in PLOS One suggests
Americans throw out approximately 80 billion pounds of
food each year, and nearly half don’t even realize food
waste is actually a problem in the country [Newsweek
07.21.2016].
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The media text uses such linguistic means such as we, people,
Americans to foreground the PARTICIPANTS component in the
‘PEOPLE AS A SOURCE OF FOOD WASTE’ cognitive model
realized in the media text, a structure which is closely connected with
the ‘AVOIDING DANGER OF FOODBORNE ILLNESS’ model via
the GOAL component, referring to people’s aim to avoid contracting a
foodborne illness, which presupposes the disposal of edible food that in
the end becomes waste.

The analysis undertaken here also demonstrates that in addition to
foregrounding the PARTICIPANTS component, the journalist
concentrates on other components including ACTIONS (This may be why
so many people are sticklers when it comes to tossing out an item from
the fridge once it hits its “sell by” date; But this mindset has also
resulted in a culture where throwing away food that’s still highly edible
is simply the norm — even though there are some 48.1 million people in
the U.S. who live in food-insecure households; A study published
Thursday in PLOS One suggests Americans throw out approximately 80
billion pounds of food each year, and nearly half don’t even realize food
waste is actually a problem in the country; In fact, the researchers from
Ohio State University found many people believe tossing out eggs and
other items just a few days past their expiration date is actually
beneficial for limiting the risk of getting sick; The researchers found 68
percent of respondents feel that throwing away food after the package
date will spell the difference between health and sudden illness; But, in
fact, the dates are used to provide information on when food is likely to
taste its best, meaning what millions of people throw out each day is still
actually safe to eat) and CHARACTERISTICS OF THE PARTICIPANTS
(THEIR EMOTIONAL STATE) causing the ACTIONS mentioned above
(An endless stream of reports from public health officials about
foodborne illness has created often unwarranted fear around the dangers
of tainted or spoiled food;Such an information initiative could be
especially effective among high income households and females who
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waste food because of health concerns). This cause for the actions may
also be interpreted as the REASON for actions. The ACTIONS taken by
the PARTICIPANTS are foregrounded by the repetition of wverbs
(throwing away, throwing out) and their synonyms describing one act of
disposing of food (throwing away/out vs. tossing out).

The emotional state of the PARTICIPANTS brought about by the
ACTIONS refers to the CONSEQUENCES component of the cognitive
model of the situation (But a majority — 77 percent — of people surveyed
say they feel guilty about the high volume of food waste, even though it
goes without saying that no one is holding a gun to anyone’s head in
the produce aisle; ... but strongly feel guilty about food waste at the
same time).

In another article by Elisabeth Perlman concerning the problem of
wasting meals in the UK, the PARTICIPANTS component is also
indicated via the pronoun we in order to demonstrate that this problem
is relevant to the society as a whole:

Almost 2 million tons of food is wasted in the U.K. grocery
supply chain every year, according to a report published
Tuesday by the Waste & Resources Action Programme
(WRAP). The charity, which works to improve
sustainability, also said that 1.1 million tons of this waste
could be avoided. At present, for every 2 tons of food we
eat, another ton is wasted [Newsweek 05.17.2016].

The journalist uses other language means to indicate
PARTICIPANTS such as a charity, food retailers, international
companies, restaurant chains, the authorities and trade organizations:

Spearheaded by WRAP on behalf of the U.K. government
and devolved administrations, the Courtauld Commitment
2025 was launched in March 2016, a voluntary agreement
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to reduce food and drink waste by 20 per cent in the next
10 years. Over 100 major U.K. food retailers, including
Aldi, Sainsbury’s and Tesco; big brands like Coca Cola;
popular restaurant chains like Pizza Hut; 23 local
authorities; and trade organizations such as the British
Retail Consortium are involved in the initiative.
[Newsweek, 05.17.2016].

The use of figures (2 million tons of food, 20 per cent in the next
10 years, over 100 major U.K. food retailers, 23 local authorities etc.)
and the indication of the large number of different participants is aimed
at underlining the scope and seriousness of the problem that concerns
almost every member of society, firms and companies involved in food
industry and also the authorities.

In this article the CONSEQUENCES component refers to the past,
present or, primarily, the future actions of the participants that will help
to reduce food waste and its negative impact on society:

“Today’s report... gives us the clearest indication yet of
where, and why, food surpluses and waste occur,” WRAP
director Dr Richard Swannell said in a statement.
“Through a combination of prevention, redistribution to
people and diversion to animal feed, the grocery supply
chain could, in the next 10 years, almost halve its
avoidable food waste... This will significantly contribute to
delivering the Courtauld 2025 food waste prevention
target.” [...] “It highlighted that there is a huge amount of
wasted food — up to 400 million meals a year could be
provided for charity redistribution. However, | really
believe that the Courtauld Agreement should include a
target to give some of that unsold, edible food to charity,
as well as cutting food waste in general. We have not
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signed the Courtauld Commitment at present.” [...] “Both
estimates show there is considerable scope for more food
surplus to be redistributed to people,” a WRAP
spokesperson tells Newsweek. [...] “Last year, a number
of new initiatives were announced by individual retailers,
making use of innovative software to link up with local
charities. It won’t happen overnight, but by 2025, with the
Courtauld Commitment, retailers and manufacturers could
be redistributing 185,000 tons of surplus food — or more.”
[Newsweek 05.17.2016].

The journalist mentions actions such as prevention, redistribution
to people and diversion to animal feed, to give some of that unsold,
edible food to charity, cutting food waste in general. These nouns, verbs
and word combinations signify specific actions, but these actions are
caused by the main food-related activity indicated in the media text — the
wasting of food, and they can therefore be referred to as consequences.

In another article regarding the problem of food waste, the author —
Z0é Schlanger — also pays specific attention to the CONSEQUENCES
component of the ‘PEOPLE AS A SOURCE OF FOOD WASTE’
cognitive model:

Worldwide, 1.3 billion tons of food per year is wasted or
lost. This amounts to one-third of the world’s food, and it
is enough to feed 2 billion people. Yet despite this waste,
795 million people are going hungry around the world.
But food waste is also linked to climate change, because
when food is lost, the potential to feed more people isn’t
all that is wasted. Land, fertilizers, water, labor and the
energy fuels used to make that food are also wasted. If
food waste were its own country, for example, it would be
the third-largest emitter of greenhouse gases. All those
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emissions from farmwork are contributing to global
warming, but the food associated with these emissions is
feeding no one [Newsweek 04.07.2016].

The author mentions one of the most significant consequences of
wasting food — the process of climate change, establishing a connection
between throwing away food and a warming climate: A new study
published Thursday in the journal Environmental Science &
Technology set out to quantify just how much the food we throw away
translates into a warming climate [Newsweek 04.07.2016].

In order to persuade the recipient, the journalist provides a detailed
picture of the CONSEQUENCES component represented by
information about the negative impact on the environment of throwing
away food: she mentions the amount of CO2 currently caused by food
waste and also alludes to the increases in emissions in the future:

As the margin between how much food we produce and
how much we actually eat grows larger, so does the
contribution to climate change. By 2050, according to
researchers at the Potsdam Institute for Climate Impact
Research, food waste will amount to between 1.9 and 2.5
gigatons of CO2 per year from the agriculture sector,
compared with the 0.5 gigatons of CO2 attributable to
food waste now. By then, 14 percent of total agriculture
emissions will come from making food that will feed no
one [Newsweek 04.07.2016].

The whole article is dedicated to the CONSEQUENCES
component of the ‘PEOPLE AS A SOURCE OF FOOD WASTE’
model, but the journalist also discusses other consequences of food
waste, including changing individual behavior and performing actions
aimed at reducing food waste:
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“Avoiding food loss and waste would therefore avoid
unnecessary greenhouse-gas emissions and help mitigate
climate change,” co-author Prajal Pradhan said in a
statement. “Changing individual behavior [to avoid food
waste] could be one key towards mitigating the climate
crisis.” For some in the international development
community, that’s becoming a major focus. “We have
enough production in the world to feed everybody. Hunger
is the result of how our society is organized,” Barbara
Ekwall, senior liaison officer to the Food and Agriculture
Organization of the United Nations, said at a meeting of
environmental journalists in 2014. But thankfully, she
added, “our human behavior can be changed. That is a
huge source of optimism.” [Newsweek 04.07.2016].

The media article contains information about the specific changes
in human behavior which have been caused by the food waste problem;
she mentions changes in the practices of supermarkets which could help
to allieviate the situation: France, for example, is already taking steps
to change the flow of food. This year, it made it illegal for supermarkets
to throw out food that is still edible. Now markets must donate excess
food to food banks.

The journalist uses the media text in an effort to influence society by
changing the situation with food waste according to the following pattern:

FOOD WASTE - SOCIAL, ENVIRONMENTAL AND OTHER
PROBLEMS - MEDIA TEXTS INFLUENCING THE SOCIETY >
CHANGING INDIVIDUAL BEHAVIOR - REDUCING FOOD
WASTE - MITIGATING THE CLIMATE CRISIS

PARTICIPANTS, their CHARACTERISTICS, ACTIONS and
CONSEQUENCES become dominant components in the cognitive
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models realized in the analyzed media texts. The journalists’
concentration on ACTIONS is quite logical, as their aim is to represent
food-related activities in a negative light. The peculiarity of the
cognitive models realized in these examples is determined by the fact
that the media text fills the CHARACTERISTICS OF THE
PARTICIPANTS and CONSEQUENCES components with information
about the emotional state of the PARTICIPANTS, the impact of food
waste on the environment and the actions caused by the food waste
problem. The emotions of the PARTICIPANTS play a major role in the
development of the situation as one emotion (fear) causes the specific
ACTION (throwing away food); but this action, as a result, also causes
other emotions such as guilt, which is demonstrated by the narrative
that the media text constructs.

The media text constitutes a narrative according to the model
BUYING FOOD - KEEPING FOOD - FEARING FOODBORNE
ILLNESS - THROWING AWAY FOOD -> FEELING GUILTY
ABOUT FOOD WASTE. The THROWING AWAY FOOD and other
elements of the narrative coincide with the ACTIONS and other
components of the cognitive model.

Another article written by Suzanne Goldenberg is also dedicated to
the problem of food waste and it contains the same ACTION component
of the ‘PEOPLE AS A SOURCE OF FOOD WASTE’ cognitive model:

Vast quantities of fresh produce grown in the U.S. are left
in the field to rot, fed to livestock or hauled directly from
the field to landfill, because of unrealistic and unyielding
cosmetic standards, according to official data and
interviews with dozens of farmers, packers, truckers,
researchers, campaigners and government officials;
Produce is lost in fields, warehouses, packaging,
distribution, supermarkets, restaurants and fridges; By
one government tally, about 60 million tons of produce
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worth about $160 billion, is wasted by retailers and
consumers every year — one third of all foodstuffs
[Newsweek 07.13.2016].

However, in this article the journalist also employs richer and
more varied language means to foreground the ACTION component of
the ‘PEOPLE AS A SOURCE OF FOOD WASTE’ cognitive model
and therefore presents it in a variety of different modes. The language
means describe various actions related to food:

e wasting in general (throwing away, being sacrificed to
retailers’ demand for unattainable perfection, being lost,
wasting, being culled);

e actions that precede wasting food (getting rejected,
turning down, not accepting product, sending back);

o specific methods of eliminating food (abandoning, being
left to rot, being fed to cattle, being plowed over in the
field, being dumped, being directed to landfill, feeding a
significant share of his watermelon crop to cows, being
consigned to the dump).

In addition to the ACTION component, the journalist also pays
specific attention to the CONSEQUENCES of wasting food by giving a
detailed description of the harm that food waste can cause to society
and the environment. This component of the model is elaborated by the
author due to her intention to persuade the readers of the potential
dangers of wasting food on a large scale. The journalist mentions the
following consequences affecting various spheres of social life, social
groups and also the environment:

e social problems (Americans throw away almost as much food
as they eat because of a “cult of perfection,” deepening hunger
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and poverty, and inflicting a heavy toll on the environment;
That lost food is seen increasingly as a drag on household
incomes — about $1,600 a year for a family of four — and a
direct challenge to global efforts to fight hunger, poverty and
climate change);

environmental pollution (Food waste accounts for about 8
percent of global climate pollution, more than India or Russia;
Food dumps are a rising source of methane, a far more
powerful greenhouse gas than carbon dioxide. But experts
readily acknowledge that they are only beginning to come to
grips with the scale of the problem);

actions of government (The Obama administration and the
U.N. have pledged to halve avoidable food waste by 2030);
actions of businesspeople (But Roger Gordon, who founded the
Food Cowboy startup to rescue and reroute rejected produce,
believes that the waste is built into the economics of food
production. Fresh produce accounts for 15 percent of
supermarket profits, he argued; Food producers, retail chains
and campaign groups such as the Natural Resources Defense
Council have also vowed to reduce food loss in the ReFED
initiative; Some supermarket chains and industry groups in the
U.S. are pioneering ugly produce sections and actively
campaigning to reduce such losses);

actions of producers and distributors (But a number of producers
and distributors claimed that some retailing giants were still using
their power to reject produce on the basis of some ideal of
perfection, and sometimes because of market conditions; The
farmers and truckers interviewed said they had seen their produce
rejected on flimsy grounds, but decided against challenging the
ruling with the U.S. deparmment of agriculture’s dispute
mechanism for fear of being boycotted by powerful supermarket
giants. They also asked that their names not be used).
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As in the example mentioned above, another consequence of
wasting food may be the emotional state of the PARTICIPANTS; in
particular, the farmers and truckers. The media text indicates this
component both implicitly and explicitly:

They will dig through 50 cases to find one bad head of
lettuce and say: ‘I am not taking your lettuce when that
lettuce would pass a USDA inspection.’ But as the farmer
told you, there is nothing you can do, because if you use
the Paca [Perishable Agricultural Commodities Act of
1930] on them, they are never going to buy from you
again. Are you going to jeopardize $5 million in sales over
an $8,000 load? [Newsweek 07.13.2016].

In this extract the author uses the rhetorical question to
demonstrate the emotional state and attitude of one of the
participants. This is an implicit way of informing the recipient of the
text because the rhetorical question can be transformed into the
statement that You are not going to jeopardize $5 million in sales
over an $8,000 load, clearly indicating the participant’s reluctance
and negative attitude.

A word combination like to be stuck can be referred to as the
implicit language means of indicating the emotional state of the
PARTICIPANT as it describes the complicated situation in which a
participant finds himself. Such a situation is meant to cause the
negative emotional state of a person, but the reader of the media text
can draw a conclusion about this emotional state himself/herself; the
media text only demonstrates the antecedent of the negative emotional
state: And then you are stuck =>You feel desperate. The peculiarity of
this example lies in the fact that the journalist uses the participant’s
guotation to give an implicit representation of his emotional state
caused by the situation:
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“It’s all about blemish-free produce,” says Jay Johnson,
who ships fresh fruit and vegetables from North Carolina
and central Florida. “What happens in our business today
is that it is either perfect, or it gets rejected. It is perfect to
them, or they turn it down. And then you are stuck.”
[Newsweek 07.13.2016].

The journalist also indicates the emotional state of the
PARTICIPANTS explicitly using the following language means:

“These big growers do not want to piss off retailers. They
don’t enforce Paca on Safeway, Wal-Mart or Costco,”
said Ron Clark, who spent more than 20 years working
with farmers and food banks before co-founding Imperfect
Produce. “They are just not going to call because that will
be the last order they will ever sell to them. That’s their
fear. They are really in a pickle ” [Newsweek 07.13.2016].

The word fear and the idiom to be in a pickle are used to represent
the high grade of the negative emotional state of some of the situation’s
PARTICIPANTS explicitly. Thus, the CONSEQUENCES element also
differs from the previous example, as consequences are viewed in a
broader sense and include various aspects of social life, business
activities, environmental pollution etc. in addition to the emotional state
of the PARTICIPANTS.

In the article the journalist also draws the recipient’s attention to
the REASON for PARTICIPANTS’ ACTIONS component of the
‘PEOPLE AS A SOURCE OF FOOD WASTE’ cognitive model:

From the fields and orchards of California to the
population centers of the East Coast, farmers and others
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on the food distribution chain say high-value and
nutritious food is being sacrificed to retailers’ demand for
unattainable perfection; In more than two dozen
interviews, farmers, packers, wholesalers, truckers, food
academics and campaigners described the waste that
occurs  “‘upstream”: scarred vegetables regularly
abandoned in the field to save the expense and labor
involved in harvest. Or left to rot in a warehouse because
of minor blemishes that do not necessarily affect freshness
or quality; “Sunburnt” or darker-hued cauliflower was
plowed over in the field. Table grapes that did not conform
to a wedge shape were dumped. Entire crates of pre-cut
orange wedges were directed to landfill. In June,
Kirschenman wound up feeding a significant share of his
watermelon crop to cows [Newsweek 07.13.2016].

The journalist uses the media text to fill the component of
REASON with information about the high standards (regarding the
appearance of produce) of supermarket chains, which refuse to accept
unsuitable-looking food. This content is rendered by means of such
words and word combinations as unattainable perfection, minor
blemishes, “sunburnt” or darker-hued cauliflower and other lexical
units, the meanings of which range from abstract notions of perfection
to specific properties of food as shape and color. In comparison with
the previous example, the media text under analysis modifies the
‘PEOPLE AS A SOURCE OF FOOD WASTE’ cognitive model by
changing the REASON component.

The media articles, realizing two analyzed cognitive models, differ
from the pragmatic point of view. In realizing ‘FOOD AS A SOURCE
OF DANGER’ and other relevant cognitive models, the texts tend to
concentrate on the ACTIONS of PARTICIPANTS, CONSEQUENCES
of the ACTIONS and some other components, such as PLACE of food
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production, in order to demonstrate the dynamics of the represented
situations and to place the reader within the situation. In this case, the
journalist’s goal is to focus on food itself and to demonstrate that food
can become dangerous to people’s health due to their own improper
actions.

In realizing ‘PEOPLE AS A SOURCE OF FOOD WASTE’
cognitive model, the texts also foreground such components as the
PARTICIPANTS, their CHARACTERISTICS (e.g., emotional state), the
CONSEQUENCES for the environment and society in addition to
theACTIONS component. In cases like this, the journalist focuses on
people’s characteristics that can cause improper actions and thereby
lead to dangerous consequences. The journalists underline these and
other related components (for example, the REASON for
PARTICIPANTS’ ACTIONS etc.), because their communicative goal is
not to describe food as the source of danger, but to present people as the
source of the food-related problems. The journalist, shifting the focus
from food to the PARTICIPANTS, their CHARACTERISTICS
(emotions, fears of spoiled food, high standards of the supermarket
chains etc.) and their ACTIONS caused by emotions, represents the
same identity of a food- and health-aware nation, as their emotional
state, actions and their consequences refer to food and food-related
problems.

The CONSEQUENCES component is found in both models
because one of the aims of journalists is to predict the possible results
of the actions and events represented. In the media texts under
discussion we can discern the non-linear representation of the cognitive
models’ components; the journalist may start with representing, for
instance, CONSEQUENCES and ACTIONS components due to the
significant role they play in the process of representing the situation.

Some media articles tend to represent the customary, everyday
actions connected with food in a negative light in order to construct a
specific image of food in American media discourse and draw the
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recipients’ attention to food-related health problems. It should be noted
that these types of articles transform the more typical views on food
with the aim to change the usual approaches to the topic: The U.S. Food
and Drug Administration issued guidelines to reduce the amount of salt
added to foods by about a third, a move that could have a wide-ranging
impact on the processed food industry in the United States [Newsweek
06.01.2016]. In this extract the standard process of adding salt to food
is portrayed as negative due to the use of the noun a third in
combination with the verb to reduce, which presents the amount of salt
used in cooking as excessive.

The media text contains the ‘PEOPLE AS A SOURCE OF
DANGEROUS FOOD’ cognitive model, in which components such as
DANGEROUS INGREDIENTS and CONSEQUENCES are dominant:

The FDA sets targets to help reduce sodium intake to
2,300 mg per day from a current average of about 3,400.
Above, an order of Farfalle with Chicken and Roasted
Garlic at a Cheesecake Factory restaurant in Boston in
July 2014. The dish contains 1,370 mg of sodium,
according to the nonprofit Center for Science in the Public
Interest; Average sodium intake in the United States is
about 3,400 mg per day. The guidelines set targets for the
food industry to help reduce sodium intake to 2,300 mg per
day, the regulator said [Newsweek 06.01.2016].

The DANGEROUS INGREDIENTS component is intimated by the
indication of the average per capita sodium consumption in the US
(3,400 mg per day). It should be mentioned that the media text does not
express the meaning referring to this component explicitly. The
conversational implicature “3,400 mg of sodium per day is dangerous
for health” is actualized in the recipient’s mind by means of the
subsequent sentence indicating the desirable amount of sodium intake
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[Grice 1975]. The second sentence, interacting with the preceding one,
actualizes another implicature: “2,300 mg of sodium per day is less
dangerous for health”. The implicatures are explicated only as a result
of the juxtaposition and interaction of the sentences.

The dominant component of CONSEQUENCES is indicated in the
media text using the following means: When sodium intake increases,
blood pressure rises, and high blood pressure is a major risk factor for
heart disease and stroke — two leading causes of death in the United
States, the FDA said. By describing the CONSEQUENCES, the
journalist draws the recipient’s attention to health problems caused by
typical cooking practices in the US. It is in this type of way that media
discourse is used to exercise social control: the everyday practice of
cooking is controlled in order to reduce the negative effect of food on
health (see below).

The author also foregrounds the PARTICIPANTS (The U.S. Food
and Drug Administration, food manufacturers, restaurant chains)
and ACTIONS components. The ACTIONS component is represented
by verbs signifying preventive legal actions (to issue guidelines) and
food-related actions such as cooking (to add salt to foods), which, in
this text, are portrayed in a negative aspect by the journalist.

In the cognitive model the DANGEROUS INGREDIENTS,
CONSEQUENCES, PARTICIPANTS and ACTIONS components are
dominant because they correspond to the logic of the ‘PEOPLE AS A
SOURCE OF DANGEROUS FOOD’ cognitive model: the narrative in
the media text informs the recipient of the people (PARTICIPANTS)
adding specific ingredients to food (ACTIONS); an excessive amount of
these ingredients (DANGEROUS INGREDIENTS) leads to problems
with health (CONSEQUENCES). This remains a background story as
the media text contains information about other participants performing
preventive actions, the aim of which is to reduce the negative impact of
dangerous ingredients in food on people’s health.
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One can clearly see the process of the negative representation of
food-related activities in this extract: the journalist’s goal is to draw the
recipient’s attention to the problem of consuming dangerous food in the
country. In this case, the journalist is trying to demonstrate that the
actions of some people do make food dangerous and at the same time
other actions performed by other people are aimed at reducing the
negative impact of food ingredients on consumers’ health.

By actualizing the cognitive models, prioritizing some meanings in
the discourse, propagating the respective ideas, constructing and
sustaining the identity of a food- and health-aware nation, the media
exercises control over people’s everyday behavior and practices. The
specific realization of the cognitive models, i.e., foregrounding and
concentrating on some of their components, has a direct pragmatic
effect: for instance, by highlighting the consequences of events for
society, people’s health and the environment, the media attempts to
change people’s views and actions affecting these domains, thereby
exercising a form of social control.

This begs the question as to whether the media itself exercises
social control in this respect or whether it merely serves as a tool in a
process which is ultimately controlled by the authorities. There are
cases when the media has brought about social change by revealing
some hard-hitting facts about, for example, corruption, crime or social
inequality. In cases like this, the media tries to direct society’s attention
to social, political, ecological, racial and other problems. Media
attention of this type can result in protests, investigations, murders,
arrests, measures taken by the authorities, police and other official
bodies, which may actually constitute social change. In this way, media
discourse — including the people who disseminate texts, the contents of
which are determined by specific communicative goals — can change
the social, political situation in a community.

In this case, the media is used by the government to control food-
related activities which result in health problems. This control is
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realized in the negative representation of food-related activity on the
one hand and in the enacting of legislation and guidelines concerning
food-related activities on the other: The U.S. Food and Drug
Administration issued guidelines to reduce the amount of salt added to
foods by about a third; The health agency also said the guidelines
would apply to food served in restaurants; The much anticipated set of
guidelines have been in the works since 2011 [Newsweek 06.01.2016].
The legislation and guidelines are not issued by the media, but the
media plays a role in disseminating information concerning these food-
related activities. The word anticipated, intensified by the adverb
much, demonstrates the readiness of society for legal actions which are
able to prevent negative consequences. The numeral 2011 indicates the
duration of this process, proving that society has been waiting for these
changes for a long time.

The analysis demonstrates that the authorities use the mass media
as means for exercising social control in some cases: by producing a
negative representation of some food-related activities, the media
affects people’s attitudes and actions and this is supposed to result in
social change. Negative representations of this type are achieved in the
media texts by the realization of two cognitive models ‘PEOPLE AS A
SOURCE OF FOOD WASTE’ and ‘PEOPLE AS A SOURCE OF
DANGEROUS FOOD.” In both models, significant components,
including ACTIONS, are clearly foregrounded. The ACTIONS
component in the models signifies food-related actions such as
throwing away food (‘PEOPLE AS A SOURCE OF FOOD WASTE’)
and to add salt to foods (‘PEOPLE AS A SOURCE OF DANGEROUS
FOOD’). The mechanism for exercising social control lies in drawing
the recipients’ attention to “good” and “bad” actions connected with
food. This is the function of foregrounding the ACTIONS component of
the relevant cognitive models: the cognitive structures of the media
texts encourage the recipients to follow the “good” actions and avoid
the “bad” ones.
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The food-related actions cannot be described without indicating
other  significant components, and thus PARTICIPANTS,
CHARACTERISTICS, CONSEQUENCES and other elements closely
connected with ACTIONS are given priority by the journalists. Through
this approach, journalists attempt to produce a substantial, multi-aspect
representation of the chosen phenomenon in order to renew and add
new cognitive elements referring to food, its consumption and its effect
on health in the cognitive system of a human being [cf. Kubryakova et
al. 1997; Khomyakova 2004; Maturana 1980].

The negative representation of food-related activities in American
media discourse also extends to other activities such as advertising. The
peculiarity of American media discourse lies in the fact that this customary
everyday phenomenon (which also belongs within media discourse) is
represented in a negative aspect due to the intention of journalists to
change the habitual behavior concerning food on the grounds of health
concerns. In this case, the media also tries to exercise social control — it
influences the recipients’ minds, persuading them to change their
customary food-related practices in order to alter the situation in society.

An article by Elisabeth Perlman discusses the problem of
advertising junk food to children:

On Friday, the Committee of Advertising Practice (CAP),
the body that sets advertising standards in the U.K,,
launched a public consultation on banning all junk food
adverts aimed at children, in an effort to combat rising
obesity levels. The body defines junk food as all products
high in fat, salt or sugar (HFSS products). The move
would see the current ban on TV adverts extended to all
media platforms, including the web. Last year 96 per cent
of 12 to 15-year-olds spent more time online than
watching TV according to Ofcom, the UK's
communications regulator [Newsweek 05.13.2016].
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Although the article is devoted to analyzing the situation with
advertising junk food in the U.K., it is published in the American
weekly Newsweek. By presenting the “British” food situation in
American media discourse, the article still demonstrates the attitude to
junk food in American society: the journalist has specifically chosen
this topic because of the junk food problem in the U.S. The
publication of the article corresponds to the journalist’s pragmatic
goal aimed at offering a negative representation of food-related
activities in media discourse. In this media text, a cognitive model of
‘JUNK FOOD ADVERTS AS ONE OF THE REASONS FOR
OBESITY’ is realized with the aim of introducing changes into the
individual behavior of the PARTICIPANTS (children). Food-related
activities such as advertisements for food are represented in a
negative aspect by using the attribute junk and the verb to ban, both
of which portray the process of advertising unhealthy food as harmful
for the community.

The media text is used to foreground the following components of
the cognitive model: PARTICIPANTS (children, the Committee of
Advertising Practice, parents, schools, a wide range of public health
professionals and regulatory bodies), their CHARACTERISTICS (age:
12 to 15-year-olds; interests: Last year 96 per cent of 12 to 15-year-
olds spent more time online than watching TV according to Ofcom, the
UK.’s communications regulator), MEDIA (all media platforms,
including the web), ACTION (public consultation on banning all junk
food adverts aimed at children; The move would see the current ban on
TV adverts extended to all media platforms), REASON for ACTION
(rising obesity levels; Too many children in the U.K. are growing up
overweight or even obese, potentially damaging their health in later life
and imposing a high cost on society; Figures published by the Health
and Social Care Information Centre for 2014-15 revealed that one in
five children in England was obese by the end of primary school;
Unhealthy food and drink is a leading cause of preventable deaths),
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GOAL of ACTION (to combat rising obesity levels, tackle this deep-
seated public health challenge; In proposing new rules, our aim is to
strike the right balance between protecting children and enabling
businesses to continue advertising their products responsibly; It isn’t
about putting food and drink brands out of business but if we are going
to promote products — let’s promote the healthy stuff!). The author also
mentions some OBSTACLES to ACTION (However, health
campaigners have criticized the consultation as vague and not
ambitious enough; The government is still very influenced by the food
industry; There are further loopholes and the potential for the food
industry to get exemptions. It is still possible that brands will retain
their celebrity endorsements and popular cartoon mascots. At this stage
we are not confident that the end result will be the necessary leap
forward public health advocates want to see). The dominant character
of these components is underlined by the repetition of language units
(including synonyms) meaning people, organizations, age, media,
banning, obesity etc.

The journalist represents these components as dominant in order
to draw the recipients’ attention and to focus any social activities on
the most significant objects (children’s health, TV, internet €tc.) as
well as the subjects (the Committee of Advertising Practice, parents,
schools, a wide range of public health professionals and regulatory
bodies), which would play a vital role in changing the situation
regarding children’s health in society. The author also foregrounds
other components including REASON, GOAL and OBSTACLES in
order to create a detailed picture of the issues that should be dealt with
in order to change the situation with regard to children’s health in
British society. Consequently, from the pragmatic point of view the
author’s intention is to introduce changes into one of the most
important aspects of societal life — the care of children’s health; in
order to exert a considerable impact on the recipients’ minds he
employs the military metaphor of CHILDREN’S OBESITY IS AN
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ENEMY (to combat rising obesity levels), both of which exert a
strong persuasive power.

As in some of the previous examples, while realizing the ‘JUNK
FOOD ADVERTS AS ONE OF THE REASONS FOR OBESITY’
cognitive model, the journalist shifts the focus from food to the actions
and characteristics of food-related participants in order to demonstrate
the active role which participants can play in changing the situation in
society.

3.3. Positive representations of food

The research undertaken in this study has identified several
examples of the positive representation of food in American media
discourse. This positive representation is influenced by a number of
specific goals of journalists, and both negative and positive
representations of food and food-related activities are determined by the
media’s intention to construct and sustain the identity of a food- and
health-aware nation.

The article “Controversial New U.S. Dietary Guidelines Suggest
Not All Fats are Bad, But Sugar is Evil” by Jessica Firger [Newsweek
01.07.2016] displays the realization of the ‘FOOD AS A SOURCE OF
HEALTHY LIFE’ cognitive model along with the ‘FOOD AS A
SOURCE OF DANGER’ model. The article concerns a series of new
dietary guidelines which had been released by American health officials:

U.S. health officials on Thursday released much-
anticipated — and controversial — new dietary guidelines.
The research-based framework, meant to advise millions
of Americans on what to eat, is formulated by a committee
of government-appointed experts and updated every five
years [Newsweek 01.07.2016].
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In the ‘FOOD AS A SOURCE OF HEALTHY LIFE’ cognitive
model realized in the media text, components such as HEALTHY
INGREDIENTS and CONSEQUENCES are dominant. HEALTHY
INGREDIENTS are the elements contained in food and
CONSEQUENCES are the effects of eating healthy food. Another
dominant component which is present in all cognitive models analyzed
is FOOD itself, and it is represented by lexical units signifying various
types of food:

The 2015-2020 Dietary Guidelines, the eighth edition,
recommend Americans stick with a plant-based diet rich in
fruits, vegetables and whole grains, while limiting intake
of refined sugars, sodium, and saturated and trans fats.
Protein sources should come from lean meats and
seafood, low-fat or fat-free dairy, nuts and legumes
[Newsweek 01.07.2016].

The journalist also mentions specific types of food such as eggs,
sugar, red meat, lean beef, etc. The presence of lexical units signifying
various types of food can be explained by the specifics of the guidelines
issued by the U.S. Authorities, the aim of which is to provide clear
instructions regarding the various types of food consumed by
Americans. The guidelines underline the importance of variety of foods
to be eaten by the American community: The U.S. Department of
Agriculture, which released the guidelines with HHS, said the new
advice provides a flexible framework that encourages Americans to eat
a variety of foods and is easily adaptable to individual taste
preferences, cultures and a family’s financial budgets [Newsweek
01.07.2016].

The HEALTHY INGREDIENTS dominant component is indicated
by lexical units signifying the elements contained in food that exert a
positive influence on health:
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e “Good” fats, such as those found in salmon, nuts and
avocados, on the other hand, are relatively healthy.

¢ This change is good news for the egg industry — eggs are
another example of a food containing these “good”
monounsaturated and polyunsaturated fats, which
actually have protective benefits when it comes to heart
health. The Egg Nutrition Center, a research group
funded by the American Egg Board, released a glowing
press statement on Wednesday morning, commending the
committee. “The removal of a daily dietary cholesterol
limit and inclusion of eggs within all recommended
healthy eating patterns supports regular consumption of
eggs along with other nutrient-rich whole foods such as
fruits, vegetables and whole grains,” the center said in a
statement. “As an affordable, nutrient-rich source of
high-quality protein, eggs can help Americans build
healthful diets”.

o Lean beef is a wholesome, nutrient-rich food that helps us
get back to the basics of healthy eating, providing many
essential nutrients such as zinc, iron, protein and B
vitamins, with fewer calories than many plant-based
sources of protein [Newsweek 01.07.2016].

The multitude of lexical units here indicates that this component of
the cognitive model is considered to be dominant. The importance of
the healthy properties of these elements is indicated by lexical units
such as good (expressing a general evaluative characteristic), protective
(expressing a functional characteristic), high quality (evaluating the
level of quality), nutrient-rich (specifying a considerable amount of
ingredients), essential (expressing the necessity of obtaining the
ingredients), fewer calories (specifying the quantity of ingredients).
The lexical units used in the function of the attributes serve to
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foreground the HEALTHY INGREDIENTS component of the cognitive
model. The types of ingredients (monounsaturated and
polyunsaturated) are indicated in order to give the reader a clear and
detailed representation of the cognitive model and to introduce changes
into his/her cognitive system [Maturana 1980].

Another dominant component in the ‘FOOD AS A SOURCE OF
HEALTHY LIFE’ cognitive model is CONSEQUENCES:

e “Protecting the health of the American public includes
empowering them with the tools they need to make
healthy choices in their daily lives,” said Secretary of
U.S. Health and Human Services (HHS) Sylvia Burwell.
“By focusing on small shifts in what we eat and drink,
eating healthy becomes more manageable. The Dietary
Guidelines provide science-based recommendations on
food and nutrition so people can make decisions that
may help keep their weight under control, and prevent
chronic conditions, like Type 2 diabetes, hypertension
and heart disease ”;

o This change is good news for the egg industry — eggs are
another example of a food containing these “good”
monounsaturated and polyunsaturated fats, which actually
have protective benefits when it comes to heart health;

e Though the guidelines recommend against high
consumption of red meat, the National Cattlemen’s Beef
Association instead took a positive spin, pointing out
that the guidelines say lean meats should be a consistent
food staple in the American diet, and red meat can be
lean and therefore eaten in healthy moderation;

o “Numerous studies have shown positive benefits of lean
beef in the diet, and | commonly encourage my patients
to include beef in their diet to help them maintain a
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healthy weight and get the nutrients they need to be
physically active ” [Newsweek 01.07.2016].

The language means in the media text enrich the
CONSEQUENCES component with meanings such as “preventing
illnesses”, “protecting organs”, “bringing positive benefits for
health”, “maintaining healthy weight”, “being physically active”,
drawing the readers’ attention to the particular benefits of eating
healthy food and encouraging them to follow healthy diets.

Though the article is mostly dedicated to discussing the positive
benefits of eating healthy food, the DANGEROUS AMOUNT OF
FOOD INGREDIENTS component of the ‘FOOD AS A SOURCE OF
DANGER’ cognitive model can also be found in the text: The new
guidelines recommend that Americans get less than 10 percent of their
calories from added sugars and saturated fats, and consume less than
2,300 milligrams of sodium each day. The guidelines published in 2000
didn’t specify exactly how much sugar is too much [Newsweek
01.07.2016]. By indicating the desirable amount of some food and food
ingredients with the help of less than word combinations, the author
actualizes “getting 10 percent or more of calories from added sugars
and saturated fats and 2,300 milligrams or more of sodium each day is
dangerous for health” implicature, influencing the readers’ ideas
concerning healthy eating.

A part of the article title — the clause Sugar is Evil — refers to the
CONSEQUENCES component of the cognitive model, as it provides a
general evaluation of consequences of sugar consumption. The author
formulates a direct statement containing the evaluative and expressive
word evil in order to formulate the idea that “unhealthy food is
dangerous for health”; she equates the consequences of consuming
sugar to the phenomenon of negativity viewed from the moral and
religious points of view and the chosen language form exerts a strong
influence on the recipient.
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In this article the journalist assists the reader in making a choice
between healthy and unhealthy food. From a pragmatic point of view,
the journalist’s goal is to encourage the reader to choose the option of
healthy food consumption by foregrounding the HEALTHY
INGREDIENTS and CONSEQUENCES components of the cognitive
model.

The language means in the text of the article are also used to
realize ‘FOOD AS A SOURCE OF DANGER’cognitive model, in
which the DANGEROUS AMOUNT OF FOOD INGREDIENTS and
CONSEQUENCES components are foregrounded. The parallel
realization of two opposing cognitive models encourages the reader to
make a choice; the ‘FOOD AS A SOURCE OF HEALTHY LIFE’
model receives a more elaborate and detailed realization, a feature
which is determined by the journalist’s goal of influencing the reader’s
point of view.

A further goal of the journalist is to inform the reader that the
guidelines may have been influenced by some U.S.A. food industry
associations; she proves this by discussing the controversy that the
guidelines have caused:

e Other U.S. food industry associations also responded to
finalized guidelines. The Sugar Association said the
advice to avoid “added sugar” is based on weak science.
“We maintain these ‘added sugars’ recommendations
will not withstand the scrutiny of a quality, impartial
evaluation of the full body of scientific evidence,” the
association said in a statement. “As with past examples of
dietary guidance not based on strong scientific evidence,
such as eggs, the ‘added sugars’ guidance will eventually
be reversed”;

o Early in 2014, the committee’s draft guidelines were met
with widespread criticism from politicians and nutrition
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and health experts, who argued that the advice was not
completely based on sufficient, relevant and up-to-date
science. In June, Republican lawmakers claimed the
committee had overstepped its boundaries, in particular
by reviewing studies that examined how certain diets
impact the environment [Newsweek 01.07.2016].

As was mentioned above, the author also mentions the positive
evaluation of the guidelines by some of the food industry associations.
By including both positive and negative evaluations of the guidelines
by the American food associations, the journalist tries to demonstrate
the existence of rivalry, conflicts of interest and the struggle for
consumers in the American food industry and business spheres:

In September, BMJ published a scathing review of the
methodology, arguing that the committee omitted research
or chose to review poorly designed, and sometimes
irrelevant, studies on critical topics such as different types
of diets. The journal also suggested that many members of
the advisory panel had undisclosed conflicts of interest
such as one who received research funding from the
California Walnut Commission and the Tree Nut Council,
as well as vegetable oil companies Bunge and Unilever.
Another committee member received more than $10,000
from Lluminari, which produces health-related multimedia
content for General Mills, PepsiCo, Stonyfield Farm and
Newman’s Own [Newsweek 01.07.2016].

The author aims to provide a positive representation of food but
focuses on a largely negative representation of food-related activities
(issuing dietary guidelines) due to the discussions and problems which
the guidelines have brought about.
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Another article by Jessica Firger also concerns the problems
caused by the U.S. Dietary Guidelines:

A new report published in BMJ on Wednesday suggests the
latest U.S. dietary guidelines up for review are not based
on sufficient and up-to-date scientific research of crucial
topics, such as saturated fats and low-carbohydrate diets,
and may even be fraught with industry biases. [...] The
point behind government-recommended guidelines is to
help millions of Americans wade through often confusing
and conflicting research and hearsay when deciding what
to throw in their shopping cart. But the BMJ suggests the
panel ignored key pieces of new research in “a reluctance

to depart from existing dietary recommendations”
[Newsweek 09.24.2015].

This article provides a negative representation of food-related
activities (the issuing of dietary guidelines), as the article is also aimed
at demonstrating existence of rivalry, conflicts of interest and the
struggle for consumers in the American food industry and business
spheres: According to Teicholz, the 2015 panel primarily relied on
systematic reviews from health advocacy organizations, such as the
American Heart Association and the American College of Cardiology.
Organizations such as these receive funding from food and drug
companies [Newsweek 09.24.2015].

The negative representation of food-related activities is also
achieved by demonstrating that the guidelines lack a sufficient basis in
terms of scientific data:

o The last time the committee members drew up guidelines —
in 2010 — they used the Nutrition Evidence Library that
was established by the USDA, which provides systematic
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analyses of research on various nutrition subjects, such
as sodium and sugar intake. But the committee that
worked on the 2015 guidelines didn’t use that system for
more than 70 percent of the topics, including some of the
most controversial, according to Nina Teicholz, a New
York City-based journalist and author of The Big Fat
Surprise: Why Butter, Meat & Cheese Belong in a
Healthy Diet, who wrote the BMJ report.

o However, Teicholz says, the review of the science behind
saturated fat consumption didn’t include research from
the last five years, including several notable papers that
don’t demonstrate a link between high saturated fat
consumption and increased risk for heart attack and
stroke.

¢ In the BMJ report, Teicholz says that in some instances,
the committee based their conclusions on limited
research or poorly designed studies, such as a single
clinical trial of 180 people with metabolic syndrome,
which found the Mediterranean diet was most effective
for weight loss.

o With low-carbohydrate diets, the committee claimed to
find “only limited evidence” that skipping bread could be
beneficial to health. However, upon closer look, Teicholz
found that more than 100 studies on low-carbohydrate
diets have been conducted since 2000, and at least 70
were randomized controlled trials, nearly half of which
lasted for more than six months. She says that volume of
research should be sufficient to make a more definitive
statement about this type of diet [Newsweek 09.24.2015].

The negative representation of food-related activities is achieved
by the realization of the ‘FOOD-RELATED ACTIVITY AS A
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SOURCE OF DANGER’ cognitive model. The author underlines the
ACTION component of the model by indicating the inefficient actions
that led to the issuing of the controversial guidelines; for example, an
inefficient use of systematic research analyses, the results of recent
research being ignored, and conclusions based on limited research or
poorly designed studies.

Food receives a specific form of representation in American media
discourse. Journalists apply negative aspects of food and food-related
activities to their texts and this fact is determined by their aim to
construct the identity of food- and health-aware nation. The media texts
on the topic of food contain cognitive models in which some
components are foregrounded due to the author’s intention to underline
the most significant aspects associated with food and food consumption
in American society. Thus, food becomes the central pole around which
the other components of the cognitive models are grouped.

The media participate in a sophisticated process of changing
societal attitudes to some objects and phenomena: due to the level of
economic development that has shaped the views and habits in society,
people perform actions that are assessed positively by the majority of
that society. The media is able to influence public consciousness by
representing some objects and phenomena from a particular angle and
thereby transforming societial attitudes to these issues. This change can
be executed by changing the individual behavior of people or by
enacting official actions (such as the introduction of new legislation or
issuing guidelines). Consequently, the media texts encourage their
recipients to follow the socially accepted actions and avoid the actions
disapproved of by society as a whole.
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CHAPTER 4
COGNITIVE AND PRAGMATIC ASPECTS OF
FOOD REPRESENTATION IN
BRITISH MEDIA DISCOURSES

4.1. Positive representations of food

According to Tomas¢ikova (2012), food-related content is one of
the most commonly appearing types of narrative categories in media of
the last decade. In her paper she focuses on media narratives and argues
that “food appears in various narrative forms: documentaries about the
history and present-day food and drink elements and ingredients; we
find references to food in news programmes; there are cooking
narratives on morning television; reality game shows focus on food,;
food and cooking reality shows present chefs, celebrities or ordinary
people performing their favourite recipes; breaks within and between
individual programmes include countless commercials for healthy
and/or tasty eating and drinking” [Toma$¢ikova 2012: 102]. The
concept of food as a significant aspect of people’s biological, social,
cultural, business and other lives can determine the topics discussed in
media discourse. As was demonstrated in the previous chapter,
journalists offer their views on the topic of food and food-related
activities influenced by present-day circumstances and situations.
Media materials are often aimed at changing individual behaviors or
states of affairs relating to food and food-related activities.

In contrast to American media discourse where food and food-
related activities are primarily represented from a negative point of
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view, British media discourse offers a somewhat different view on food
and food-related activities. In the analytical media texts published on
The Guardian website, food is represented as a staple of leisure,
entertainment, tourism and other fields. British journalists focus on the
positive aspects of consuming food in British society. Food is not
viewed as something that should be changed: journalists assess the
characteristics of food and view it as a tool which can be used to
perform different activities in various spheres.

One of the spheres in which activities are necessarily accompanied
by food is tourism. An article by David Mitchell entitled “We Should
Take Pride in Britain’s Acceptable Food” concerns the issue of
assessing British food by foreigners:

A phrase really jumped out at me from a newspaper last
week. The Times said a recent survey into Spanish
attitudes to Britain, conducted by the tourism agency Visit
Britain, “found that only 12% of Spaniards considered the
UK to be the best place for food and drink”. That, 1
thought to myself, may be the most extraordinary use of
the word “only” I have ever seen. Has its meaning
recently flipped? Has it been warped by an internet
hashtag or ironic usage by rappers? Is it like how “bad”
or “wicked” can mean good, and actors receiving awards
use the word “humbled” to mean “incredibly impressed
with myself”? Because, if “only” still means what I think it
means, the paper is implying it expected more than 12% of
the people of Spain to think Britain was “the best place for
food and drink”. That’s quite a slur on the Spanish. How
delusional did it expect them to be? What percentage of
them would it expect to think the world was flat? | know
we re moving into a post-truth age, but 12% of a culinarily
renowned nation considering Britain, the land of the Pot
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Noodle and the garage sandwich, to be the world’s No 1
destination for food and drink is already a worrying
enough finding for the Spanish education system to
address. It would be vindictive to hope for more [The
Guardian 07.30.2017].

On the one hand, the journalist admits that British food is by no
means perfect; however, the goal of the journalist here is to persuade
the reader that British food has changed over the last few years. In
order to change the views on British food held around the world today
the journalist aims at representing food in a positive aspect, realizing
the ‘BRITISH FOOD AS A SOURCE OF NATIONAL PRIDE’
cognitive model which is reflected in the article’s title itself.

Table 4.1.1-“BRITISH FOOD AS A SOURCE OF NATIONAL
PRIDE’ Cognitive Model

General components
of the model
(macrostructure)

Specific components
of the model

Textual elements used to realize the
components of the model

PLACE

BRITAIN

This is all very jocular and a welcome
distraction from Gibraltar, but | hope
Visit Britain doesn’t get carried away
with this food push. I really don’t think
the 12% figure is one it should be
disappointed with, even if, on closer
examination of the survey, the
respondents didn’t actually say they
thought Britain was “the best place for
food and drink™, just that sampling the
food and drink would be a motivation
for choosing the UK for a holiday.

PARTICIPANTS

FOREIGN
TOURISTS,
OFFICIALS, TV
HOSTS, CHEFS,
THE BRITISH
PEOPLE

The Times said a recent survey into
Spanish attitudes to Britain, conducted
by the tourism agency Visit Britain,
“found that only 12% of Spaniards
considered the UK to be the best place
for food and drink”;
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Continuation of table 4.1.1

That’s quite a slur on the Spanish; But
it seems that’s what Visit Britain and
the Foreign Office are going for. Last
week the British ambassador to
Spain, Simon Manley, donned a union
jack apron and went on the hit Spanish
cookery programme EI Comidista to
advocate British cuisine and try to
change the perceptions of the 88% of
the Spanish population still currently
in their right minds; It was his second
appearance on the programme: the first
was last year when he was
“summoned” to explain Jamie Oliver’s
heretical addition of chorizo to paella;|
think the host of EI Comidista, Mikel
Loépez Iturriaga, got it about right
when he said: “For many Spaniards,
British food is the ultimate example of
bad international cuisine...”; And our
ambassador betrayed weaknesses in
our cooking, even as he spoke up for it:
“The idea is to combat the stereotype
about British food and drink and
promote the idea that we take ideas
from around the world and we adapt
them for this cosmopolitan cuisine we
know today”; We proudly note how
highly the restaurants of chefs like
Heston  Blumenthal come in
international rankings even as we peel
the film off our microwave dinners; We
have an interesting country, an
interesting past and we’re an
interesting people: no nastier than
most and hard to ignore. And, for better
or worse, what we are, what we have,
and whatever it is that our culture
represents, comes from centuries of
working through lunch.
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Continuation of table 4.1.1

OBJECT

FOOD

The Times said a recent survey into
Spanish attitudes to Britain, conducted
by the tourism agency Visit Britain,
“found that only 12% of Spaniards
considered the UK to be the best place
for food and drink”; Last week the
British ambassador to Spain, Simon
Manley, donned a union jack apron and
went on the hit Spanish cookery
programme El Comidista to advocate
British cuisine and try to change the
perceptions of the 88% of the Spanish
population still currently in their right
minds; He responded with a recipe for
roast chicken with mustard.

CHARACTERISTICS
(OF THE OBJECT)

NEGATIVE
ASSESSMENT

A bit of academic interest, and the
memory of a disappointing white ant
egg soup or crispy tarantula, might
really help soften the blow of a first
baffled visit to the salad cart at a
Harvester; “For many Spaniards,
British food is the ultimate example of
bad international cuisine...” — and
there are many outlets on the Costa Del
Sol that work tirelessly to recreate that
flavour for British visitors.

REASON (FOR
IMPROVEMENT)

AMBITION TO
CORRESPOND TO
INTERNATIONAL
STANDARDS,
COMPETITIVENESS

The fact that food has improved in
Britain is a sign, not of a major change
in those cultural priorities, but of two
other factors: how international we’ve
become and our competitive spirit.
The food has been brought up to
standard, for the same reasons that
we’ve put in proper coffee machines
and wifi — to show we’re keeping up.

CONSEQUENCES

IMPROVEMENT OF
FOOD IN BRITAIN,
POSITIVE
ASSESSMENT

Food here is OK. Or rather, it’s
sometimes terrible and sometimes
delicious but usually neither and it
averages out as fine. Lots of us are
really fat now — that’s got to be a good
sign; ““...but I think that everything has
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End of table 4.1.1

improved substantially in recent years,
and today it is much easier to find
decent food.” So decent food is now
available; I'm sorry, and I almost
certainly don’t mean you: there is, as I
say, brilliant food to be had in Britain.
There always has been, | suppose, but
I’m sure there’s more of it now; The
fact that food has improved in Britain
is a sign, not of a major change in those
cultural priorities, but of two other
factors: how international we’ve
become and our competitive spirit; The
food has been brought up to standard;
In food, as in cycling, Britain can now
win.

These components are dominant within the framework of the
cognitive model realized in the media text because the objects and
people they refer to play a crucial part in changing international
attitudes towards British food.

The PARTICIPANTS component is foregrounded by language
means signifying foreign tourists, TV hosts, chefs and British officials.
These language units make this component dominant as the foreign
tourists are the primary participants in assessing British cuisine; TV
hosts play an important role in informing the public of the peculiarities
of food and cooking habits. Officials and ordinary British people may
deal with foreigners; and the actions which can be taken to improve
British food and cuisine depend on them.

The CHARACTERISTICS component is foregrounded by language
means with an evaluative meaning; a negative assessment affects the
recipient’s thinking and makes him focus on the object of assessment —
food. The REASON and CONSEQUENCES components are
foregrounded to demonstrate the evolution of the food industry in
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Britain; this is also one of the subgoals that complies with the main
pragmatic goal of the journalist (see below).

The author explains the relative absence of quality food in Britain
by stating that this has never been a cultural priority; it is instead a
feature which is part of the British national character and the British
have many other things to be proud of: As most Spaniards noted in the
survey, there are better reasons to go to Britain than the food: the
history, the castles, the stately homes, the museums, the countryside, the
coastline, the concerts, the theatre, the cities [The Guardian
07.30.2017]. In terms of food, the British public should be proud of the
cuisine that they have, although British food has changed greatly over
the last few years and its quality is much higher than in the past. The
author places two states into opposition: the present (when the quality
of food is high) and the past (when British food was considered to be
bad by the foreigners):

The Past

And our ambassador betrayed
weaknesses in our cooking, even as he
spoke up for it: “The idea is to
combat the stereotype about British
food and drink and promote the idea
that we take ideas from around the
world and we adapt them for this
cosmopolitan  cuisine  we  know
today”’; But the stereotype bemoaned
by the ambassador has its basis in
truth: delicious food has never been a
cultural priority.

The Present

“..but I think that everything has
improved substantially in recent
years, and today it is much easier to
find decent food.” So decent food is
now available; I'm sorry, and 1
almost certainly don’t mean you:
there is, as | say, brilliant food to be
had in Britain. There always has
been, I suppose, but I'm sure there’s
more of it now; In food, as in cycling,
Britain can now win.

The journalist’s pragmatic goal is to change international attitudes

to British food, to present Britain as an interesting and attractive
country and to represent food as one of Britain’s sources of pride: We
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have an interesting country, an interesting past and we’re an
interesting people: no nastier than most and hard to ignore. And, for
better or worse, what we are, what we have, and whatever it is that our
culture represents, comes from centuries of working through lunch
[The Guardian 07.30.2017].

In order to achieve his goal, the journalist underlines the
components of the cognitive model. By imbuing the REASON (FOR
IMPROVEMENT) and CONSEQUENCES components with new
positive content, the author changes the cognitive model stored in the
recipient’s mind which thereby leads to a change in their attitude to
British food. By changing the cognitive model, the journalist introduces
changes into social reality (the corresponding aspects undergo changes
in real life): in this case the ‘BRITISH FOOD AS A PROBLEM FOR
TOURISTS’ model is transformed into the ‘BRITISH FOOD AS THE
SOURCE OF NATIONAL PRIDE’ model; the journalist clearly
demonstrates how the CHARACTERISTICS (OF THE OBJECT)
component (containing a negative assessment) influences the REASON
(FOR IMPROVEMENT) component which then leads to positive
CONSEQUENCES.

One major piece of information that the journalist uses to
transform the cognitive model is that of assessment. This alteration is
reflected in the media text: in order to transform the cognitive model,
the journalist imbues the CHARACTERISTICS and CONSEQUENCES
components with information about assessment: the negative
assessment given to British food by foreigners becomes positive due to
the description of the changes that have occurred in the sphere of the
British catering industry.

Within the media text the journalist does not reveal the ACTIONS
component that precedes CONSEQUENCES and includes the specific
activities of the authorities and businesses involved in the catering
industry aimed at raising the standard of food served in Britain. It is
determined by the fact that the journalist does not intend to draw the

85



recipient’s attention to the specific features of the food industry itself;
he instead intends to emphasize the idea that food is only one part of
the rich national culture of which the British are proud and, thus,
change international attitudes to the British food. Consequently,
particular attention is paid to the assessment of CHARACTERISTICS
and CONSEQUENCES, but not ACTIONS. The main aspect which is
worthy of the attention of the journalist and the readers in this example
is food as an element of culture, a feature which is underlined through
the negative and positive assessments given by foreigners and the
journalist.

The new model is formed and becomes established in the
recipient’s mind because its components contain information confirmed
by the data in the media text. The new model can only be fixed if a
journalist manages to persuade the recipient using the factual data. The
introduction and placement of a new cognitive model into the
recipient’s mind results in a change in their attitude towards British
food. This can in fact be viewed as a change in social reality, i.e., in the
construction of new social reality [cf. Searle 1995], because the
recipient in this case acquires a new feature — a new specific attitude
towards British food that affects their actions in real life. In this way,
the journalist tries to construct a new cultural identity of the British
nation in which food is represented as a source of national pride.

Another article written by Juliana Piskorz is also aimed at
constructing a positive image of food in the media discourse:

Last summer we went to Pride in Margate: it was very
guaint, there were about 15 people in the parade.
Afterwards we stumbled upon the Cheesy Tiger, on the
harbour wall. It’s a little shack that does amazing fish, the
music is lively and it’s full of locals. Sitting outside gives
the best view across the bay to Margate old town. We
spent a lazy day catching up with friends over peppercorn
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steak, burrata salad and calamari. Delicious, simple food,
with a great atmosphere [The Guardian 07.30.2017].

By presenting a few reviews of renowned chefs, restaurateurs and
food critics, the journalist aims at realizing the ‘EATING OUT AS A
SOURCE OF PLEASURE’ cognitive model in which some components
are foregrounded in accordance with the author’s pragmatic goal. As in
the previous example, the journalist clearly indicates components of the
cognitive model such as PARTICIPANTS (Zoe Adjonyoh, Neil Rankin,
Angela Hartnett, Russell Norman, Andi Oliver, Jay Rayner, Nieves
Barragan Mohacho, Fergus Henderson); she also supplies the reader
with information about their CHARACTERISTICS (chef-owner, co-
owner, presenter, Observer restaurant critic) in order to influence the
readers’ actions by applying expert opinion.

The FOOD element of the cognitive model is given specific
attention because FOOD is represented as a main object of the
PARTICIPANTS’ ACTIONS:

o It’s a little shack that does amazing fish, the music is
lively and it’s full of locals.

e We spent a lazy day catching up with friends over
peppercorn steak, burrata salad and calamari.
Delicious, simple food, with a great atmosphere.

e The wine is fantastic.

o The tables are perched on a little veranda and it’s a
lovely spot in which to sit back and have some wine and
Spanish tapas.

e But you also get the freshest fish, straight off the boat and
straight on to your plate. It’s worth going just for the fish
and chips, which are superb — but there are also juicy
fish tacos with chillies and beautiful oysters. It’s a proper
fish restaurant with a big variety.
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The food is really simple and stripped back, you rarely
find more than two ingredients on a plate and the menu
changes on a regular basis. One of my favourite things to
eat there, although it sounds ridiculous, is peas in their pod.
There’s nothing better than a big pile of peas in the sun.

It’s gorgeous, everyone has to bring a dish of something
and my niece makes a gigantic banoffee pie. | pick all
day at plates of pulled pork, salads and Cajun meats and
veg while catching up with my loved ones.

As soon as you enter you re instantly overwhelmed by the
smell of fresh shellfish and lashings of garlic butter.

The portions are large and the prices are fantastically
cheap — you can get a bucket of mussels for around £6
and a three-course meal for under £25.

You can sit outside on the terrace and order a spread of
tapas, including bocadillos and juicy octopus.

We sit on an unexcavated Pictish fort; champagne flows,
interested seals and basking sharks pop up to see what'’s
going on as legs of lamb are grilled on the barbecue. We
wash down the lamb with burgundy, we feast on cheese
and local oatcakes, and then we unleash The Growler:
the largest flask | have ever seen, wielded by my friend
Magnus, who pours gargantuan measures of whisky with
a glint in his eye [The Guardian 07.30.2017].

In the article the authors use recommendations and tips in which

various dishes are enumerated; descriptions of the variety of dishes
chosen by experts is one of the ways in which the journalist attempts to
influence the reader’s mind and persuade them to follow the experts’

One of the most important means of underlining the FOOD

component is realized by demonstrating its characteristics and assessing
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them in the media texts. The authors give a positive evaluation of
characteristics such as taste (amazing fish; delicious, simple food; the
wine is fantastic; It’s worth going just for the fish and chips, which are
superb; beautiful oysters;, There’s nothing better than a big pile of
peas in the sun), the size of portions (my niece makes a gigantic
banoffee pie; gargantuan measures of whisky) and price (the prices are
fantastically cheap). The meanings of some lexical units assess the
taste positively (delicious); the meanings of other lexical units possess
the highest degree of general positive evaluation (amazing, fantastic,
superb). The indication of simplicity (The food is really simple and
stripped back; delicious, simple food), the degree of freshness (the
freshest fish) as well as the amount of food served (The portions are
large) all provide a positive assessment of the food described in the
article. The positive assessment demonstrates that food and eating out
are viewed as a pleasure by the authors.

Another significant element in the ‘EATING OUT AS A
SOURCE OF PLEASURE’ cognitive model is PLACE. It is significant
for the authors, because their intention is to draw the reader’s attention
to eating out; eating in this case is also closely connected with such
features as the atmosphere, communication, location, staff and other
things that accompany the process of eating out and belong to a
particular place. The authors mention characteristics of restaurants and
cafés such as area size (It’s a little shack; a little bar on Cleveland
Street in London’s West End; the tables are perched on a little
veranda, It’s a little, unassuming place that used to be an old
fisherman’s shack), the availability of entertainment (the music is
lively), the exterior (From the outside there is nothing fancy about it),
location (Sitting outside gives the best view across the bay to Margate
old town; a little bar on Cleveland Street in London’s West End; it’s
on a back street which nobody really walks down; I absolutely love
Rockfish restaurant in Brixham fish market. You sit right by the sea
and look out as all the trawlers and boats come in, you can hear the
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seagulls and be overwhelmed by the pungent smell of the salt sea
that’s truly specific to the English Riviera; Rochelle Canteen is a
perfect place to go in the summer because it’s so secluded. It’s set in an
old primary school off Arnold Circus; You have to ring a buzzer to get
in through this gate and when you walk through you find yourself in a
lovely walled garden. The wall blocks out noise from the main road so
it’s easy to forget you're in London,; Every year we have a picnic in
Millfields Park, near where | live in Clapton; we stumbled upon a
restaurant on the harbour front called Oban Seafood Hut; I love to go
to the Ibérica restaurant in London’s Canary Wharf on a hot evening;
You can sit outside on the terrace; The kitchen is open, so you can see
the chefs and look on to the fountains of Cabot Square in the sun, and it
makes you feel like you have been transported to Spain; I spend my
birthday every year on a Hebridean island; We sit on an unexcavated
Pictish fort), the characteristics of the clientele (it’s full of locals), the
characteristics of the owners and staff (the guys who work there are the
best hosts possible; It was set up by an old fisherman called John
Ogden, who used to catch and cook the shellfish for his crewmates),
the atmosphere in the place (delicious, simple food, with a great
atmosphere; It’s one of those simple, unpretentious places that you
don’t get much any more).

Detailed descriptions of restaurants and cafés of this type are
necessary in order to persuade the reader to eat out. The examples given
above demonstrate that the authors pay particular attention to location,
explaining where the place is situated, what surrounds it, the features of
the buildings, the nearby sights etc. The authors foreground the PLACE
component using evaluative the lexical units of adjectives and verbs
(It’s a lovely spot in which to sit back and have some wine and Spanish
tapas, It’s a proper fish restaurant with a big variety; Rochelle Canteen
is a perfect place to go in the summer; | absolutely love Rockfish
restaurant in Brixham fish market; you can hear the seagulls and be
overwhelmed by the pungent smell of the salt sea that’s truly specific to

90



the English Riviera; You have to ring a buzzer to get in through this
gate and when you walk through you find yourself in a lovely walled
garden etc.). They evaluate the location and some of the features of the
restaurants and cafés, because constructing or renewing the ‘EATING
OUT AS A SOURCE OF PLEASURE’ cognitive model in recipient’s
mind can be performed more efficiently using lexical units with
positive connotative meanings.

The authors also use implicit evaluations in order to foreground
the PLACE component in the cognitive model: The kitchen is open, so
you can see the chefs and look on to the fountains of Cabot Square in
the sun, and it makes you feel like you have been transported to Spain.
The author does not use any lexical units with evaluative connotative
meanings into this sentence, but the concept of staying in Spain is
usually associated with activities such as sunbathing, swimming,
relaxing or having fun. All of these activities generate positive
emotions, and thus the imaginative placement of a subject in Spain by
means of the subjunctive mood conveys the sense of the types of
feelings that accompany being in Spain, which are usually evaluated
positively: being in Spain is great > it makes you feel like you have
been transported to Spain = feeling like you have been transported to
Spain is great.

In another example the author also uses an implicit evaluation: The
island is covered in macca, the mix of wild flowers and herbs, and it
means that you bounce home. The author does not assess the place
explicitly, but the presence of wild flowers and herbs in a location
usually evokes a positive attitude with people; consequently, by
demonstrating that the place where the author sometimes eats his
favorite food is covered in a mix of wild flowers and herbs, the author
creates a positive attitude associated with this place. Additionally, the
author mentions the unusual process of going home (it means that you
bounce home), which draws the reader’s attention to the author’s
exciting activities on a Hebridean island. Activities like this also evoke
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a positive attitude, so the place where these activities can be engaged in
receives an implicit positive assessment.

The authors also underline the ACTIONS component of the
cognitive model, representing actions associated with eating out such as
being in a café, restaurant and other places (Sitting outside gives the
best view across the bay to Margate old town, it’s a lovely spot in
which to sit back and have some wine and Spanish tapas; You sit right
by the sea; You can sit outside on the terrace; We sit on an unexcavated
Pictish fort), communicating with friends and relatives (We spent a lazy
day catching up with friends over peppercorn steak, burrata salad and
calamari; | pick all day at plates of pulled pork, salads and Cajun
meats and veg while catching up with my loved ones), eating and
drinking (One of my favourite things to eat there, although it sounds
ridiculous, is peas in their pod; | pick all day at plates of pulled pork,
salads and Cajun meats and veg; There is no finesse: you eat with your
fingers from polystyrene plates but that only adds to the magic; We
wash down the lamb with burgundy, we feast on cheese and local
oatcakes, and then we unleash The Growler: the largest flask | have
ever seen, wielded by my friend Magnus, who pours gargantuan
measures of whisky with a glint in his eye). While representing the
experience of being in a restaurant, the authors denote the usual
position of visitors (sitting). The representation of various actions that
people perform while eating out is aimed at providing a detailed
description of activities like eating out and draw the reader’s attention
to it. The actions described in the media text help to achieve a positive
representation of food in the media discourse as these actions include
the action of communicating with friends and family in pleasant
surroundings. The actions (eating, communicating etc.) are described
positively in accordance with the author’s intention to construct a
positive representation of food in British media discourse.

The cognitive model components of PARTICIPANTS, FOOD,
PLACE and ACTIONS are foregrounded in order to achieve the
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pragmatic goal of the journalist, which is to draw the reader’s attention
to outdoor activities such as eating out with friends and family, or to
specific places with good food and a unique atmosphere. The journalist
tries to guide the reader’s future actions in a particular direction by
applying expert opinion. The experts, for example, name specific cafés,
restaurants and their locations, allowing the reader to perceive the
PLACE component as dominant. The readers’ future choice of places
for eating out is influenced by the expert opinion; in this case the
PLACE component preserves its dominance in the cognitive model of a
new event — the reader’s visit to the specific places mentioned in the
article. Many of the cognitive model’s dominant components are
underlined via assessment.

The media texts providing a positive representation of food and
eating serve as tools for the construction of a new identity of the British
nation — as a nation that loves good food and eating out. This new
identity differs from the sterotypical opinion of British cuisine: food
and the majority of restaurants in Britain have traditionally been
appraised in a critical manner. This new identity is also fostered by
numerous cooking shows, recipe books, culinary magazines, food
programs on TV and radio and other media materials regarding food
and eating.

The new identity constructed largely through the media also
includes some health components: the British nation is also portrayed
as a health-conscious nation whose health predominantly depends on
the food consumed. In another article the journalist Felicity Cloake
draws the reader’s attention to a series of health issues; her article
actualizes the ‘FOOD AS A SOURCE OF HEALTHY LIFE’ cognitive
model:

When something makes it into the everyday story of country
folk that is The Archers, it’s safe to say that it has gone
mainstream. So, hearing Tom Archer’s plans for a kefir
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empire was all the proof | needed that, as he said:

“Fermented foods are the future!” As ever, where Gwyneth
Paltrow leads, Ambridge follows [The Guardian 07.26.2017].

The author pays particular attention to the FOOD component of
the cognitive model, which is realized by means of enumerating various
foods and drinks renowned for their healthy qualities:

e The health and wellness brigade have been fizzing over
ferments for almost a decade; indeed, way back in 2011,
Lindsay Lohan was said to have blamed a positive
alcohol test while on probation on her fondness for
kombucha, a fermented-tea drink. More pertinently,
perhaps, Australian journalist and bestselling sugar-
avoider Sarah Wilson urges anyone “with auto-immune
issues, irritable bowel syndrome, bloating, sugar
cravings or any kind of digestive or allergy issue” to
give fermenting a go. The Hemsley sisters have called
sauerkraut “our ultimate condiment for health”, while
chef Gizzi Erskine loves kimchi — a punchy Korean
speciality generally made from cabbage, chilli and
garlic — so much that she named her cat after it. Not bad
for what is, essentially, just some elderly cabbage.

e Live yoghurt is good, but kefir, a fermented milk drink
that originated in the Caucasus, is better — according to
Spector, it contains at least five times as many microbial
varieties. Kombucha is another decent source, as are
raw milk cheeses, sauerkraut, pickles or kimchi. Natto,
Japanese fermented soya beans, may be an acquired
taste, but nutty Indonesian tempeh is just like tofu, but
nicer. Just make sure none of it has been heat-treated to
increase its shelf life [The Guardian 07.26.2017].
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The PARTICIPANTS element of the cognitive model is
represented by the names of famous people — actors, food writers,
doctors, media personalities and others (Tom Archer, Gwyneth
Paltrow, Lindsay Lohan, Sarah Wilson, The Hemsley sisters, Gizzi
Erskine, Michael Pollan, Sandor Katz), all of whom have been chosen
by the journalist to bolster the importance of the information in the text
on food and persuade the readers to eat healthy (fermented) foods.

In order to persuade the reader, the journalist also explains the
mechanism of fermentation, underlining components of the cognitive
model such as the HEALTHY INGREDIENTS of fermented foods:

In simple terms, fermentation involves the use of micro-
organisms to transform food from one state to another —
sort of like cooking, but without the application of heat. In
the right conditions, bacteria and yeasts will start to
convert the natural sugars in foods into other
compounds, such as alcohol or lactic acid. This not only
inhibits the growth of other potentially more harmful
bacteria, but also changes the flavour of the food
concerned — the distinctive tang of yoghurt, for example, is
produced by microbes feeding on the lactose in milk. It
also, helpfully, slows the spoiling process [The Guardian
07.26.2017].

The journalist provides a clear picture of the fermentation process
by demonstrating the role of micro-organisms in transforming food
from one state to another and the immediate consequences and benefits
of this process for food and for the organism.

Another significant component of the cognitive model realized in
the media text under analysis is that of CONSEQUENCES. This
component plays an important role in the process of persuading
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readers to change their eating practices. By foregrounding this
component, the journalist encourages readers to choose healthy eating
practices. The journalist mentions the CONSEQUENCES of eating
fermented and other healthy foods such as encouraging beneficial
bacteria growth (One way of boosting your natural gut flora is to eat
more of the kind of foods they thrive on — which, according to the
British Dietetic Association, include onions, garlic, asparagus,
artichoke, chicory and banana. These prebiotics, as they are known,
will encourage microbe growth. The other way, which is what
concerns us here, is the use of so-called probiotics, foods or
supplements containing beneficial bacteria that, if they make it as far
as our guts, will take up residence there. Fermented foods, or at
least live fermented foods (beware pasteurised pickles, for example),
are generally considered to be an excellent source of these desirable
microbes), preventing illnesses (NHS Choices reckons there is good
evidence  probiotics can  preventchildren on  antibiotics
developingdiarrhoea; and some evidence that they can shorten an
episode caused by a stomach bug by up to a day; they may help
relieve the symptoms of irritable bowel syndrome and lactose
intolerance, too), the positive effect on people’s health in general
(these foods can be very, very powerful and healing, they can
potentially improve digestionand nutrient assimilation, immune
function and mental health and more. Those are benefits that we all
can enjoy and that’s not the same as curing any particular disease —
their place is in the context of a rich and very varied diet). This
method of demonstrating the wide range of benefits of eating
fermented foods is a powerful tool for persuading readers as it implies
the use of scientific data.

The journalist also proves the significance of fermented foods for
society by demonstrating that some measures have been taken
officially, e.g., an open-source science project has been established:
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Fortunately, as microbes seem to be the current buzz topic
within the scientific community, more such research is likely
to be forthcoming: Spector has already been instrumental in
the establishment of British Gut, the UK'’s largest open-
source science project, which is investigating the microbial
diversity of the human gut, running in tandem with a similar
project in the US. For about £350, you get an expert
interpretation of your microbiome — and scientists get the
benefit of your data [The Guardian 07.26.2017].

The journalist also advises the readers to choose fermented foods
and prepare them at home:

In the long term, however, you might be better off
preparing your own. Like many other ferments, kimchi is
surprisingly easy to make at home with little more than a
sturdy jar and a bit of patience. Mosley’s recent findings
in an episode of BBC2’s Trust Me, I'm a Doctor suggest
that homemade ferments often contain a more diverse
range of microbes than their shop-bought equivalents;
some of the commercial products he looked at contained
barely any. And, of course, doing it yourself means you
can expand your range beyond cabbage, which may well
be welcome after a few weeks of fragrant kimchi — I would
recommend kefir as a foolproof place to start. We are only
just beginning to understand the influence of the trillions
of tiny hitchhikers inside each of us, so the true
importance, or otherwise, of live foods to our diets may be
a while in coming. As Spector puts it: “We're still in the
dark ages as to how these amazing things work, but we
know they do.”And, well, if it’s good enough for Tom
Archer ... [The Guardian 07.26.2017].
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In foregrounding the specific elements of the ‘FOOD AS A
SOURCE OF HEALTHY LIFE’ cognitive model, the journalist is able
to achieve her pragmatic goal of drawing the readers’ attention to
healthy (fermented) foods. The journalist also aims to create a positive
representation of food in British media discourse and portray the British
as a health-conscious nation. This way the journalist constructs a new
identity for the British nation.

4.2. Connecting food with other spheres

The media also try to construct a positive image of food and eating
by associating them with pleasant activities such as being on holiday.
This corresponds to the trend of viewing holidays as a combination of
travelling, engaging in typical holiday activities, spending time with
family and enjoying good meals, and journalists utilize these
connections to represent food and eating as an integral part of a holiday.
Therefore, food is again represented in this case not as a means of
satisfying a basic physiological need, but rather as one way of
experiencing positive emotions. This point is given particular focus in
an article by Stephen Bush in which the ‘COOKING AND FOOD AS
INTEGRAL PARTS OF LEISURE’ cognitive model is realized.

In his article the journalist foregrounds components of the model
such as FOOD and DRINK:

o |If you are travelling abroad, bring tea with you. If you
are travelling to France, bring milk, too.

¢ Casanova used to pack fresh loaves of bread, butter and
cold meats so that he could breakfast in the style to which
he had become accustomed, regardless of where and with
whom he woke up.
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Always assume that any spices you want to buy will be
unavailable wherever you are staying.

If you are buying ingredients in a language other than
your own, taste them before you begin cooking. You may
think you have successfully bought carrots. It may look as
if you have bought carrots.

In the absence of a roasting dish, you can achieve the
same effect by wrapping meat or fish in tinfoil or baking
paper.

Even if you are not planning to use the restaurants, towns
with good places to eat tend to sell good ingredients, so
stay there.

The food lacked flavour and even now, | suspect they are
still preparing our “early breakfast” before our walk to
Westward Ho!

Don’t learn to drive, as it only leads to unnecessary trips
to procure unnecessary ingredients and unwanted
sobriety [The Guardian 07.28.2017].

The significance of these components is understandable, because
food and drink have become key constituents of an individual’s
lifestyle; they serve, among others, as indicators of a person’s wealth,

taste or background.

The TIME and PLACE components of the cognitive model are
important in this respect, because one of the journalist’s goals is to
demonstrate the dependence of cooking practices on location and

¢ Organised religion may be on the retreat in the United
Kingdom, but it is alive and well across the continent.
Always prepare for the possibility that you will not be
able to buy anything on Sunday.
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o If you are travelling abroad, bring tea with you. If you
are travelling to France, bring milk, too.

e If you are buying ingredients in a language other than
your own, taste them before you begin cooking.

o If it can be found in the house you are renting, assume
that the landlords have found it useless, and that is why it
is available to their hapless guests.

e Experimentation is for a lazy weekend at home.

o Never trust a holiday destination where all the hotels are
run by the same company. | may be wronging the good
village of Clovelly, but when | visited, all the hotels and
eateries were owned by the same family, and | found
them, without exception, awful [The Guardian
07.28.2017].

The journalist links these components to cooking practices in order
to show that cooking, just like any other activity, is strongly influenced
by location and timing; for example, the choice of ingredients for
cooking a meal depends on location; timing (for example, the lack of
time, having plenty of time, leisure time, or typical time) also strongly
influences the process of cooking. TIME and PLACE become the
dominant components because the journalist is writing about a holiday —
a special period of time which may be spent in another place; his
emphasis on changes in cooking and eating practices while on holiday
proves that they form an integral part of leisure time.

The journalist also foregrounds the following components of the
cognitive model: COOKING UTENSILS AND EQUIPMENT (Do the
same by always bringing a tin opener and a corkscrew with you on
holiday; If the kitchen you 're staying in has a working hob, a saucepan
and a colander, you’ll basically be OK; On the subject of hobs:
induction hobs are better than gas ones, as there is less to go wrong,
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and you have to work a lot harder to lose an eyebrow; All induction
hobs should be treated as if they are on at the highest possible setting
until proven otherwise. All gas hobs will, of course, keep you awake
half the night as you sniff the air, convinced you have left one of them
on; In the absence of a roasting dish, you can achieve the same effect
by wrapping meat or fish in tinfoil or baking paper ... Close to the
same effect. Closeish. Look — if you care that much, pack your own
roasting tray; Measuring scales that are not your own should be
treated with suspicion; No kitchen ever has enough Tupperware
containers; Holiday lets are a good test of whether or not you need to
buy a new gadget; Dishwashers make everything better. If you do not
have a dishwasher, and you are travelling in a party with more than
two adults and the children are not old enough to serve as galley
slaves, agree a fixed rota on the first evening; Never trust any of the
following: tour guides with fezzes; gas hobs; or TripAdvisor restaurant
reviews, or people who write lists), COOKERY BOOKS (The works of
Elizabeth David are available in travel-friendly paperback size. Invest
in some), COOKING (In the absence of a roasting dish, you can
achieve the same effect by wrapping meat or fish in tinfoil or baking
paper; Experimentation is for a lazy weekend at home. No one wants
to be a guinea pig on holiday), ACTIONS ACCOMPANYING
COOKING (When you arrive: before you do anything, have a thorough
rummage in the kitchen you are renting, for two reasons: the first is to
draw broad and unfair judgements about the owner; the second is so
you know what you can and cannot cook), EATING OUT (Remember,
you can always eat out. When choosing where to eat out, remember
that democracy makes everyone unhappy eventually. Impose a
restaurant and a time on the rest of the party, and they’ll thank you.
One day), PEOPLE AND TEXTS ASSOCIATED WITH RESTAURANTS
(Never trust any of the following: tour guides with fezzes; gas hobs; or
TripAdvisor restaurant reviews, or people who write lists).
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The author uses a variety of means to foreground the components
of the cognitive model. For example, he gives a detailed description of
the different utensils and items of equipment used for cooking as well
as a positive assessment of these objects: If the kitchen you're staying
in has a working hob, a saucepan and a colander, you’ll basically be
OK; On the subject of hobs: induction hobs are better than gas ones,
as there is less to go wrong, and you have to work a lot harder to lose
an eyebrow; Dishwashers make everything better. The journalist also
gives a negative assessment of some objects and people (Never trust
any of the following: tour guides with fezzes; gas hobs; or TripAdvisor
restaurant reviews, or people who write lists) in order to persuade the
reader that a person should act independently and rely primarily on
their own experience.

The journalist also uses the imperative moodas a linguistic means
of foregrounding some of the components: he underlines the
importance of an action or an object by telling a reader to perform a
specific action or an action associated with a particular object: If you
are travelling abroad, bring tea with you; If you are buying ingredients
in a language other than your own, taste them before you begin
cooking; Even if you are not planning to use the restaurants, towns with
good places to eat tend to sell good ingredients, so stay there; Always
prepare for the possibility that you will not be able to buy anything on
Sunday; Never trust a holiday destination where all the hotels are run
by the same company; Do the same by always bringing atin opener and
a corkscrew with you on holiday; Look — if you care that much, pack
your own roasting tray [The Guardian 07.28.2017]. The actions
ascribed to the reader are associated with FOOD and COOKING
UTENSILS components of the cognitive model.

The ‘COOKING AND FOOD AS INTEGRAL PARTS OF
LEISURE’ cognitive model is realized in the media text because, in
addition to the FOOD and DRINK components, the journalist pays
particular attention to components such as TIME, PLACE, EATING
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OUT and PEOPLE AND TEXTS ASSOCIATED WITH RESTAURANTS,
thereby associating food and cooking with leisure, which often
presupposes a change in location, going to restaurants and cafés,
communicating with tour guides or waiters etc.

The journalist also pays particular attention to components such as
COOKING UTENSILS AND EQUIPMENT and COOKERY BOOKS,
because his intention is to underline the importance of the cooking
process itself, equating it to a leisure activity that provides pleasure and
fun, just like any other holiday activity. The foregrounding of these
components of the cognitive model is determined by the author’s
pragmatic goal of shifting social attention to the domain of leisure. The
journalist aims to change the concept of leisure which is typically
associated with passive activities; he intends to demonstrate an
individual’s active role in leisure: a modern human being is no longer
represented as a passive consumer of objects associated with leisure
activities (including food), but rather as an active performer who
expresses himself or herself through the process of cooking and who
allows cooking to become a part of their holiday activities.

In addition to the description of the active role of an individual, the
journalist also mentions the peculiarities of eating out, demonstrating
that a person can also perform the usual holiday activities — having a
meal at a café or a restaurant without cooking himself/herself. This
allows the author to foreground the FOOD component as an integral
part of leisure. The journalist’s advice proves that a person is able to
play an active role in the process of choosing a restaurant (Remember,
you can always eat out; Never trust a holiday destination where all the
hotels are run by the same company. | may be wronging the good
village of Clovelly, but when | visited, all the hotels and eateries were
owned by the same family, and | found them, without exception, awful).
In this way, the journalist proves that a person is free to do what he/she
wants during their holiday.
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In media texts, journalists express their opinion on phenomena
which are familiar to everybody. This is a process of the objectivation
of the author’s ideas concerning various events and phenomena of
social, political, cultural and other spheres of life represented in the
media. The author’s specific ideas which are determined by his
cognitive system and beliefs are objectivized in the media texts and this
process leads to the objectivation of new ideas in the society. The
representation of an object or action in the media produces a contrast
between the reader’s and the journalist’s cognitive systems; the novelty
of information about an object or action and an expert opinion about it
tend to persuade the reader and renew his cognitive system by
introducing a new fragment of knowledge into it. According to
Tomascikova, “food narratives in cooking shows not only have the
potential to change consumers’ cooking practices, but they may also
persuade them to become more active consumers of foodways — food
products, food services, food preparation tools; in other words, they can
manipulate consumers to buy and wuse foodways products”
[Tomasc¢ikova 2019: 263]. This also can be related to media texts on
food. An item of knowledge which is introduced is a new cognitive
model that can change the reader’s cognitive system and consequently
their behavior; for example, he or she may begin to view cooking as
one of their leisure activities.

In the media, cooking can also be represented as an entertainment
activity. Tomas¢ikova argues that “in order to attract large numbers of
potential television viewers/consumers, food narratives are presented as
a form of entertainment. The chefs who host the shows perform the
preparation of the food as a pleasurable, fun and entertaining activity,
the outcome of which is remarkable food which represents care for the
invited guests, themselves the consumers of the food” [Ibid.: 269-270].
One article related to this issue is that written by Sam Jones is about the
appearance of the UK ambassador on a Spanish cooking TV show:
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With Boris Johnson busy comparing traditional Maori
greetings to Glaswegian pub fights and Liam Fox
venturing into the chlorinated henhouse, the task of
restoring the reputation of Britain’s diplomacy and cuisine
fell to the UK’s ambassador to Madrid. Simon Manley hit
on a novel solution: why not build bridges by meddling
with that most sacred of Spanish dishes, the tortilla de
patatas (Spanish omelette), on Spanish TV? After all,
things had not gone so badly for Jamie Oliver that time he
decided to add chorizo to paella, had they? Appearing on
the late-night Spanish cooking programme ElI Comidista,
Manley, 49, boldly dismissed suggestions that some
formulas should never be messed with. The show’s host,
Mikel Iturriaga, who had entered the ambassador’s
residence “on a diplomatic mission to defend Spanish
omelette”, was having none of it. “You do some pretty
awful things with Spanish omelette over there,” he said.
“And it’s an emblematic dish for us.” Not for the first
time, the worst transgressors were deemed to be Oliver
and those who ‘“commit atrocities” by adding chorizo,
cheese, raw onion and, perhaps most egregiously,
coriander [The Guardian 07.27.2017].

The connection of these two quite different activities in the media —

diplomacy and cooking — serves to emphasize the importance of food in
contemporary society; its significance is underlined by connecting it to
the figure of an official representative of the state. The media thereby
serves as a field in which ideas, activities, personalities or objects can
intersect and interact. The contrast between different objects intersected
in one media space results in their specific representation: the recipient
pays closer attention to these objects due to the contrast between them.
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At the same time, two objects juxtaposed in one media space can
interact and influence each other. for example, the ambassador is
represented as a cook and cooking is represented as an activity that
interests everybody, even senior officials. In this case, the media
change the cognitive system of a person: they view a senior official
within the context of everyday, ordinary life. TV programs of this type
also portray food as a bridge connecting various spheres of life: thus,
the mental space of everyday cooking and the mental space of
diplomacy are connected via food. Consequently, food, as it has been
mentioned above, is not represented in the media as means of satisfying
a basic physiological need; it is represented as a symbol of a particular
culture (paella, pizza, sushi, Yorkshire pudding, ratatouille etc.) and
an element that is able to build connections between various nations
and cultures.

The ‘COOKING AS A SOURCE OF ENTERTAINMENT’
cognitive model is realized in thearticle, with the following elements
being dominant: FOOD and DRINK (Simon Manley hit on a novel
solution: why not build bridges by meddling with that most sacred of
Spanish dishes, the tortilla de patatas (Spanish omelette), on Spanish
TV?; Not for the first time, the worst transgressors were deemed to be
Oliver and those who “commit atrocities” by adding chorizo, cheese,
raw onion and, perhaps most egregiously, coriander; Before he could
get through the door, however, he was politely force-fed a selection of
premium cheddars washed down with beer from Cornwall and
Suffolk; Al contrario, replied the ambassador, without missing a beat.
“Thanks to climate change and some important investment, we’ve got
some really great wines right now, especially sparkling wines,” he
said; Potatoes were sliced, eggs gently cracked into a bowl and a
terrifying quantity of extra virgin olive oil decanted into a frying pan.
A few minutes later, Iturriaga turned out a perfect, pale golden
tortilla; And then, out of nowhere, came the bombshell. “I've made a
tortilla too,” declared Manley. “A British tortilla using the recipe
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from our famous Jamie Oliver”; With that, they adjourned to the
dining room to solicit the opinion of a Spanish chef who managed to
spot the difference between the two men’s efforts in a millisecond:
“One’s a cake and one’s a Spanish omelette”; The only truly
awkward moment in the episode had come moments earlier when
Iturriaga stressed the importance of slicing some of the potatoes more
thinly than others), COOKING (Potatoes were sliced, eggs gently
cracked into a bowl and a terrifying quantity of extra virgin olive oil
decanted into a frying pan. A few minutes later, Iturriaga turned out
a perfect, pale golden tortilla). The FOOD and DRINK elements of
the cognitive model are made dominant by enumerating various
dishes, drinks and ingredients (tortilla de patatas, chorizo,cheese,
raw onion, coriander, cheddars, beer, wines etc.), which refer the
article to the topic of food.

Another dominant element in the cognitive model realized is that
of ENTERTAINMENT. The journalist mentions many of the jokes
which were told in the show in order to represent cooking as a
relaxing and pleasant activity and thereby arouse the reader’s interest
in it:

e To settle the matter, Iturriaga offered to cook Manley a
tortilla in the ambassador’s kitchen. Before he could get
through the door, however, he was politely force-fed a
selection of premium cheddars washed down with beer from
Cornwall and Suffolk. “Don’t worry,” said the ambassador,
“the beers aren’t really warm”. In what only a cynic could
imagine was a scripted remark, lturriaga posited that beer
was being served because there was no decent wine in the
UK. Al contrario, replied the ambassador, without missing a
beat. “Thanks to climate change and some important
investment, we’ve got some really great wines right now,
especially sparkling wines,” he said.
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e Once finally in the kitchen and issued with a regulation
union flag apron — “revenge for the Spanish Armada?”
wondered Iturriaga — the demonstration began.

e And then, out of nowhere, came the bombshell. “I've
made a tortilla too,” declared Manley. “A British tortilla
using the recipe from our famous Jamie Oliver.” The
Spaniard’s eyes fell on the edible interloper with all the
enthusiasm of a foreign visitor being pressed to try
Marmite for the first time. Iturriaga’s hand flew,
reflexively, to his brow.

e The only truly awkward moment in the episode had come
moments earlier when lturriaga stressed the importance
of slicing some of the potatoes more thinly than others.
“That’s easier if you have a mandolin,” said the
Spaniard. “| bet the French embassy has a mandolin
[The Guardian 07.27.2017].

The participants in the show use food jokes to build connections
between spheres such as as economics, climate change and history. The
journalist selects these jokes for his article as a means of representing
food as a medium for connecting various spheres of life. Besides, a
word combination like a British tortilla is also used as a joke, but at the
same time the combination of the adjective and noun in this linguistic
unit demonstrates the intersection of culinary traditions in a single dish;
consequently, food is represented as a medium for connecting and
interrelating different cultures.

Referring to the Slovak context, Tomascikova notes that “food
programmes can introduce elements of Slovak culture to the surface of
food discourses and evoke present-day meanings for their audiences
through memories, traditions, landscapes, heritage elements, etc.”
[Tomasé¢ikova 2019: 274]. The narrative of the TV cooking show also
introduces elements of culture (union flag apron), history (the Spanish
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Armada) economy (important investment), environment (climate
change) and other spheres into the fragment of media discourse
connected with food, thereby adding a new meaning to the typical
everyday act of cooking: in the narrative these actions become
connected with economics, climate change, history and culture.

The PARTICIPANTS component of the cognitive model is
foregrounded by the language means signifying a Spanish TV host
(Mikel lturriaga) and a British ambassador (Simon Manley). This
component is quite significant within the cognitive model because it is
represented by a celebrity and a senior official, who are shown to be
engaged in cooking. Consequently, cooking is represented as a
significant activity by the means of ascribing it to people of important
status in society.

The media text about the TV cooking show is constructed in the
form of a narrative to show the process of cooking as an event that
unfolds in accordance with a certain inner logic and rules. According to
Eco, “a narrative is the description of particular actions; this description
comprises participants, their intentions, some condition, a particular
change that has a reason and a goal as well as mental conditions,
emotions and circumstances” [Eco 2005: 58]. A cooking narrative
refers to a series of actions accompanied by specific language units,
demonstrating the sequence and peculiarities of the cooking process:
invitation to start the process of cooking (To settle the matter,
Tturriaga offered to cook Manley a tortilla in the ambassador’s kitchen)
-> series of actions constituting the process and the result of cooking
(Potatoes were sliced, eggs gently cracked into a bowl and a terrifying
quantity of extra virgin olive oil decanted into a frying pan. A few
minutes later, Iturriaga turned out a perfect, pale golden tortilla) >
tasting the dish being cooked (lturriaga glanced at the camera to
deliver an extraordinarily non-committal “very tasty”) —> getting an
expert’s opinion (With that, they adjourned to the dining room to
solicit the opinion of a Spanish chef who managed to spot the difference
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between the two men’s efforts in a millisecond: “One’s a cake and
one’s a Spanish omelette”) etc.

One of the rules of a cooking narrative is the presence of a
“conflict” or several “conflicts” that should be resolved by a series of
actions accompanied by the specific elements of conversation during
the show. The “conflict” is usually over a problem arising from the
act of cooking (for example, something should be cooked according
to a certain recipe; specific ingredients or utensils should be used; the
help of an expert should be sought; somebody should be taught how
to cook a certain dish). This “conflict” may involve several parties:
for example, the cook vs. the audience in the studio and the TV
audience; two cooks vs. the audience; a cook/several cooks vs. a
person/people including the audience who should be taught cooking a
certain dish.

In the media text under analysis here, the “conflict” concerns the
problem of a British individual cooking a traditional Spanish dish
(The show’s host, Mikel Iturriaga, who had entered the ambassador’s
residence “on a diplomatic mission to defend Spanish omelette”,
was having none of it. “You do some pretty awful things with
Spanish omelette over there,” he said. “And it’s an emblematic dish
for us.” Not for the first time, the worst transgressors were deemed to
be Oliver and those who “commit atrocities” by adding chorizo,
cheese, raw onion and, perhaps most egregiously, coriander. To settle
the matter, Iturriaga offered to cook Manley a tortilla in the
ambassador’s kitchen). The “conflict” between the two parties
including the British ambassador and the show’s host is marked by
the specific language units used in their conversation, which
possesses the metaphoric meanings of conflict and crime (to defend,
the worst transgressors, commit atrocities) or even accusations (You
do some pretty awful things with Spanish omelette over there). The
offer to cook a tortilla is presented in the media text as a challenge
and the show itself can be viewed as a competition between rivals, a
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sense which is confirmed by the use of language units with the
metaphorical meanings of conflict or accusations. The narrative also
contains an element that presupposes the resolution of the conflict (To
settle the matter, Iturriaga offered to cook Manley a tortilla in the
ambassador’s kitchen). This form of resolution is an essential and
integral part of a cooking narrative.

As was mentioned above, a narrative may be comprised of several
accompanying conflicts that also should be resolved. The narrative in
the media text analyzed here informs the reader of other conflicts (In
what only a cynic could imagine was a scripted remark, lturriaga
posited that beer was being served because there was no decent wine
in the UK), that is instantly resolved by the ambassador’s parry (Al
contrario, replied the ambassador, without missing a beat. “Thanks to
climate change and some important investment, we 've got some really
great wines right now, especially sparkling wines, ” ke said).

The end of the show is marked by the resolution of the conflict as
both sides agree on the success of the dish (“Tasty, no?” said Manley.
Iturriaga glanced at the camera to deliver an extraordinarily non-
committal “very tasty”) and use a joke as a sign of this resolution (The
only truly awkward moment in the episode had come moments earlier
when lturriaga stressed the importance of slicing some of the potatoes
more thinly than others. “That’s easier if you have a mandolin,” said
the Spaniard. “I bet the French embassy has a mandolin”). The joke
turns the whole process preceding it into an entertaining activity, which
proves that the media text is used to realize the ‘COOKING AS A
SOURCE OF ENTERTAINMENT’ cognitive model.

The foregrounding of the FOOD and DRINK, ENTERTAINMENT,
and PARTICIPANTS components of the cognitive model is determined
by the author’s pragmatic goal to represent food and cooking as a
significant object and activity that play an important role in social,
cultural and even political life and which are able to unite various
people and fields of activity. The journalist underlines the
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ENTERTAINMENT component of the cognitive model in order to
demonstrate that food and cooking are also able to entertain and give
pleasure to people engaged in various activities. Food and cooking are
contrasted with two other important activities — the worlds of
diplomacy and the entertainment industry — and are represented as a
medium for connecting these spheres. By these means, food and
cooking are granted a specific focus of attention in the media.

As has been mentioned above, food and eating are represented by
the mass media as phenomena which have penetrated into almost all
spheres of life. One activity which is also connected with food and
eating is the sphere of sport. A healthy balanced diet is as significant
for a sportsperson as exercising or participating in competitions.
However, in some cases the mass media in Britain try to build a
different connection between food and sports; the journalist Brian
Oliver, for instance, tries to portray sports as a medium for propagating
a healthy diet:

At 3pm next Saturday the world’s first and only vegan
football club will make sporting history when they play in
the Football League for the first time. Forest Green
Rovers, who were founded in the 19th century by a man
named Peach, and play in green at the appropriately
named New Lawn, take on Barnet — the Bees — in their first
fixture in League Two. They will use their new status to
spread the message of veganism around the sporting
world. “We’re having a big impact because we're
counterintuitive,” said Dale Vince, the multimillionaire
who owns the club, the green energy company Ecotricity,
and is a big donor to the Labour party. “Spreading the
vegan word through the world of football — what could be
more counterintuitive than that?” [The Guardian
07.30.2017].
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In this case, the center of attention is not food, but sportsmen and
women who use their status and characteristics to propagate the idea of
a vegan diet. This approach is shown through the fact that lexical units
denoting food and drink are virtually absent in the text. In his article,
the journalist constructs a specific model in which it is not food which
is necessary for sports, but rather that sports are necessary for a certain
kind of food; by using this type of pattern to represent facts in the text,
the journalist helps to portray food as a significant object in social life.
The journalist therefore uses the media text to realize the
‘SPORTSPEOPLE AS A MEDIUM FOR PROPAGATING A
HEALTHY DIET’ cognitive model, in which some of the components
are dominant in accordance with the author’s intention.

One of the main components of the cognitive model is that of
PARTICIPANTS; the journalist pays particular attention to the people
who have played an active role in disseminating ideas about a vegan
diet. This component is foregrounded by various language units which
the author uses to establish an image of people who promote a healthy
lifestyle and sports activities: Vince, who ensures that only plant-based
food is available to players and spectators at the stadium in
Nailsworth, Gloucestershire, is not alone. Famous athletes in a wide
range of sports are forsaking meat and appear to be having a big
impact on the number of people trying a plant-based diet. In this extract
the journalist uses the personal name of a businessman and a word
combination denoting well-known representatives of the sports sphere
to foreground the PARTICIPANTS component of the cognitive model
realized in the media text. The feature rendered by the adjective famous
characterizes the participants and encourages the reader to pay
particular attention to this component. In the following extract the
journalist indicates the personal names of famous sportspeople and the
sports in which they are engaged in order to underline the
PARTICIPANTS component: Some of the world’s leading footballers,
including Barcelona’s Lionel Messi and Manchester City’s Sergio
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Agiiero, do not eat meat during the playing season, while England
striker Jermaine Defoe has gone a big step further by taking up a
vegan diet. Wimbledon finalist Venus Williams, an Italian rugby
international, a US Olympic weightlifter, a number of hulking
American football players, former heavyweight world champion
David Haye, two snooker world champions and several top Australian
cricketers are also on the vegan list. Other sports with top-level vegans
are wrestling, surfing, cycling, ice hockey, parkour — the “extreme
gymnastics” sport that may be added to the Olympic programme —
squash, bobsleigh, mixed martial arts fighting and ultra-running; An
aristocratic real tennis player who won a silver medal at the London
1908 Olympic Games was an early promoter of vegetarianism in
Britain. Eustace Miles, a philanthropist, wrote Health Without Meat,
which was a bestseller for years after it was published in 1915; A few
years later Paavo Nurmi, the Finn who was a vegetarian from
boyhood, would establish himself as the greatest middle- and long-
distance runner of the 20th century. He won nine Olympic golds; The
Australian swimmer Murray Rose, nicknamed ‘“‘the seaweed streak”
because he ate a lot of seaweed in his vegan diet, was 17 when he won
three Olympic golds in 1956; In the television age Ed Moses, unbeaten
for eight years at the 400m hurdles, and 100m world record holder
Leroy Burrell were vegetarian, and the biggest name by far to adopt a
vegan diet was Carl Lewis, the world’s most famous sprinter before the
chicken-nugget lover Usain Bolt came along. The notorious boxer
Mike Tyson also adopted a plant-based diet after he quit the ring;
Jason Gillespie, one of Australian cricket’s great bowlers until he
retired in 2006, became a vegan during his highly successful five-year
stint as coach of Yorkshire [The Guardian 07.30.2017].

The PARTICIPANTS component of the cognitive model realized
here also includes people who promote ideas about the benefits of a
vegan diet (the primary source) and they “use” the famous sportspeople
for this purpose. The information about these PARTICIPANTS is
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indicated by the language means denoting a representative of the Vegan
Society: But Dominika Piasecka, media officer for the Vegan Society,
welcomed the sporting newcomers and predicted there would be more
[The Guardian 07.30.2017].

The research undertaken here has demonstrated that the most
manifold component of the cognitive model is the PARTICIPANTS
component — it also includes ordinary people who choose to follow a
plant-based diet:

The England-based Vegan Society, founded in 1944 when
the movement began, is overseeing “the fastest-growing
lifestyle movement of the 21st century”. Its researchers put
the number of vegans in Britain at 542,000 — up 260% in
10 years — and estimate that about 1% of the population
in Britain, Germany and the US is vegan. “It is very
likely that we will see an increase in the number of vegan
sportspeople because more of them are starting to realise
the benefits of a vegan diet,” Piasecka said. Forest Green
Rovers are “breaking stereotypes and helping people to
associate veganism with health, fitness and wellbeing”
[The Guardian 07.30.2017].

The the widespread use of the PARTICIPANTS component can be
explained by the complex process of disseminating ideas about a vegan
diet and the role of various people who are participating in this
dissemination, a relationship which can be illustrated by the following
scheme:

PARTICIPANTS

People who wish to disseminate ideas (the primary source of ideas) 2>
sportspeople (medium) = ordinary people who choose to follow a
vegan diet (object of influence)
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Along with the PARTICIPANTS component, the journalist also
actualizes the CHARACTERISTICS component of the cognitive model
through the use of language means that indicate their nationalities
(England, Italian, US, American, Australian), names of clubs
(Barcelona, Manchester City), the names of the famous sports events
(Wimbledon, Olympic), their present and past sports titles and
achievements (finalist, former heavyweight world champion, two
snooker world champions, a silver medal, Olympic golds, one of
Australian cricket’s great bowlers), their social status (an aristocratic
real tennis player). Some of the adjectives and nouns used by the
author demonstrate their significant place in the world of sports
(leading, top, great, the greatest, unbeaten, the biggest name, the
world’s most famous).

The extensive use of these features is important in introducing a
new model into the reader’s cognitive system and the purpose of this
introduction is to persuade the reader to follow a healthy lifestyle. This
purpose is efficiently achieved by appealing to the characteristics of
some of the foremost representatives of the sports sphere who support
healthy eating. The journalist demonstrates that specific
CHARACTERISTICS of PARTICIPANTS help them to disseminate the
veganism message (They will use their new status to spread the
message of veganism around the sporting world; Forest Green Rovers
are “breaking stereotypes and helping people to associate veganism
with health, fitness and wellbeing”).

The journalist also demonstrates PARTICIPANTS with opposing
CHARACTERISTICS, i.e., sportspeople who occasionally follow a
plant-based diet:

o Venus Williams is widely seen, even by herself, as a
“cheagan ”, a cheating vegan who does not stick strictly
to the lifestyle. A blogger on the ecorazzi website
criticized Haye for using veganism as ‘“nothing but a
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vessel for self-promotion and adulation. For the sake of
the animals ... we should pay no attention, nor give any
credence to the positions of these athletes who are
interested in nothing but their own careers ”.

o “I get concerned about the people who simply follow this
behaviour because their favourite athlete or celebrity has
done so. Unfortunately, people who choose to ‘go vegan’,
which often equates to merely eating plant-based, for
selfish reasons such as performance benefits or weight
loss, tend to be the ones who fall off the wagon and go
back to eating animal products later .

e The strongest sporting voice against uncommitted plant-
eaters is Neil Robinson, who became the first vegan
footballer in Britain, and, he thinks, the world. He played
for Everton, Swansea and others in a 16-year career from
1974, and says football is still “in the stone age” for
vegans. He is critical of “cheagans” and fad dieters [The
Guardian 07.30.2017].

The CHARACTERISTICS component is also multi-faceted: true
vegans are portrayed as being opposed to occasional vegans. By
representing the opposing features of the PARTICIPANTS, the
journalist underlines the CHARACTERISTICS component within the
framework of the cognitive model realized in the media text. The
CHARACTERISTICS component is important, because it is one of the
main tools for implementing the main activity in this cognitive model —
propagating ideas about healthy lifestyles. The CHARACTERISTICS of
the PARTICIPANTS are placed in opposition in order to show the
contrast between them and this contrast is then used to persuade the
reader to follow a healthy lifestyle.

In the cognitive model realized in the article, priority is given to
the PARTICIPANTS and their CHARACTERISTICS rather than to food
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itself. PARTICIPANTS and CHARACTERISTICS are the most dominant
components within this cognitive model due to their multiple
representation in the media text. The journalist foregrounds these
components because they force the reader to draw comparisons
between their own features and the specific CHARACTERISTICS of the
PARTICIPANTS (for example, their present and past sports titles and
achievements, high social status, or their significant place in the world
of sports) thereby helping persuade the reader to adopt a vegan diet.
Another dominant component in the cognitive model realized in
the media text is ACTIONS. The journalist describes the specific steps
which sportspeople and businesspeople take in order to disseminate
ideas about a healthy vegan diet. This component includes actions such
as providing plant-based food at a stadium (Vince, who ensures that
only plant-based food is available to players and spectators at the
stadium in Nailsworth, Gloucestershire, is not alone; No animal
products are on sale at the stadium), refusing to eat meat either entirely
or for a limited period of time (Famous athletes in a wide range of
sports are forsaking meat and appear to be having a big impact on the
number of people trying a plant-based diet; Some of the world’s
leading  footballers, including Barcelona’s Lionel Messi and
Manchester City’s Sergio Agiiero, do not eat meat during the playing
season, while England striker Jermaine Defoe has gone a big step
further by taking up a vegan diet; The players are not vegan, they
simply have to eat plant-based meals at matches and training; While
Vince and the Vegan Society welcome the new wave of plant-powered
sports stars, others are less happy because many are giving up meat
for personal performance benefits, not because they are in tune with the
vegan lifestyle and compassion for animals), changing their diets,
disseminating information about diets which can affect various
representatives of the sports sphere (“We don’t check up on them away
from the club but we hear that players are changing their approach [to
their diet], and it happens with fans too,” said Vince. “Just doing
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these things and talking about it has an effect on everybody — players,
fans, even the media”; The sports stars’ influence “has definitely
helped to further the cause of veganism,” she said. “People really do
take notice, especially if they’re a fan of the person”; Forest Green
Rovers are “breaking stereotypes and helping people to associate
veganism with health, fitness and wellbeing”). The ACTIONS
component is significant for the journalist, because the various
activities of some of the PARTICIPANTS (sportspeople,
businesspeople, vegans, media officers and others) within the cognitive
model realized various activities serve as an example which could be
emulated by ordinary people who may themselves choose to follow a
healthy lifestyle.

In the ‘SPORTSPEOPLE AS A MEDIUM FOR PROPAGATING
A HEALTHY DIET” cognitive model, the components
PARTICIPANTS, their CHARACTERISTICS and ACTIONS play the
major role in the process of associating veganism with health, fitness
and wellbeing. This process is viewed as the ultimate goal of people
involved in this sphere. By foregrounding these specific components,
the journalist can achieve his pragmatic goal of persuading the reader to
adopt a vegan diet because the reader is influenced by the particular
features of the PARTICIPANTS, i.e., following a vegan diet, that are
demonstrated in the media text.

A further goal of the journalist coincides with the goal analyzed in
the previous example — the representation of food and healthy eating as
a significant object that plays an important role in social life and which
is able to unite various people and fields of activity. The author
demonstrates that healthy eating (the adoption of a vegan diet in
particular) can connect different spheres of life; for example, through
the sphere of professional sports the concept can penetrate into and
transform an aspect of everyday life such as the diet of the general
public. By these means, British media discourse represents healthy food
and eating as significant objects that are an integral part of the social,
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cultural, political and sporting spheres and play an important role in the
functioning of these spheres.

In comparison with American media discourse, British media
discourse tries to construct a positive representation of food and
cooking. This type of representation is determined by various pragmatic
goals of journalists in creating a new media reality referring to food and
cooking. Journalists’ pragmatic goals result in the realization of specific
cognitive models within British media discourse.

By changing the cognitive models that exist in the recipient’s
mind, the journalist introduces changes into social reality: some
cognitive models undergo transformation; the introduction and
placement of a renewed (transformed) cognitive model into the
recipient’s mind results in a transformation in their attitude towards
British food, i.e., a new social reality is constructed. The recipient in
this case acquires a new feature: a new specific attitude towards British
food that affects their actions in real life. In this way the journalist tries
to construct a new cultural identity of the British nation in which food
is represented as a source of national pride.

Moreover, British media discourse represents healthy food and
eating as significant objects that are an integral part of social, cultural,
political and sporting spheres and play an important role in the
functioning of these spheres. The media try to exercise social control by
publishing media texts on healthy food and representing food, eating
out with friends and family (going to cafés, restaurants) and eating in
general in a positive aspect. In this way, the media attempt to change
the readers’ eating practices, portray eating out as a pleasant way of
spending free time and persuade them to eat healthy foods. This attempt
corresponds to the general idea that health is one of the most valuable
possessions of people. It also proves that society pays particular
attention to health problems caused by unhealthy eating habits and is
trying to exert control over this sphere.
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British and American discourses use different strategies in the
promotion of ideas about food and healthy eating. British media
discourse tries to underline the importance of food and healthy eating
for society through positive representations of food and eating out or by
associating food and cooking with entertainment, leisure and sports. In
order to guide society towards healthy diets and lifestyles, American
media discourse uses a different strategy: it mostly concentrates on the
negative effects of unhealthy food and eating and attempts to influence
the reader on this basis.

121



CHAPTER 5
COGNITIVE AND PRAGMATIC ASPECTS OF
FOOD REPRESENTATION IN
RUSSIAN MEDIA DISCOURSES

5.1. Positive representations of food

Russian media discourse also focuses on food and cooking,
although Russian journalists tend to focus largely on the most essential
features of food. The specificity of Russian media texts on food
depends on the genre of the articles and the journalist’s intention to
inform and to persuade the reader to accept his/her point of view.
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. This picture is multi-faceted and is determined by the following
aspects:

¢ Russia has its own unique cuisine which has formed over the
years and which is strongly influenced by peculiarities of the
Soviet era as well as by European and Eastern cuisines;

o lifestyles and, consequently, the selection of food consumed in
Russia have undergone considerable transformations over the
last 30 years due to the radical social, political and economic
changes which the country has undergone;

¢ in Russia there are about 190 nationalities, many of which boast
their own unique cuisines, a feature which has led to
combinations and interrelations between these various cuisines;
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¢ Russian citizens, especially those living in big cities, can choose
to eat in a multitude of restaurants, cafés, food courts, kiosks
etc. offering a wide variety of Russian, European,
Mediterranean and other dishes;
¢ Russian society is becoming increasingly concerned about
healthy food, sports and healthy lifestyles in general.
One of the topics covered by Russian media texts on food is that of
street food. An article by Anastasia Chepovskaya is about the most
popular type of street food in Russia:

Bceco 3a meckonvxo nem waypma u3 H€00p02020
nepekyca, yacmo COMHUMETIbHO20 Kauecmeda,
npespamuiocs 6 Kyibmogoe 0n000. Llenumenu msaca 6
aasauie 00vbeOUHUIUCL 8 MHO20MBICAYHOE COO6W€CH160, 6
KOMOPOM NOMO2AIOM HAUMU «MY CAMYIO» WAypMy cpeou
COMmeH nocpe()cmeenﬂblx. ﬂ]lﬂ amoeco Cco30aHbl
MHO2COUYUCNIEHHbLE Kapmbl, peﬁmuHeu u 0630pbl JAYHUUuuUx
KUOCKo6, Komopbvie Ha6upa70m MUTUTUORBL NPOCMOMPO6 HA
YouTube [Izvestiya 08.08.2019].

The journalist tries to draw the reader’s attention to street food and
uses the article to realize the ‘KEBAB AS THE MOST POPULAR
STREET FOOD IN RUSSIA’ cognitive model:

Table 5.1.1 - ‘KEBAB AS THE MOST POPULAR STREET
FOOD IN RUSSIA’ Cognitive Model

General components Specific components | Textual elements used to realize the
of the model
of the model components of the model
(macrostructure)

PLACE RUSSIA, CITIES Msl OGepeM 3TO Ha yJaMIAX: Kak
AND STREETS, nlaypMa crana JroOUMBIM (dacTdynroMm

CITY EATERIES, B Poccum; Ilpu sToM dKCcmepumeH-

CLUBS TalbHBIC W COOTBETCTBEHHO OoJce

Jloporue Bapuaiuu JouepoB B Poccuu
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Continuation of table 5.1.1

MOKa MPWKUBAIOTCA TI0X0; UTOOBI
Haiitu nyumyro maypmy B JlaHWaoB-
cKkoM paiione MocCKBbI, KOpPPECIIOH-
neHT «lM3BecTHii» BOCIOJIH30BajIach
NOIyJIIpHBIM ~ IpuitokeHueM  «['ne
IaBEpMay, B KOTOPOM THICSYU TOYEK C
JIOHEpaMH paccopTHpPOBaHbI o
KOJIMYECTBY ITOJIOKUTEIBHBIX OT3HIBOB,;
B ¢yakoprax u racrpomapkerax 3To
OO0 TOSBHJIOCH W3-32  BBICOKOTO
crpoca: JIIOAM UIMYT MOHIATHYIO U
IPUBBIYHYIO A1 HUX eny; lMMeHHO
MOATOMY TOHSTHYIO U TIOXOXYIO €Iy
Hayalu MpojaBaTh B (yATpakax u Ha
B
maypMmy mpojasaiu B Kayde Gipsy, B

3aBCACHUN NJIs0 30JI0TOM MOJIOACKU —

racTpoMapKeTax; CBOE  BpeMms

3TO OBLIO JIOCTATOYHO CMENIOe pemenue

PARTICIPANTS,
THEIR
CHARACTERISTICS

GENERAL PUBLIC,
KEBAB SELLER,
FANS OF KEBAB,
BUSINESSPEOPLE,
REPRESENTATIVES
OF THE CHURCH,
BLOGGERS,
CHEFS,

NUTRITION
EXPERTS

[Mouemy poccusiHe mepecTaiu OOSIThCSA
OTpaBICHUN W MPUAYMAIH KyJIbT Msca
B JaBame; B ouepennm 3a maypmoit
cTosa PpadoTHHLIA KOMMYHAJbHBIX
cayxd B

MY)KYHHa B
napeHb CIOPTHBHOIO TeJIOCI0KEHUS
ce/10BJIACKIi
MYKYMHA B 0YKaX B TOHKOil ompage;

OpaHKeBOM
JeJI0BOM

JKHIIeTe,
KOCTIOME,

" MHTEJJIMTeHTHBIH

ITo ero cnoBam, My4HH 32 LIaypMOH

OPUXOIUT HEMHOro Oojblie, YeMm
skenmH; [laypma — 6mrog0, KoTopoe
3aTPOHYJIO BCe CONMAJIbHBIC CJIOH, a B
racTpOMapKeThl XOZST JII0IH
COBEPIICHHO Pa3HOT0 BO3pacTa M
J0XO0/1a: M XHIICTEePbl, U CTYACHTBI, U

ousHecmenbl. Jloam gacto 6epyT eny,

KOTOpYI0 OHH 3HAIOT, Omarojaps
copmupoBaBLIeiics HPUBBIUKE;
Maypmucr, MpeCTaBUBIINNACS

Ab6bGacom, paboTaeT B 3TOM TOYKE

124




Continuation of table 5.1.1

npuMepHo 1Tk Mecsines; IleHuTenn
Msica B JaBame OOBEIUHIINCH B
MHOTOTBICSTYHOE coo01IeCTBO, B
KOTOPOM ITOMOTAIOT HAMTH «Ty CaMyIO»
maypMy CpeAH COTEH MOCPEJCTBEH-
HbIX; braromaps crapramepam mayp-
Ma y MOJOJOro MOKOJEHHs IepecTana
BBI3bIBaTh CKBEPHBIE ACCOLMALUM, KaK
9TO OBIIO JECATOK JIeT Hazax; [IbTasch
OOBITPaTh  TPETETHOE  OTHOIICHHE
notpebuTenei Kk MsiCy B JlaBalle,
BJIaJIe]INIA NMEPMCKOro Kade Hapek-
7ma Ha ce0s THEB MECTHOH emapXuu,
KOTOpasi TOKaJloBagack Ha OCKoOpOie-
HHE UyBCTB BEpyIOIINX B peKIaMe
3aBenieHns. Ha moctepe wn3o0paskeHa
noiayoOHa)KeHHasT MoJenb B oOpase
CBSTOH, a BMECTO KpBUIbEB Yy Hee
maypMa. B emapxum 3asBunM, uTO
penry 0OpaTUTHCS B MOJUINIO U3-32
IIKBajla 3BOHKOB OT BO3MYIICHHBIX
monei; O maypMe TOBOPHIM H BO
BpeMs «TIpsIMOit JIHHUID) c
MPE3UJICHTOM, Korja 0j1orep AMHpaH
Cappapos  npurnacwi  Brnagumupa
IlytnHa B cBOIO JIaBKy M TooOeman
Ha3BaTh JOHEP B €ro decThb; mIed
MSICHBIX  KOHHIemmmii  ¢yaMapkera
«Boxpyr cBera» Makcum Ky3Henos;
Ilo wmuennio ametosora Cepres
00a0:kK0, maypma codetaeT B cebe
BCE DJIEMEHTHI, HEOOXOANMbIE OpraHH3-
My; Bpa4-AHeTOoJIOT, KaHAMAAT MeIH-
uuHckux Hayk Maprapura Kopo-
JieBa

OBJECT

KEBAB

B 1990-¢ maypma Obuta OOBIYHOM
€011 BOK3aJIOB U BEIEBBIX PHIHKOB;
dakrhyeckn  3T0 OO0 Beeraa
npozaBano cebs caMo: MapKEeTHHIOBas
AKTUBHOCTh BOKDYT IIAypMbl HaOpaia
00OpPOTHI JINIIB C MOSBICHUEM
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Continuation of table 5.1.1

corcereid W ObUla  MHULIKMHPOBaHA
cKopee MOTPEOUTEIIMH, yem
MpOJaBLAMHU

CHARACTERISTICS
OF THE OBJECT

INGREDIENTS

Kak oTmewaer nuerosor, OBOIIH,
KYpPHHOEe MSCO M HeKaJlopuiiHble
COYCHI SIBIISIOTCSL XOPOLIMM CIOCOOOM
MEePEeKyCUTh B pUTME OOJIBLIIOTO TOPO/Ia;
Cpe:kue OBOIIM, NOHATHBIA coyc,
TOHKasl JiememKka — 3T0 Ooiee 4eM
HOpMaJbHas u HE CIIUIIKOM
KanopuiiHast ena; Ha ceronusHuit
JIeHb 11 OONBIIMHCTBA HIe()-TIOBapoB,
KOTOpbIE  IBITAIOTCSA  CHAENaTh W3
IaBEPMBI 4TO-TO KyJIMHapHO
3HAYAMOE, 3TO MO-TIPSKHEMY JIaBall
€O CIOPHOr0 KayecTBa COYCaMH, B
KOTOPBIii YTO-TO 3aBEPHYTO BHYTPH

POSITIVE
ASSESSMENT

B Mmae 0 mose3sHocTH maypMsl CIIOpUIIN
Bpaun. [lo muenuto muetonora Cepres
O06n0XKO, MMaypMa coueTaeT B cebe Bce
3J1eMeHTbl, He00XO0IUMble OpPraHu3-
my. Kak ormeuaer amerosor, OBOIIH,
KypHHOE MSCO U HEKaJOpUIHbIE COYCHI
SIBIISTFOTCS XOPOIIUM cnoco6om
HEePEeKyCUTh B PUTME OOJIBIIOrO roposa;
[llaypma cHHCKaJa MNOMYJIAPHOCTH
Onaronapss Hu3Kkoi mene. B 1990-x u
Hayale HyJEBBIX TOAOB 3TO OBLI
camblii 1oCcTynHBIA cTpuTdyn nocie
XOT-ZIOTOB, ~ KOTOpblEe  INPOJABAIUCH
BO3JIE CTaHIUI METPO W B MeECTax
MacCOBOT'0 CKOIuIeHus moaei. imenno
MO3TOMY MOHSATHYI0 H MOXOXKYI0 eay
Havyajau NpojaBaTh B (yATpakax M Ha
racTpoMapkeTax, pacckasai B Oecezne C
«M3BecTusIMU» med MSICHBIX
koHuenuuit  gynmapkera  «Boxpyr
ceeta» Makcum Kysuenos; binarogaps
cTapTamepam ImiaypmMa |y MOJIOZOTO
IIOKOJICHUS NePecTalia BbI3bIBATh
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Continuation of table 5.1.1

CKBEpHbIE aCCOIHALMHU, KaK 3TO ObIIO
necaTok JyeT Haszan. Hecmorps Ha ToO,
YTO  MHOTHME  IIAypMy  pyTaroT,
NMPAKTHYECKH KaXKABIN ee eI, HHOTA
Bruxaps. Ha cerogHsmHuii 1eHp 3TO,
HaBEpHOE, caMblii  NOMYJSAPHbII
poccuiickmii cTputdyn, Jlaxe
HECMOTpsI Ha TO 4YTO O3TO OII0A0
TypelKOH KyXHH, pOjuBIIEeCsS B
I'epmanny; IlonmyasipHOCTh 1IAYpPMBI
cpeau MpoYero OH  CBA3BIBACT C
yI0OCTBOM: ee JIETKO eCTh Ha XOAy, a
3a 120-150 pyOmeit TpyaHO HaWTH
npyroe  OMIONO, KOTOPBIM  MOXKHO
HaecTbecs; bByprepsl BBIXOOAT dyTh
JOpO’Ke,  aMepUKaHCKHH  (actdhyn
mpuencs, a IaypMa B LEIOM
JIOCTATOYHO 0e3BpeaHoOe 0r010;
CBexxue OBOINY, MOHATHBIA  coyc,
TOHKasl JIeNemKa — 3T0 0ojee ueM
HOPMAJIbHAsI M He  CJAMIIKOM
Kajopuiinass ena; B o¢yaxoprax u
racTpoMapKeTax 3TO OJII0JI0 MOSBUIIOCH
M3-32 BBICOKOTO CIpOCa: TIOAW HILYT
TMOHSITHYI0 Y NPHBBIYHYIO U1 HUX
eny; PasBe wuro rme-to ObiBaeT
HEBKYCHO, XOTSI B MOCKBE OUYeHb MHOTO
MeCT C PeKPACHOii maypMoi

NEGATIVE
ASSESSMENT

OpmHako  ecTb  JABe  MPO0JIeMBlI,
MCIIAROIIHNEC CUHUTATh maypmy
IUEeTHYeCKUM  OmrogoM:  GoJibIoe
KOJIMYEeCTBO Macjda M TecTo Ha
KOHIax  maypmsl Jlpyroii  Bpau-
JIUETOJIOT,  KaHAMAAT  MEIUIMHCKUX
Hayk Maprapura Koponesa, HanpoTus,
npu3Baja He MOKYNaTh MIAypMy B
TOPOACKHUX KHOCKAaX, a IPUTOTOBUTH
ee  CcaMOCTOSATEIbHO WIM  OTAATh
npeanodTeHue ppykram

ACTION

PROCESS OF
COOKING KEBAB

«B nenr s roroBaw ot 20 mo 70
JaBameii ¢ MsicoM. Y CTar, KOHEUHO,
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End of table 5.1.1

CHJIBHO, OBIBAaeT, 4TO BECh JAEHb HE
npucects. CMeHa y Hac no 12 wacoB
KaXIBIH  J€Hb, BBIXOJAHBIX  HET.
PaboTaem kpyriocyTo4Ho. S MpUXOXY
K 9 yTpa, a MOl CMEHIIHUK BEYEpOM U
pabortaer Bcio HOub. PaHblne s u cam
paboTaim 1O HOYamM», — paccKazall
AGbac; Kaputs Ha rpujie — 3TO
caMbIif 6€30IacHbIil CrOCO0 MPUTOTOB-
JICHUs, MOTOMY 4YTO HET HpsIMOTo
KOHTaKTa ¢ MacloM

NEW FEATURES USING AN APP UroObl HaliTM Jyumylo Imaypmy B
JlanminoBckoM patione MockBbl,
KoppecnonzeHT «/3BecTuit» BOCIOJb-
30BaJach MOMYJSIPHBIM  MPHJIOKe-
Huem «[ne maBepMa», B KOTOpOM
TBICSIYM TOYEK C JIOHEPaMH pPacCOpTH-
POBaHBI MO KOJIHYECTBY IOIOKHTEIb-
HBIX OT3BIBOB

The journalist uses the media text to realize the ‘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 Russian media discourse as the journalist tries to
emphasize its simplicity, convenience and low price, aspects which are
usually assessed positively by people.

The cognitive model realized in the text has some dominant
components which play a major role in instilling the new cognitive
model or renewing existing models 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) or a city
district (Janunosecxkuin paiion Mockewt). The journalist also mentions
objects such as the integral parts or infrastructure of cities (yzuust) and
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city eateries (¢pyokopmut, pyompaxu, zacmpomapkemet), all which are
the main locations for the sale and consumption of kebabs. The author
also includes information about a chic night club in which kebabs are
sold (B csoe spems waypmy npodasanu é kaybe Gipsy, 8 zasedenuu
01 30710MOT MOAOOEMHCU — MO ObLIO OOCMAMOYHO CMEN0e PEUleHUe);
in this case, the foregrounding of the PLACE component serves to
emphasize the popularity of the dish among representatives of different
social strata.

The naming of various places in Russia is important in connecting
the objects of space and food: the journalist associates a particular kind
of street food with a particular space. Although the kebab did not
originate in Russia, it is a popular dish across the country, a fact which
is proven by the data in the text. The journalist also mentions foreign
cuisine and other places in the world (smo 611000 mypeykoit Kyxnu,
poousweecs ¢ Tepmanuu) in order to inform the reader about the
origins of the kebab and its popularity in other countries.

Another dominant component within the cognitive model is that of
PARTICIPANTS which is represented by lexical units denoting various
people engaged in the process of cooking, consuming and
disseminating information about kebabs: members of the general public
including men and women who often eat kebab (poccusne, myarcuunet,
acenmunet, 1oou), a kebab seller who cooks kebabs (uaypmucm),
fans of the kebab (uenumenu maca e nasawe), businesspeople
engaged in the catering industry (enadenuua nepmckozo kage,
cmapmaneput), a blogger who participated in a television question-and-
answer session with the President (6102ep Amupan Capoapos), a chef
(megp macnovix xonuenyuit pyomapkema «Bokpye ceemay Makcum
Kysneyos), and nutritionists (ouemonoz Cepzeii Obnosncko, epau-
ouemonoz, Kanouoam meouyunckux nayx Mapeapuma Koponesa).
The PARTICIPANTS component also includes representatives of the
Russian Orthodox Church eparchy (enapxus) who denounced kebab
advertisements that employed religious symbols. This event
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demonstrates the popularity of kebab as street food in Russia, a
phenomenon 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 that this unity often occurs in the media
space, which serves as a model of the world in which some objects (for
example, food) are dominant.

The journalist foregrounds the PARTICIPANTS component by
indicating many people engaged in various activities. A wide range of
different PARTICIPANTS are indicated in order to show the popularity
of the kebab among different people and to show that many people with
different characteristics are engaged in the production and consumption
of kebabs.

The journalist also underlines the CHARACTERISTICS of the
PARTICIPANTS component of the cognitive model, concentrating
primarily on the features of people who enjoy eating kebabs. The
journalist  mentions  specific CHARACTERISTICS of the
PARTICIPANTS including their occupation and even their membership
of a particular subculture (pab6omnuuya rommynanvnvix cayarco,
xuncmepol, cmyoenmeol, Ousznecmenst), clothes (¢ opanscesom
Jcunteme,  MyxyucuuHa 6  0el1060M  Kocmiome), — appearance
(unmeﬂﬂuzenmnbtﬁ ceooenacolil MYIHCHUHA 6 OUKAX 6 MOHKOU
onpage), social strata (ece coyuanvnoie cnou), age (1r0ou cosepuienno
pasznozo seozpacma) and income (cosepuienno paznozo doxooa). The
journalist clearly demonstrates the different and even seemingly
contradictory CHARACTERISTICS of the PARTICIPANTS in order to
persuade the reader that kebabs are consumed by various people and it
is on these grounds that it has gained such a level of popularity in
Russia.

The journalist also foregrounds the CHARACTERISTICS OF THE
OBJECT (KEBAB) component of the cognitive model to explain the
popularity of the kebab in Russia, including the ingredients of the dish
(060w, Kypunoe maco u mnexanopuiinvle coycel, ceexcue 080U,

130



coyc, monkaa nenewka, 1aeaw). This allows the journalist to stress
the important characteristics of the kebab — its simplicity and nutritious
value.

The CHARACTERISTICS OF THE OBJECT component also
includes both positive and negative features as emphasized by the
journalist. Assessment is an efficient means of underlining certain
components of the cognitive models realized in the media texts. The
journalist gives a positive assessment of CHARACTERISTICS of the
kebab such as its health benefits (nonesnocms waypmolr, waypma
couemaem & cebe 6ce I/1eMeHNbl, He00X00UMbLe OP2AHUIMY, UWAYPMA
8 Yyenom 0oCmamoyHo 6e3epeodHoe 611000, bonee uem HOPMAIbHAA U
He cauwmkom Kanopuunasa eoa), the convenience of eating it in
different conditions in the city (osowu, kypunoe maco u nexaroputinvie
COYCbl AGNAIOMCS XOPOWUM CROCOOOM nepeKycums 8 pumme 601buUl020
20p00a, HORYIAPHOCHb WAYPMbL CPeOU Npoue2o OH CBA3bleAem C
yooocmeom: ee nezko ecmv na xody) and its low price (Illaypma
CHUCKGNa  HORYAAPHOCMb  071a200apsi  HU3KOU  UeHe,  Ccamblil
docmynuwiit cmpumyo, sza 120-150 pyoneii mpyono uaiimu opyeoe
611000, Komopuim moxcho naecmoves). The journalist also offers a
positive assessment of the kebab, mentioning its ubiquity and
popularity (umenno nosmomy nowsamuylo u Rnoxoxcyrw edy Hauaiu
npooasams 6 Gyompakax u Ha 2acmpoMapkemax, Joou uuym
ROHAMHYIO U RPUBBIUHYIO 05l HUX e()y, Hecmomps Ha no, 4mo MHozcue
waypmy pyearom, HPAKMUYECKU Kaxcowlil ee e, uHo20a 8muxaps,
camvlii nonyaapuoliit poccutickuii cmpumdghyo) and the interest of
entrepreneurs in kebabs (Bracooapss cmapmanepam waypma y
MONI00020 NOKOJICHUSA nepecmaJna 6vl3bvleamb CKeEepHble accouuauuu).
In order to provide a general evaluation of the kebab, the journalist uses
a word possessing the highest degree of positive assessment (¢ Mockse
oueHb MHO20 MeCm ¢ HPEKPACHOU uaypmoli).

The journalist also offers a contrastingly negative assessment to
some CHARACTERISTICS of the kebab, thereby foregrounding this
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component of the cognitive model. The negative assessment refers to
specific features of the kebab including the presence of unhealthy
ingredients (Oonako ecmv 06e npobnemwl, Mmewawue CHUMAaAmMsb
waypmy ouemuyeckum Oa000M: 001bUIOE KOTUYUECHBO MACA U
mecmo na kouuax waypmst), the problematic conditions in which
kebabs are often prepared (B noomockosnwix Jliobepyax onepamusnuxu
0OHAPYHCUU ROONONLHBLIL HeX No 3a20mosKe msaca oasa waypmel. Ha
np0u3godcmee UcCnojibloeanaacsb npocpovyennan KypamuHa, a
pabomHuxamu ObLIU 8 OCHOBHOM HeNezalbHble MUZPAHMbL, HE UMEG-
wue meduyuHckux Kuuxcex, Ilo pezyioemamam peioa, npoeoeHH020
Pocnompebnaosopom ocenvro 2018 2o0a, evisichunocb, umo 6 251
NPOBEPEHHOU  MOpP20B8OU  MOYKe  HAPYWIAIOMCA  CAHUMAPHO-
Inudemuonozuieckue npasuna; Bnpouem, nu ciyuau ompagnenui, Hu
OOHApYJICEHUE YEeX08 3a20MOGKU MACA 0e3 COOII00eHUA CAaHUMAPHBIX
ymoeuﬁ npakmu4eckKku HUKaK He ompascaromcs Ha nonyasaprHocmu
amozo 6mooda) and the negative opinions of nutritionists about the
kebab (Mapzapuma Koponesa, nanpomue, npuzeaia He nOKynamo
waypmy 6 20po0CKUX KUOCKAX, a Npucomosums ee camocmosimeibHo
unu omoams npeonoumenue ¢pykmam). The journalist includes a
negative assessment of some of the kebab’s CHARACTERISTICS in the
media text in order to present all points of view on the kebab and let the
reader draw their own conclusions on the topic.

Another dominant component within the cognitive model is that of
ACTION, which is represented by language units signifying the process
of preparing kebabs in general (B denv s 2omoento om 20 oo 70
naeaweii ¢ macom) and in specific methods of preparing kebabs
(orcapume na cpune — smo camvlii 6€30nNACHBIN CNOCOO NPUSONMOG-
nenus). The journalist also elucidates some features of this process; for
example, the quantity of kebabs cooked and sold during the day (om 20
00 70 nasaweii ¢ macom), the fatigue suffered by kebab sellers
(¥Yemaio, koneuno, cunvno, 6vi6aem, umo eeco Oenv He npucecms), the
duration of work shifts and the absence of days off (Cmena y nac no
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12 uacoe xascowiii oenw, evixoonvix nem) and safe methods of grilling
kebabs (PKapums wna epune — smo camelii Gezonacuwlii cnoco6
npucoOmoeienHusn, nonomy 4mo Hem npAmMoco Kormaxkma c MLZCJZOM).
The features of the ACTION component are referred to in the media
text in order in order to prove the popularity of this dish among the
representatives of various social classes and also of the relevant health
benefits.

The journalist also mentions a new feature that accompanies the
process of producing and consuming kebabs — using an app to find the
best kebab in the city (Ymo6wt naiimu nywwyro waypmy 6 Janunrosckom
patione Mockebl, KoppechonOenm «H36ecmuily 80CHOIB306AACH
nonynapnvim npunoxcenuem «I'oe masepmayr). In mentioning an app
that customers can use to find kebabs, the journalist combines the
spheres of IT and food within the text, a contrast which leads to
changes in the reader’s cognitive system: food becomes closely
associated with IT and this connection is subsequently used by the
recipient to guide and control their actions connected with food; for
example, recipients can choose a restaurant, café or kiosk using an app,
and the consumption of food is accompanied by the use of new IT
technologies that assist the recipient in this process. Due to its presence
in the media, this model becomes fixed in the reader’s cognitive
system: they start associating and using IT when performing everyday
actions.

The journalist represents the PLACE, PARTICIPANTS, OBJECT,
CHARACTERISTICS, ACTION and NEW FEATURES components of
the cognitive model as dominant because they refer to important
elements of the process of consuming kebabs in the following scheme:
the producer — the process of cooking — the product — the consumer —
place. This arrangement initially actualizes a more generalized
‘CONSUMING STREET FOOD’ cognitive model in the reader’s mind
which the journalist goes on to renew by integrating the
FOODcomponent with information about the KEBAB. In addition to
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actualizing the ‘CONSUMING STREET FOOD’ cognitive model the
journalist also introduces a new cognitive model concentrated
exclusively on the concept of the KEBAB as the most popular street
food in Russia. In this case, the KEBAB effectively functions as a
linking element between two cognitive models:

‘CONSUMING STREET FOOD’ «+ KEBAB < ‘KEBAB AS THE
MOST POPULAR STREET FOOD IN RUSSIA’

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

Many articles in Russian media discourse serve to realize the
‘FOOD AS A SOURCE OF HEALTHY LIFE’ cognitive model,
emphasizing the healthy CHARACTERISTICS of some foods offered in
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Russia and constructing their positive representation in the media
discourse. One such article is that published on the website of Izvestiya
newspaper about the types of sausage sold in Russia:

Ha npunaskax poccutickux mMazazuros npooaemcst moabKko
Kawecmeennas u Oe3onacHas Koabaca, ymeepoicoaem
ucnonnumenvuwitl  oupexmop  Hayuonanvnoeo  corosa
npouzgooumeneli. MACa U MACHbIX HPOOyKmos Anexceil
T'opbamos [1zvestiya 08.13.2019].

Sausages do not actually belong within the category of healthy
food, but the executive director cited in the article argues that the type
of sausage sold in Russia does not contain any harmful ingredients
(monvko Kauecmeennasn u b6ezonacnan xonbaca; Konbaca epeonoii 6
npunuune 1737//1 He Mmorcem, eciu OHA npous’eedena no
()OKymeHmauuu. ﬂocmamowm nocmompento Ha cocmae u NnOHANb,
xomume e6v1 5mo uau wem). This fact proves that the ‘FOOD AS A
SOURCE OF HEALTHY LIFE’ cognitive model is realized in this
article, and that the sausage as a type of food is generally represented
positively within Russian media discourse.

For the journalist, the PARTICIPANTS component of the cognitive
model is also of significance, allowing the component to be
supplemented by information about specific PARTICIPANTS such as
the executive director/expert  (ucnonnumenwvnviii  Oupexmop
HaMMOHa]leOZO comsa npouseo()umeﬂezi MmAca U MACHbIX npodykmoe;
DKcnepm 000asun, Ymo maxdce HYJICHO 0Opamumsv GHUMAHUE HA
npoussooumensi NPOOyKma — OH Q0ANCeH OblMb «HOPMANbHBIMY, A He
noonoavneim) and the producers of sausages including farmers and
private companies of various sizes (Dxcnepm oo6asun, umo marxoice
HYJICHO 0Opamumsv GHUMAHUE HA HPOU3EOOUMEss NPOOYKMA — OH
oosicern  Ovimop «(HOPpMANbHbIMY, d He I’loa}’lOJleblM,‘ Hpu 9Mom
Topbamos ommemun, umo nem no80008 HobULE 00B8EPAMb NPOOYKYUU
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om ¢pepmepoe unu HeGOALWIUX HACHIHBIX KOMRAHUIL, NOCKOJbKY
npOGepUmMb KAYecmeo ux Koabacvl eopazio cioxcuee;, Bes [epmanus
noKynaem uMeHHO maxue 60m NPoOYKmosl MEAKUX HPou3eooumenei, u
onu dopoaice, wem y Kpynusix). The PARTICIPANTS component is
important because the main CHARACTERISTICS of the sausage (for
example, quality ingredients and taste) depend entirely on the producer.
The journalist contrasts some CHARACTERISTICS of the producers
(both official and unofficial) to persuade the reader to buy sausages
from official producers: Oxcnepm oOobasun, umo makoce HyxHCHO
obpamums 6HUMAHUE HA RPOU3EOOUMENE HPOOYKMA — OH OONICEH
Oblmb  «HOpMANbHBIMY», a He noonoavhwelm. The journalist also
mentions the fact that small-scale producers of sausage in Germany are
given the opposite CHARACTERISTICS than those in Russia — the
sausage they produce is considered to be of better quality: «Bcs
FepMaHuil nokKynaent UMEHHO maxKkue e60m npodykmbl MEeJIKUx
npouseooumenei, u onu 0opoodice, yem y kpynuolx. Onu cuumaromcs
Jayduie. Ho Y Hac smo euje noKka He o4ervb paseumoy, — 00BACHUN OH.

In another article about sausages, the journalist foregrounds the
CHARACTERISTICS OF THE OBJECT (FOOD) component in order
to inform the reader of the properties of a quality sausage and thereby
persuade them to choose quality products: Oxcnepmer Pockauecmesa
PAccKazanu 0 npasuiax évloopa KaueCmeeHHoU U HamypaibHou Koaiba-
col, useomosnennot no I'OCTy. B eedomcmee packpvliu 3HayeHue
006asok, nauunaowuxcs ¢ byxkevt «Ex» (1zvestiya, 08.13.2019).

The CHARACTERISTICS OF THE OBJECT (FOOD) component
is foregrounded by means of lexical units denoting the properties of a
quality sausage: the colour (I[eem eapenoit konbacwvt donscern bGvimo
om po306020 00 c6emino-po306020, y Hee He 0012CHO ObImMb nwzocmeﬁ,
Komoukoé u ysemoewvix namen), information on the label
(Mngpopmayun na smuxemke OonxicHa cooepicams OAHHbIE NO
cocmaesy, nuu;eeoﬁ yeHnocmu, oame uz20moeJieHuUst U Cpoke ZOOHOCWZZI,
yenosuil xpanenus), ingredients («Bapenas xonbaca, npoussedennas no
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TOCTy, oonocna umemsv credyrowuti UHSPEOUEHMHDBIL COCMAG:
CEUHUHA, 206A0UHA, 6004, AUUA KYPDUHbIE UTU MEIAHIC AUYHDLIL,
MOIOKO KOpO8be Cyxoe ueapbHOoe Uau 00e3dcupennoe, Ccojp
nosapeHHas nuUie6dsn, caxap-necoK, NPAHOCMU (Opex MyCKamHblil
unu Kapoamow)y, — npusooum 13 aseycma «PHA Hosocmuy
coobwenue Pockauecmsa), the content of additives (B uacmuocmu,
npouU3800UmMeniIM paspeuier ukcamop oKpacku (Humpum Hampus)
E250, anmuoxkucaumenu E300 — acxkopounoeasa kucioma, E331
(numonnana kucaoma), E262, E325, E326, E330 nomocaiom
npeoomepawyams  pazeumue  HeNCeNamenvHolu — MUKPOQIOpYL,
cmabunuzamoput u pezyaamopol kucnomuocmu E339, E451, E450,
E452 nosviuarom es3xocmes u  naomHocmv  ¢hapuia, 8 Chnucke Uu
ycunumensy éxkyca u apomama E621. K uescenamenvnvim 0odaskam
omnocames E120 u E252), and the conditions in which the sausage
should be stored («Temnepamypa 6 xonoounvruxe dondcrna 6Goims om
0 00 6 zpaoycoe Ilenvbcusn 6KIIOUUMENbHO», — NOOYEPKHYAA OHA.
Ynakoseannvuii ez eaxyyma npodykm umeem MeEHbUIUI CPOK
2oonocmu, oobasuna Bukynosa). The media text is quite informative
because the journalist supplies the reader with precise information
about the additives which are used in sausages. The journalist
foregrounds the CHARACTERISTICS component in order to inform the
reader of the properties of a quality sausage. The CONSEQUENCES
component is filled with information about the effect of some additives
on human health and sausage texture (E262, E325, E326, E330
HOMO2aom npeoomepauiamo pazeumue HedcenamenbHoll
MukKpoghnopul, cmabunuzamopsl u pezyasmopvl kuciomuocmu FE339,
E451, E450, E452 nosvluarom 6a3Kk0cmo u niomnocms gapuia).

The aim of foregrounding the PARTICIPANTS component is to
persuade the reader to buy quality sausages, an aim which corresponds
to the ‘FOOD AS A SOURCE OF HEALTHY LIFE’ cognitive model.
This dominant component is marked by lexical units denoting experts
who analyze sausage structure and ingredients:

137


https://ria.ru/

Dkcnepmut Pockauecmea pacckasanu o npasuiax wloopa
KAYeCBeHHOU U HAMYPATbHOU KOAOACHL, U320MOBIEHHOU
no I'OCTy. B eedomcmee packpviiu 3nauenue 000A8OK,
Hauunaowuxcsa ¢ oykevl «Ey; Ilo crosam oupexmopa
denapmamenma uccnedoganuii eedomcmea JIroomunv
Bukynosoii, npu svibope mogapa nHado ceepumsv peanvhvie
yenoeus  xpawenus ¢ donycmumvimu - [lzvestiya
08.13.2019].

The opinion given by experts and represented in the media text
helps to persuade the reader to choose sausages with specific
characteristics, an approach which corresponds to the ‘FOOD AS A
SOURCE OF HEALTHY LIFE’ cognitive model, i.e., sausages do not
pose a danger to human health.

Some media texts realizing the ‘FOOD AS A SOURCE OF
HEALTHY LIFE’ cognitive model refer to particular dishes or types of
food (see the examples regarding sausages above) which corresponds to
the journalist’s pragmatic goal of making readers change their everyday
eating practices and adopt a healthier lifestyle. One such article is a
piece in lzvestiya devoted to porridge, a perennially popular dish in
Russia: Juemonoz-snooxpunonoe Anwbuna Komuccaposa 6 aszycma 6
ceoem Instagram pacckazana o npasuniax 6vlo6opa xopouieli 08CAHKU,
makdice paszeesia Heckoabko Mugos 06 osmou kpyne [lzvestiya
08.07.2019]. In the ‘FOOD AS A SOURCE OF HEALTHY LIFE’
cognitive model, journalists, as a rule, try to underline the
CHARACTERISTICS OF THE OBJECT (FOOD) component, because
information referring to this element plays a major role in persuading
the reader to adopt a healthy diet and, consequently, a healthy lifestyle.
In this media text, the journalist foregrounds this component by using
lexical units denoting characteristics such as the presence of previously
unprocessed flakes and healthy substances in porridge:

138



Ilo ee cnosam, nyuuie splbupams my Kauty, 6pems 6apKu
Komopot HauuHaemcs om 15 muwym u eviue. Imo
00yCN0GIeH0 meM, umo makue XIOnbs Oeiaiom u3
UeTbHO20 3epHA, KOmopoe 00 IMOo20 He Hnoosepanu
obpabomke. B maxom npooyxme 0Oydem codepiicamvcs
Oonvbuioe Konuvecmeo KIemuYyamKu U GUMAMUHOG
epynnot B, Komuccaposa pexomendogara yoenumo
0coboe GHUMAHUE KOMUYecmsy KAemUamKu, 6edb uem

bonvwe ee 6 cocmase, mem noaesnee kpyna [lzvestiya
08.07.2019].

The CHARACTERISTICS component also contains information
about the beneficial absence of harmful ingredients in porridge which
makes it such a healthy dish (ITomumo smozo 6 cocmase xnonves ne
OOIDICHbL 3HAYUMBCA CAXAP, CUPON U Opy2ue ROOCIACIUMEIH).

The ‘FOOD AS A SOURCE OF HEALTHY LIFE’ cognitive
model usually contains the CONSEQUENCES component because it is
also effective in persuading the reader to choose a healthy lifestyle. In
this media text, the component is supplemented by information about
the negative consequences of eating porridge (mainly the risk of
calcium deficiency), but the journalist cites a specialist who offers an
efficient way of correcting this issue: Ymo rkacaemcs ycmossuwuxcs
Mughog 06 06csiHKe, MO 00UH U3 CAMbBIX 2NAGHBIX — MO GbIMbIBAHUE
Kanvuus uz opeanusma. Ilo cnosam cneyuanucma, smom s¢hgexm
npucymcmeyem, O00HAKO «HOMEPAHHLLI) KAAbYUll HOJTHOCHIbIO
60CROIHAEMCA CMOJ10601 10)icKoll moioka [lzvestiya 08.07.2019].

As far as the ACTION component is concerned, the journalist cites
a specialist who speaks about the frequency of eating porridge and the
quantity that should be eaten at a time: Komuccaposa maxace ne
PEKOMEHO08aA/1A eCb 06CAHYI0 KAULY KaXCcOblil 0eHb, NOMOM)Y Ymo
01 NOOOEPHCAHUSL  300P0OBbsL  HCENYOKA PAYUOH O0JIdCEeH Oblmb

pasznoobpasnvim. Ipu smom ouemonoz nocosemosana 3a paz cveoams
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6 cpeonem okxono 50 zpamm kpynwt [lzvestiya 08.07.2019]. The
journalist uses the specialist’s advice about the frequency due to his
pragmatic goal of persuading readers to change their eating habits and,
consequently, improve the nation’s state of health.

In some articles in which the same cognitive model of ‘FOOD AS
A SOURCE OF HEALTHY LIFE’ is realized, we can see a focus on
several foods that possess specific characteristics; for example, foods
which can prevent the occurence of certain diseases or improve specific
aspects of a person’s physical condition by helping resist fatigue or stress.

In one such article, the journalist also foregrounds the
CHARACTERISTICS OF THE OBJECT (FOOD) component because it
is this component that leads to the main result of the model — the
healthy condition of the PARTICIPANTS; in this case, the people who
took part in the experiment described in the article:

Amepurancxue yuenvie usz Yuueepcumema bpayna pac-
CKA3aU, KAKkas eod nOMOdIcen CHU3UMb PUCK GO3HUKHOGe-
Husa paka kooicu. 06 smom coobwuno uzdanue Focus. B
nepeom ciyuae yueHvie 6 meuenue 28 nem nabuooanu 3a
300pogvem 121 700 >cenwyun, a 6o 6mopom Ha npomsice-
Huu 26 nem — 3a 51 529 mysncuunamu. Y 123 moic. yyacm-
HUKO8 JKChepumeHma Oblia ceemuas Koxcd, KOMOopast
noosepoicena oHKoao2uveckomy 3aboneéanuto [lzvestiya
08.10.2019].

Naturally, one of the most significant components of the cognitive
model is FOOD itself; it is foregrounded by means of lexical units
denoting fruits and vegetables which contain vitamin A: «Yuacmuuku
uccneoo8anus noaydyaiu  eco (eumafwuﬂ) npeumyuwecmeernno u3
@dpyxmos u osoweil. Ocobenno muo2o sumamuna A codepocumcs 8

KyopAa60ii Kanycme, MOPKOGU U bamamey, — 2060pUMCs 8 Mmamepuae
[Izvestiya 08.10.2019].
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In the analyzed media text the journalist supplements the
CHARACTERISTICS OF THE OBJECT (FOOD) component of the
cognitive model with information about the presence of a healthy
substance, vitamin A, that can prevent the occurrence of cancer
(Boisacnunoco, umo nuwa, 6Gozamas eumamumnom A, moocem
CoKpamumbs pUCK B603HUKHOBEHUS NAOCKOKIEemOYHOU Kapyurnomal,
Komopas A6AAEMCs 6NMOPbIM No dacmome 603HUKHOBEHUA uoa paka
Kodcu, B umoee, 3a 6ecv nepuod HAOIOOEHUsT PAKOM KOdiCU 3ab0/ienu
OKOJlO 3% YHUACMHUKO8 9Kcnepumenma, npu 3mom puckK 603HUKHOBEHUA
OHKOJlo2U4YeCKo20 3a001e6aHUsA y cpynnbl, npednouuma@meﬁ
RPOOYKMbBL C 00NbWUM COOEPIHCAHUEM GUMAMUHA, Obll HUdice
npumepno na 17%).

Another significant component in the cognitive model realized in
the media text is that of CONSEQUENCES; it has been found in all of
the relevant cognitive models realized in American, British and Russian
media discourses investigated in this study. This is quite understandable
because journalists tend to concentrate in general on the positive effects
of eating healthy foods. In this case, the main consequence is the lower
risk of cancer for people who have been eating food containing larger
doses of vitamin A: Hcneimyemsie eenu ankemol, Kyoa 6HOCUNU
unghopmayuio o ceoem numanuu. B umoee, 3a 6ecv nepuoo Had0OEeHUA
PAKOM KOdHCU 3aboneau okono 3% YHUACNnHUKO6 JKcnepumerma, npu
IMOM PUCK B03HUKHOBEHUSl OHKOJ02UYECKO20 3ab0./1e6anus Y epynnbl,
npeonoyumaguiell nPOOYKmul ¢ OOAbULUM COOEPIHCAHUEM GUMAMUHA,
6oL Hudtce npumepno na 17% [lzvestiya 08.10.2019].

The foregrounding of the PARTICIPANTS, CHARACTERISTICS,
FOOD and CONSEQUENCES components of the cognitive model is
connected with the journalist’s pragmatic goal of improving the
nation’s state of health. Owing to this goal, the journalists introduce
health-related cognitive models into the media text and persuade the
readers in this manner to change their lifestyle, especially the aspects
connected with food and eating. By underlining CHARACTERISTICS
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of food such as the availability of healthy ingredients, they represent
food as one of the major tools for improving public health.

Another article discusses types of food which can help to alleviate
fatigue: Hauanvnux ynpasnenus 20cy0apcmeeHHoll UHCHEeKYuu Nno
Kayecmgy numanusi Huna 3atiyesa pacckasana o npooykmax,
Komopble nomozym cuamo ycmanocms. 06 smom 24 uronsi coobwaem
«PHA Hosocmuy [lzvestiya 07.24.2019].

The dominant components within the cognitive model are those of
FOOD, CHARACTERISTICS OF THE OBJECT (FOOD) and
CONSEQUENCES. As in the other articles in which the ‘FOOD AS A
SOURCE OF HEALTHY LIFE’ cognitive model is realized, the
journalist foregrounds these components in order to persuade the reader
to follow a healthy diet and improve his or her state of health. The
journalist usually names specific foods that the reader is supposed to
include into his/her diet, before describing the features of the food,
which usually refer to the healthy substances contained in these foods,
before outlining the effect of these foods on health. This scheme
appears to be a simple and efficient means of persuading the reader
because it concentrates on the most significant components of the
model.

The journalist fills the FOOD component with information about
lettuce, which can help to alleviate fatigue: /7o ee crosam, nyuwe sceeo
C 9MUM CnpasJisionicsi caaiamapl C COpbKUM NPUBK)YCOM, «B couemanuu c
sumamurom C u KapomuHom canam yKpenjisiem CMeHKU KPOBEHOCHbLX
€OCy008, Noie3eH Npu 2UNEPMOoHUL, NPedynpedcoaen amepocKkieposy, —
ommemuna 3aiiyesa [lzvestiya 07.24.2019]. The journalist specifies
only a single vegetable because this is determined by the article genre:
his communicative goal is to give precise and brief information about
the necessary objects that can be of interest to the readers.

In the media text, the journalist pays particular attention to the
CHARACTERISTICS OF THE OBJECT (FOOD) component, which
includes:
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o taste (Ilo ee cnosam, nyuwwe 6ceco ¢ >mum CRPAGIAIOMCS
canamul ¢ 2oppkum npuskycom). The adjective copvxuin (bitter)
denotes a taste which many people would find offputting, but
the journalist uses it to inform the readers of the peculiarities of
lettuce, thereby giving them a detailed representation of the
vegetable;

e healthy substances (bracooaps z2nuxosudy u naxmyuumy @
ceoem cocmaee OHU NPEeKpPACHO 6036)/9!6‘061}0"’! annemum,
oceeacaom, a maxkaice ycnokauearonm u CHumaiom ycmajiocnib,
«B  couemanuu c¢ eumamunom C u KapomuHnom cajiam
YKpenjsiem CmMEHKU KpPOBEHOCHbLX cocy()oe, nojleseH npu
SUNEPMOHUU, NPedYnpel’coaem amepocKiepo3y, — OMMemuid
3aiiyesa);

e colour, cleanliness and shape of the lettuce leaves (Owua
ommemujia, 4¥mo npu 6bl60p€ canama cmoum ocoboe eHUMAHUE
o6pamumb GHUMAHUE HA JUCMbA, KOnopbvle 00aICHbI OBIMb
qyucmobimu, a ux ¢0thl 00J12ICHA COOMEEMCMBOEAMDb copmy;
«He cnedyem  evlibupamv  caram ¢ YeAOWMUMU U
noscesimesiiumMu GUCMbAMU, C HAJIUYUEM PHCABBIX MOUEK
uiu nameH y OCHOBAHUA JIUCNbES U IJHCUIOK, C npusHaxkamu
ZHUTLUY, — NPEOYNPeOUuLa SKCepm).

Another dominant component in the model is that of
CONSEQUENCES, the significance of which refers to the effects of
lettuce on the human body. The journalist mentions effects such as the
impact on appetite, on the physical and emotional state of individuals,
the effect which the vegetable has on fatigue (hracodaps enuxoszudy u
JIAKMYYUHY 8 COEM COCMABE OHU NPEKPACHO 8030yHcOaloOm annemunt,
oceedcarom, a maxdxice YCROKAUGAION U CHUMAION YCMAIOCHD), itS
impact on blood vessels and its ability to prevent blood vessel diseases
(«B couemanuu ¢ sumamunom C u KApOMuHOM canam YKpenjisem
CMEHKU KPOBEHOCHBIX COCY008, HNOJIe3eH Nnpu ZUNEPHOHUU,
npeoynpesxcoaem amepockieposy, — ommemuaa 3aiyesa).
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As was noted in the previous example, the foregrounding of the
FOOD, CHARACTERISTICS OF THE OBJECT (FOOD) and
CONSEQUENCES components of the cognitive model is determined
by the journalist’s pragmatic goal of persuading readers to change their
lifestyle and its aspects connected with food and eating. By means of
the cognitive model and especially its CONSEQUENCES component,
food is represented as a medium for improving the physical condition
of a person.

Journalists tend to foreground the same components of the ‘FOOD
AS A SOURCE OF HEALTHY LIFE’cognitive model in various
media texts about foods that possess specific characteristics. One such
article is that devoted to the ability of some food to fight stress and
prevent some illnesses: Ynompebnenue ¢ nuwy ceesxcezo 3enerno2o
copoutka cnoco6cm6yem YKpenienuro MbIUEYHOU MKAHU U NOGbLULAEe
CoOnpomuBisaemocntb opecanusma pas3iudHovim sabonesanusm. O6 smom
pacckasana 2nasuulii  ouemonoz Oenzopasa Mockevl  Anmonuna
Cmapooy6osa [lzvestiya 07.22.2019].

As in the other articles realizing this cognitive model, the
journalist foregrounds the following dominant components:

e FOOD (Vnompebnenue 6 nuwy ceedxceco 3eneno2o 20pouika
cnoco6cm6yem YKpenjenuro MbIWEYHOU MKAHU U NOSblulaem
CoOnpomueisiemocms opcanusma pas3iudHoviM 36160]166(11—!14}{]\/!;
Cneuuaﬂucm HANOMHUJIA, 4mo Jnaemo — camoe nodxodﬂu;ee
epems ()ﬂ}l noevlUlerHUs UMMyHUmMema C NOMOUWIbIO CBEHCUX
mpae. Ona npuzeara ecmv canam, HeMPYUIKy, VKPOR,
3enenslil ayK, KUH3Y U ceaboepeil, NOCKOIbKY OHU NPUHOCAM
02POMMYIO NOJIL3Y YEN08eUECKOM) Op2aHusmy; «B nempyuike
codepofcaHue eumamuHa C 6 uembvlpe pasza npeesviuitaent eco
KoJuyecmeo 68 JIUMOHE, eCmb 6 ceedicell 3enenu makoce bema-
xapomun, sumamunvl A, E, oramel, eumamunvt epynnsl B;
MuHepaivly — NOACHULA ()MemOﬂOZ,’ Ilo ee clnosam, BKI4YeHue

ceedicell  3eleHu 8 cocmag Om00 NO360AUM  COKPAMUMDb
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ynompebieHue conu, 4mo noCnOCOOCHEYem CHUNCEHUIO PUCKO8
B03HUKHOGEHUs 3a001esanull cepoya u cocyoos; Taxoce cpeou
opyeux nemuux npooykmos Cmapodybosa ommemuna noab3y
Kabaukos, ocobenno 0 mex, Kmo cmapaemcsi n000ep’CUsand
sec 8 Hopme, «Kpome 3penvix u Mon00bIX KAOAYKO8 6 nuuyy
XOpouio ucnoiv3osamsv ueemvl W nodecu pacmenun. Hx
MOIHCHO 3AdneKdamo, oobasisams 6 cynol u oaoice 6 060Ui{HbBIE U
¢pyxkmosovle canamoly, — NOOLIMONCULA CREYUATUCHT).

The journalist also mentions a type of unhealthy food (coss) in
order to contrast healthy and unhealthy foods and underline the FOOD
component, which is supplemented by information about healthy foods
such as green peas, lettuce, parsley, fennel, spring onion, coriander and
celery.

e CHARACTERISTICS OF THE OBJECT (Vnompetaenue &
NUWY C€eeHcec0 3el1eH0c0 copouKa CI’lOCO6CH16y€m YKpenjieHuro
MbIUEYHOU MKAHU U NO8blulaem COnNpomueIAaAemocms Opeanusma
pasiudHbim 36160]186611—!1/[}17%; Cneuucmucm HANomMHuIa, 4mo iemo —
camoe I’ZOOXOO}ZM/;GG epem:t 0I5l NOGBIULEHUS UMMyHUmema ¢
NOMOUWbIO ceexHcux mpae, KpOMe 3peblx u MOSI0OBIX KaDA4K08
6 Nnuwy Xopouio ucnojibzoeamsv yeemosl U n06eeu pacmeHus
brazodaps evicokomy codepoicanuio eumamunos zpynnot B u
MACHUA 20pOULEK OKa3bleaent 6]16120"’160]91-!06 GlUAHUEe HA
HEPBHYIO CUCeMy, nosvluiaem YCmoudueocmes K cmpeccy, B
nempyuixe codepoicarue eumamuna C ¢ yemvipe pasa npegul-
waeni eco Kojaudecmeo 6 JUMOHe, eCcmb 6 ceeoicell 3elleHU maKice
oema-xapomun, eumamunst A, E, onamoel, eumamunsi
zpynnol  B; munepanvt; Buicokoii oyenxu Ouemonoza oHU
YOOCMOUNUCH 3a 00UIbHOE cOOepiIcanue KiemuyamKu, 6umamu-
noe zpynnut B, C, gpochopa, mapzanya, kanvuus u Kanusn).

The journalist underlines characteristics such as the freshness of

food products and their healthy elements in order to persuade the reader
to choose foods with these characteristics.
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e CONSEQUENCES (Vnompebnenue 8 nuwgy ceedxceo 3e1eHo20
20pOUIKa Ccnocobcmeyem YKpenaeHui0 MululeuHOol MKAHU U
noeotuiaem CORPOMUBTIAECMOCHb OpcaHU3IMA pPA3TIUYHBIM
3a0071€86aHUAM; bnazooaps 6bICOKOMY COO0ePIHCAHUIO
sumamurnos cpynnul B u maenus copoutexk  okasvleaen
6ﬂa20m€0pli0€ 6/IUAHUE HA HEPBHYIO cucmemy, noevluiaem
ycmoituueocmov k cmpeccy, Ona npuseana ecmv canam,
nempyuiKy, YKpon, 3eienvlll IyK, KUH3Y U ceaboepell, NOCKOIbKY
OHU RPUHOCAN 0ZPOMHYIO NOJIb3Y UE/I06EUECKOMY OP2AHU3MY ),
Ilo ee cnosam, exmoueHue ceedxcell 3eleHU 8 cocmas 6100
noseoaum COKpamumos ynompe@zenue conu, umo
nocnocoﬁcmeyem CHUJMCEHUIO PUCKoé 603HUKHOG6CHUA
3abonesanuil cepoua u cocyoos; Taxoce cpedu Opyeux 1emHux
npooykmos Cmapodybosa ommemunia noab3y KabAyKos,
0CObOeHHO 011 mex, Kmo cmapaemcs HOO0epIHCUBAmMb 6eC 6
HopMme).

This component is significant, because it contains information
about the impact of healthy foods on people’s health; consequently, it
plays a major role in the process of persuading the reader to implement
these foods into their diet. The journalist mentions CONSEQUENCES
such as the general impact on human health, resistance to illnesses and
stress and potential weight loss.

e PARTICIPANTS (06 smom pacckazana 2naenslii Ouemonoz

oenzopasa Mockewvt Anmonuna Cmapooy6osa).

The journalist introduces and underlines this component because
the participant’s status and occupation also play a significant role in
persuading the reader to choose healthy foods.

A further article is devoted to the CHARACTERISTICS of some
foods which are able to improve aspects of a person’s physical state as
a means of preserving their youthfulness: Ilpasurvno nodobpanmutit
pPayuoH  numaHusl mooicent He  MOJNbKO  Yayduiums COCMOsHUe
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Op2aHU3Ma, HO U 3AMeOJIUmb HOAGNCHUE GUOUMBIX NPUHAKOS
cmapenus, nuwem Meouxgopym [Izvestiya 05.27.2019].

The journalist lists a series of foods possessing these
CHARACTERISTICS, thereby foregrounding the FOOD component of
the cognitive model; these foods include yogurt, fruits, vegetables,
berries, fish, almonds, walnuts and porridge: Tax, cneyuarucmor
COBEMYIOM  JHCENAWUM NPOOIUMb MOI000CHb BKIHUUMbL 8 MEHIO
HamypanbHulll dozypm u apoyszwl; Taxoice 6axicHo ynompeoasimov He
MeHee 08YX NOpyuill HCUPHOU povlobl 6 Hedemo, Pexomendyemcs
BKIIOYUMb 6 payuoH 002amyto AHMUOKCUOAHMAMU YEPHUKY U
ecmecmeen bl UCIMOYHUK KOJlazena — anenvcunwvl, Kpome moeo, 6
PayuoHne O0NdHCHbL Oblb A6OKAOO, OO2amble HCUPHBIMU KUCTOMAMU —
oneunogoll u omeza-9, Opokkou, cnocobcmeywwue Gvipabomre
Konnazena u bocamoie sumamunom C, maxue opexu, Kaxk MUHOANb U
Zpeukue (cooepoicam omeea-3, npomeun u eumamun E) u oecauka,
cooepoicawjasi KpemHuti U CHOCOOHASL 3AMOPMO3UMb  HOsGILEHUE
mopwun. This type of listing allows the journalist to construct a
detailed picture of various foods possessing a specific feature.

The journalist also foregrounds the CHARACTERISTICS OF THE
OBJECT (FOOD) component by means of lexical units denoting
healthy substances contained in particular foods in order to persuade
the reader: Apbyswi, 6 c60i0 ouepeds, a8aI0OMCS 6OAMBIM UCTMOYHUKOM
JUKORUHA — AHMUOKCUOAHMA, NOMO2AIOWE20 COXPAHUMb 300p08be U
Mmonodocms kodicu;, Pexomendyemcs exiouums 8 payuor 002amyio
AHMUOKCUOAHMAMU YEePHUKY U eCTNEeCMBEHHbIl UCMOYHUK KOJI1A2eHA —
aneavcunvl;, Kpome moco, 6 payuone O00n*CHbL ObIMb ABOKAOO,
bocamvie HCUPHBIMU KUCTIOMAMU — 0JICUHOB0H U omeza-9, OpokKou,
cnocobcmayiowue gvipabomke Koanazena u bocamovle eumamunom C,
maxue opexu, KaKk MUHOAIb U epeyKue (cooepaicam omeza-3, RPOMeEuH
u eumamun E) u oecanxa, codepxcawasi KpeMHUH U CHOCOOHAA

3amopmo3sumbs noseleHue MOPpUWUH.
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CONSEQUENCES is the dominant component here, and it plays
a major role in the process of persuading the reader due to the fact
that the journalist adds further information about the effect on human
health, an aspect which is of particular interest to the reader. The
journalist also constructs a detailed picture of the CONSEQUENCES
of eating foods containing healthy substances that affect the process
of preserving youth. This picture includes the following positive
effects:

o the positive effect on the gut flora and immunity (I7epssiii
nomozaem 0300pP0GUMb MUKPOPAOPY KUMMEUHUKA, YKPEnums
UMMYHUmMem),

e protection of cells from ageing (Gawumume xrremxu
OP2aHU3IMA OM NOGPENHCOCHUIL, CHOCOOCEYIOUUX CIAPEHUIO);

¢ the positive anti-ageing effect on human skin (Ap6yset, 6 csoro
oqepedb, aensaomes  602amuiM  UCTNOYHUKOM — JAUKONUHA ——
aHmMOKcudaHma, nomoeawueco COXpanumo 300p08b€ u
MOJ1000CHb Koorcu, Om KOHUYermpayuu smux eeujecme 6
opeaHusme 3asucum MOJI000CHLb KoJxcu, OBCAHKA,
cooepaicawas KpemMHUll U CNOCOOHAs 3amMOPMO3UNLL NOAGIACHUE
MOpUWIUR) |

e the positive effect on human cognitive abilities, which can
deteriorate with age (Taxoice saccno ynompebname ne menee
08YX nopyuil JHCUpHOU pvlovbl 8 Hedeno. Dmo CHU3UM PUCK
KOZHUMUGHDBIX HAPYULEHUIL).

In another article the journalist cites American dieticians who have
developed a series of recommendations for healthy eating:
Amepukanckue — cneyuanucmol  paspabomanu  psao  OuemuueckKux
peKomeHOayutl, KOmopble HNOMO2Yym HOCHENeHHO nepeumu  Ha
npasunvroe numarnue. Cogemwvl onybnuxosansi na Medicalxpress
[Izvestiya 07.03.2019].

The main component within the cognitive model is that of FOOD.
This approach is certainly a logical one, because the article is devoted
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to healthy eating in general, and therefore the journalist cites the
dieticians who suggest substituting habitual foods for healthier ones. In
the article the journalist contrasts common, everyday foods that people
are accustomed to with their equivalents which the dieticians consider
to be healthier:

o Tax, 6 nepgyio ouepedb MeOUKU COBEMYION IKOHOMUMD
HA NpoOyKmax u3 nepepadbomanno20 Msaca (Cocucku,
Konbaca, semuuna) u xoms Obl 00UH-084 PA3A 8 HeOeO
3aMeHsMmb KPACHOE MACO HA (hacotb.

o Ymobwbl 6e3601e3HeHHO yMeHbUlums nompedienue coul,
HYJICHO nepetimu om OObIYHBIX KOHCEPEUPOBAHHBIX
CYnoe u 0eowieil 00 KOHCeP808 ¢ HUIKUM COOePHCAHUEM
Hampus, a cojenvle opexu npeonoyecms HeCOIeHbIM.

o CnugouHoe Macio Ouemonozu peKOMeHOYIom 3aMeHUMb
onueKosebIM. E2o u Opyzue pacmumenvHbvle MAcaa
MOJCHO — UCHOTL306AMb  8MEeCMO  CAUGOYHBIX U
MailoHe3HbIX 3ANPAGOK.

o Konuuecmeo NOCIEOHUX MAKIHCE MOJCHO YMEHbUIUMD,
ecu 20mosuUmyb COYChbl He HA OCHOBE MOJIOKA U CIUBOK, a4
UCNONBL3YSL, HANPUMED, MOMAMHOE NIOPe U MPABHL.

o Taxoice 8pauu cosemyiom 3ameHUmv 0envlil Xaed Ha
UeNbHO3EPHOBON, MONO0KO  dcupuocmuto 2%  nHa
00HONpOUEeHmMHOe, KApMoenvHble YUNCHl HA NONKOPH,
RUUUY HEnNEPOHU HA 08OWHYIO, KAPDMOWIKY (pu Ha
Jcapenvle KyCOYKU HMIbIKGbL, G CIAUBKH 8 KOGheuHbIX
Hanumxax Ha monounyio neny [lzvestiya 07.03.2019].

The journalist offers the following opposition that may serve to
change the readers’ eating practices:

unhealthy foods vs. their healthy equivalents
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According to this scheme, a person should not reduce the amount
of food they consume, the typical requirement of weight loss programs;
instead they should substitute the habitual consumption of unhealthy
foods with their healthy equivalents.

Another dominant component in the cognitive model realized in
the media text is that of the CHARACTERISTICS OF THE OBJECT
(FOOD), which is foregrounded by means of lexical units denoting the
healthy elements contained in the equivalents offered by the specialists:
Onu oocmamouHo cxodcu no codepofcano 66.7"('(1, CUMAMUHO6 U
MUKDPOITIEMEHM OB, 9m0 noszeoaum yeeaudumo Koauyecmeo
HEHACHIWEHHBIX JHCUPOB 6 6BalUeM DAYUOHE NPU OOHOBPEMEHHOM
CHUMCEHUU HACbIUEHHbIX, Tax e6wvi cmoorceme nouay4dumao oonvue
numamesibHblX eeuiecme C MEHbWUM KOJAUYeCmeom K(l]lOpZ/lZJ u
racviwennvix scupos [l1zvestiya 07.03.2019].

The journalist pays particular attention to the ACTION component
of the cognitive model, supplementing this element with information
about the actions that precede the act of eating; for example, opening a
fridge, going to a supermarket or making an order at a restaurant:
llenamv omo credyem KaxcOwili pasz, Ko20a 6bl OMKpbléaenie
x0ﬂ00uﬂlelK, xXooume 6 MazasuH 3a npodykmamu uiu 3aKazvleaeme
edy ¢ pecmopane [lzvestiya 07.03.2019]. These actions are considered
to be important by the journalist because he connects them with the task
of substituting habitual unhealthy foods for their healthy equivalents
and argues that these actions should be guided by this task (Kax
ommevuarom Meduku, HYJHCHO gce20a UCKamv OOabULE BO3MOICHOCMEL
8HOCUMDb HeDOblUEe USMEHEHUA 6 CBOU PAayuoH, nooobHbIE DIMUM.
Henamv 3mo cnedyem Kadxcowlii pasz, Koz0a 6bl OMKpbisaeme
XONOOUTILHUK).

The CONSEQUENCES component is also represented in the
media text to persuade the readers to adopt a healthier diet. For
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example, the journalist argues that beans can help to make a figure
slimmer (IIpu smom om 60606bLx 6oaLUIE NOABL3BL 0151 hUZYPBL).

In the article containing recommendations for healthy eating given
by the Russian dieticians, the components FOOD and
CHARACTERISTICS OF THE OBJECT (FOOD) are foregrounded by
means of lexical units denoting healthy foods that should be consumed
every day and the healthy elements which they contain. The journalist
lists foods of this type, including fruit and vegetables (Taxk, excednesno
Haoo cvedamsv kax munumym 400 o oeowieii u pyxmos, nomumo
Kkapmoghens u Kpaxmaicooepicawux Kopreniooog) and foods
containing healthy fats (Bmopas pexomenoayus: nonesmvie scupot
Odoadichbl cocmagnams He bonee 30% om obwe2o Koauwecmaea Kaiopuil.
Omo mpu cmonosvie 10J4CKU Macaa, 0éa agokaoo, 100 2 apaxuca uiu
100-740 2 coesvix 60606, B yenom swceramenvro 3amensmo obe smu
2PYRNbL HCUPOS HA HEHACBLU{EHHBLE).

The FOOD and CHARACTERISTICS OF THE OBJECT (FOOD)
components are also supplemented with information about unhealthy
foods and substances, the consumption of which should be avoided or
reduced to improve the nation’s state of health: Ymo kacaemcs
HACLIUEHHBIX (IMBEPObIX) HCUPOG, O UX KOIUYECBO He O0IHNCHO
npegviuwiams  10%.  I[lompebnenue  mpancicupos,  KOmopwie
MPAOUYUOHHO 6X00AM 8 COCMA8 MAUOHe3d, MapzapuHa, Kemyyna u
KonOumepckux u3zdenuul, credyem ceecmu Kk 1% umu 6ogce
uckmouums,  Ilompebnenue  ce0600mbIx  caxapos,  Komopbie
NPUCYMCMBYIOM 6 Mede, CUPORAX, COKAX, MAKIHCE HYIHCHO YMEHbUIUMb
0o 10%; Omo 50 e caxapa; Om anK020a8 COGEMYIONM OMKA3AMbCA
606ce IUOO 3HAUUMENbHO YMEHbUMb e20 Koauvecmeo [lzvestiya
07.23.2019]. Using lexical units denoting healthy and unhealthy foods
and the substances contained in them, the journalist foregrounds these
components of the cognitive model. The contrast which the text draws
between healthy and unhealthy foods and substances persuades the
reader to choose healthy foods and substances.
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The journalist also pays particular attention to the quantity of food
that should be consumed in order to stay healthy. The quantity is
indicated in grams (7Tax, esxceonesno nado cvedamo xax munumym 400
2 osoweti u gppykmos; 100 2 apaxuca uau 100-140 2 coesvix 600608,
Omo 50 2 caxapa;, Conv 6 nuwy npeonoumumenvHo 006aeismy
1I0OUpoBaHHyl0, MeHee § 2 6 Oenb — 3Mo ualiHas 10JcKa Oe3 éepxa),
number of spoons or fruits (mpu cmonossie noxcku macaa, 12 uainvix
J10JIceK 0e3 eepxa 0.5l UeloBeKa ¢ HOPMANbHBIM 8ECOM, 08d ABOKAOO)
and the percentage of substances contained in foods (4mo xacaemcs
HACLIUEeHHbIX (MBepObIX) JHCUPOB, MO UX KOJUYECHBO He O0JHCHO
npesviwwams  10%.  Ilompebnenue  mpawncoicupos,  Komopuie
MPAOUYUOHHO 6X00M 8 COCMA8 MAUOHe3d, MApeapund, Kemuyynda u
KOHOUmepckux uzdenutl, ciedyem ceecmu k 1% unu 6o6ce uckmouums,
Ilompebnenue c60600HbIX caxapos, KOMopbvle NPUCYIMCMEYIOM 8 Meoe,
cuponax, coxax, maroce HyxcHo ymeuvuwiums oo 10%,; [lpumeua-
menvHo, umo chudcenue 00 5% obecneuusaem OononHumenbHvle
npeumywecmea 05 300poswvst). The journalist uses this approach in an
effort create a multi-faceted picture of the type of diet that readers
should follow in order to improve their health. This picture not only
includes the healthy foods, substances and the quantities that should be
consumed, but also mentions the foods that should be avoided.

The CONSEQUENCES component is indicated by means of
lexical units denoting the overall impact of a healthy diet on human
health: Creyuanucmor Pocnompebuadsopa paspabomanu chucok
NPUHYUNOE  300pP06020 RUMAHUS, KOMOpo2o — HeoHX00UMO
NPUOEPACUBATNBCS BCEM POCCUAHAM OJil COXPAHEHUA U YKPenieHus
300poewsa [lzvestiya 07.23.2019].

The foregrounding of the FOOD, CHARACTERISTICS OF THE
OBJECT (FOOD), ACTION and CONSEQUENCES components is
determined by the journalist’s pragmatic goal of persuading readers to
change their eating habits by adopting a healthier diet and thereby
contribute towards the betterment of the nation’s state of health. The
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media text about the recommendations of the Russian dieteticians
foregrounds virtually all of the same components of the cognitive
model. The recommendations refer to various types of foods, their
characteristics and their impact on human health. In this case the
journalist’s goal is to present the reader with information about the
choice and quantity of foods which can be beneficial for health. As has
been mentioned above, this scheme is an efficient means of persuading
readers to adopt a healthy diet as they only perceive the basic elements
of a healthy diet which can help them preserve or improve their health.
Another article addresses the health benefits of canned fish:

Bpau-ouemonoe  @edepanviozco  UCcie008amenbeKo2o
YeHmpa numanusl, GUOMEXHON02UU U GE30NACHOCIU NUWU
Tamovsina Connyesa pacckazaia o0 NoAb3e  PblOHBIX
koHcepeos. [lo  ee  croeam, npu  NPABUIBHOM
ynompebneHuu OaHHbll NPOOYKM AGISAEMCS UCHOYHUKOM
HE3aMEHUMbIX — JICUDHLIX — KUCIOM, — GUMAMUHO8 U
mukposnemenmos [lzvestiya 11.03.2019].

In this media text the journalist foregrounds the same components
of the ‘FOOD AS A SOURCE OF HEALTHY LIFE’ cognitive model
that we have found in the other media texts in order to persuade the
reader to choose healthy foods and change their lifestyles:

e FOOD: Cneyuanucm pacckasana, umo 8 pbIOHBIX
KOHcepaax 8 OONbUUX KOAUUECTNBAX COOepHCUMCsL DeOK.
Ocobenno, no ee crosam, 8 SMoM niane NPumMedameien
myney; Ilpu 2momM HeMNUOHOM NO  COOEPIHCAHUIO
sumamuna D u omeea-3 oicupuvix Kuciom sensiemcs
neuens mpecku [lzvestiya 11.03.2019].

The journalist mentions canned fish, a popular product in Russia,
suggesting that it can improve the health of consumers if included into
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their diet. At the same time the journalist quotes a specialist who
mentions canned fish in a negative light, indicating that the dressing in
which the fish is prepared (typically tomato sauce or sunflower oil) can
cause harm to people’s health: Cneyuanucm ymoununa, umo ayuwe ne
noKynamo KoHcepesl ¢ momamnom coyce uau maciae. In this way the
journalist tries to build a substantial, multi-faceted picture of a specific
type of food (in this case canned fish) in the reader’s cognitive system
in order to form a positive attitude to this type of food;

e PARTICIPANTS:  Bpau-ouemonoz  ®@edepanvnozo
UCCe006AMENbCKO20  UEHMPA NUMAHUA, Ouomex-
Honocuu u 6ezonacnocmu nuwu Tamvana Connuyesa
pacckazana o noavze pulOHbIX KoHcepeos, Cneuyuanucm
pacckazana, uYmo 6 pulOHbIX KOHCEP8Aax 6 OONbULUX
Konuuecmeax cooepycumcs oenok [lzvestiya 11.03.2019].

The indication of the specialist’s status helps to persuade the
reader to adopt a healthy diet. The author also mentions other
PARTICIPANTS, who should avoid consuming some types of canned
fish (Ilpu smom ona ommemuna, umo dannas pviba u Opyeue xuwyHvle
pblobl (Hanpumep, axyid, pevloa-med, MApiuH) Mo2ym HAKANIUBAMb
pmyms, 6 C643U C HeM UX He pPeKOMeHOyemcs YHnompeousimo

OepemennbIM U Oemam).

e CHARACTERISTICS OF THE OBJECT (FOOD): [lo ee
C108am, npu NPABUILHOM YROMpeOieHUU OAHHbBLIL NPOOYKM
ABNIAEMCS UCTHOYHUKOM HE3AMEHUMbIX HCUPHBIX KUCTIOM,
6UMAMUHOG U MUKpOINemenmos, Cneyuanucm paccka-
3ana, 4mo 8 pblOHBIX KOHCEPBAX 8 OONbUUUX KOIULeCHBAX
codepocumcs  benok; Ilpu >smom  uemnuonom no
codepoicanuro eumamuna D u omeza-3 scuprnovix kuciom
saensiemces neuens mpecku [lzvestiya 11.03.2019].
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The author underlines CHARACTERISTICS of FOOD such as the
healthy ingredients which can have a positive effect on people’s health.
The author also mentions the recommended portions of these healthy
ingredients as well as the negative effect of exceeding these limits (I7o
ee cno6am, 0Jis OpeaHu3Ma KpauHe 6a3cHo npasuibHoe COOMHOUIEHUE
omeza-3 u omeza-6 (om 1:1 oo 1:5). Oonaxo 6 nooconneuHom macie
oecamKu pas Oonvue 0meza-6, Ymo He2amueHO CKa3bvleaemcs Ha
Memabonuzme xonecmepuna u Ha 300posve cepoua u cocyooe). The
journalist also informs the reader of the unhealthy substances which
may be present in canned fish: Ilpu smom ona ommemuna, umo oannas
puloa u opyeue xuwnvie pvlovl (Hanpumep, axKyid, pbloa-mey, MapiuH)
moeym muaxaniueamo pmyms, Taxoce Connyesa He pexomenoyem
ucnojbzoeambsv pbl6Hble KOHCepebl 6 691‘660H66H0M payuone usz-sa
O0bUL020 codepofcalmﬂ 6 Hux coau. «K cooaHcaiienuro, o0Ha Oanka
KOHCEPBOB MOooHcem coaepofcamb noumu CyYmo4HyIO HOpMYy COIU.
HOSMOMy eciu 6bl comoeume cauiam, mo Jydue eco He COJaumsvy»
[Izvestiya 11.03.2019]. The presence of information about both the
healthy and unhealthy ingredients of the food makes the
CHARACTERISTICS OF THE OBJECT (FOOD) component dominant
within the framework of the cognitive model realized in the media text.
The dominant character of this component is also determined by the
reader’s interest in the effect of healthy and unhealthy substances on
people’s health:

e CONSEQUENCES: Oodnakxo 6 nooconneunom macne 8
Oecsimku pas 6oavuie omeza-6, ymo He2amueHoO CKA3bl-
6aemcst Ha MemadoauIMe XonecmepuHa U Ha 300P06be
cepoua u cocyoos [lzvestiya 11.03.2019].

The journalist mentions CONSEQUENCES such as the effect of
healthy ingredients on particular physiological processes (memaéonusm
xonecmepuna) and on the state of health of several vital organs
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(300posve cepoua u cocyooe). This component is foregrounded by the
journalist because the effect of eating particular foods on health is of
primary importance to people; therefore, the CONSEQUENCES
component also plays a major role in the process of persuading the
reader to adopt a healthy diet.

Russian media discourse also contains an article in which a
journalist makes a connection between cooking and the sphere of
entertainment, but instead of the ‘COOKING AS A SOURCE OF
ENTERTAINMENT’ cognitive model, the ‘ENTERTAINMENT AS A
SOURCE OF COOKING’ model is realized instead:

Yowce 6 Hosbpe smoeo 200a ma npuraskax noseUmMcs
KVAUHAPHAA KHU2A C peyenmamu 61100 U3 KUHOINOneu
«36e30nvie eounby. 06 smom 5 aezycma coodwuno
uzoanue The Hollywood Reporter. Ommeuaemcs, umo
COOPHUK HANUCAH OM JuYya 0O0HO20 U3 NEePCOHAdcell —
Ovlswe20 wed-nosapa uz 3amka Kopoaegvl nupamos Mas
Kanamvr Cmpono Taeeca. Tenepv ¢hanamol  unvma
CMO2YM  UBVHUMb  MENC2ANAKMUYECKYI0  KYXHIO U
npueomosums  3namenumole 6mooa. Hao npoexmom
pabomanu uzoamenvcmeo Insight Editions, kunoxomnanus
Disney, «yaunapuwiti  obospesamens Heacu Momnpo-
Kaccenv u aemop xomuxcoe Mapx Cymepax [lzvestiya
08.07.2019].

In this case it is not cooking which serves as a source of
inspiration for a TV program, but rather an American epic space-opera
media franchise serves as a source of inspiration for cooks.

As in British media discourse, the journalist uses the media space
to connect two quite different activities in the media — cinema and
cooking. The journalist connects these two spheres in order to
emphasize the importance of food and cooking in contemporary
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society. Food and cooking in this case are given importance via cinema,
which also plays an important role in contemporary society.

The dominant component foregrounded by the journalist within
the ‘ENTERTAINMENT AS A SOURCE OF COOKING’ cognitive
model is that of PARTICIPANTS. This component is dominant because
the journalist pays particular attention to the process of cooking, in
which the major role is played by the individual; the individual in this
case becomes the subject of all significant actions which can influence
the reader. This component is underlined by means of lexical units
denoting participants such as a movie character (Ommeuaemcs, umo
COOpHUK Hanucan om nuya 00HO20 U3 NepcoHaiceli — Ovleuiezo uiedh-
nosapa u3 zamxa Kopoaeevt nupamoe Mas Kanamovt Cmpono Tazeca),
film fans (Tenepv panamovr punvma cmozym uzyuumo medxceanaxmu-
YeCKyI0 KYXHIO U Npueomosums 3nameHnumole O1100a), representatives
of the publishing house (uzoamenvcmeo Insight Editions), a film
company (kunoxomnanusa Disney), a food writer (kyaunapnoui
obospesamens Yencu Monpo-Kaccenv) and a comic book-writer
(aémop xomuxcoe Mapk Cymepax). The PARTICIPANTS component
includes representatives from the film, publishing and culinary spheres.
Such a wide representation of the PARTICIPANTS component proves
the significance of food and cooking for people engaged in various
fields of activity. This significance also helps to popularize new ideas
about food and cooking among younger members of society: the
involvement of so many different PARTICIPANTS into the production
of the cookbook and their connection with the famous film sequel serve
as means to attract the readers, especially young film fans, to cooking.

The FOOD component is not foregrounded within the media text,
although it is nonetheless dominant because the text is about the
publication of a cookbook with recipes of dishes from the “Star Wars”
film franchise (Vowce 6 nosbpe smoco 2oda na npunaskax noseumcs
KYUHAPDHAA KHU2A ¢ peyenmamu 01100 u3 Kunodnoneu «36e30Hbvle
BOLHBLY).
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Another dominant component within the cognitive model is that of
CONSEQUENCES. This component is supplemented by information
about the intended result of publishing the cookbook — cooking the
dishes from the film epic by the fans (Teneps ¢panameor punvma cmozym
U3YuYUmb MexNCcealaKkmu4ecKyro KyXHio u npucomoeums 3HamMeHumble
omooa). According to Eco, some literary works can be ascribed a
predictive function in which they describe something that only comes
into existence afterwards [Eco 2005: 409]. In this case, the cultural
influence of the Star Wars films is used to introduce new dishes and,
consequently, change the existing sphere of food and cooking. The
situations connected with cooking in the real world are inspired by
situations from the imaginary world of cinema; these interrelations
between imaginary and real worlds in terms of food and cooking,
underline their importance in contemporary society. Consequently, the
journalist’s pragmatic goal in this case is to represent food and cooking
as significant objects and activities that play an important role in social
and cultural life and which are able to unite various people and fields of
activity.

In another article the journalist also demonstrates how food-related
events described in an animated sitcom, The Simpsons (Matt Groening,
1989 — to date), can occur in real life:

Typucmxku u3z Ilsetiyapuu  nokadposo  noemopuu
noxooicoenus eeposi myavmcepuana « Cumnconwvty I omepa
Cumncona. Jlegywxku nocemunu 6ce 23 3HaAMeHUMble
saxycounvle Hoeoeo Opneana, 20e 6 17 cepuu 29-20
cesona nobwisan mynemeepoi [l1zvestiya 08.31.2019].

The short article is accompanied by a video showing the scenes
from the sitcom episode and tourists’ visits to the New Orleans cafés
and pubs featured in the episode. The tourists imitate Homer Simpson’s
movements and consume dishes in the same manner.
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This short article is used to realize the ‘ENTERTAINMENT AS A
SOURCE OF EATING OUT’ cognitive model, because in this case the
cafés and bars described in an animated sitcom inspire people to visit
them in real life. The article is quite short, but it is used to realize a
cognitive model in accordance with the journalist’s pragmatic goal.

The journalist foregrounds the following dominant components of
‘ENTERTAINMENT AS A SOURCE OF EATING OUT’ cognitive
model:

e PARTICIPANTS: Typucmku u3 Ilgeiiyapuu noxaopogo
nosmopuiu noxodcoeHuUst cepost myabmceepuana «Cumnconviy
Tomepa Cumncona. /lesymku nocemunu 6ce 23 3HameHumuvle
saxycounvle Hosoco Opneana, 2de 6 17 cepuu 29-co ce3ona
nobwvisan myavmeepoii [1zvestiya 08.31.2019].

The PARTICIPANTS component is underlined by means of lexical
units denoting Swiss tourists (mypucmku us Ilseiiyapuu) and the
famous animated cartoon character (I'omep Cumncorn). The real and
imaginary PARTICIPANTS are united by the same ACTIONS within a
single media space and these ACTIONS refer to eating out.
PARTICIPANTS is the most dominant component within the cognitive
model because it refers to interrelations between the imaginary and real
worlds: real people perform the same actions as the imaginary character
and this information is used to persuade the readers to do the same;

o PLACE: /lesywxu nocemunu éce 23 3HameHumole 3aKycoOUHble
Hoeozo Opaeana, 20e 6 17 cepuu 29-20 cezona nobwigan
mynemeepoi [1zvestiya 08.31.2019].

This component is foregrounded by means of lexical units
denoting the eateries located in New Orleans (23 suamenumoie
3axycounsie Hosozo Opneana). The journalist mentions the quantity of
eateries (23) and uses the epithet (3mamenumsie) to underline this
component. The PLACE component is also foregrounded in order to
arouse the reader’s interest in the famous bars and cafés of New Orleans
and to persuade the readers to visit them or even just to eat out in general;
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o ACTIONS: Typucmxu uz Illsetiyapuu noxadposo noemopuiu
noxoxcoenusn zepos mynomcepuanra «Cumncouwly [omepa
Cumncona. [legyuiku nocemunu ce 23 3HameHumvle 3aKycou-
nvle Hosoeo Opneana, 20e 6 17 cepuu 29-c0 ce3ona nobwviean
mynemeepotu [lzvestiya 08.31.2019].

The journalist also foregrounds this component in order to inspire
people to visit the famous New Orleans eateries which were mentioned
in an episode of The Simpsons.

The FOOD component is not mentioned in the article, but it is
included in the PLACE component, which is supplemented by
information about the places where people can eat and relax. This
component is also realized in the video which accompanies the text of
the article, as it demonstrates various dishes consumed by both Homer
Simpson and subsequently by the tourists.

The journalist’s pragmatic goal in this case is to represent food and
cooking as significant objects which play an important role in social
and cultural life. Using the cultural influence of the famous American
animated sitcom, the journalist also aims to inspire people to attend
famous New Orleans cafés and bars and eat out there.

Another article also draws a connection between the spheres of
food and entertainment:

Decmusany nenvmenell 6 meuyenue Mecaya Oyoem
npoxooums 6 IOxcno-Caxanuncke. B meuenue mecsaya
acumenut 2opooda cmo2ym nonpobosams 0100 PA3HBIX

Hapoo08 6 pAMKAX 2aCMPOHOMUYECKO20 Mapa@oHa

[Izvestiya 11.01.2019].

The journalist uses the media text to realize the ‘FOOD AS A
SOURCE OF ENTERTAINMENT’ cognitive model, in which the
following components are dominant:
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e FOOD: ®@ecmusanre nenvmeneii ¢ meuenue mecsiya Oydem
npoxooums 6 FOxcno-Caxanuncke, B meuenue mecaya sicumenu
2opoodacmozym nonpobosams 011004 PA3HbLIX HAPOOOE 6 PAMKAX
2acmponomuyeckozo vapagona; Kumenu eopoda cmozym npo-
b06amp Kiaccuweckue neabMeHU, PAGUOTU, OUMCAMbL, XUH-
Kauu u 6apeHuKu ¢ pasiudyHolMU HAYUHKAMU U HeOObIYHbIMU
couemanuamu 6xycos;, OOHOBpeMeHHO ¢ hecmusaniem Ha calime
20pOOCKOU admuHucmpayuu Hawancs onpoc nacenernus « Camvle
6KYCHble NENbMEHU CAXANUHCKO20 npouzsooumensy, lloosede-
Hue umoe08 @ecmugans cocmoumcs Ha [[He nenvmens,
xomopwiti ommemam 14 dexabps [1zvestiya 11.01.2019].

The FOOD component is underlined by means of lexical units
denoting the specific kind of food, pelmeni or meat dumplings
(nenvmenu), that the article is devoted to. During the festival that will
be held in the Russian city of Yuzhno-Sakhalinsk, city dwellers can try
different types of meat dumplings as prepared by various ethnic groups
(maccuqecxue nenbmenu, pasuoiu, OumcaMbt, XUHKAIW U 6aPEHUKU
C pa3l1UYHbIMU HAYUHRKAMU U HeOObIYHbIMU COMEMAHUAMU GKyCOG).
The use of lexical units referring to the various types of meat
dumplings serves to underline the dominant component within the
cognitive model and demonstrate that FOOD can unite different
peoples: by trying the dishes of other peoples, the PARTICIPANTS in
the festival can learn about other countries’ and ethnic groups’ culinary
traditions and cultures. In this case FOOD becomes a unique object
that, in addition to providing nourishment physically, can also provide
them with information about other peoples’ cuisines;

e CHARACTERISTICS OF THE OBJECT (FOOD): JKumenu
2opooa cmozym npoboeamsv Kiaccuieckue neivsmeHu, pasuo,

auMC(lel, XUHKAIU U 6APEHUKU C PA3TTUYHBIMU HAYUHKAMU U
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HeoObluHbIMU couemanuamu 6Kycos. Cmoumocms 011004,
npeonazaemozo 6 pamkax mapagoua, He 6Oyoem npegvLIUAMD
350 pyobnen, cooowaem HA SakhalinMedia. Oonospemenno ¢
pecmusanem na caiime 20pOOCKOU AOMUHUCMPAYUU HAYAILC
onpoc nacenenus «Camvie 6KYCHblE NENbMEHU CAXANUHCKO2O
npouszeooumensy [lzvestiya 11.01.2019].

The journalist foregrounds this component by means of lexical
units denoting CHARACTERISTICS such as ingredients (paziuunsie
nauunku), taste (camoie exycnwte), combinations of tastes (neodviunsie
couemanusn exycog) and price (350 pyonenr). This component is also
underlined via the epithet (neoéwviunsie), which is used to ascribe
aesthetic value to the food,;

o PLACE: ®ecmusanv nenvmeneii 6 meuenue mecaya Oyoem
npoxooums ¢ FOxcno-Caxanuncke. The festival takes place in
the remote Russian city of Yuzhno-Sakhalinsk, and the
journalist underlines this component in order to demonstrate the
importance of FOOD, a feature which can be used as a source
of ENTERTAINMENT in any place;

e ENTERTAINMENT: ®ecmueany nenvmeneit 6 meuenue
mecaya 6yoem npoxooums 6 FOxcno-Caxanuncke, K ghecmuea-
a0 npucoeduHunucy 12 3agedenuti 00uecmeeHHo20 NUManus;
Hooseoenue umocos ¢hecmugans cocmoumes wna Jne
nenvmensn, komopuwitl ommemam 14 oexabps; Co 2 no 4 nosabps
6 Poccuu npotioem 6ocemvb Oonvuiux ¢hecmueaneii, Komopwvie
npuypouenvl K [{no napoonoco eouncmea, Kaoicowiii 200 mema-
MuKa RPA3OHUKO8 pacnpelelsiemcs medxcoy edepaibHbimu
okpyeamu [lzvestiya 11.01.2019].

The ENTERTAINMENT component is foregrounded by means of
lexical units such as ¢pecmusans and npazonux, which presuppose the

162


https://sakhalinmedia.ru/news/872707/?from=43
https://iz.ru/938249/2019-10-31/vosem-bolshikh-festivalei-proidut-v-rossii-po-sluchaiu-dnia-narodnogo-edinstva
https://iz.ru/938249/2019-10-31/vosem-bolshikh-festivalei-proidut-v-rossii-po-sluchaiu-dnia-narodnogo-edinstva

fun and entertaining activities. The word combination Jens neavmens
also refers to a festival;

o PARTICIPANTS: B meuenue mecaya scumenu 20poda cmozym
nonpobosams 611004 PA3HLIX HAPOOO8 8 PAMKAX 2ACMPOHOMU-
yeckoeo mapaghona, K ¢pecmusanto npucoeoununuco 12 3asede-
Hull obwecmeennozo numanus;, Kumenu zopooa cmozym
npobosame  Kiaccudeckue NeibMeHU, pasuonu, OUMCAMDYI,
XUHKAAU U 8APEHUKU C PASTUYHBIMU HAYUHKAMU U HEOObIYHBIMU
couemanusmu exycog [lzvestiya 11.01.2019].

This component is underlined by means of lexical units denoting the
possible involvement of all city dwellers (scumenu zopooa) and some
businesses (12 3asedenuii oougecmeennozo numanus) in the festival.

The foregrounding of the dominant components within the
structure of the ‘FOOD AS A SOURCE OF ENTERTAINMENT’
cognitive model is determined by the journalist’s pragmatic goal of
demonstrating that FOOD is an essential object accompanying people
in various situations, including leisure, entertainment and holiday
activities. In this case the journalist represents FOOD as an object that
becomes the source of ENTERTAINMENT for people: meat dumplings
(pelmeni) are selected to be the main theme of a festival, thereby giving
people the opportunity to relax and enjoy themselves with the particular
dish to which the festival is devoted. In this case FOOD becomes a
unigue object that, in addition to providing nourishment physically, can
also provide the festival’s PARTICIPANTS with information about
other peoples’ cuisines.

The theme of various food festivals is often covered in the
Russian media. One such article is that devoted to a festival in which
a 19" century menu that was used on sea voyages will be
reconstructed:

163



B Cesacmonone nposedym obweghromckyio konghepenyuro
no numanuto. Ee npuypouam x mescoynapoonomy /uwo
nosapa. Opeanuzamopsbl 0bewarom peKoHCmpPYUposams
menio  cepedunvt XIX eexa, epemen nepsoii 060poHbL
Cesacmononsa [1zvestiya 10.15.2019].

As in the other articles, in which the ‘FOOD AS A SOURCE OF
ENTERTAINMENT’ cognitive model is realized, the following
dominant components are foregrounded in the media text:

FOOD AND DRINK: Jus npucomosnenus ucmopuueckux
011100 cneyuanucmam npUWIIOCL U3YYUML OOKYMEHMANbHbIE
mamepuanvl. Mmenno no num u 6b110 80cCO30aHO KopabeabHoe
Mmento. OcobenHocmpio mex jilem OblLIo Mo, Ymo Ha Kopabdie He
ObLI0  ycnosull  XpaumeHus — HPOOYKMOG  Npu  HUBKUX
memnepamypax, —NOIMOMY  UHZPDEOUEHMbl COXPAHANU 8
NPOCONEHHOM UNU 3ACYUEHHOM cocmosHuu. OnpecnumenbHblx
YCMAHOBOK modice He OblLio, 8004 Ha 6opmy Ovlia depuyumonm,
HA NPU2OMOGIeHUe NUWU ee UCTOAb308ANU 20pa300 MeHblue,
yem ceuuac. Yuacmuukam Koupepenyuu npedocmagsm
B03MOJCHOCb ~ NOYYACMBO8AMb @  MACMep-K1accax no
NpU2OMOGNEHUI0 HAUUOHATILHBLIX 01100 U Guineyke Xiaeda,
UCX00s1 U3 HOpM Npoo08obecmeennvlx naiikos [lzvestiya
10.15.2019].

The author of the text does not specify the types of food or dishes
which were included in the ship menu, and this is done in order to
arouse the reader’s interest in this event. However, FOOD remains the
dominant component and it is foregrounded by means of an interest in
history: the journalist appeals to aspects of history such as the types of
food which were consumed on board ships in the 19" century:;
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e CHARACTERISTICS OF THE OBJECT (FOOD):
Ocobennocmolo mex nem 0bL10 MO, YUMo HA Kopabie He OblLIo
VCAOBUU XPAHEeHUs. NPOOYKMO8 NpU HUSKUX MEeMNepamypax,
HOSMOMY UHEpeOUeHmbl COXPAHAIU 6 HPOCONEHHOM UlU
3acymwennom cocmosinuu, ONpPecHUMENbHLIX — YCMAHOBOK
mooice He OvlLI0, 600a Ha Oopmy Ovlia OJdegpuyumom, Ha

npuzcomoejieHue nuuiu ee UCnoab3oedjiu zopa300 MEHbUe, uem
ceniuac [lzvestiya 10.15.2019].

The journalist mentions the following characteristics referring to
FOOD and DRINK: the condition of food which was stored
(npoconennoe, sacymennoe cocmoanue) and the quantity (copazoo
menve) Which was consumed on board ships in the 19" century.
Historical information of this type is used in order to arouse the
reader’s interest in various aspects of food consumption in specific
maritime conditions;

e UTENSILS: Kax coobwaem ounaiin-uzoanue «Hoeswiii
Cesacmononwby co cculikoil Ha npecc-cayxcoy Yepromopckozo
proma, cmonvi 80 6pems decycmayuu 8 pamkax oouwepromcKou
KOHGpepeHyuu 6y0ym cepeuposaHvl MAK’ce ¢ UCNONb30BAHUEM
nOCyObl U NPUOGOPO8 MO0 BPEeMeHU, UMOObL MONCHO ObLIO
cpasHums ¢ cepeuposkou nawux onet [1zvestiya 10.15.2019].

This component is underlined in order to immerse the reader in the
culinary atmosphere of the past. This way the journalist also creates the
contrast between the two epochs: the word combinations nocyoa u
npubopvt mozo epemenu and cepeupoexa nawux Omein actualize
relevant knowledge referring to the UTENSILS of both the 19" century
and the present day. The contrast between UTENSILS belonging to
different epochs foregrounds the dominant component and arouses the
reader’s interest in the event:
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e ENTERTAINMENT: Ee npuypouam k meixincoynapoonomy
JInto  nosapa; Yuacmuuxam Kougepenyuu npedocmassim
603MOJMCHOCHb  noOydacmeoeamb 6 Mmacmep-Kiuaccax no
HPU2OMOBICHUIO HAUUOHAIBbHBLIX 071100 U 6blneuke Xieod,
UCX00s U3 HOpM HPOOOBOILCMBEHHbIX haiikos [lzvestiya
10.15.2019].

The ENTERTAINMENT component of the cognitive model is
foregrounded by means of lexical units denoting the international
holiday (mesrcoynapoonwiii /lenv nosapa) and masterclasses in which
national dishes and bread can be cooked using the 19" century dietary
norms (Macmep—maccw no npuzcomoeileHul0 HaAaUUOHA1bHbIX 01100 u
evineuxe xneoba). People entertain themselves by participating in
masterclasses, trying menu items from the past and immersing
themselves in the atmosphere of the past. This component is dominant
because the media text is used to connect the spheres of
ENTERTAINMENT and FOOD. In this case the journalist demonstrates
that food is an essential element of various activities and can perform
different functions (entertaining, uniting, informing etc.) in addition to
its primary purpose of nourishment.

As in the previous example, the dominant components are
foregrounded in accordance with the same pragmatic goal of the
journalist: to demonstrate that FOOD is an essential object which
accompanies people in various situations, including ENTERTAINMENT,
and that FOOD itself can become the source of ENTERTAINMENT. In
this case the pragmatic goal is also to persuade the reader that people
are able to satisfy one of their basic needs and get pleasure not only via
consuming food, but also by immersing themselves in the culinary
atmosphere of the past by cooking and consuming dishes with the use
of recipes, norms and utensils from history. This allows people to come
into almost direct contact with the past and enrich their knowledge and
practical skills connected to FOOD and COOKING. In such a case
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FOOD becomes a practical means of investigating the past and,
consequently, of entertaining people.

The article “T'actpodectuBans coctourcs B [enp Tymsl u
Tynbeckoii obmactu™ concerns the food festival that will be held in the
Russian city of Tula during City Day:

B Tyne 7 cenmsabps npoiioem eacmpoghecmusans. B smom
denv ommeyaemcs [lens 2opoda u pecuona. B wampax na
Kpecmosozdsuoicenckoti niowaou ycmposam oOezycmayuu
yebypexkos ¢ kapmodpenem u pasuvix OO0 C NeveHbiM
Kapmodenem, mam dce MONACHO Oyoem 8binums Kogpe no-

mynvcku [Izvestiya 09.02.2019].

The journalist foregrounds the same components as in the other
articles in which ‘FOOD AS A SOURCE OF ENTERTAINMENT’
cognitive model is realized:

e FOOD AND DRINK: B wampax na Kpecmosososusicencroii
niowaou ycmposm oezycmayuu 4edypexoe ¢ xapmodenem u
DA3HbIX 071100 ¢ neyeHvlm Kapmodhpenem, mam dce MOINCHO
06y0em evinums Koghe no-mynwvcku; Ha yruye Menoeneesckotl
npotoym npezeHmayuu-0ecycmayuy MACHbIX U30enull, 4as,
NPAHUKOE U nacmuavl, Koghe co czyuienkoii, nuuwem HA
«Tynvckue uzsecmusny; B pamkax 2opoockoeo uaenumus Ha yiuye
Memannucmog 2ocmsam npednodcam omeedams Kapmoghenn,
NEUeHHBII €O CAUGKAMU, U Y2OCMUMbCS OMKPLIMbIMU
nupozamu, NUPOHCKAMU C PA3HBIMU HAYUHKAMU, 8bINUMb YA
u3z camosapa ¢ kongemamu [lzvestiya 09.02.2019].

The FOOD component is foregrounded by means of lexical units
denoting various types of foods, including street food (uebypexu c
Kapmodpenem, pasuvie 0a100a ¢ neueHviM Kapmogpenem, MAcHbvle

167


http://ti71.ru/news/afisha/7_sentyabrya_v_tule_proydet_gastrofestival/
http://ti71.ru/news/afisha/7_sentyabrya_v_tule_proydet_gastrofestival/

uzoenus, Kapmoghennb, neUeHHbll CO CTUGKAMU, OMKPbIMblIE NUPO2U,
nupodcku ¢ pazusimu  Hauunxamu), confectionery (mpanuxu u
nacmuna, xougpemot) and drinks (kogpe no-mynvcku, uaii, xoghe co
ceywenxon). The journalist mentions foods and dishes that have
become emblematic of the Tula region. In this case some foods and
dishes have become associated with a particular region; food becomes a
source of information about a particular region and the region becomes
associated with particular foods;

o PLACE: B Tyae 7 cenmsabps npoiidem 2acmpoghecmusans; B
wampax Ha Kpecmoeososusicenckoit naowyaou ycmposm
dezycmayuu yebypekos ¢ Kapmogenem u pasuvlx 01100 ¢
neueHvlM Kapmodgenem, mam dtce MOAHCHO Oyoem 8ulnumyv Koge
no-myavcku,  Ha  ynuue  Menoeneesckoit  npoiioym
npeseHmayuu-0e2yCmayuyl. MACHbIX U30eautl, 4as, NpaHuKos u
nacmunvl, xoge co ceywenxou, nuuwem MA «Tynvckue
usgecmusiy, B pamkax eopodckoco uaenumus Ha yauue
Memannucmos cocmsm npeodrodcam omeedamsv Kapmogeno,
NEeYEeHHbI CO  CAUBKAMU, U  Y2OCIUMbCA — OMKPbINbLMU
nupo2amu, RUPONCKAMU C PA3HLIMU HAYUHKAMU, BbINUMb Yds
u3 camosapa ¢ kongemanu [lzvestiya 09.02.2019].

This component is underlined by means of lexical units denoting
various places in the city: the streets and the main square. The journalist
foregrounds the PLACE component in order to demonstrate the scale of
the food festival and its impact on the local inhabitants;

o ENTERTAINMENT: B Tyne 7 cenmsabps npoiidem cacmpodghec-
mueans. B smom denv ommeuaemcs /lenv 2opoda u pezuona.

The journalist mentions the food festival which will be celebrated
during the City Day. The festival activities include tasting of food,

168


http://ti71.ru/news/afisha/7_sentyabrya_v_tule_proydet_gastrofestival/
http://ti71.ru/news/afisha/7_sentyabrya_v_tule_proydet_gastrofestival/

which proves that food has become an integral part and means of
entertaining people and satisfying their emotional needs. The media
text analyzed is aimed at realizing the ‘FOOD AS A SOURCE OF
ENTERTAINMENT’ cognitive model, but to be more specific, FOOD
is represented in this example as a means of ENTERTAINMENT, as it
accompanies the actions of City Day and is only one of the themes of
the City Day festival. In the article FOOD is associated with the City
Day festival, thus, specific varieties of FOOD and DRINK (for
example, potato and meat dishes, local gingerbread, pies, fruit candy
and coffee) become associated with a particular city in the reader’s
consciousness.

The foregrounding of the dominant components within the ‘FOOD
AS A SOURCE OF ENTERTAINMENT’ cognitive model is
determined by the journalist’s pragmatic goal of demonstrating that
food not only accompanies people in various situations, including those
of ENTERTAINMENT, but can also become an emblem of a particular
region or city, a symbol that can make this region or city famous. As in
the previous example, food also becomes a means of investigating the
present: tasting foods that have become the region’s trademark allows
people to learn about the region’s culture, economy and agriculture as
reflected in its culinary traditions.

5.2. Negative representations of food

Russian media discourse also portrays negative aspects associated
with consuming food in order to give a detailed and substantial picture
of the role that food plays in social life in Russia.

An article published on the website of the lzvestiya newspaper
informs the readers of the negative consequences of eating fast food
such as food poisoning:
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B Mockse cyoebnvie npucmaswr onevamanu Ha 90 Oueu
senounzosvle asmomamor Healthy Food no npooasice eowt
6 oOusnec-yeumpe Lotte u ogucnom yewmpe OO0
«CUBYP» 6 cea3u c cepueii ompasienui. 06 smom 6
cpedy, 14 aeeycma, pacckazanu TACC ¢ npecc-cuyoicoe
ynpasnenus @CCII no Mockse [lzvestiya 08.14.2019].

This article is used by the journalist to realize the ‘FOOD AS A
SOURCE OF DANGER’ cognitive model, which refers to the situation
of stopping the operation of vending machines due to the outbreak of
food poisoning. This model also has dominant components which are
foregrounded by the journalist through the use of specific language
means in accordance with their pragmatic goal. The names of the specific
products that caused the food poisoning are not mentioned in the media
text; the journalist uses some lexical units with the general meaning of
food (eoa, npooykmwvr numanus), but the FOOD component is
foregrounded by using the name of the vending machines selling food
that caused the poisoning (Healthy Food). The contradiction between the
name of the vending machines and the fact of the food poisoning
described in the media text foregrounds the main components of the
cognitive models of FOOD and DANGER, supplementing the DANGER
component with the meaning “food poisoning”. Along with FOOD
another significant component is MACHINES, represented here by
lexical units denoting vending machines for selling food (eenounzosvie
asmomamut Healthy Food no npodasice eobl).

The PARTICIPANTS component is represented by language means
denoting people who contracted food poisoning (3 aszycma
c006u4a/z00b, Ymo Yucio JIr00eu, ompasueuwuxci 6 Mockee
NpOOYKMAamMu RHUMAHUus U3 6eHOuHzoevlx asmomamos Healthy
Food, oocmueno 99), their occupations (C 16 wwonsn edoti us
6eHOUn206bIx agmomamos Healthy Food ompasunuce Heckonbko
decamkoe ogucuvix padomnuxoe), the company that owned the
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vending machines («Q00 «Jo ayust u oopamno» nocie maccosolx
ompasnenuli edou u3 eeHounHzoevix asmomamos Healthy Food), its
director (I'naéa xomnanuu /Imumpui Ilponun), the officials who
undertook legal action against the company, attesting witnesses (B
Mockse cydebnvie npucmagvt onevamanu Ha 90 OHell @eHOuH208bie
aemomamul Healthy Food no npoodaoice eovl 6 busnec-yenmpe Lotte u
ogucrnom yenmpe OO0 «CHUBYP» 6 ceazu ¢ cepuell ompagienuii;
«00O0 «/lo nyHvl u 0OpamHO» HOCIE MACCOBLIX OMPAGIEHUN e00U U3
senouneo6vix agmomamos Healthy Food Ovino npusuano Iazapunckum
DailoOHHbIM cyoom  Mockent BUHOBHBIM 8 cogepuieHuu
adMuHucmpamueﬁozo npasoHapyulerus, YMOHH}MWIC}{, ymo
annapamel oneyamanu 6 npucymcemeuu nouamotx), and other clients of
the company (ITocre cayuuswezocs om yciaye KOMRAHUU OMKA3AAUCDH
9% xnuenmos). The examples taken from the media text demonstrate
that such a wide representation of the PARTICIPANTS component
makes it dominant within the framework of the ‘FOOD AS A SOURCE
OF DANGER’ cognitive model. The journalist foregrounds the
PARTICIPANTS component in order to inform the reader of the entire
scope of individuals who were engaged in the sale and consumption of
food from vending machines as well as the representatives of the legal
sphere who undertook legal proceedings against the company that sold
this type of food. This component is dominant in virtually all of the
cognitive models analyzed, a correlation which can be explained by the
fact that journalists primarily attempt to draw readers’ attention to
people engaged in various social, cultural and political and other
processes connected with food.

The EVENT component of the cognitive model refers to the food
poisoning incident — the main event described in the text which affected
dozens of people, mainly office workers (cepus ompaenenuii, maccossvie
ompaesneHus, 3 aseycma cooOuAI0Cs, YMo YUCIO T00el, OMPAaAsUEUIUXCA
6 Mockee npodykmamu RUMAHUA U3 BEHOUH208bIX ABMOMAMO8
Healthy Food, oocmueno 99).
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The ACTION component is also significant for the journalist
because he wants to emphasize the actions taken by the officials after
the EVENT, and therefore this component can also be referred to as one
of the CONSEQUENCES of the EVENT. The component is
foregrounded by means of lexical units denoting mainly legal actions
(B Mockee cyoebnvie npucmaswt onewamanu na 90 oneii 6eHounzo8bie
asmomamur Healthy Food no npooasice edvt 6 busnec-yenmpe Lotte u
oucnom yenmpe OO0 «CHUBYP» 6 cei3u ¢ cepuell ompaeieHull,
«000 «[o nynvl u 0bpamHoy nocie mMaccoguix ompagieHull eool u3
senounzogvix asmomamos Healthy Food éwsiio npusnano I'acapun-
CKUM PAOHHBIM CYOOM MOCK8bl 6UHOBHBIM 8 COBEPUICHUU AOMU-
HUCMPAMUBHO20 RNPAGOHAPYWIEHUS, NPeYCMOmMpeHHo20 cm. 6.6
KoAIl PO («Hapywenue canumapHo-3nudemMuoiocuieckux mpebosa-
HULl K opeaHuzayuu numanus uHacenenusy), 1 agseycma Iacapuncxuii
cy0 Mocksvl na mpu mecsaya 3anpemun xomnanuu Healthy Food
mopeaosams edotr) and the company’s actions aimed at suspending the
production of food (Iasa xomnanuu Imumpuii Iponun 6 ceoem
Facebook coobwun o npuocmanoexe npoussoocmea edvt noo Mapxroil
Healthy Food).

The results of the research undertaken here demonstrate that the
‘FOOD AS A SOURCE OF DANGER’ cognitive model realized in
American, British and Russian media discourses all tend to contain
PARTICIPANTS, EVENT and CONSEQUENCES/ACTION components,
as the journalist always informs the reader of dangerous event(s)
connected with food that, especially those which have affected a large
number of people. In the media texts containing this cognitive model,
specific attention is paid to the CONSEQUENCES of the event, which
include both consequences for people’s health and actions aimed at
eliminating the phenomena caused by dangerous food.

The foregrounding of some components of the cognitive model is
determined by the journalist’s pragmatic goal of exercising social
control aimed at preventing food poisoning in the sphere of fast food
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consumption and to draw the reader’s attention to the potential negative
aspects of consuming fast food.

The results of the research undertaken here demonstrate that
journalists write about specific problems which correspond to the
‘FOOD AS A SOURCE OF DANGER’ cognitive model. This is also
the case in an article dedicated to the discovery of E.coli bacteria in
dairy products:

Oxcnepmuvl  «Pockoumponsy Npogepuiu  pAdNCEHKY ¢
maccogou ooneti xcupa 4% u oOHAPYHCUNU 8 OOHOM U3
06pazyoe baxmepuu epynnvl KUWEYHOU NATOYKU, a MAKJice
NOBbIUEHHOE — coOepiicanue  Opodicyicell U NIeCEeHell.
Peszynomamul  uccnedosanus  Oviiu  OnyOIUKOBAHBL 60
emopnuk, 6 aszycma, Ha catume opeanuzayuu [lzvestiya
08.06.2019].

The cognitive model realized in the media text has dominant
components which are foregrounded in accordance with the journalist’s
pragmatic goal. The dominant FOOD component is represented by
means of lexical units denoting fermented baked milk sold under
various trademarks in Russia: Bcezo sxcnepmuszy npouira npooyxkyus
cemu bpenoos: «Bkycnomeeso», «Kopoexa uz Kopenoskuy, «benviii
20poo», «Bonozacankay, «bonvwas kpyyckay, «Kozenvckasay u
«Pssicenka uz monoka nawei ooiiku» [l1zvestiya 08.06.2019].

The dominant CHARACTERISTICS OF THE OBJECT (FOOD)
component refers to such features of fermented baked milk as:

e the abundance of some elements (JIyuweti 6vina npusnana
psadicenka  «Brxychomeesoy, eouncmeennol npemenzuen K
KOMOPOU CMAN0 HexapakmepHoe 071 HAMYPALbHbIX MOJOYHBIX
npooyKmo8 codepoicanue Kanvuusa u ghocpopa (nocieonezo
cywecmeenno bonvwe). Ilo crosam cneyuanucmos, 9mo
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MOdcem 2080pUMb O HAAUNUU 6 COCMA8e HPOOYKYUU UIU
UCNONBL3YEMO20 ChIPbsi 000asIeHHbIX hochamoe);

o the amount of fat (Bamsixaem mpoiiky audepoe npoodyxyus
«Bonozxcankay — mMaccosas 001 HCUPA 8 PsdceHKe OKA3ANaACh
Ha 0,1% nudice ykazannoii 6 mapkupoeke, umo, no cio8am
CReYUAIUCmos, OONYCmMuUMO ¢ Y4enom noZpeuHoCmu);

e taste (/lpooykyus «bomvwas Kpysxcka», «Koposka —u3
Kopenosxu» u «Kozenvcrkany maxoice 6v136a1a y CReyuaiucmos
HAPEKAHUsl NO 8KYCOBbIM NOKA3AMENAM);

o the presence of dangerous bacteria (B reil 6viiu 6vissnenv
Oaxkmepuu 2pynnvl KUWEUHOU RANOYKHU, 4 COOepiicanue
naeceneil u OPOHCIHceil NPesiCUIO QONYCTHUMbLE MEeXHUYECKUM
PE2NAMEHMOM 3HAUEHUSL).

Another dominant component within the cognitive model is that of
PARTICIPANTS, which is foregrounded by means of lexical units
denoting the experts who analyzed the dairy products and the
organizations which they represent:

e Jxcnepmbl  « POCKOHMPONA» NPOGEPUNU  PANCEHKY C
Maccosotl donell dcupa 4% u oOHaApYdCUTU 8 OOHOM U3
obpaszyos bOaxmepuu 2pynnvl KUWEYHOU NALOYKU, d
MakoHce NOBbIUEHHOE COOEPIHCAHUE OPOIHCIHCell U NaeceHell;
«Pockonmpons» — yacmnas opeanuzayus, He UMerOWAsl
OMHOWEHUSI K 20CYOAPCMBEHHOU cucmeme KOHMPOs

xauecmsa [1zvestiya 08.06.2019].

As in the other examples, this component plays one of the major
roles in the process of persuading the reader to choose some foods more
carefully in order to avoid contracting food poisoning. The journalist
indicates the status of the participants (experts) to demonstrate that the
analysis was conducted by specialists who proved that FOOD with
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CHARACTERISTICS such as the presence of dangerous bacteria can
pose a risk to people’s health.

The journalist’s pragmatic goal in this case coincides with the goal
analyzed in the previous example, which is to exercise social control
aimed at preventing food poisoning. However, the social control is
exercised not in the sphere of fast food and street food consumption,
but in the sphere of people’s everyday life and routines: the reader is
expected to pay attention to the CHARACTERISTICS of FOOD in the
process of choosing and purchasing it.

Another article in which the author writes about the harm that dry
breakfast cereals can cause is also used to realize the ‘FOOD AS A
SOURCE OF DANGER’ cognitive model:

Okcnepmul Pockauecmea nposenu ucciedogamue 20mosbix
CYXUX 3a8MpPAKo8 u OOHAPYICUNU, YMO OHU He Hecym
noav3vl 0151 300posvs. OO smom 208opumcs 8 npecc-
penuze  cucmemvl  MOHUMOPUH2A, NOCMYNUGUIEM 6
peoaxyuio «Hzeecmuily 6 cpedy, 7 aezycma [lzvestiya
08.07.2019].

The FOOD component of the cognitive model refers to dry
breakfast cereals, including chocolate balls (7Ipoepamma ucnoimanui
exmouuna 8 ceos 14 naubonee nonyiapHsIX HA pulHKe NPousgooumenei
WIOKOJIAOHBIX WIAPUKOS, KOMOpble HPOBEpUiU HA COOepIcaHue
NOCMOPOHHUX NpUMecell, NecCmuyuoos, cpynnvl Oaxmepuill KUeuHolu
najio4ku, Kauiusd, Kaibyusid u eumamuros, maccosyro 00110 Kjleuamku,
yeem, 6KyC u 3anax).

The journalist pays particular attention to the CHARACTERISTICS
OF THE OBJECT (FOOD) component which is supplemented by
information about the abundance of ingredients in breakfast cereals
which may be harmful for children’s health (Kpome mozo, gviscnunocs,
umo 6 bonee wem NOJOBUHE NPOBEPEHHOU NPOOYKYUU MACCO8AL 001
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caxaposvl npeevlUANa CYmMOUHYI0 HOpmy caxapa é O0eéa pasa), the
presence of carbohydrates which lead to a fast digestion and the
reappearance of hunger (B xode mexnonocuueckou nepepabomxu
yeneeoovl, cooepoicawjuecs 6 CYXUX 3aempakax, nepexoosm 8
Kamezcopuro «6blcmpblx», nosmomy nocie maxKoeo npuema nuwu
pebenok  npoeconodaemcs yoce uepes uac). This component is
foregrounded to encourage the reader to pay attention to the presence of
harmful substances in popular dry breakfast cereals.

The PARTICIPANTS component is also significant within the
cognitive model, because in addition to the consumers (oJannwiii
napamenip noseoJisient coenams 661800 0 NOJIb3E 20MOB020 saempakxa 6
mom uucne oas dement) it also includes information about the experts
who have analyzed dry breakfast cereals (9xcnepmet Pockauecmea
npoeeiu uccneoo8anue 20Mmoebix CYyXux zaempaxkoe u 06Hapyofcwzu, umo
OHU He Hecym noJjib3bl ons 300p06bﬂ,’ 3amecmumelb pykosooume.fm
Pocrauecmea Enena Capamyesa) and it helps the journalist to persuade
the reader to refrain from buying popular dry breakfast cereals.

The CONSEQUENCES component also plays an important role in
the process of influencing the reader and it is foregrounded by means of
language units signifying a sense of hunger that reappears shortly after
eating dry breakfast cereals (B xode mexnonozuueckoii nepepabomku
yenegoosl, cooepicawjuecs 8 CYXux 3aempaxax, nepexoosm 6
Kamezopuro «6blcmpb1x», nosmomy nocjie maxKozo npuema nuwu
pebenox npozonodaemcs yrce uepes uac) and illnesses that occur as a
result of eating this type of food (Foree mozo, cucmemamuueckoe
ynompe@zezme 2O0moeBblx CYXUX 3aempaxkoe moocent npueecmu K
HaApyuieHu10 00Mena eeuiecme U 0HCUPEHUIo).

The FOOD, CHARACTERISTICS OF THE OBJECT (FOOD),
PARTICIPANTS and CONSEQUENCES components dominate within
the cognitive model in accordance with the journalist’s pragmatic goal
of persuading the reader to follow a healthy lifestyle, avoid food
containing harmful substances and, as a result, change their practice of
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buying popular dry breakfast cereals. The most efficient components
that help the journalist achieve his pragmatic goal are those of the
CHARACTERISTICS OF THE OBJECT (FOOD) and the
CONSEQUENCES, because they contain information about the harmful
substances contained in this type of food and their effect on children’s
health.

The same components are foregrounded in an article about food
consumed by people before going to bed:

Xyowum eapuanmom nepexyca Obliu HA36aHbL HCAPEHbIE
o004, codepoicawyue Kanyepozenvl. Ommeyaemces, 4mo
Jlcapervle auya Ul MsACco, NPUSOMOGIeHHbIE HA MACTe,
mozym codepoicamb onacHule seujecmea u
Ccnocoocmeyiom — B03HUKHOBEHUIO  3JI0KAYECIEECHHBIX
onyxoxet [lzvestiya 08.04.2019].

The PARTICIPANTS component includes information about the
experts who are presenting the results of their research; it is an effective
means of persuading the reader who may be influenced by this expert
opinion on food and eating (3xcnepmur pacckazanu, wezo mouno He
Ccmoum ecmos HA HOYb 21A05).

The FOOD component is foregrounded by means of lexical units
denoting such different types of food including eggs and meat
(OWIMellaen’lC}Z, umo aKrcapernvle ;u?ua UiU MACO, npucomoejeHHvle Ha
macine, mozcym CO()ep.?iCCll’}’lb ondacHele eeujecmea u cn0c06cm6yi0m
603HUKHOBEHUIO 37I0Kauecmeennblx onyxonetl), beans and chocolate
(Takorce neobxooumo uszbecamv Ha HOUL BOOOBLIX HPOOYKMOS U
wokonaoa), spicy food and whole grains cooked with milk (He
cmoum ecmb maxoice ocmpyr nuuly, 6e0db OHa 3acmasum eaul
JACeNYOOK pabomams 6CH0 HOUb U MONCEM NPUBECIU K YXYOULEHUIO €20
Odesmenvrocmu. Monounas Kawa He noodouoem 6 CB83U C
codepaicanuem 6 Hell caxapa, nuwem nopman « Meoux®@opymy), and
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fruits (4 eom ayuwum nepexkycom sKcnepmvl Hazéanu OPYKmMol.
Ilpasoa, npu osmom cmoum uzbeeamv  AONOK, Komopwvie
nepezpyicaiom RnooxceryoouHylo ocenesy. 3ameHumsv ux 6ceeod
moxcno anenscunamu unu kueu). The journalist also mentions the
method used for cooking some of the dishes that should be avoided
before going to bed (srcapensie siiya unu msco, npuzomoenennvie na
macae). The journalist indicates both healthy and unhealthy foods to
underline the FOOD component within the cognitive model, thereby
proving that FOOD is the central element in all of the investigated
media articles regarding food and cooking due to its importance for
various spheres of human activity.

The CHARACTERISTICS OF THE OBJECT (FOOD) component
is also foregrounded within the cognitive model because this allows the
journalist to inform readers about the harmful substances contained in
foods that should be avoided. This component is foregrounded by
means of lexical units denoting the cancer-causing chemicals (Xyowum
BAPUAHMOE NepeKyca ObLIU HA36AHbL JcapeHvle O1100a, codepaicawjue
Kanuepozenbnl. Omfwettaemc;z, umo oicapenvie }ZZZL;CI uiu MmAco,
NPU2OMOBIIEHIbIE HA MACAe, MO2YIM COOePXHCAmb ORACHbBIE 6EULECHIBA)
and sugar (Mozrounas kawa He noooioem 6 CéA3u ¢ COOePICAHUCM 6
Hell caxapa, nuwem nopman « Meoux@opym»).

The dominant CONSEQUENCES component is supplemented by
information about the impact that eating some foods before sleep has
on health. The journalist mentions CONSEQUENCES such as the
appearance of tumors (Ommeuaemcs, umo xcapenvie atiya unu MACo,
npucomoeJlenHnble Ha macie, Mmocym CO()epOfCClWlb OndacHvle seugecmea
u cnocobcmeyrom 603HUKHOBEHUIO 3/10KAYECMBEHHBIX ORYXo.iei),
problems with metabolism (Bnpouem, msco nyuwe ne ynompebasime
HA HOYb HU 6 KAKOM 61,{()6, makKk Kak u3-3a He2o0 Moocem Obimb
Hapywien Xxojecmepunosgsiii o6men), problems with the normal
functioning of the stomach (He cmoum ecmv maxosice ocmpyio nuwyy,
6e0b OHa 3acmasum eaul .uceﬂyoox pa60mamb 6CI0 HOUYb U MOJHcem
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npueecmu K yxyowienuio ezo deamensnocmu), and the negative
impact of some fruits on the pancreas (/Ipasda, npu smom cmoum
uzbecamv 610K, KOmMopble HeEPezPYyHCAiom  HOOHCEAYOOUHYIO
acenesy).

The journalist foregrounds the PARTICIPANTS, FOOD,
CHARACTERISTICS OF THE OBJECT (FOOD) and CONSEQUENCES
components in accordance with his pragmatic goal of persuading the
reader to follow a healthy lifestyle, change their eating habits and avoid
eating certain foods which may cause harm before sleep. As in the
previous example, the most efficient components within the cognitive
model are those of CHARACTERISTICS OF THE OBJECT (FOOD)
and CONSEQUENCES, because they contain information about
harmful substances and their effect on people’s health.

Another article in which the ‘FOOD AS A SOURCE OF
DANGER’ cognitive model is realized addresses the issue of foods that
increase the risk of early death:

Yuenvie Ynuueepcumema Bocmounoii Qunisanouu gvlssunu
C8:3b MexHCOy PAYUOHOM NUMAHUS U PUCKOM DpAHHell
cmepmu.  Pesynomamwvr  ux  uccredogeanusi  OvLiu
onybauxosanst ¢ American Journal of Clinical Nutrition,
nuwem Zentrum [lzvestiya 11.06.2019].

In this article the journalist foregrounds the same components of
the cognitive model that we have seen in the other media texts on this
topic:

e FOOD and PARTICIPANTS: Ilo crosam cneyuanucmos,
aou, ynompeonsaguiue oonee 200 2 maca 6 0eHb el’ceOHEBHO,
umenu Ha 23% 6Oonee @vicoxuii puck cmepmu, Ilo
PE3YTIbMAMAM  UCCLe008AHUSL  CREYUATUCTIBL  HOCOBEMOBAIU

ynompebasims He bonee 100 & maca 6 OeHb u BKIOUUMD & CEOUL
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payuon ¢haconv, uewesuuy, opexu u opyeue UCMOYHUKU
pacmumenvhoeo Oeaxa; Panee 6 oxmsabpe yueHvie HA38aMU
Haubonee 6pedublil NPOOYKM Ol OKpydcaroweln cpedvl U
yenogexa. Ilo crosam cneyuanucmos, camoe HeeamugHoe
enusHue oxazvieaem maco [lzvestiya 11.06.2019].

The journalist pays particular attention to this component and
supplements it with information about specific types of food (msaco),
the dangerous characteristics of which have been proven by specialists
(PARTICIPANTS) who have conducted research in this field:
Cneyuanucmol nHa npomsicenuu 22 nem cireounu 3a dicusuvio 2641
yenosexa 6 sozpacme om 42 0o 60 nem. Hccredoeamenu npuuiiu x
6b1600y, unmo Ha puck paHHeﬁ cmepmu 50]lbm€ 6Cceco0 6JUANI0 Yacmoe
ynompebaenue ocueomnozo 6enxka [lzvestiya 11.06.2019]. The
PARTICIPANTS component is foregrounded in order to persuade the
reader to choose healthy foods in their diet. He also indicates the
amount that should not be exceeded in order to avoid harm to people’s
health (rne 6onee 100 2z maca ¢ dens). Information about healthy foods
that can be substituted for meat (¢pacons, ueuesuua, opexu) is also
used to foreground the FOOD component within the cognitive model
and consequently persuade the reader to choose a healthy diet;

e CHARACTERISTICS OF THE OBJECT (FOOD):
Hccredosamenu npuuinu K 8b1600y, YmMo HA PUCK PAHHE cMepmu
bonvue Gceeo GIUANO Hacmoe ynompebOieHue MHCUGOMHO20
oenxa; Ilpu smom mwbumenu nNPOOYKMO8, COOePHCAUUX
pacmumensHulii 6e10K, HANPOMUS, UMenl ayyuiee 300pove U
bonvuyio npooonxcumensvrocms Hcusnu [l1zvestiya 11.06.2019].

The journalist contrasts dangerous and healthy substances

contained in foods in order to draw the reader’s attention to foods
containing healthy substances;
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e CONSEQUENCES: [lo crosam cneyuaiucmos, Joou,
ynompebnssutue 6onee 200 2 maca 8 Oenb exnxceOHedHo, umenu
Ha 23% 6onee evicokuii puck cmepmu,; llpu smom niodbumenu
NPOOYKMO8, COOEPAHCAUUX PACTHUMENbHBIN Oel0K, HANPOmus,

umenu ayuuiee 300p08ve U OGOALULYIO NPOOOTIHCUMETLHOCHIb
arcusnu [lzvestiya 11.06.2019].

The journalist mentions the main CONSEQUENCES of eating
healthy and unhealthy foods including ther impact on life expectancy;
he also mentions the positive CONSEQUENCES of improved health
and longer life expectancy (zyumiee 300posve u OGonvwan
npoodonxcumensnocms xcusznu) and contrasts them with the negative
ones such as the risk of early death.

The abilities of some foods to have an impact on a particular
aspect of an individual’s health or mood are often given specific
attention in Russian media discourse. This approach allows journalists
to inform their readers of the dangerous CHARACTERISTICS of some
foods that can damage people’s physical and emotional health;
journalists also use media texts to guide people towards a healthier diet
and lifestyle. One such article is that devoted to foods which can have a
negative effect on an individual’s emotional state:

Bpau-ouemonoe Enena Conomamuna mazeana npooykmet,
Komopbie He cmoum ynompeoisims, ymoowvl He YXyOoulums
cebe nacmpoenue. Ilo ee cnosam, 8 nepgyio ouepeos
credyem uckmouums U3 payuona ankozoiaw [lzvestiya

11.03.2019].

In this media text the journalist also foregrounds the dominant
components of the ‘FOOD AS A SOURCE OF DANGER’ cognitive
model, supplementing the DANGER component with information about
the negative effects of some foods on people’s mood:
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FOOD AND DRINK: «Cnrupmnoe snauane nosviuaem
HacmpoeHue, nomom Hacmynaem UHMOKCUKAYUS,
obe380xcusane, camoyygcmeue U HACMpoeHue naoarmy, —
pacckasana 6pau «Beuepneii Mockee» 6 6ockpecenve, 3
Hosbpsa;,  Cneyuanucm — maxoce  npedocmepeeia  Om
ynompebienust C1a0K020 Ha 20100HblL dcenyook, Tlo croseam
ouemonoea, HexlceramenbHo U ynompeoierue co1eHol nuuu,
mak Kak u3-3a Hee yxyowiaemcs KpogoobpawjeHue u
Hacmynaem ynaodox cuia;, Ilo 2moti e npuuune He
PEKOMeHO08an0 ynompebieHue Koabdac, 0eKoHa u Opyzux
6U0068 00padomanno20 maca, a maxdxce maiionesa; Ilpu
9MOM  VAVHUMb  IMOYUOHANLHOE COCMOAHUE NOMO2YM
¢dpykmol, 6 mom uucie yumpycoswvle, a makxdce Zpudbl
eeuwienku, Takdxce Ha nNomMowb Modxcem NPUlimMu HMeMHbLI
WIOKO1A0, MOPKOBb, 110ZYPM, OPEeXU, RACHA C MOPEnPOOyK-
mamu u xcupuas povioa [1zvestiya 11.03.2019].

The journalist mentions specific types of food and drink which can
either harm or improve a person’s emotional state and constructs and
changes an extensive field within the human cognitive system which
relates food to various aspects of life, including health, mood, family,
rest, entertainment and relationships;

CHARACTERISTICS OF THE OBJECT (FOOD):
Cneyuanucm maxoice npedocmepeaia om YnompeoneHus
C1a0K020 Ha 20100HbL JHcenyook,; llo ee crosam, ¢ maxom
caydae ypoGeHb 2NI0K03bl 6 KpO6U pe3Ko NOGbICUMCA, a
nomom cmons dce pe3xko ynadem,; Ilo cnosam ouemonoea,
HedcenamenvHo u ynompebienue coneHol nuwu, max Kax u3-

3a Hee yxyowiaemcs Kpogoobpaujenue u Hacmynaem ynaoox
cun [lzvestiya 11.03.2019].
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The CHARACTERISTICS component is foregrounded by means of
lexical units denoting features of food and drink such as taste (czadxoe,
conenoe) and ingredients (arroxoza). The journalist makes this
component dominant in order to construct a multi-faceted picture of
foods that can damage a person’s emotional state;

e CONSEQUENCES: «Cnupmnoe  eHauane  noevluiaem
HacmpoeHue, nomom Hacmynaem UHMOKCUKAYUSL,
00e3800icUBaAHUE, CAMOUYECHGUE U HACMPOEHUE NAOAIOM), —
pacckazana epau «Beuepneli Mockee» 6 sockpecenve, 3 HOAOP,
Cneyuanucm makxdce npedocmepezia Om  YROMpeOieHUs.
CaoKko20 Ha 20700ubll dcenydok. Ilo ee cirosam, 6 maxom
cydae ypoeens 2i0Ko3bl 8 KPOGU Pe3K0 ROGbICUMCA, 4 HOMOM
cmoinp yce pe3ko ynaoem. B pezynomame na cmeny nezkoi
atighopuu npudym ycmanocms u pazoparcumensrocms, Illo
co8am Ouemosnozd, HedxcenamenbHo U ynompeoieHue COJeHOU
Uy, MaKk KaxK us-3a Hee yXyouidemcsa KpoeooodpaujeHue u
nacmynaem ynaook cun [1zvestiya 11.03.2019].

The journalist provides a detailed description of the physiological
CONSEQUENCES  (unmoxcuxauus, ob6e36oicueanue, ypoeemn
2/110KO3bl 8 KPOGU PE3KO NOGbICUMICA, A NOMOM CHIONb MHce PE3KO
ynaoem, yxyouiaemcs Kpoeooopawienue u HaAcmynaem ynaooxk Cu)
and the effect of some foods and drinks on mood which can themselves
be a result of the physiological CONSEQUENCES (camouysécmeue u
Hacmpoenue naoaom, HaA CMeHy Je2Kou Jugopuu  npudym
ycmanocmo u pasopaxcumensvnocms). The journalist also mentions
other CONSEQUENCES including the amelioration of people’s mood
due to the effect of some foods (Ilpu smom yaywwmume smouuo-
HalbHOE COCMOAHUE NOMO2Yym (PPYKmbl, 8 MOM YUCie YUMpYcogule, d

makaice 2pubvl BEULeHKIL).
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The analysis undertaken here has demonstrated that journalists
generally try to foreground the same components of the ‘FOOD AS A
SOURCE OF DANGER’ cognitive model as realized in the media
texts; in this case, the recipient perceives the most significant pieces of
information about the harmful effect of some foods and applies them to
the food cognitive models stored in their consciousness. The
foregrounding of specific elements of the cognitive model influences
the recipient, who can then transform the cognitive model components
by, for example, supplementing the FOOD component with new
information about healthy food. The CHARACTERISTICS OF THE
OBJECT (FOOD) and CONSEQUENCES components are also
supplemented  with  new information about the positive
CHARACTERISTICS and CONSEQUENCES for people’s health. After
reading media texts in which this cognitive model is realized, the
recipient understands that some foods can be dangerous, and this type
of transformation can result in changes in the reader’s eating practices.
Due to this change, the cognitive model is converted into the ‘FOOD
AS A SOURCE OF HEALTHY LIFE’ model, because the reader may
start to consume healthy food. The realization of the ‘FOOD AS A
SOURCE OF DANGER’ and ‘FOOD AS A SOURCE OF HEALTHY
LIFE’ cognitive models is determined by the same pragmatic goal of
the journalist — to persuade the reader to change their eating habits,
choose healthy foods for his/her diet and consequently adopt a healthy
lifestyle, a transformation which may contribute to a change in the
nation’s state of health. In both models the same components are
foregrounded.

In Russian media discourse different types of food are represented
in various aspects. Particular attention is paid to foods that people
consume every day; for example, street food, food bought in
supermarkets, food ordered in food courts, cafés or restaurants. The
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representation of these foods presupposes the realization of specific
cognitive models, which can change the attitude and behavior of the
readers. The journalists use the media texts to realize the cognitive
models and to foreground some of the elements of the models which
refer to the most significant components of situations connected with
the consumption of food and its consequences for the health, social,
cultural and even political life of society.

Some of the articles are devoted to several foods that possess
specific characteristics; for example, some of these foods can prevent
the occurence of certain diseases or improve particular aspects of a
person’s physical state, e.g., fight fatigue, stress etc. In such cases the
journalist usually names specific foods that the reader is supposed to
integrate into their diet, then proceeds to concentrate on their features,
which usually refer to the healthy substances contained in these foods,
and finally the effect of eating these foods on health is demonstrated.
This scheme appears to be a simple and efficient method of persuading
the reader because it concentrates on the most significant components
of the model which can help the reader to preserve or improve their
health.

Russian media discourse also makes a connection between
cooking and the sphere of entertainment. The media space is used to
connect quite different activities; for example, cinema and cooking.
These two spheres are connected in the media to emphasize the
importance of food and cooking in contemporary society. Food and
cooking in this case are emphasized through cinema, which also plays
an important role in life of modern society. The journalist’s pragmatic
goal is to represent food and cooking as significant objects and
activities which play an important role in social and cultural life and
which are able to unite various people and fields of activity.

Food also becomes a means of investigating the present: by tasting
the foods that have become symbolic for a region, people have the
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opportunity to learn about the region’s culture, economy and
agriculture as reflected in its culinary traditions.

The variety and diversity of the cognitive models aimed at the
positive representation of various aspects connected with food and
eating proves that journalists try to achieve their pragmatic goals by
concentrating on the positive aspects of consuming healthy food, the
concept of food as a source of entertainment, the organizing of food
festivals and many more. The forging of connections between food and
the spheres of health and entertainment is determined by the
consumerist nature of Russian society; in this case, food is represented
not as a means for improving physical or mental health, but as an object
which is necessary for entertaining, enjoying pleasure, or exploring the
cultures of other peoples.
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CONCLUSION

Food receives specific and varying representations in American,
British and Russian media discourses. The reasons for this lie in the
specific attitudes to food and eating, and the historical, cultural,
political, economic and social conditions existing in these societies.
Also playing a role are the peculiarities of the respective media
discourses, for example, the prevailing traditions or political structures
existing in these countries.

The results of the research undertaken in this monograph
demonstrate that journalists in American media discourse typically
appeal to the negative aspects of food and food-related activities, a
tendency which is determined by their goal of constructing the identity
of food- and health-conscious nation. Consequently, media texts on the
topic of food contain an extensive realization of cognitive models such
as ‘FOOD AS A SOURCE OF DANGER’ and ‘PEOPLE AS A
SOURCE OF FOOD WASTE”’, in which the journalists foreground the
following components of the models: ACTIONS, PARTICIPANTS,
CONSEQUENCES, CHARACTERISTICS of PARTICIPANTS and
DANGEROUS INGREDIENTS. These components refer to the elements
of the situations, which play the most significant role in the development
of events.

The authors of the articles in which the ‘PEOPLE AS A SOURCE
OF FOOD WASTE’ cognitive model is realized focus on the
characteristics of individuals that can cause inappropriate actions which
lead, in turn, to dangerous consequences. In such cases, their
communicative goal is not to describe food as a source of danger, but
rather to present people themselves as the source of food-related

187



problems. The CONSEQUENCES component is found in both models
because the journalists attempt to predict the possible results of the
represented actions and events. The authors also pay particular attention
to the ACTIONS component because their aim is to demonstrate that
some socially accepted actions can cause serious social, environmental,
economic and other problems. In American media discourse one can
discern a sophisticated process of changing societal attitudes to some
objects and phenomena; the media is able to influence public
consciousness by representing some objects and phenomena from a
particular angle or perspective and thus change societal attitudes to
them.

In American media discourse the ‘FOOD AS A SOURCE OF
HEALTHY LIFE’ cognitive model is also realized in order to represent
food in a different aspect and produce a multi-faceted image of food
and food-related practices. In this cognitive model the HEALTHY
INGREDIENTS and CONSEQUENCES components are foregrounded
to demonstrate the cause and effect of healthy eating. In some cases,
models referring to negative aspects of food and food-related activities
and those referring to positive aspects are realized simultaneously,
because the journalist’s aim is to assist the reader in making a choice
between healthy and unhealthy food.

In comparison with American media discourse, British media
discourse tries to construct a generally positive representation of food
and cooking. British journalists’ pragmatic goals result in the
realization of specific cognitive models within British media discourse,
including ‘BRITISH FOOD AS A SOURCE OF NATIONAL PRIDE’,
‘EATING OUT AS A SOURCE OF PLEASURE’, ‘FOOD AS A
SOURCE OF HEALTHY LIFE’, ‘COOKING AND FOOD AS
INTEGRAL PARTS OF LEISURE’, ‘COOKING AS A SOURCE OF
ENTERTAINMENT’, and ‘SPORTSPEOPLE AS A MEDIUM FOR
PROPAGATING A HEALTHY DIET’. The variety and diversity of
the cognitive models realized in British media discourse is determined
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by the significant role played by food in the social, cultural, economic,
political and other spheres of life. In these cognitive models, the
journalists foreground dominant components such as FOOD, DRINK,
CHARACTERISTICS, CONSEQUENCES, PARTICIPANTS, PLACE,
ACTIONS and ENTERTAINMENT, all of which play a crucial role in
constructing positive representations of food in the media discourse.
The dominant components are usually underlined via assessment. In
British media discourse, considerable attention is paid to the
CHARACTERISTICS of food, because positive representation of food
and food-related activities requires an assessment of food and food-
related activities. Cognitive models which refer to the negative aspects
of eating and food were not been found in the analyzed selection of
texts from British media discourse.

The realization of diverse cognitive models with their dominant
components is connected with various pragmatic goals. For instance,
the realization of the ‘BRITISH FOOD AS A SOURCE OF
NATIONAL PRIDE’ cognitive model is determined by the journalist’s
pragmatic goal of changing international attitudes to British food, of
presenting Britain as an interesting and attractive country and of
representing food as a source of pride for Britain. Journalists often aim
to change the cognitive models that exist in the recipient’s mind and
thereby introduce changes into the social reality. The introduction and
placement of a renewed (transformed) cognitive model into the
recipient’s mind results in the construction a new social reality; for
example, a new cultural identity of the British nation.

The ‘EATING OUT AS A SOURCE OF PLEASURE’ model is
realized in accordance with the pragmatic goal of drawing the reader’s
attention to eating out with friends and family or to specific places with
good food and a unique atmosphere. The foregrounding of specific
elements of the ‘FOOD AS A SOURCE OF HEALTHY LIFE’
cognitive model allows the journalist to achieve the pragmatic goal of
drawing the readers’ attention to healthy foods. The realization of the
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‘COOKING AND FOOD AS INTEGRAL PARTS OF LEISURE’
cognitive model is determined by the author’s pragmatic goal of
shifting social attention to the domain of leisure. By means of this new
cognitive model the journalist changes the concept of Ileisure,
integrating the idea that cooking has become part of holiday activities
and that the individual plays an active role in this process.

The ‘COOKING AS A SOURCE OF ENTERTAINMENT’
cognitive model is connected with the author’s pragmatic goal of
representing food and cooking as significant objects which play an
important role in the social, cultural and even political life of society
and which can unite various people and fields of activity. The
‘SPORTSPEOPLE AS A MEDIUM FOR PROPAGATING A
HEALTHY DIET’ cognitive model refers to the pragmatic goal of
persuading the reader to adopt a healthy diet.

The media attempt to exercise social control by publishing texts on
healthy food and by representing food, eating out with friends and
family and eating in general in a positive light. The analyzed media
texts providing a positive representation of food and eating serve as
tools for the construction of a new identity of the British nation as a
nation that loves good food and eating out. The journalists also aim to
portray the British as a health-conscious nation.

The British and American discourses use different strategies to
propagate ideas about food and healthy eating. British media discourse
tries to underline the importance of food and healthy eating for society
through positive representations of food and eating out, and by
associating food and cooking with entertainment, leisure and sports. In
order to guide society towards healthier foods and lifestyles, American
media discourse uses a different strategy: it primarily concentrates on
the negative effects of unhealthy food and eating and attempts to
influences the reader by these means.

Food is represented in both positive and negative aspects in
Russian media discourse. Russian journalists also use media texts to

190



realize the cognitive models and foreground some elements of the
models which refer to the most significant components of situations
connected with consuming food and its consequences for the health of
society and its social, cultural and political life.

The following cognitive models were identified in Russian media
discourse: ‘KEBAB AS THE MOST POPULAR STREET FOOD IN
RUSSIA’, ‘FOOD AS A SOURCE OF HEALTHY LIFE’,
‘ENTERTAINMENT AS A SOURCE OF COOKING’,
‘ENTERTAINMENT AS A SOURCE OF EATING OUT’, ‘FOOD AS
A SOURCE OF ENTERTAINMENT’ and ‘FOOD AS A SOURCE OF
DANGER’. In these models journalists underline components such as
PLACE, PARTICIPANTS, FOOD, CHARACTERISTICS, ACTION,
NEW FEATURES, CONSEQUENCES and ENTERTAINMENT.
Journalists use the media texts to realize models which are in
accordance with their pragmatic goals referring to various spheres of
life. In the case of articles about street food, the journalist’s pragmatic
goal is to demonstrate the convenience and nutritional qualities of the
kebab as the most popular type of street food in Russia, to emphasize
the unique features of consuming street food in Russia in general and to
represent the kebab as a type of food that meets all of these
requirements.

The ‘FOOD AS A SOURCE OF HEALTHY LIFE’ cognitive model
refers to the journalist’s pragmatic goal of improving the nation’s state
of health. By means of the cognitive model, and especially through its
CONSEQUENCES component, food is represented as a medium for
improving an individual’s physical condition. Some articles in which
this model is realized are devoted to several types of food that possess
specific characteristics; for example, they are able to prevent the
appearance of certain diseases or improve particular aspects of an
individual’s physical condition such as fatigue or stress. In such cases,
the journalist usually names specific foods that the reader should
integrate into their diet, then proceeds to focus on their specific
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features, usually with reference to the healthy elements contained in
these foods, before finally demonstrating the effect of eating these
foods on health.

The realization of the ‘ENTERTAINMENT AS A SOURCE OF
COOKING’, ‘ENTERTAINMENT AS A SOURCE OF EATING
OuUT’, ‘FOOD AS A SOURCE OF ENTERTAINMENT’ cognitive
models is determined by the journalist’s pragmatic goal of representing
food and cooking as a significant object that plays an important role in
social and cultural life and which is able to unite various people and
fields of activity. The journalist’s goal also includes demonstrating that
FOOD is an essential object which accompanies people in various
situations, including leisure, entertainment and holiday activities. The
articles in which the ‘FOOD AS A SOURCE OF ENTERTAINMENT’
cognitive models are realized are used by journalists to persuade the
reader that FOOD can become a means of investigating the past and,
consequently, of entertaining people who are interested in the culinary
traditions of the past. Another pragmatic goal is to demonstrate that
food can become a means of investigating the present: by trying foods
that have become a region’s emblem, people have the opportunity to
learn about the region’s culture, economy and agriculture as reflected in
its culinary traditions.

The results of our research demonstrate that Russian media
discourse concentrates on the positive features of food and draws a
connection between food and the physical and mental health of people;
the journalists also connect food with the spheres of entertainment and
everyday life.

The realization of the ‘FOOD AS A SOURCE OF DANGER’ and
‘FOOD AS A SOURCE OF HEALTHY LIFE’ cognitive models is
determined by the same pragmatic goal of the journalist — to persuade
the reader to change their eating practices, integrate healthier foods into
their diet and, consequently, follow a healthier lifestyle, all of which
will contribute to a transformation of the nation’s state of health.
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The presence of both positive and negative representations of food
in Russian media discourse can be explained by the fact that it tries to
create a multi-faceted picture of the role of food in the life of Russian
society. The CONSEQUENCES component is present in all of the
relevant cognitive models realized in the American, British and Russian
media discourses because the journalists tend to concentrate on the
positive effects of eating healthy food and on the negative effects of
eating unhealthy food.

In the American, British and Russian media discourses, journalists
tend to foreground the same components of the cognitive models
because their intention is to demonstrate that food is interconnected
with and inseparable from such constituents of human existence as
people, space, substance, action, pleasure, pain, culture and technology;
they also want to indicate that food is a means of both preserving and
developing these constituent elements.
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