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INTRODUCTION

The master’s thesis is devoted to the research of electioneering in the USA.

Despite the fact that in recent years a lot of research has been devoted to
discourse, the study of certain types of discourse remains relevant. In the course of
discursive practice, the expression of the speaker’s thoughts is explicated and a
new, desired reality is constructed. This understanding determines the ability of
discourse to influence human consciousness.

Among the discourses, the intensity of the impact of which is the highest, the
pre-election discourse stands out as a means of realizing the power functions of the
language. In this case, the impact is carried out in a latent form, against the will of
the object of influence. One of the ways to influence the addressee in the pre-
election discourse is speech manipulation. Consideration of speech manipulation as
one of the most effective types of influence in American pre-election discourse is
associated with the fact that the struggle of political parties and candidates turns
into a struggle of a symbolic nature, which is carried out by means of language.

The topicality of the study is due to the increased attention of modern
linguists to the study of electioneering in the USA. It should be noted that in the
presence of linguistic works devoted to speech manipulation in the English-
language pre-election discourse, in most works on phraseological units, the authors
limit themselves only to the statement of the problem.

Along with the study of the dynamics of the diverse semantic connections of
the above linguistic units, it becomes necessary to consider the role of comic
statements in the studied type of discourse and the means of their implementation.
Another evidence of the relevance of the stated topic is the fact that the contrast,
which received the status of a means of speech influence in literary discourse, did
not receive due attention in the pre-election discourse.

The aim of the research is to identify and characterize electioneering in the
USA.
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To achieve the goal of the study it is necessary to solve the following
objectives:

1) to find out the theoretical bases of research of political discourse;

2) to consider political discourse as an object of linguistic analysis;

3) to analyze pre-election rhetoric within political discourse;

4) to disclose the pre-election rhetoric of US 2020 electioneering;

5) to analyze communication strategies, stylistic features of pre-election
rhetoric and manipulation in pre-election rhetoric;

6) to analyze the rhetoric of candidates for the US 2020 presidency,
precisely Donald Trump’s rhetoric and Joe Biden’s rhetoric.

The object of the research is electioneering in the USA.

The subject of the research is the specifics of pre-election rhetoric of US
2020 electioneering.

The material of the research are text fragments selected from English-
language pre-election advertising texts and slogans, social networks, presidential
debates in the pre-election campaigns of American politicians.

The research methods are determined by the purpose, objectives and
analyzed material: a comparative method, which consists in the correlation of
linguistic means of manipulation, that is strategies and tactics on different
classification features such as lexical-semantic, syntactic, stylistic and
communicative-pragmatic on the examples of political advertising texts, debates
and social networks; contextual-interpretive, which consists in clarifying the
specifics of the meaning of a particular language unit; descriptive, which was used
to justify the use of a certain type of communicative or manipulative strategy or
tactics; the method of continuous sampling, by means of which the number of
language means of actualization of communicative and manipulative strategies and
tactics was selected and counted.

The scientific novelty of the research is that it comprehensively examines

the linguistic methods of communication and manipulation in the American pre-
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election discourse. A study of specific features of the texts of the political pre-
election discourse is conducted.

The practical value of the research is that the results can be used in the
development of theoretical and practical courses in general linguistics. The results
of this study can be useful in writing term papers, dissertations, and master’s
theses, as well as in the further development of the problem of translation of texts
of pre-election discourse.

The aim and objectives of the research determined the structure of the
paper, consisting of an introduction, three chapters, conclusions to each chapter,
general conclusions, a list of sources used, a list of data sources, appendices, and

summary.



1. THEORETICAL AND METHODOLOGICAL BACKGROUND OF
POLITICAL DISCOURSE

Political discourse is a complex and multifaceted concept. It determines both
language practice and social reality. Realizing the symbolic function of language,
political discourse is studied by psychologists and linguists, philosophers and
culturologists, historians and semioticians [72, p. 78]. However, political science
lacks scientific research on this topic that is how political discourse can be
analyzed by political scientists remains undiscovered in domestic science.

Political discourse is studied from the point of view of various sciences. This
is caused by the linguistic revolution that took place in the second half of the XXth
century. Then there was a range of new areas and methods of research of language
communication, which influenced the study of language communication, which
took place within anthropology, culturology, aesthetics, semiotics and
hermeneutics, cybernetics, neuropsychology, various areas of psychology and
philosophy, sociology and more. It should be noted that each of these areas has
developed its own methods of analysis as well as its own conceptual apparatus [82,
p. 99]. In other words, political discourse has become the object of
interdisciplinary research, the methodology of which intersects and complements
each other.

Undoubtedly, the main method of studying political science was discourse
analysis. It was officially developed in the middle of the XXth century, and it
marked a way to explore speech practice, a system of signs and symbols endowed
with a specific meaning that can influence the consciousness and behavior of
societies that exist within temporal and spatial boundaries. Teun van Dijk noted
that discourse analysis itself is not a method, but rather an area of scientific
practice, an interdisciplinary project common in all humanities and social sciences
[11, p. 127]. So, this interdisciplinary nature of political discourse is the basis for
its study within political science, which will expand its understanding and

supplement with its help the understanding of political reality in the modern world.
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In addition to scientifically determined aspects of relevance, it is important
to study political discourse for purely applied reasons. In particular, this should be
done in order to identify specific signs of development of a particular community,
because it is in political language that the least specificity and change of a
particular political reality is reflected [90, p. 178]. Thus, today in the discourse of
most democracies there are undemocratic elements that seek to close the
community in order to resist the trends of world development. They become
particularly pronounced under the influence of conflicts and migration processes,
while political tolerance does not receive the necessary support.

It is also important to understand the undemocratic features of the discourse
of countries experiencing so-called “transitional stages” from totalitarianism to
democracy [6, p. 89], because by identifying areas where the political discourse of
these communities is distorted, tending to dictatorship, they can be eliminated
using political discourse construction mechanisms. This can be done by politicians,
scientists, journalists or public activists.

It is reported that in modern science there is a large number of investigations
that artificially use discourse analysis as a method and category of ‘discourse’ in
general, without being of any scientific value given that they can not be verified or
applied in other circumstances. Thus, the study of political discourse should
provide a thorough understanding of it, which will allow to ignore pseudo-
research. That is, to study political discourse, resorting to the methodology of
discourse analysis, it is relevant for several reasons:

1) lack of political scientific research on this object;

2) blurring of the categorical apparatus of the available;

3) the need to choose the optimal methodology for the analysis of political
discourse, which requires the study of a large number of already developed
approaches and definitions, ie combining the achievements of different sciences,
including political linguistics, semiotics, semantics and theory of politics and
power;

4) the need to understand the trends of society [2, p. 11].
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The methodological basis of the work is the conclusions and approaches
developed in the framework of discourse analysis at different stages of
development of political science. In particular, it is about the classical developers
of the concept of political discourse, whose works marked the beginning of its
scientific study — M. Foucault [54], R. Bart [5], J. Baudrillard [8], J. Habermas
[55], U. Eco [15], N. Chomsky [56], G. Lasswell [32], and M. Bakhtin [7]
(although he lacks the concept of political discourse, his views are used to analyze
the political text).

Important are the works of modern foreign authors who analyze the specifics
of the functioning of political discourse in different regimes and how this
specificity determines political reality. They are T. van. Dijk [11], L. Phillips [53],
R. Andersen [2], Z. Kloch [84]. Among Russian authors, the development of
political discourse analysis is studied by E. Sheigal [61], E. Budaev [9],
A. Chudinov [58], D. Demyankov [14]. In Ukrainian science, political discourse is
studied by N. Nagorna [39], I. Klymenko [27], N. Akinchyts [1], K. Serazhym [47]

and others.

1.1. Political discourse as an object of linguistic analysis

Within the first stage of the development of political linguistics, there is a
kind of ‘groping’ of the object of study of discursive investigation. During this
period, the word “discourse” occurs (for example, the work by Descartes originally
called “Discours de la methode™). But it refers only to mental practice with signs of
consistency, logic, unfolding in the concepts and judgments (there was a
monologue form of treatises and essays) [28]. E. Kozhemyakin notes that in non-
classical and post-non-classical paradigms the scope of this concept changes,
dividing into two: for the exact natural sciences discourse becomes scientific
conclusions, for the humanities it is a system of rhetorical and aesthetic figures
[28].
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The beginning of a new stage in the development of the science of political
language can be attributed to the scientific work of Ferdinand de Saussure. He
introduced the new science of semiology, which distinguished between language
and speech. Language, in his opinion, has become the embodiment of traditions,
rules and customs of communication, culture of the people, and speech appeared to
be the product of the communication process. Interacting, these two linguistic
elements provided the work of the whole mechanism: language — denotes, speech —
conveys meaning [48, p. 45]. The scientist was convinced that language should be
the object of study of science, because speech is often random, it absorbs human
errors and depends on its features [53, p. 27]. According to F. de Saussure, it is
language as a stable, constant, unchanging structure which speech hides that should
be the object of study of linguistics.

In the mid-XIXth Ch. Pierce introduces the term “semiotics”, denoting the
science of ways of transmitting information and patterns of its perception [42, p.
171]. As for our part, his event played a decisive role in changing the
understanding of the very essence of language and led to the emergence of
structural linguistics. In  American semiotics, which developed under the
significant influence of the works by Ch. Pierce and C. Morris, the author of the
concept “pragmatics”, the main object of study were various non-verbal symbolic
systems, such as gestures or animal language [91, p. 234]. In Europe, the opposite
is true. From the very beginning, the linguistic Saussure tradition dominated. In
fact, semiotics was developed here mainly by linguists and literary critics:
R. Jacobson [66], V. Propp [45], B. Eichenbaum [64], I. Serman [64] and others.

With the beginning of the XXth century language began to gain the status of
the main object of study in the humanities. As a result of the first (20s of the XX
century) and the second (40-50 years of the XX century) wave of linguistic turn,
the following scientific approaches arise and develop: hermeneutics,
constructivism, structuralism, poststructuralism, as well as political linguistics as
the science of political language. Each of them has included in its methodological

and terminological arsenal the concept of discourse [29, p. 23].
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It should be noted that political language was actively studied not only in
Europe but also in the United States. Harold Lasswell analyzed propaganda during
the Second World War. He was one of the first to study the actual political
language and political metaphor [86, p. 4]. In the “Study of Quantitative
Semantics” G. Laswell analyzes political language, proposes a specific method of
its study and considers the relationship between language style and political
regime. He and W. Lippmann raise the issue of the formation of public opinion and
its impact on political life [88].

It should be added that important for the development of political linguistics
was the development of semantics, which evolved within the framework of logic as
situational and game-theoretical. The first was developed by J. Barwise. His main
idea was that the meaning of linguistic expressions depends entirely on the context
(including the situation in which they are actualized) [69, p. 123]. It is especially
noteworthy that game-theoretical semantics was developed by Jaakko Hintikka.
For him, language games are activities that usually surround the word and that give
the word meaning [30, c. 53].

However, logical semantics describes the interpretation not of language as a
system, but directly the use of language, ie it interprets language activity.
Semantics of philosophy and logic penetrated into linguistics in the form of the
theory of reference, pragmatics and the theory of linguistic acts. Thus, at the
second stage of development of the science of political use of language is the study
of communication processes and phenomena, when scientists recognize language
as the main subject of study.

With the increase in the number of scientific disciplines, the strengthening of
the role of semiotics and the emergence of the concept of discourse, which was
defined as a necessary condition for communication and coexistence, many
scholars are moving to interdisciplinary discourse analysis as a methodology for
studying political reality. The very concept of discourse analysis in 1952 was

defined, introduced into scientific circulation and explained by Z. Harris, who
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published the article “Discourse Analysis”, in which he called discourse analysis a
method of studying the movement of information in discourse [78, p. 123].

After that, various sciences began to study the relationship between
‘discourse’ and argumentation, to create the basic terminology of political
linguistics and political discourse analysis. The most famous representatives of this
stage of development of science are M. Foucault, J. Dubois, R. Barth, P. Bourdieu,
J. Habermas, A. Gramsci and M. Bakhtin [29, p. 23]. They focused on the study of
texts as a single semantic whole, filled with denotative and connotative meanings,
the study of metaphor in the structure of the text, the role of the author of the
political text, as well as the relationship between power and discourse.

Examining traditional societies, K. Levi-Strauss concludes that language and
culture do not exist without each other [33, p. 220]. They together create a type of
certain linguistic behavior, which is defined by “political discourse” as a new
separate category of functional style of language. It should be stressed that this
category occupies an intermediate link between language and speech in the
Saussurean sense, and appears not only as a speech activity, but also a political
behavior that has a collective-activity basis.

Michel Foucault made a significant contribution to the development of the
concept of political discourse, describing the concept of the power of discourse. He
claimed that power was previously understood as “control of the body” [54, p. 77].
However, the modern world ‘evolved’ under the influence of globalization, the
development of international politics, as a result of the assertion of the rights and
freedoms of citizens at the legislative level, abandoned the ‘inhumane’ ways of
exercising power. Instead, “control of the soul” was established [54], which
consists in correcting the behavior of the subject in a way invisible to him, namely
through the power of discourse.

We have to stress one basic point that this power of discourse does not allow
physical suffering, but captivates the mind and soul, anticipating in advance what a
person should know and think about. Developing this concept, T. van Dijk defines

the power of discourse as indirect, such that is realized through the ‘consciousness’
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of people, for example, by controlling the flow of information, one can persuade
people to certain actions. In his view, most forms of social power are a kind of the
so-called “mental control” exercised through beliefs or other forms of discursive
communication [11, p. 48].

Roland Barthes also analyzes language and reality, behavior and
consciousness [5, p. 380]. He studied semiotics, texts and myth. The thinker
developed the idea of the symbolism of discourse, analyzed the place of the author
in the text and the difference between text, discourse and the whole work. The
scientist develops M. Foucault’s idea that the truth can be grasped only if we look
beyond all discourses. M. Foucault’s views are closely connected with the ideas of
intertextuality and discourse as a context of expression, the presence of many
discourses and the impossibility of the existence of one. The philosopher describes
the dangers of the need to explore obvious discourses. He was one of the first to
emphasize the difference between linguistics and discourse analysis [54, p. 73].

Unlike previous stages of development of science, from the middle of the
XXth century the concept “political discourse” is beginning to be actively used. In
1967, under the editorship of Richard Rorty, a collection of articles entitled
“Linguistic Turn” was published, which deals with the common features of all
studies of knowledge and language actions, combined with the label “discourse
analysis” or “discourse theory”. The scientist states the global immersion of all
science in linguistics, emphasizing the spread of the methods of F. de Saussure,
N. Chomsky and R. Jacobson in scientific research [94, p. 123].

Interesting are the investigations of George Lakoff, who, working in the
field of psycholinguistics, tries to explain the paradoxes of political reality by the
specifics of the functioning of the brain itself. His thesis that “it is impossible to
understand the policy of the XXI century with the mind of the XVIII century” [85,
p. 21] substantiated the need to change the approach to understanding political
reality, ask other questions and move from a conservative to a progressive

worldview.
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We can accept the view generally held that at the end of the XXth century
science rethinks the role of the symbolic in real life of the average citizen.
R. Debre writes that Lacan’s psychoanalysis, structural anthropology, neo-
Marxism, semiology and linguistics set themselves the task of revealing the
mechanisms of combining the breadth of views and laziness of mind [13, p. 55].
The current stage of development of discursive researches is based on the
generalization of previous methods and the development of new approaches to the
study of political language, political reality, sources of information and new
linguistic phenomena.

As a result of these explorations, the understanding of political myth and
political metaphor has changed. It is already radically different from the meaning
that was attached to these concepts 100 years ago [73, p. 12]. Numerous schools of
discourse analysis, which began to emerge in the late XXth century, tried to reveal
the essence of the symbolic existence of the political. Neo-Marxists also became an
important source of scientific development. In particular, E. Laclo and S. Muff,
criticizing the general postulates of Marxism about the base (economy) and
superstructure (schools, army, church that is all that is associated with the
production of meaning in society), argued that such a division is unjustified,
because the Marxist superstructure itself (rather than the base) makes it possible to
create or at least imagine a new reality [31]. Scientists have demonstrated that the
category of “discourse” belongs to the direction of modern thought, initiated by the
three main intellectual currents of the XXth century: analytical philosophy,
phenomenology and structuralism. According to them, the century began with
three concepts that promoted the illusion of immediacy: the referent, the
phenomenon and the sign.

Over time, the illusion of immediacy disappeared and the need arose to
replace it with some form of discursive mediation. Thus, according to E. Laclo and
S. Muff, it happened in analytical philosophy with the works of late Wittgenstein,
in phenomenology — with existential analysis of Heidegger and in structuralism

with poststructuralist critique of the sign [31]. Therefore, it was E. Laclo and
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S. Muff who explained, substantiated and developed the concept of political
discourse as a reality in which a certain community lives; as a set of symbols
whose meanings are understood only in a particular community and as a product of
power and politics that create and change the symbolic meaning of discourse.

There is a rich tradition of German study of political discourse, which began
with J. Habermas and K. Apel and continues to this day. It should also be
emphasized that J. Habermas tried to explain the nature of human, analyzing his
communication practices in various fields. His views became the basis for the
emergence of discursive ethics, which puts forward to the discourse the
requirement of rationality, on the basis of which its universality arises and
criticizes the subjectivity of discourse [55, p. 89].

The point has to be stressed that today the study of political discourse is
mainly concentrated in the United States (J. Lakoff, W. Benois, R. Andersen,
S. Muff and E. Laclo), in Central and Western Europe (D. Banks, R. Wodak,
M. Schroeter, G. Girnth, T. van Dijk, N. Fairclough) and other megaregions [9].

Among Ukrainian scholars, the problem of political discourse is studied by
G. Pocheptsov [44], A. Sotnikov [49] and others. So, G. Pocheptsov explores
political discourse in terms of semiotics as the science of ways of transmitting
information. In his scientific work “Semiotics” [44, p. 68] he focuses on sign and
symbolic reality, analyzes the verbal actions (anecdotes, speeches, expressions) of
political actors, as well as the sphere of aesthetics (monuments, literature) as a
political discourse of the era.

These facts give rise to important conclusions. The analysis of political
discourse today is developing in different directions, solves various scientific
problems, in particular, it describes certain elements of political language. It
studies certain levels of analysis: phonetics, vocabulary, syntax, text and discourse;
develops normative (critical) and descriptive approaches; studies certain political
genres, styles and texts; explores idiostyle as general patterns of political language.
We may add that it is also engaged in discursive study of communicative roles,

strategies and tactics, as well as carries out comparative researches, reveals the
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general and special signs of political discourses of the different countries and
epochs. Besides it is engaged in research focused on related fields of science and
uses methods of psycholinguistics, cognitivist methods, methods of linguocultural

studies.

1.2. Pre-election rhetoric within political discourse

Despite the abundance of recently published works devoted to various
aspects of political communication, electoral technologies, and election campaigns,
a detailed study of the pre-election discourse as a genre that includes institutional,
ritual and rhetorical characteristics has not been carried out.

Fragmentally, to one degree or another, most aspects of the chosen research
topic are covered both in domestic and foreign science in a number of specialized
books on election campaign technologies, political imageology, political marketing
and numerous publications devoted to the analysis of current election campaigns
(R. Agranoff [68], B. Campbell [72], M. Hershey [80], K. Jamieson [82], J. Kessel
[83], W. McWilliams [90], G. Pomper [93]). However the positions of the authors
of these works differ in many ways. Thus, nowadays the answer to the question
about the essential characteristics of the pre-election discourse has not been found
yet.

Thus, the genre features of the pre-election discourse are practically not
reflected in the domestic linguistic literature. There are no studies of the structural
and stylistic features of the texts of pre-election speeches. However, the specifics
of television advertising and the features of advertising messages recommended for
use during the election campaign in textbooks and studies on technology and
organization of political campaigns are covered in relatively detail [92, p. 274].

Therefore, the relevance of this research is due to the insufficient study of a
significant phenomenon of modern political life that is the pre-election speech, in

which the signs of rhetorical communication are clearly manifested, as well as the
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lack of work on the study of the structural-compositional and linguistic rhetoric
features of the texts of pre-election speeches.

It is possible to speak of pre-election discourse as a complex communicative
formation that refers to different types of discourse (institutional — to political and
non-institutional — to ritual and rhetorical), as a result of which it is a “hybrid”
genre and is distinguished by a special set of diverse characteristics.

Institutional signs of pre-election discourse include target attitudes, status-
role characteristics of participants in communication, temporal characteristics,
communication strategies and tactics and thematic determinants.

The ritual features of the pre-election discourse are determined by specific
local, temporal, subject-symbolic and linguistic parameters that form the linguo-
semiotic space of the pre-election event [77].

The rhetorical features of the pre-election discourse (appeal to pathos, logos,
ethos) are associated with the manipulative, argumentative, ethical and emotive
features of the pre-election speech as a political text created to influence the
electorate.

Linguistically, the text of the pre-election speech is distinguished by a
special set of different-level stylistic means and techniques: phonetic, lexical,
syntactic, which create rhetorical structures and contribute to the formation of the
candidate’s speech image and the provision of a communicative impact on voters
[77, p. 422].

As a result of the study, it was found that signs of rhetorical communication
are more pronounced in the pre-election discourse. The analyzed aspects of
rhetorical influence correlate with manipulative and argumentative strategies and
tactics, as well as the ethical aspect of the pre-election discourse.

Manipulation is viewed as an emotional influence or impact, carried out
through the linguistic reflection of the state of affairs [93, p. 131]. The linguistic
expression of manipulation manifests itself at the level of a targeted selection of

evaluative and emotionally colored lexical means, since by choosing a certain
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lexicon, a person can be angered, intimidated, inspired, in other words, to influence
his emotional side and thus determine his behavior.

It should be noted that, depending on the tasks facing the candidates, the
manipulative influence in their speeches is expressed in two strategies: the strategy
of discrediting the opponent and the strategy of self-promotion [95]. Firstly,
politicians need to create advertising, show themselves in a positive light, and form
their own positive image, which is facilitated by a self-promotion strategy.
Secondly, candidates need to create a negative image of the opponent or “prove”
the inconsistency of the political ideas expressed by the opponent that is present
their opponent in a bad light, which is achieved through a strategy of discrediting
the opponent.

The strategy of discrediting the opponent in pre-election speeches is
manifested in the tactics of criticizing and compromising the opponent’s actions,
accusing the opponent, “hanging labels”, indirect hinting at “negative” actions of
the opponent, “foreseeing” the future of voters, providing “independent” choices,
“lying” to the opponent, sabotage against the opponent, disregard for the opponent,
indirect ‘assessment’ of the opponent’s actions and defense. The strategy of self-
promotion is implemented in the following tactics: seeking support from voters,
promises, opposing oneself to an opponent, indirect calling for a vote, ascribing
political experience to oneself [94, p. 123].

Under argumentation, the work considers a means of influencing mainly the
rational consciousness of a person and uses the concepts of ‘rational
argumentation’ and ‘emotional argumentation’. Rational argumentation is
understood as a speech act consisting of a thesis and a number of arguments [91, p.
125]. In rational argumentation, the presence of factual (statistical and illustrative)
material is mandatory.

On the other hand, emotional argumentation means rhetorical
argumentation, since the process of proof and persuasion does not occur at the
expense of statistical or factual data, that is, considering the impact on the rational

side of the audience, and through rhetorical means that give the arguments an
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emotional tone of persuasive speech. Thereby they contribute to the appeal to the
emotions of the audience and the impact on the emotional and psychological side
of the audience [86, p. 123]. Emotional argumentation is also characterized by an
argumentative model that is a thesis and a number of arguments based on
emotional conjectures and assumptions of candidates in the absence of factual
material.

There are two argumentative strategies that are most often encountered in
the pre-election speeches of candidates for the presidency: the strategy of rational
argumentation and the strategy of emotional argumentation. The strategy of
rational argumentation is expressed in tactics: persuasion, appeal, verification,
giving an example and promise. The strategy of emotional reasoning is expressed
through tactics: appeal, hidden threat and accusation [88, p. 89].

In the course of studying the scientific literature, it was found that in pre-
election speeches, according to the method of arrangement of the thesis and
arguments, radial and mixed structures prevail [83, p. 99]. The reference to ethos in
the work is considered as an appeal to the moral and ethical foundations and
principles of the nation and is revealed in topoi, reflecting universal, national and
group values. At the linguistic level, toposes are implemented through thematically
relevant lexicon.

We have reason to state that the campaign speeches of the candidates are
mainly based on a system of multilevel toposes: universal, state and group. The
analyzed scientific literature has shown that the most frequent topoi in election
speeches, which are implemented within the framework of the ethical aspect, are
topoi created on the basis of national values: the American nation, American
society, the American military past, the American military power, the American
government, the President of the United States, American exclusivity [78, p. 34].
These toposes represent the value judgments shared by the candidate and his
audience. Besides, they dominate the campaign speeches of American presidential

candidates, as they affect the interests of the entire nation and its citizens.
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The universal toposes, which occupy an insignificant part in the campaign
speeches of the Republican candidate, include: the topos of responsibility,
spirituality, freedom and democracy, religion, and world problems. Along with
universal and state toposes, election campaigns are based on group topoi, which
include: the topos of middle-generation Americans, older Americans, American
veterans, and American teachers [73, p. 90].

The campaign speeches of the Democratic candidate are predominantly
based on toposes based on national values. This group includes the toposes of the
American nation’s self-awareness, American society, national identity, US
superiority, American achievements, American exceptionalism, and the President
of the United States.

The group of toposes, created on the basis of universal values, includes: the
topos of religion, world problems, economic prosperity and well-being, freedom
and democracy, equal opportunities. To group toposes one can refer: the topos of
middle-aged Americans, the unity of the American family, a worthy profession of
a teacher and American farmers [72, p. 232].

The analysis of pre-election speeches, carried out by linguistic scientists,
made it possible to establish that the pre-election speech is distinguished by a
peculiar composition, which includes the following parts: the opening,
introduction, the main part of the speech, consisting of thematic blocks, and the
conclusion [72, p. 233]. Each of the compositional parts of the pre-election speech
performs certain functions, correlated with the basic functions of the pre-election
discourse: influencing, inspirational, agitation and propaganda and informational
[72].

So, the main functions of the opening are to establish contact with listeners
and create an idea of the topic and direction of speech. The functions of the
introduction are to consolidate contact with the audience, their attention and
interest, to communicate the main topic of the speech and provide certain
information on the topic of the speech. The main part of the pre-election speech

performs the following functions: retaining the attention of voters, forming the
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tasks of the candidate, as well as providing further information on the topic of the
speech. The functional specificity of the conclusion is manifested in: summing up
what has been said, consolidating and strengthening the impression produced by
the speech, setting a number of tasks before the voters; calling on voters to take
immediate action that is voting for a particular candidate [12, p. 12].

It has been established that according to the method of the thematic
deployment of speech, most of the campaign speeches of the Republican
candidates have a mixed type of presentation, while less have sequential and
parallel type [1]. The campaign speeches of the Democratic candidates are usually
characterized by a radial type of presentation. The most common type of
termination of pre-election speeches can be an appeal to their voters or a repetition
of the main provisions or conclusions of a speech, a generalization of what was
said in a speech and the setting of tasks.

Conducted by O.V. Gaikova’s linguostylistic analysis of pre-election
speeches shows that the pre-election speech of candidates for the presidency of the
United States is predominantly focused on the emotional impact of speaker’s
speech through a deliberate selection of stylistic means and techniques of phonetic,
lexical and syntactic levels [12]. However, the set of stylistic devices for each of
them is not the same. So, in the pre-election speeches of the US presidential
candidates from the Republican Party, the most frequent methods of the phonetic
level are alliteration, of the lexical level are metaphor and epithet, of the syntactic
level are antithesis, anaphora, parallelism, enumeration, polysyndeton, contrast and
opposition. Less used lexico-stylistic devices include simile, among syntactic-
stylistic devices are gradation, epiphora, circular repetition, distant repetition of
words and rhetorical question [12].

In the pre-election speeches of US presidential candidates from the
Democratic Party, the predominant stylistic devices of the phonetic level are
alliteration, of the lexical level are metaphor, epithet and allusion, of the syntactic
level are anaphora, epiphora, ring repetition, antithesis, contrast and opposition,

parallel constructions, enumeration, polysyndeton, gradation, rhetorical question.
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Fewer are such stylistic devices of the lexical level as simile and hyperbole, of the
syntactic level is distant repetition of words [12].

It is needless to comment on the pre-election discourse that is distinguished
as one of the genres of political communication based on the presence of a goal
and a communicative situation. A communicative situation is understood as an
election campaign taking place on the eve of the presidential elections in any
democratic country. While the main goals of the genre of pre-election discourse are
motivation to action, the speaker’s desire to convince the audience of the need for
the audience to take a conscious action, as well as arousing the listeners’ emotions
and assessing the significance of the event [9]. As one of the additional criteria for
identifying the studied genre, the address genre is considered, which is a prototype
genre for an election speech.

It is natural to regard that the pre-election discourse is one of the complex
communicative formations with high social and political significance. Studying the
pre-election discourse as a genre, which is characterized by signs of institutional
communication, its constitutive features are distinguished by V.I. Karasik:

1) participants as candidates for the post of the head of state of the United
States and their voters;

2) chronotope as the time of the beginning of preparations for the election
campaign and the election campaign itself;

3) values concentrated in the key concepts of the American society such as
“power”, “politician”, “election campaign”;

4) strategies such as manipulative and argumentative and a number of their
tactics;

5) subject matter, that is a wide range of issues of greatest interest to certain
groups of American voters [20, p. 187].

The special specificity of the pre-election discourse lies in the following
functions: influencing, inspirational, agitational and propagandistic, informational
[27, p. 5]. So, the influencing function helps to exert emotional pressure on voters,

appeal to their feelings, affecting their value system, and persuade them to vote for
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a particular candidate. The specificity of the inspirational function is manifested in
the inspiration of the nation (voters) and the glorification of traditional American
values. The agitational and propagandistic function promotes the dissemination
and introduction of the ideas and ideology of a particular candidate’s party into the
minds of potential voters. The information function primarily helps to provide
information about the ‘advertised’ candidate and create a stable image-knowledge
of the elected politician among voters.

Taking into account the opinion of V.I. Karasik that ritualization is inherent
to varying degrees in different types of discourse, allocated on a sociolinguistic
basis, it is proved that the signs of ritual communication are manifested to one
degree or another in the genre of pre-election discourse [24, p. 39]. So, for
example, in the United States, the speeches of presidential candidates in electoral
audiences, on television and radio are traditional as they have long developed into
a kind of ritual. It has been established that the ritual specificity of the pre-election
discourse is revealed in the following characteristics [83, p. 78]: ritual, scenario,
role structure, temporality, and symbolism.

The election of the President of the United States is a specific political plot
that has a well-established, easily recognizable scenario and is a long-established
ritual. In other words, such a ritual has a certain script, that is electoral discourse
can be characterized as a theatrical action with its own “actors” and “spectators”,
whose roles are played by presidential candidates and their voters. Besides, pre-
election discourse can be viewed as a sporting struggle and even as the so-called
‘political trade” with its constant buyers and sellers [6, p. 221].

Since the scenario of the pre-election discourse presupposes the presence of
two sides of communication, they are politicians running for the presidency of the
United States, and the population called the electorate. Since election campaigns
are held in the United States every four years, preparations for the next presidential
elections begin a year before the end of the term of office of the incumbent.
Finally, to provide symbolic support for the pre-election discourse, a kind of

‘semiotiser’ of the ritual communicative space is used, that is signs and artifacts,
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which are “the sum of impressions combined in the mind and capable of exerting a
certain kind of influence on the listener” [27, p. 77]. These include semiotisers of a
national-historical character, a moral-value character and a personal character.

Political texts are primarily aimed at impact and appeal to the emotions of
the audience, and therefore the pre-election speech as a political text is viewed
from the standpoint of a rhetorical paradigm, since it has a number of
characteristic features inherent in rhetoric as a science of impact. It is about the so-
called aspects of rhetorical influence [39, p. 89]: pathos, logos, and ethos,
correlated with the manipulative and argumentative strategies and tactics
highlighted in the pre-election discourse, as well as the ethical aspect of the pre-
election discourse.

In general, a comprehensive analysis of the linguistic literature made it
possible to establish that the so-called “hybridity” of the studied genre of pre-
election discourse manifests itself in the intersection of institutional, ritual and
rhetorical communication. The constitutive features of pre-election discourse are
chronotope, role structure, ritualism, symbolism, scenario, strategies and tactics of
influencing the emotional , rational and moral and ethical spheres of the electorate.

Further research prospects are associated with a detailed linguistic
description of the pre-election rhetoric in the English-language political discourse,

namely, its communicative strategies, manipulative and stylistic functions.

Conclusion to chapter 1

The very understanding of discourse that existed before the XXth century
differs from its modern definition. Then it meant only mental practice with signs of
consistency, logic, unfolding in concepts and judgments (monologue form of
treatises and essays). While in nonclassical and postclassical paradigms the volume
of this concept changes, dividing into two: for the exact natural sciences scientific
conclusions become ‘discourse’ and for the humanities it is a system of rhetorical

and aesthetic figures.
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It seems essential to emphasize that at the end of the XXth century political
linguistics and political discourse analysis have become new sciences that have
begun to directly analyze how to use language resources in the struggle for
political power to perpetuate social order, as well as in the process of political
competition and construction of community identity.

In the presented study, the genre of pre-election discourse is considered from
the standpoint of the theory of political discourse and mass media discourse,
sociolinguistic analysis of discourse, cultural linguistics, genre studies,
argumentation theory and rhetoric. The pre-election discourse is viewed as a
complex communicative formation in which the signs of institutional, ritual and
rhetorical communication intersect. A pre-election speech is understood as a text
created during the election campaign with the aim of influencing voters. The study
confirmed that the pre-election discourse as a complex communicative event
belongs to the following types of discourse: institutional (political) and non-
institutional (ritual and rhetorical), intersecting with them for a number of reasons.

Often, the appeal to pathos as an appeal to the feelings and emotions of
voters is realized through strategies and tactics of manipulative influence:
strategies of discredit the opponent and strategies of self-promotion. The appeal to
the logos as an appeal to the rational sphere of the electorate is argumentation and
is realized through the strategies and tactics of argumentative influence that is the
strategy of rational argumentation and emotional argumentation. The address to
ethos as an appeal to the moral and ethical principles and foundations of the nation
1s realized through toposes, or ‘common places’, reflecting universal, national and
group values.

The study proved that the pre-election speech is distinguished by a peculiar
composition, which includes the following parts: the opening, introduction, the
main part of the speech, consisting of thematic blocks, and the conclusion. Each of
the compositional parts of the pre-election speech performs certain functions
correlated with the functions of the pre-election discourse: influencing,

inspirational, agitational and propagandistic, informational. It is interesting that the
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predominant setting on the emotional impact of speaker’s speech is carried out
through a deliberate selection of techniques and means of phonetic, lexical and
syntactic levels. However, the set of stylistic devices for each of the presidential

candidates is not the same.
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2. PRE-ELECTION RHETORIC OF US 2020 ELECTIONEERING

2.1. Communication strategies

Before moving directly to the communicative strategies of the pre-election
discourse of the US presidential campaign in 2020, let us turn to the very concept
of “self-presentation” in linguistics.

For our purposes, we consider sufficient the definition of strategy as a
general direction of speech that is a common line of speech behavior. Under the
communicative tactics we can understand the way to implement the chosen
strategy with the help of some private techniques or language moves [38, p. 7].

In O.N. Parshina’s monograph [40, p. 34] a rather interesting classification
of strategies and tactics which are used in political discourse is noted. The scientist
distinguishes between communicative strategies of self-presentation, discrediting,
attack, manipulation, self-defense, informative-interpretative, argumentative,
agitational. It is obvious that advertising or self-advertising refers to language
genres for which the most important property is persuasiveness (from the Latin

b (13

‘persuadeo’ “‘to persuade, convince”). This feature of advertising determines the
communicative strategies, tactics and techniques used in the pre-election discourse
[38].

What is significant is that the communicative strategy of self-presentation is
one of the fundamental social needs of the individual ‘to have his own face’.
Amonyg its tactics there are tactics of objective information, subjective information,
social interaction, consolidation, planning, and transfer tactics. A.P. Romanchenko
emphasizes that the strategy of self-presentation reflects the author’s “Self”
through individual views, worldview of the people in general and scientists in
particular [46, p. 197].

There is no doubt that self-presentation is a creative method of expressing a

person’s goals and objectives in different ways. In other words, it is a personal

self-assessment of one’s own character, social positions and personal worldview.
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In other words, self-presentation is a self-promotion of oneself, one’s unique
capabilities and cultural level [16]. In short, it is a desire to be useful to society or
the assertion of one’s right to be among the leaders.

Noteworthy, the strategy of self-presentation is implemented in various
forms and scales. Photos, videos, archival and new text information are used to
create it. Such a form of self-expression can influence the opinion of society,
groups of people and identify the audience to which the semantic load of self-
presentation is directed [16]. There are many places where self-presentation is
used, including elections. Given that self-presentation is self-promotion, it can
have both positive and negative features, such as lobbying for selfish goals as
president.

Thus, self-presentations are widely used in pre-election campaigns. The
creative way of promotion as a kind of self-assessment and promotion of one’s
work is used when discussing a candidate for the post of the head of government.
We believe that self-promotion helps to understand the usefulness of a person’s
character, his experience for a part of society [16].

As for the pragmatism of political slogans, which are often used to present a
presidential candidate, A.P. Minyar-Belorucheva believes that slogans do not differ
in typological homogeneity. Based on the reference contained in them, they are
classified into four main groups: imperative slogans, descriptive slogans,
superlative slogans and provocative slogans [34, p. 27], which, characterized by
discreteness, are divided into several subgroups. Thus, imperative slogans include:

—slogan-order: A Fresh Start for America [96]; Win the Era [96];

— slogan-appeal: Make America Great Again [96]; Promises Made, Promises
Kept [96]; Come Together [96];

— slogan-performative: A New Choice for Democrats [96]; Fighting for Our
Future [96];

—slogan-toast: One Nation. One Destiny [96].

Descriptive slogans in pre-election discourse often include:

— slogan-program: Focus on the Future [96]; For the People [96];
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— slogan-characteristics: Brave Wins [96];

— slogan-recognition: Our Best Days Still Lie Ahead! [96].

The group of provocative slogans in pre-election discourse includes:

— slogan-provocation: Lead with Love [96]; Stand up with Tulsi [96];

— ‘warning’ slogan: We Rise [96];

— slogan-threat: A Fair Shot for Everyone [96].

Comparative slogans are typical for pre-election political slogans:

No More Wars [96]; America Deserves Better [96]; Actions Speak Louder
than Words [96].

Communicative characteristics inherent in the pre-election discourse, have a
significant impact on the choice of political figures of the language means in the
text of self-promotion [43, p. 167]. Thus, in the process of analysis of the language
presentation of advertising messages within pre-election political discourse, a
number of communicative and pragmatic features were identified that influence the
author’s choice of language means when writing pre-election texts. These
characteristics of self-promotion, used in the pre-election political discourse,
include [43, p. 167]: brevity of messages, their relative expressiveness,
informativeness, persuasiveness and intertextuality.

Let us consider the communicative characteristics of intercourse and
language features of self-presentation of Donald Trump and Joe Biden during the
2020 pre-election campaign.

It should be noted that the brevity is caused by the functional limitation of
the length of messages, taking into account spaces and punctuation, which
indicates the conciseness of the pre-election text. The texts should contain all the
information that the author intends to convey: names, quotations, private messages,
for example: Folks, thanks to you we raised $1.2M from nearly 30,000 donors
yesterday. And | was even happier to hear that 1/3rd of those donors were new. |

can’t begin to tell you what your support means. South Carolina is just a few days

away [100].
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Accordingly, a small amount of the text, a clear structure have a positive
effect on its visual perception by the readers. Having only a small number of
characters, the author tries to convey in the most concise and accessible form
information that can be manifested in the use of simple sentences at the syntactic
level: Well, first of all, I guess I'm debating you, not him, but that’s okay. I'm not
surprised. Let me just tell you something. There’s nothing symbolic. I'm cutting
drug prices. I'm going with Favored Nations, which no President has the courage
to do because you're going against big pharma. Drug prices will be coming down
80 or 90%. You could have done it during your 47 year period in government, but
you didn’t do it. Nobody’s done it. So we're cutting healthcare [97]. These
examples illustrate the use of simple sentences that contribute to a clear perception
of the idea conveyed by supporters and / or opponents of the politician.

We now turn our attention to the definition of the concept of relative texts’
expressiveness “...in linguistics it is the characterization of language units and
speech acts as a means of expressing the subjective evaluative attitude of the
speaker to the content or addressee of speech. Expressiveness is enhanced by
paralinguistic means of communication” [65, p. 168].

We would like to say that in the pre-election advertising text, the markers of
expressiveness at the graphic level are the emphasis of words and sentences in
capital letters and the multiple writing of punctuation marks: “Pres Trump is
correct to ask for recusal & question justices’ bias. Political opposition is
inappropriate coming from a sitting SCOTUS Justice, even couched in a dissent”
[99]. The capitalization of words is used in the fragment. This example illustrates
an important graphic stylistic means, the purpose of which is to focus voters’
attention on the most important, from the author’s point of view, lexical units. In
addition, the use of graphic means is an important element of intonation marking
of the statement or part of it. Given the written form of communication, it has a
considerable meaning.

At the lexical level, markers of expressiveness include, for example, the use

of exclamations (Well, Ha, Ugh, Wow) in the text of the pre-election political
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sphere: Yes. Well, that’s what he’s going to try to do, but there’s thousands of
scientists out there, like here at this great hospital that don’t work for him. Their
job doesn’t depend on him. They’re the people... And by the way — [97]. It is
shown that the marked words serve only as a means of conveying the feelings of
the speaker, his emotional attitude to speech. Otherwise stated, they give the
message, given the general logic and sequence of expressions, a certain
expressiveness.

At the morphological level the use of adjectives with positive and negative
evaluation serves as a marker of expressiveness. They are an important stylistic
means that increases the expressiveness of phrase and gives it an emotional
coloring, for example: Nevada, y’all did it for me! Thank you to all of our
incredible supporters, volunteers, and organizers around the state. We couldn’t
have done this without you. Next stop: South Carolina! [100] Let me guess what
you will say. Bla bla bla fake news, bla bla bla ratings, bla bla bla [99].

At the syntactic level, an example of expressive markers is the use of
nominative sentences. The latter give the phrase a special expressiveness, which
helps to establish contact between the addresser and the addressee: Virus
incubation event. Have fun! [99]

Therefore, examples of expressive markers that enhance the content of the
statement and help to provide logic to the content of different expressive shades,
are presented at all levels of language. However, research has shown that
politicians use these means with varying degrees of intensity. This determines the
so-called ‘relativity’ of such a characteristic for the pre-election advertising text
used in politics. In other words, the use of means that increase the expressiveness
of speech is found mainly in the information texts of those politicians whose
speech is dominated by the phatic function.

Incidentally, informativeness is an important textual category, as the
purpose of any text is the transfer of information [10, p. 231]. Whereas in pre-
election texts the informative function belongs to one of the main functions of

communication. “The informativeness of the text is the degree of its semantic
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novelty for the voter, which consists in the theme and the author’s concept, the
system of author’s assessments of the subject of thought” [4, p. 60]: The platform
of the Democratic Party is what I, in fact, approved of, what | approved of. Now,
here’s the deal. The deal is that it’s going to wipe out pre-existing conditions. And,
by the way, the 20, the 200 mil- the 200,000 people that have died on his watch,
how many of those have survived? Well, there’s seven million people that
contracted COVID. What does it mean for them going forward if you strike down
the Affordable Care Act? [97]

It should be emphasized that the way of presenting information in the genre
under study, which relates mainly to the plans of a politician, his political platform,
his views on his opponents, the situation in the country, can be called economical,
in which information is often presented in the form of theses. This feature is related
to the functional length limit of the ad pre-election text. However, informativeness
can be increased by enlarging the amount of information through videos, audio
materials, ie additional information is introduced, “...which specifies, explains,
expands knowledge about the subject of the message” [10, p. 239].

Thus, an important way to increase informativeness in pre-election political
texts can be called hypertextuality: 150 million people have been killed since 2007
when Bernie voted to exempt the gun manufacturers from liability, more than all the
wars, including Vietnam from that point on [100].

In the presented fragment it is about a huge number of people mentioned by
Joe Biden, who died from various weapons. To markers of informativeness, in this
case, it is also possible to add the proper names such as Bernie and the indication
of the number (150 million).

Graphic capitalization of such words as, for example, ALSO, MONTHS,
which help to focus the attention of voters can be called additional markers of
informativeness in the text of pre-election advertising: Get ready for DumbleDork
— and wear face masks..he just came back from India, meeting with tons of
people..some who might have the Corona virus ALSO, vaccines are MONTHS

away [99].
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However, persuasiveness means influencing the recipient in order to
mobilize him to perform certain actions. “Citizens are encouraged to transfer
power to a particular party or policy, to provide this party with other support, to act
in accordance with the decisions taken by the party” [60, p. 84]. Persuasiveness,
aimed at appealing to voters to come to the polls, vote for a particular political
party and politician, to participate in rallies, is realized through various linguistic
means. The most frequent form of appeal in the studied genre can be called the use
of verbs in the imperative form: Better stay at Home and resign. Save America
[99].

In addition, for the appeal to the addressee there are cases of using explicit
performatives [41, p. 209]: We all have a responsibility to declare with conviction
that hatred and bigotry and white supremacy have no place in America. We must
give hate no safe harbor [100]. In this message, the performative explication is
realized by using the verb declare.

The most effective way to appeal to the addressee related to the
recommendation of performing an action is the use of constructions with modal
verbs: The right to vote is the most fundamental American right there is. We
should be making voting easier — not harder [100].

In this example, the use of the modal verb form indicates the wishes of the
politician, his intentions. In addition, it has an imperative character and increased
ideological significance in the political sphere of communication.

At the same time, intertextuality is the use of someone else’s text in the
author’s text [10, p. 141]. Intertextuality is an important textual category that
reflects the correlation of one text with others, ie the interaction of texts in the
process of their functioning [51, p. 100].

The analysis showed that the following types of intertextuality can be
presented in the pre-election text:

— a quote of the author himself from his past speeches, which is typical, for
example, for Joe Biden: Housing should be a right — not a privilege. But far too

many Americans lack access to affordable, quality, and safe housing [100]. “The
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Biden Plan for Investing in Our Communities through Housing — Joe Biden for
President Joe Biden is running for President to rebuild the middle class and
ensure that this time everyone comes along. He believes the middle class isn’t a
number, but a value set which includes the ability ... joebiden.com [100].

— quoting the statements of famous writers, philosophers (in the following
example, Joe Biden refers to Donald Trump as the author of the selected
quotations): We fall into the same pattern every time: a senseless act of violence
occurs, politicians offer “thoughts and prayers, ” and calls for reform fade away
until the next tragedy inevitably occurs. I'm sick and tired of saying “enough is
enough.” We can’t go on like this any longer [100].

— use of links due to the technical communication channel (if the self-
promotion, for example, is placed on Twitter): | know that with folks like Bernice
and the Reckoning Crew, we will win the battle for the soul of our nation. I'm so
grateful to have them on our team. Join them and get involved in your community:
http://JoeBiden.com/Volunteer [100].

— precedent statements [59, p. 114], which are quotes, aphorisms, proverbs,

(13

as well as individual words and expressions, “... by which the communicative
practice of a famous person is recognized” [59, p. 115]: | think Barack Obama was
one hell of a President. | was proud to stand alongside him every step of the way —
and fought like hell_to make sure he was re-elected [100]. This text is a quote from
the user, the part of which is an easily recognizable phrase, which increases the
emotionality of expression, bringing elements of the language game in the
message.

As we can see, intertextual inclusions, due to the contact of “friend”-or-
“foe”, create conditions for essential (both semantic and structural) transformations
of the text. ‘The text in the text’ is not just an element of the author’s erudition or a
purely external decoration. The text in the text is able to emphasize or show the
dominant meanings of the main text, to discover another meaning generated by the
superposition of meanings, as well as to create different levels of perception of the

text as a whole [10, p. 154].


https://t.co/u2xzmvjDaW?amp=1
https://t.co/u2xzmvjDaW?amp=1
https://t.co/u2xzmvjDaW?amp=1
https://t.co/u2xzmvjDaW?amp=1
http://joebiden.com/Volunteer

34

Thus, it can be concluded that the specific features of pre-election self-
presentation or self-promotion undoubtedly create certain difficulties in the study
of language in general and the language means used in pre-election texts, in
particular, on the Internet. In contrast to traditional political communication, where
the use of language is subject to clear rules and restrictions, where a special
language etiquette is present, in pre-election Internet communication, the linguistic
personality of a politician often comes to the fore, which can not but influence the
choice of language means.

Along with traditional language means, the texts of pre-election advertising
also mention the use of means typical of Internet communication, such as the
social network Twitter of Joe Biden and Donald Trump in general. These include:
the use of graphic spelling of words, multiple writing of punctuation marks, non-
compliance with punctuation.

In addition, language analysis is complicated by the possibility of using
audio and video fragments in verbal text. The speaker’s choice of language means,
style of presentation used in the political pre-election campaign is determined by a
number of factors, namely: the goals of communication, the language personality
of the politician, as well as the communicative features characteristic of the

discourse.

2.2. Stylistic features of the pre-election rhetoric

The use of rhetorical figures in the texts of political discourse, including pre-
election one, is of particular research interest for at least two reasons. Firstly, this
sphere of communication has a number of features that distinguish it from other
spheres of communication. Secondly, this sphere is dynamic, and therefore any
reference to the texts of political discourse means a new, deeper understanding of
the essence of political communication.

As a result of the analysis, rhetorical figures typical of this kind of speech

were identified. It is also sufficient to note that for political discourse as a whole,
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the most frequent are such of them as gradation, parceling, different types of
repetitions, antithesis (and other types of contrast), pleonasm and some others. For
instance: It’s long past time we take action 10 end the scourge of gun violence in
America. As president, I'll ban assault weapons and high-capacity magazines,
implement universal background checks, and enact other common-sense reforms to
end our gun violence epidemic [100].

In the fragment we can observe the repetition of metaphorical expressions.
In the second case, metaphoricity acquires signs of hyperbole due to the lexeme
epidemic.

The analyzed texts are characterized by the following stylistic and rhetorical
features: compositional standardization, the use of stylistically elevated lexicon, a
combination of retrospection and actualization, the use of rhetorical figures, for
example: | want to extend my prayers and condolences to the Chaldean Assyrian
Community this 10th anniversary of Our Lady of Deliverance church massacre in
Baghdad. The right to worship is fundamental, and as Americans we should be
proud that people from around the world find a home here [100].

In the fragment, the bookish vocabulary that characterizes Joe Biden’s
speech serves to express his reconciliation with ordinary people and the
demonstration of his religious feelings.

The peculiarities of such pre-election political texts include the widespread
use of various rhetorical figures. Here are some examples.

Gradation (from Latin ‘gradatio’ “gradual increase” < gradus “level,
degree”) is a stylistic figure consisting of a number of verbal components (at least
three): words, phrases, parts of sentences, sentences, imaginative and expressive
means of language, arranged in their order increasing or (less often) decreasing
semantic and / or emotional significance [19, p. 139]. For instance: The words of a
president matter. And time and time again, Donald Trump has callously used his to
incite violence, stoke the flames of hatred and division, and drive us further

apart. It’s time for it to end [100]. In the above examples, there is an emotional
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assessment in the gradation series. However, in the analyzed texts, there are also
gradations of the rational-logical type: violence — flames of hatred — separation.

Parcellation (from the French ‘parcelle’ means “particle”) is a stylistic
device, which consists in dividing a sentence as a single syntactic structure into
several intonational and semantic units or phrases [19, p. 454-455]. For instance:
Every single American deserves access to regular, reliable, and free COVID-19
testing. Period [100]. Let us note that parcelling, as a rule, in this case is
accompanied by appropriate intonation and pause.

Stylistic contrast (from the French ‘contrast’ means “the opposite™) is the
principle of the linear-syntagmatic organization of a speech, which consists in a
sharp opposition of various elements of the text” [19, p. 690]. For instance: The
Trump Administration knew how deadly this virus was back in February. But they
didn’t tell you or your family. Instead, they gave a heads up to their friends on
Wall Street so investors could make a profit before the recession hit. They hid the
truth. It’s unforgivable [100].

Syntactic parallelism is a constructive principle of syntactic structures, in
particular, stylistic figures. It is a particular principle of symmetry and repetition
and consists in the identical (fully or partially) structure of syntactic constructions
[19, p. 623]. For instance: President Trump doesn’t care about you. He doesn’t
even care about his own supporters [100].

The use of stylistic means to achieve certain goals in the process of speaking
is an integral part of successful speech. Speakers in all public spheres use this
technique. This is due to the fact that the stylistic features of the language can
enhance the speaker’s influence on the audience. This aspect is especially relevant
for political speeches, the purpose of which is not only to influence the audience,
but also to partly manipulate their thoughts and actions [35, p. 89].

In pre-election rhetoric, the attitude towards the emotional impact of
presidential candidate’s speech is expressed in the deliberate choice of multi-level
means, their stylistic and semantic combination, first of all, appealing to the

emotional structures of the human psyche, as well as influencing the unconscious
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components of speech perception: More than 9 million cases of COVID-19 have
been now confirmed in the United States — and more than 228,000 Americans have
lost their lives. It is as severe an indictment of a president’s record as one can
possibly imagine, and it is utterly disqualifying [100]. In the fragment we can
observe a hyperbolic simile, enhanced by the adverb-intensifier utterly.

In our opinion, this explains the high level of saturation of the pre-election
speech with linguistic expressive and emotional means, as well as the techniques of
syntactic, lexical and phonetic levels. Experts note that the emotional form of
expression changes the pattern of speech perception, influencing the mechanisms
of attention, memory, thinking and facilitating the process of information
introduction into the consciousness of the addressee [62, p. 122-138].

An analysis of the pre-election debates of Joe Biden and Donald Trump
suggests that techniques of syntactic, lexical and phonetic levels, as well as
stylistic means, are used to enhance the psychological and emotional impact of
speech.

Stylistic techniques of the phonetic level that were encountered in speech,
both by Donald Trump and Joe Biden, include the technique of alliteration and
assonance, for example: My faith has been a source of immeasurable solace in
times of grief and a daily inspiration to fight against the abuse of power in all its
forms. As president, it will continue to serve as my anchor, as it has my entire life
[100]. In the fragment, the alliteration of the consonant -s and the assonance, ie the
repetition of the vowel -a, serve the purposes of self-expressiveness of the political
text, as well as unite individual words or their groups.

The group of stylistic and lexical devices most often used by Donald Trump
includes metaphor and stylistically coloured words, while Joe Biden has statistics
and repetitions, epithets and simile: More than 230,000 Americans have died from
COVID-19 — and Donald Trump has given up on trying to get the virus under
control. He may have quit on you, but | promise | never will [100]; Health care is
deeply personal to me — like it is for so many Americans. And | promise you that

as president, | will protect your family ’s health care as if it were my own [100].
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The most popular stylistic means of speech influence at the syntactic level
among candidates were a rhetorical question, emotional opposition and antithesis,
repetitions, anaphora, and others. Let us illustrate the use of the mentioned stylistic
figures with the following examples: There are just two days until Election Day,
and our campaign is working around the clock to get folks to vote. Can you chip
in to help us reach every last voter before polls close on Tuesday? [100]; |
promise you this: I’ll end Donald Trump’s chaos and end this crisis [100].

The most common lexical level techniques are idioms, epithets and
metaphors, for example: From his heinous acts of separating families at our
border to his neglect of the people of Puerto Rico after Hurricane Maria,
President Trump has attacked the dignity of Latino families time and time again.
It will end when I'm president [100]; Tonight, marks our last end-of-month
fundraising deadline — and it’s our most important one yet. With three days until
Election Day, we can’t afford to fall short [100].

The results of the study lead to the following conclusions.

Thus, functional peculiarities of pre-election political discourse contribute to
the use of all possible means of speech influence, including rhetorical figures. The
most frequent rhetorical figures in the pre-election political sphere of
communication include gradation, parceling, repetitions, pleonasms, various types
of contrast. The functions of rhetorical figures have their own specifics in political
communication, conditioned by the characterological and functional features of
pre-election political discourse.

Obviously, in our opinion, there is a relationship between the rhetorical
figures used and the communicative strategies and tactics chosen by the political
speaker. In this case, the solemn speech of a US presidential candidate dictates the
use of such rhetorical figures that are aimed at emotional impact on the audience,

inspiration, and rallying of the mass community of people.
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2.3. Manipulation in pre-election rhetoric

It should be stressed that the main intention of a political entity in the pre-
election process is his election to the expected high post, and the secondary one is
to increase recognition. In this case, the applicant chooses one of the general
strategies ie a strategy of positive self-presentation. This strategy corresponds to
the secondary and, indirectly, the main goal of the politician. It consists in the
“positive perception of the candidate as a candidate for a high post in the consistent
implementation of this positive image in the minds of voters” [67, p. 85].

We have analyzed the texts of political pre-election debates broadcast on
various TV channels during the pre-election campaign, including the 2020
presidential campaign in the United States (videos), with the main goal of
describing the communication strategies and tactics that were most actively used.
As the selected material shows, manipulative strategies of self-presentation and
presentation, discrediting, argumentation, and agitation are most often used in the
American pre-election discourse.

Here are some examples of manipulation in the pre-election discourse of
presidential candidates Joe Biden and Donald Trump in 2020. Thus, the strategy of
self-presentation (involves “emotional dedication of the speaker, indirect
demonstration of mental qualities of his personality to form an impression of him
and his goals” [40, p. 43]) is implemented through tactics such as solidarity (with
the recipient), identification (with someone or something), the creation of “one’s
own circle”, distancing (from political competitors and those associated with
them), neutralization of negative perceptions of themselves, hypertrophy of the “I-
theme”, shock, mockery, and others [40].

It seems essential to emphasize that by presenting himself to the voters, the
candidate of the pre-election campaign strives to look “us” for a certain circle of
voters. The addressee of the information tries to convince them that he will take

care of his own people. This is the essence of the tactics of creating of “one’s own
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circle”, for example: Not Me. Us [96]; Deval for All [96]; Our Future is Now [96];
We’re All In This Together [96].

This tactic mainly belongs to the category of manipulative. This is due to the
fact that usually pretending to be a “friend” for a politician is a way of mimicry.
However, there is no objective reason to consider this tactic inappropriate.

In the political pre-election discourse, one of the active tactics is the tactic of
comparison in the right aspect with other parties and movements participating in
the elections, the so-called tactic of favorable comparison. We can add that explicit
comparison with concrete parties meets seldom enough [87, p. 89].

Most often tactics of distancing and contrasting “‘friend” and “foe” are
used. They are realized at the textual and lexical levels: in the composition of the
text, in opposing and comparative constructions of the sentence using the deictics
of the first / second person and third person we, you, our, us, they, their, someone,
them, as well as in syntactic parallelism and antitheses [76, p. 124]. Moreover, the
component with the deictics of the first or second person is usually combined with
positive evaluation words. In addition, the meanings associated with political
competitors are often negatively evaluated. Let us compare: We are the only party
responsible for ... [99]; They need great shocks, we need Great America [100];
They decide where and with whom we must live [96]; We don 't need such power
[99];

It is also important to show that the implicit comparison with political
competitors in a favorable light is manifested in the texts, the generation of which
is based on the tactics of exclusivity and hypertrophy of the “I-theme” [76, p. 99].
The linguistic means of implementing this tactic belong mainly to the lexical level.
Most often, limiting particles just, only and nouns and adjectives with positive
evaluative semantics are used, cf.: Only one party does not vote on orders from
above [98]; The Democratic Party has a clear program for the revival of the
countryside, it knows how to stabilize prices ... There are real professionals on the
electoral list [97].
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It is specially noted that comparisons are universal concepts. They reflect
cognitive processes both in the field of scientific cognition and in artistic creativity
and everyday thinking. Therefore, communicative tactics based on comparison can
be identified in many other strategies. This applies in particular to agitation and
argumentation strategies. The latter is the only strategy of political discourse that
has almost zero conflictogenity. According to the researchers, the strategy of
argumentation is characterized by tactics of contrastive (comparative) analysis,
justification of assessment and indication of the future [40, p. 100].

The tactics of contrastive analysis are based on the method of comparing
what was in the country before with what is now. Naturally, the “party in power”
speaks of the improvement in the lives of Americans, while other parties speak of
the deterioration: I used to work three jobs ... And the salary could not be paid for
months ... Now everything is different [97]; When Obama came to power, there
were only 345 billionaires, today there are already 788 [97].

Let us move on to consider conflict-generating strategies and tactics of pre-
election political discourse. According to scientists, the so-called ‘agonal’ function
is one of the characteristic of the pre-election discourse [37, p. 97]. The most
striking “agonality” of self-presentation is manifested in the strategy of
discrediting (the communicative essence of this strategy can be seen from the
name itself) [37, p. 98].

It should be emphasized that the set of tactics used in pre-election political
communication to implement the strategy of discrediting is relatively small. Most
often, these are tactics of accusation and illustration of the negative. Occasionally
there are also tactics of indirect insults, labeling, minimizing the achievement of
comparisons, and others.

The accusation can be directed at a specific politician or party or be of a
generalized nature (the entire government, the ruling party). It should be added that
the tactics of accusation are closely related to the tactics of illustrating the negative
[79]. Both tactics are implemented through the active use of colloquial vocabulary

such as, for example, went around the world, seized, got and phrases with negative
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evaluative epithets such as destructive reforms, corrupt bureaucrats, cf.: This is
our moment to root out systemic racism and build a nation true to our founding
ideals. A nation where all men and women are not only created equal — but treated
equally [100].

In fact, the tactics of indirect insult, or labeling, is quite common. Its essence
is that the negative expressions used to discredit political competitors do not
belong to specific parties or individuals. Although the context often makes it
possible to understand who a politician calls, swindlers, scoundrels [79]:
Donald Trump’s COVID-19 response has been the greatest failure of presidential
leadership in our nation’s history [100]; Donald Trump claimed he would be “the
greatest jobs president God ever created”. Instead, he’s on track to become the
worst jobs president in 100 years [100].

The strategy of discrediting probably includes language techniques or
figures, called irony and sarcasm: Donald Trump sees the world from Park Avenue.
[ see it from where I came from: Scranton, Pennsylvania. It’s why [I’ll fight every
day as president to make this country work for middle class and low-income
Americans — not just the wealthy and well-connected [100].

In political pre-election discourse, the strategy of manipulation is used no
less actively than in commercial advertising. As mentioned earlier, manipulative
tactics cannot include all the means used to implement a persuasive function. In
our study, these include techniques that in various researches are called tactics of
intimidation or hyperbolization, falsification of facts, substitution of concepts,
implicit information and appeal to the senses [81, p. 318].

Let us consider the essence of tactics of intimidation or hyperbolization,
which is that candidates inspire voters to think about the possibility of negative
consequences of the victory of another party or politician. Here is a very typical
example in this regard: Together, we can make Donald Trump a one-term
president [100]; Donald Trump is trying to eliminate the entire Affordable Care
Act in the middle of a pandemic. If he gets his way, more than 100 million

Americans with pre-existing conditions could see their costs skyrocket or be
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denied coverage altogether. We can’t let him win [100]. Attention is drawn to the
rhetorical means that are used in the fragment. They enhance the perlocution of the
text, ie phraseological units and paraphrases.

In political pre-election discourse, the tactics of falsifying facts are rare.
First, it is not effective and, moreover, can cause conflict and undesirable actions
for politicians. For example, if as a result of any pre-election campaign the
reputation of competitors is damaged, then they may be accused of slander [75, p.
109].

This tactic can be implemented as an arbitrary, ie unreasonable combination
of neutral and negatively assessed facts. As a result, the idea of causal relationship
between these facts is imposed, cf.: We remember very well how you sold all the
wealth of our country to the oligarchs. Do you really think that we will believe and
vote for you [97].

For ethical reasons, one person cannot be blamed for all the problems that
occurred while working in government. In addition, such allegations are usually
unfounded.

The category of manipulative and conflict-generating tactics can include the
tactics of implicit information, more precisely, allusions or hints [3, p. 176]. In
particular, this happens in cases where judgments of negative content are implied.
Thus, in the first fragment in the presupposition there is a statement that others will
not hear or do not want to hear: Give your voice to those who hear you [99]; For
all these years our party ... has not deceived anyone, has not stolen anything from
anyone [99]; The extinction of the nation must be stopped ... This is my motive to
vote for US [99].

In the same way, the tactic of “implicit information”, which is very actively
used, finds its expression. Its variety is a rhetorical question. The speaker asks the
audience questions that are affirmative or negative judgments [89, p. 70]. Because
direct exposure is known to be less productive, the indirectness of illocution makes

these judgments more effective, cf.: You don’t know what'’s inside, do you? Do you
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need such gifts? [99]; What have they done for the country, for the people? [99].
Do you think there are fewer independent initiative people in America? [97].

By the way, the tactic of substituting concepts is that the creators of
advertising of potential American presidential candidates put a party or an
individual politician in a logically heterogeneous series. It includes what is
assessed negatively or positively in some social groups or in society as a whole
[Braiker, p. 56]. In this case such figures as syntactic parallelism and anaphora are
usually used, cf.: By voting for the Republican Party, you are voting for the future
of your family [97]; “We are citizens of Great America, and we are all together
“Great America” [97].

One of the techniques that is actively used in the strategy of manipulation is
called the tactics of appealing to emotions. To attract voters to their side,
participants in the pre-election debate willingly use words and expressions that
evoke an emotional response in the recipient [70, p. 57]: A beggar worker, doctor,
teacher, soldier, policeman, student is a shame [97]; When choosing, think about
the most intimate: about your family, about your loved ones ... Think about the fate
of our homeland [97].

Finally, the tactics of manipulation strategy should include the tactics of
promises. In this case, promises can be expressed in words of another modality, ie
duty or optativeness: we should, we intend, we want). Cf.: We must give people a
job, salary [97]; | promise to restore all forms of free education ... return
dormitories to students, increase the scholarship for all students [97].

We should make it clear that the principle of the presumption of innocence
does not allow to consider as explicit deception all the promises made to voters by
a politician. However, the experience of recent years of US political history
suggests that the promises made by politicians should be attributed to manipulative
means of communication [67, p. 146].

We should add that performative promises in pre-election debates are often
combined with appeals, ie verbal expressions addressed directly to the addressee

and include second person deictics: Join us; Be with us [97]; And | advise you to
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do the same [97]; Come, make the right choice [97]; Vote for Donald Trump [97];
Let’s fight together [97].

It is analyzed which manipulative strategies and tactics are most

characteristic of the American political pre-election discourse of recent times.

Strategies for self-presentation and discrediting (or attacking) are most often used

in televised debates.

Conclusion to chapter 2

In the texts of the pre-election discourse, as the most frequent, political
evaluative and expressive lexicon is singled out. Lexical resources of language
allow not only to describe any situation of the outside world, to characterize this or
that policy, but also to interpret information, giving the desired vision of the world,
to manage the perception of information, to attribute a positive or negative
assessment and to orient the addressee, ie the voter, for the future. The
grammatical level of the text self-presentation is organized in accordance with the
intentions of the addresser, ie the candidate for the US presidency in the 2020 pre-
election campaign. Syntactic structures are represented by different groups in the
structure and purpose of expression. They interact in different ways, ensuring the
communicative success of the texts, while organizing their dialogicity. We should
add that for texts of pre-election discourse the imperative and interrogative
sentences have the greatest influential potential.

The political texts of the US presidential candidates in the 2020 pre-election
campaign differ in a variety of stylistic devices. However, it should be noted the
journalistic nature of these means, their ritual nature and predictability. This is due
to the need for unambiguous interpretation and adequate explanation of
imaginative and expressive means by the mass addressee. In the texts of political
pre-election discourse, the use of stylistic means is subordinated to the task of

communicative and pragmatic influence on the political addressee, ie the voter.
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The strategy of self-presentation or self-promotion is common in political
pre-election discourse. Incidentally, texts that rely on manipulative communication
tactics also use tactics aimed at discrediting political competitors. Based on the
commercials, the most active tactics are identification (with social groups, with the
movement or the party), solidarity, distancing (from other parties), illustration of
achievements (especially in debates). The strategy of discrediting is manifested in
the tactics of accusation, insults (indirect insults, ‘hanging labels’), belittling
comparisons, illustrating the negative, as well as irony or sarcasm. The very
strategy of manipulation is characterized by such communicative techniques and
tactics as exaggeration, rhetorical questions, appeals to feelings, allusions (implicit

information), falsification of facts and substitution of concepts.
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3. RHETORIC OF CANDIDATES FOR US 2020 PRESIDENCY

3.1. Donald Trump’s rhetoric

Examining the texts of the pre-election campaign, one cannot fail to mention
the pre-election discourse. Pre-election political discourse is a speech genre that is
a complex communicative event and, at the same time, a verbal presentation of this
event, which has a certain role of participants; it is distinguished by its publicity
and officiality [71, p. 34].

The main task of the American pre-election discourse is to instill in the
addressees the need to take “politically correct” actions. The texts of the American
pre-election discourse have the following features: consistency, imagery,
emotionality, evaluativeness and appeal. Such texts are characterized by the
widespread use of socio-political vocabulary, figurative means, figurative meaning
of words, as well as words with a bright emotional connotation. The syntax of this
style of speech is characterized by the use of homogeneous members, introductory
words and sentences, and complex syntactic structures.

The research material are the texts of the pre-election speeches of American
politicians Donald Trump and Joe Biden. The main research method is the method
of complex analysis to determine the lexical and grammatical features of the text.
In Donald Trump’s speeches, there is a high percentage of adjectives, adverbs, and
participles: And we won the election and therefore we have the right to choose her,
and very few people knowingly would say otherwise [102]; And probably that
would happen in reverse, also. Definitely would happen in reverse. So, we won the
election and we have the right to do it, Chris [102]; Prescription drug prices,
we 're going to allow our Governors now to go to other countries to buy drugs
because when they paid just a tiny fraction of what we do [102].

In Donald Trump’s speech, there are many adjectives in a comparative

degree, which serves to highlight certain problems that are evident in the USA:



48
The bigger problem that you have is that you're going to extinguish 180 million
people with their private health care, that they re very happy with [102].

Donald Trump’s speeches, on one hand, are distinguished by the frequent
use of adjectives and adverbs in the superlative degree: We really feel that. We
have a professor at Notre Dame, highly respected by all, said she’s the single
greatest student he’s ever had [102]; In fact, some of her biggest endorsers are
very liberal people from Notre Dame and other places [102].

In the speeches of these politicians the use of modal verbs is also indicative.
In particular, in Trump’s speeches, the modal verb can is most often encountered,
and the modal verbs should, and may can also be found: Joe, you ve had 308,000
military people dying because you couldn’t provide them proper healthcare in the
military. So, don’t tell me about this [102]; And that destroyed ... They shouldn’t
even call it Obamacare, then | had a choice to make, do | let my people run it
really well or badly? [102]

In Donald Trump’s speeches, the verb must or have to is most often used,
which gets a rather categorical connotation due to the fact that it is often used in
rhetorical questions, in repetitions, in sentences where it is included in the ranks of
homogeneous members of a sentence, as well as in combination with reinforcing
structures: No, | think masks are okay. You have to understand, if you look... I
mean, | have a mask right here. | put a mask on when | think I need it. Tonight, as
an example, everybody’s had a test and you 've had social distancing and all of the
things that you have to, but | wear masks [102].

Among the lexical features of these speeches, the use of antonyms and
synonyms should also be noted. Their functions in the text are quite different. Let
us consider how Trump uses antonyms and synonyms in his speeches: And you
look at what’s going on with divorce, look at what’s going on with alcoholism and
drugs. It’s a very, very sad thing [102]. In this case, synonyms create a unity,
which is based on expressions that play the role of homogeneous members of the

sentence.
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In Donald Trump’s speeches, antonyms also serve to create opposition,
while they are often used in parallel syntactic constructions: They give you good
press, they give me bad press because that’s the way it is, unfortunately. But let me
just say something [102].

It should also be noted that Trump’s speeches are characterized by the use of
phraseological units. This increases the imagery and expressiveness of his self-
advertising texts: If you would have had the charge of what | was put through, |
had to close the greatest economy in the history of our country [102].

One can also note the peculiarity of Donald Trump’s speeches at the lexical
level. In his lexicon, there is a frequent use of lexical units with the prefix re-,
which emphasizes the general meaning of the speech that is to recreate, restore the
country, return what has already been: But what happened is we closed it down and
now we re reopening and we re doing record business [102].

Besides Donald Trump’s speeches feature syntactic parallelism: And if you
were here, it wouldn’t be 200, it would be two million people because you were
very late on the draw. You didn’t want me to ban China, which was heavily
infected. You didn’t want me to ban Europe [102].

Next, we can turn to the analysis of the use of introductory words and
constructions or the so-called parenthetic sentences (parenthesis). For political
speech, it is common to use parenthetic words in order to determine the order of
statements. For example, in Trump’s speeches, one can see similar introductory
words: Well, first of all, I guess I'm debating you, not him, but that’s okay. I'm not
surprised. Let me just tell you something. There’s nothing symbolic [102].

In Donald Trump’s speeches, a number of introductory words and phrases
can also be distinguished, which most often indicate an emotional assessment of
the statement: And by the way, the Democrats, they wouldn’t even think about not
doing it [102]; As far as a say is concerned, the people already had their say
[102].

In addition, introductory words and phrases in his speeches may contain a

relation to the statements of opponents: We do them outside, we have tremendous
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crowds, as you see, and literally on 24 hours notice [102]. Thus, introductory
words serve to indicate the degree of reliability of the information, the order of
presentation of statements and the attitude to the statement.

After studying the materials devoted to the analysis of means of
manipulation in the American pre-election discourse, we came to the conclusion
that manipulation at the lexical level is quite frequent. In addition to the denotative
meaning, words have a connotative component. It should be noted that the choice
of the word may impose on the recipient of the message a specific opinion or
attitude to what is contained in the message, thereby controlling the perception and
understanding of the recipient [57, p. 12]. For example: | want to thank our great
Vice President Mike Pence and Karen Pence for being here tonight. It is great to
be back in the twin cities with the freedom-loving American patriots, who make
our country run [101]; For the next 13 months we are going to fight with all of our
heart and soul and we are going to win the great state of Minnesota in 2020 [101].

In the first fragment of the lexemes great, freedom-loving are positively
colored in this context. Thus, the addressee is trying to gain the support of the
audience of Minnesota. He calls the state of potential voters majestic, and residents
freedom-loving patriots. As we can see, with the help of appropriate method,
Donald Trump is trying to get closer to people. In its turn, they also feel a positive
mood. The second fragment of the text uses the lexeme fight. In this context, we
can consider it as having a negative connotation. In the understanding of most
people, fighting for power means making every effort, including even physical
force, to gain power. Thus, Donald Trump emphasizes that his plans include the
struggle for power, and, consequently, victory in the upcoming elections.

Let us consider the following example: These corrupt politicians and the
radical leftists got rich bleeding America dry and they knew that my election would
finally end their pillaging and looting of our country [101]. In this sentence it is
dealt with the presence of lexemes with a negative connotation. Donald Trump
uses appropriate words to describe the image of political power and political

parties. According to him, they are financially enriched at the expense of material
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resources of the United States. Accordingly, a negative image is created for the
audience and the idea is suggested that parties other than the Republican,
represented by Donald Trump, will not bring a better future to the country, and
therefore it is necessary to vote only for him.

Another numerous method of manipulation is lexical repetition. Through
multiple repetitions, he focuses the audience’s attention on the units needed by the
recipient of the message: Thirteen months I gotta move fast because they ’re not
beating us at the polls and they know it despite the phony, despite the phony polls
that you see all the time. They re phony polls [101]; Polls are no different than
crooked writers. They re crooked polls, the crooked polls [101].

In these sentences, Donald Trump uses repetitions in the context of pre-
election polls and his views on them. We can see that the attitude of the speaker is
extremely negative. This is emphasized by the lexemes used such as crooked and
phony. So, with the help of repetitions, Donald Trump suggests to the audience that
these polls are dishonest. In other words, they contain false information and should
not be trusted.

As clarified above, in modern political pre-election discourse there is a high
degree of expressiveness, namely the use of various stylistic means, tropes and
figures of language and special syntactic constructions that are not typical [59, p.
48]. In our paper, we will consider the most common stylistic means used to create
various strategies and tactics of manipulation.

According to O.L. Mikhaleva, metaphor is one of the most effective
methods to manipulate consciousness [36, p. 67]. We are inclined to think that
individual author’s stylistic metaphors are most often used in pre-election
discourse. It is shown that one of the main properties of metaphors is their ability
to change the perception of situations, push to make a decision and influence
behavior [17, p. 163]. Often metaphors describing political life are used to discredit
political opponents [17, p. 165]: Democrats are on a crusade to destroy our
democracy [101]; Sleepy Joe and his friends sold out America [101].
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In these passages, we can see the use of individual metaphors aimed at
compromising the facts about Donald Trump’s political rivals. In the first example,
Trump is talking about the Democratic Party of the United States, which, in his
opinion, is working to eradicate democracy. In another example, he exposes Joe
Biden as his main rival in the election. Trump accuses him of participating in
various schemes through which public funds were misused. Thus, the application
of these metaphors is part of the pragmatic tactics of accusation and the tactics of
exposure.

Along with metaphors, widespread use of epithets has been observed in pre-
election English-language advertising. According to O.S. Issers, the epithet then
becomes a means of influence when it conveys an emotional attitude to the subject
of speech [17, p. 173]: There’s nothing that the dirty political establishment hates
more than a President that they cannot intimidate, own and control [101]. In this
example, D. Trump uses the emotional epithet dirty about the political
establishment of America. At the same time, the corresponding evaluative
adjective serves as one of the means of accusation tactics.

According to M.N. Koveshnikova, rhetorical questions, ie statements that
are presented in the form of a question are “an expressive means of activating the
addressee” and help to identify the elements that are most important in terms of
content [18, p. 393]: Every time a President from a country calls me or I call them,
we have to release the text. How can you do business that way? Who's gonna want
to speak to your President? [101]

With the help of rhetorical questions, the answer to which is obvious,
Donald Trump emphasizes the truth of his ideas. In addition, the very form of the
rhetorical question helps to extract the most significant information from the flow
of speech and focus the audience’s attention on it.

At the syntactic level, by the way, citations can be used. It accurately
reproduces a passage of some text or speech. Appropriate method helps the
addressee to confirm and prove his point of view. Thus, quotations, hidden

metaphors and allusions can be added to political communication as a means of
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dialogue. This makes the message brighter. On the other hand, such stylistic means
bring a mystery for a deeper analysis [58, p. 50]: And today | got a call from one
of the top representatives. He said: “Congratulations Mr. President on having a
truly great, great economy” [101].

In this example, direct speech is used to show that the idea of a large
American economy belongs not only to Donald Trump. Representatives of other
states also recognize its greatness. As we can see, a reference to someone’s opinion
will always work as a manipulative technique. In essence, the same thoughts that
the speaker is trying to convey to the audience belong to other people. As a result,
the opinion of several people, respectively, can be trusted.

O.L. Mikhaleva believes that political discourse is an area of expression of
struggle. In this regard, she proposes to distinguish three pragmatic strategies in
political pre-election discourse [36, p. 45]: strategy to increase, strategy to decrease
and strategy of theatricality. Thus, through a strategy to increase a politician seeks
to raise its importance: You can’t keep it. You can’t actually make a gift. You can
give it to your different agencies. So, | can give it to health. | can give it to
transportation. | can give it to military... [101]; We've also implemented the
strongest screening and vetting mechanisms ever put into place. We re keeping
terrorists, criminals and extremists the hell out of our country [101].

In the first example, Donald Trump uses self-presentation tactics. It helps
him build a positive image of himself as president of the United States. The
recipient tells the audience that he is donating money for various good purposes,
such as health care and the military, rather than earning it. In the context of
Trump’s speech, such information is quite noticeable, as the president presented
his political opponents in an unfavorable light. In terms of manipulation, we
believe this move is well thought out.

The following example demonstrates both the tactics of the presentation and
the strategy of creating a circle of “us”. For this purpose, inclusive pronoun of the
1st person plural we is most often used. A characteristic feature of the relevant

pronoun should be considered its ability to combine the sender and recipient of the
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message. In short, ‘we’ create the image of a whole president and the whole
country. Donald Trump draws the audience’s attention to what was done during his
rule. These include: improving the structure of verification and certification, the
fight against international terrorism and extremism. All these actions belong not
only to Trump, but also to US citizens. After all, they chose him, and he lived up to
their expectations.

In his speech, Donald Trump also uses a strategy to decrease.
O. L. Mikhaleva explains that this strategy is aimed at the opponent, in other
words, the opponent. It seeks to expose or refute his settings. Let us consider the
examples: Guy walks in, no experience, no nothing, walks out with a big and five
G, flies in on Air Force Two with his father, the Vice President. Don’t forget,
that’s when he was Vice President. So, China gives his son 1.5 billion. How would
you like to have Joe Biden take over negotiations right now with China? I don’t
think so. I don’t think so. Meanwhile, Biden allowed China to rip off America for
eight years as Vice President... [101].

This passage demonstrates the tactics of accusations and revelations, which
are manifested in the fact that Trump openly states that Joe Biden facilitated the
process of misuse of public funds. However, he does not name the exact arguments
for the relevant conclusions. We can conclude that these tactics can manipulate the
consciousness of the audience. In other words, there is a suggestion that appeals to
the feelings and emotions of people who are not indifferent to their country and to
the budget, which is formed by taxing citizens.

Thus, the examples in this sub-chapter show that language manipulation is
an integral part of political self-presentation (self-promotion) and the rhetoric of
politicians as presidential candidates. On the one hand, the appropriate kind of
discourse requires this to a greater or lesser extent. On the other hand, it is the
desire of the candidates themselves for high positions, as their goal is to win the
election.

In order to increase the expressiveness of his speech, the politician used

comparative and superlative adjectives, rhetorical interrogative sentences, complex
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sentences, on the basis of which the emotionality and pretentiousness of speech

was strengthened.

Through a continuous sampling of Donald Trump’s pre-election speeches,

we have selected 50 text fragments to denote communication strategies. The results

of the study appeared to be quite heterogeneous (see Table 3.1).

Table 3.1
Distribution of communication strategies (based on D. Trump’s pre-election
speeches)

Communicative characteristics Number %
1. Expressiveness 19 38
2. Persuasiveness 10 20
3. Informativeness, imperative, 5/15 10/30
descriptive slogans
4. Provocative slogans 3 6
5. Brevity 2 4
6. Comparative slogans 1 2
Total: 50 100

According to the research, Donald Trump’s pre-election discourse is
dominated by such communicative characteristics as expressiveness, which occurs
in 19 cases (38%), persuasiveness (10 cases or 20%) and informativeness (5 cases
or 10%). The corresponding percentage is also occupied by imperative (5 cases or
10%) and descriptive slogans (5 cases or 10%). Provocative slogans are
represented by 3 use cases or 6%. Such a characteristic feature of communication
strategies as brevity is presented the least in Trump’s speeches (2 cases or 4%).
Finally, only 1 case or 2% makes up a comparative slogan.

Through a continuous sampling of D. Trump’s pre-election speeches, we
have selected 50 text fragments to denote stylistic devices. The results of the study

were quite heterogeneous (see Table 3.2).
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Table 3.2
Distribution of stylistic means (based on D. Trump’s pre-election speeches)
Stylistic means Number %
1. Metaphor, hyperbole, repetition, 5/20 10/40
idioms (proverbs, aphorisms,
exclamations, puns)
2. Graphic and phonetic means
(capitalization, onomatopoeia, 4/16 8/32
alliteration, assonance), parallelism
(anaphora), rhetorical questions,
epithets
3. Stylistically sublime lexicon,
contrast (antithesis, antonyms), 2/10 4/20
precedent statements (allusion,
citation), enumeration, gradation
4. Irony, sarcasm; simile (hyperbolic
simile); nominative sentences; 1/4 2/8
parceling
Total: 50 100

According to the Table 3.2, the most common among the stylistic devices in

Donald Trump’s pre-election discourse have been metaphor, hyperbole, repetition,

idioms, among which are proverbs, aphorisms, exclamations, puns, a total of 20

units or 40%. While the least common are irony, sarcasm; simile (including

hyperbolic simile); nominative sentences and parceling (8%).

At the same time, Donald Trump’s manipulative strategies of pre-election

discourse are represented, first of all, by the strategy of discrediting (25 cases or

50%). Secondly, 20 cases or 40% are occupied by the strategy of self-presentation.

And only 5 cases or 10% belong to the manipulative strategy of argumentation.




S7

3.2. Joe Biden’s rhetoric

It should be stressed that political speech is the main genre of political
discourse, which is widely used in politics, implemented verbally and extraverbally
and aimed at a particular social status. Therefore, it has not only informative but
also international character, which is necessary for the careful selection of
language means at all levels of the compositional structure. If we take into account
the main theme of the political pre-election discourse, it is the struggle for power,
which is also the driving force of this sphere of communication. Professionals,
journalists and political scientists, as well as the general public, are interested in
political pre-election discourse.

In recent decades, pre-election discourse has come under the scrutiny of
linguists. The issues of theoretical modeling of political pre-election discourse, ie
identification of mechanisms of generation and functioning of political texts have
been considered. The analysis of political metaphors as a way of understanding the
world of politics has been made. The characteristics of language behavior of
politicians have been highlighted and verbal and rhetorical strategies in political
activity have been studied.

In the study of the lexical content of the speeches of US presidential
candidate Joseph Biden, we have analyzed 72 lexical units (hereinafter ‘LU”). This
allowed us to single out the most commonly used vocabulary and perform a
contextual analysis of lexical units, their emotional coloring, pragmatic functions
and stylistic influence.

The identified lexical units were divided into five categories: political ie
foreign and domestic; economic terms; legal; public and military. In this study, the
category of political terms is the most commonly used.

Most political terms serve as a nominative function. Therefore, most lexical
units denote positions held in the politicum: The American people have a right to
have a say in who the Supreme Court nominee is and that say occurs when they

vote for United States Senators and when they vote for the President of United
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States [102]; We should wait and see what the outcome of this election is because
that’s the only way the American people get to express their view is by who they
elect as President and who they elect as Vice President [102].

The politician also refers to the concepts that denote the authorities: He'’s in
the Supreme Court right now trying to get rid of the Affordable Care Act, which
will strip 20 million people from having health insurance now, if it goes into court
[102].

Attention is drawn to the use of units to denote political parties, associations
and organizations (mainly used as abbreviations): It does not. It’s only for those
people who are so poor they qualify for Medicaid they can get that free in most
States, except Governors who want to deny people who are poor Medicaid. Anyone
who qualifies for Medicaid would automatically be enrolled in the public option
[102]. This sentence shows how important it is to put the health of citizens first,
especially those who are treated under the American state medical program for the
poor, which is carried out at the state level with the support of the federal
government. Medical care is provided to people who are below the official poverty
line.

It can be concluded that Joe Biden in political pre-election terminology uses
the terms to denote the authorities, positions in the politicum, political parties and
unions. He also sometimes analyzes problems related to the situation in Ukraine.

The following group includes terms that are related to economic
terminology: The reason he would not meet with President Obama is because
President Obama said we’re gonna talk about denuclearization, we’re not gonna
legitimize you, we're gonna continue to put stronger and stronger sanctions on
you [102].

In the dictionary, this concept is explained as follows: a ban or restriction in
the field of financial and economic, banking, investment, trade, transport and
transit, defense industry of one or more countries. This phrase is used to denote the
active public position of America on the imposition of economic sanctions against

another country.
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Let us consider the following example: Number two, this is a president — |
have released all of my tax returns. 22 years. Go look at them. 22 years of my tax
returns. You have not released a single solitary year of your tax return [102]. The
word tax in this sentence can be explained as follows: Joe Biden opposes himself
to his opponent in the pre-election campaign, Donald Trump, emphasizing the
transparency of his own campaign, because his own tax returns are published in
contrast to a competitor.

Thus, speaking of Joseph Biden’s use of economic terms in his pre-election
speeches, it can be seen that he is aware of the economic and political situation in
the country, and tries to assure that he will do everything possible to improve this
situation, economic development and world leadership when he will become
president of the United States.

The use of legal lexicon is also noticeable in Biden’s speeches. Most legal
terms mean subjects of law, the field of justice and procedural features: Well, I
have and they have pushed it. Look, they passed this act all the way back in the
beginning of the summer. This is like — it’s not new. It’s been out there. This
HEROES Act has been sitting there [102]. Thus, Joseph Biden emphasizes the
observance of all laws and norms enshrined in the Constitution, thus trying to
pacify the situation. This can be explained by the fact that the main purpose of the
candidate is to try to convey to the population the idea that any change begins with
the government and the court.

Military terminology is no less important. There is also a lot of military
terms in Joseph Biden’s speeches related both to the situation in Ukraine and other
countries. We can divide this lexicon, which indicates the causes and consequences
of hostilities. So, the main cause of hostilities is terrorism, military attacks,
sabotage, resulting in occupation, imprisonment and invasion. These examples
confirm the connection between the concepts of “politics” and “war”. Let us
illustrate this with the following example: On the condition that he would agree
that he would be drawing down his nuclear capacity to get — the Korean

Peninsula should be a nuclear free zone [102]. In the passage, Joe Biden insists
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that Korea needs to reduce its nuclear capabilities, that is, the Korean Peninsula
should be a nuclear-free zone.

Summarizing the results of the analysis of Joseph Biden’s pre-election
speeches, it can be seen that the main focus is on protecting the population from
external threats such as terrorism, nuclear weapons, imprisonment and occupation.
Joe Biden emphasizes the support of the state and believes that it is not an
individual country that should fight, but a union.

Another group of Joseph Biden’s political pre-election discourse includes
social terms: And so, folks, I will take care of this, I will end this, | will make sure
we have a plan [102]. From this sentence we can conclude that Joseph Biden is on
the side of the population and supports the workforce. Perhaps he even focuses on
such a target audience in his policy.

In the following sentence, we can see that the oligarchs are not interested in
changing the higher branches of government, because the current situation allows
them to invest more for their needs: We saw oligarchs uninterested in change
ousted from power only to return [102]. It can be concluded that for Joseph Biden,
the welfare and security of society is important, so he is on the side of the
population and supports the working people.

Thus, this study examines the lexical items found in the speeches of Joseph
Biden. We concluded that the politician uses speeches to gain the support of the
general population, to present his political pre-election program and to inform
voters about the state of affairs in the country.

The results of the study allowed us to come to conclusions about the
functioning of phraseological units, some other techniques of the language game
and antonymic oppositions as means of speech manipulation in the American pre-
election discourse. For instance: We make up 15% of the world’s problem. \We in
fact, but the rest of the world, we 've got to get them to come along. That’s why we
have to get back into, back into the Paris Accord [102].

A mention should be made that he ability to control mass consciousness at

this stage in the development of modern society is becoming increasingly
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important. This is especially clearly manifested in the process of the pre-election
race, which is due to its limited time and a quick visible result that is the election
of a candidate for office. To this end, politicians use in their speeches the means of
language, with the help of which the addressee’s speech manipulation is carried out
in order to rebuild the implicit picture of the latter’s world: And by the way, our
military — they 've been voting by ballots for since the end of the Civil War, in
effect. And that’s, and that’s what’s going to happen [102].

A significant place in the manipulation of the masses in the American pre-
election discourse is given to phraseological units. The greatest impact is possessed
by phraseological units with a high degree of idiomaticity, which is due to their
imagery. With the help of the context, the speaker can change the connotations of
phraseological units for their own purposes. For instance: And the justice, I'm not
opposed to the justice, she seems like a very fine person. But she’s written, before
she went in the bench, which is her right, that she thinks that the Affordable Care
Act is not Constitutional [102].

In the examples, there is a predominance of phraseological units with
negative connotations, and the most frequent tactics in which they are used are the
tactics of accusation and impersonal accusation. Despite this, as the analysis of the
linguistic material shows, the same phraseological unit can be used both in the
increase strategy and in the decrease strategy, which indicates their universal
character when manipulating the addressee: The polls are open on time, and the
polls stay open until the votes are counted. And this is all about trying to dissuade
people from voting because he’s trying t0 conf-to scare people into thinking that
it’s not going to be legitimate [102].

The purpose of using phraseological units in Joe Biden’s pre-election speech
Is to conceal the true meaning of the statement. This is achieved due to such a
property of the latter as ambiguity. In addition, an important characteristic of
phraseological units in pre-election discourse is to avoid overloading the addressee

with “unnecessary” information or its compression.
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Phraseologisms in the speeches of American speakers are often transformed.
The strength of the effectiveness of the influence of the transformed phraseological
units is due to their non-standardness, the expenditure of great intellectual efforts
for their detection, which determines their classification as the methods of the
language game: I don’t understand why this President is unwilling to take on
Putin when he’s actually paying bounties to kill American soldiers in Afghanistan,
when he’s engaged in activities that are trying to destabilize all of NATO [102].

It should be emphasized that the language game and phraseological units are
linked by such common functions in communication as creating ambiguity and
enlivening the speaker’s rhetoric or giving it imagery. As a result, they are retained
in memory longer, and their recognition and ‘correct’ interpretation by the
addressee serves to unite the latter with the speaker, defining them as owners of
identical background knowledge and level of intelligence. At the same time,
speakers in pre-election discourse use all existing types of phraseological
transformations and combine several of them at the same time:

What I'm going to do is pass Obamacare with a public option — become
Bidencare. Public option is an option that says that if you, in fact, do not have the
wherewithal to be — if you qualify for Medicaid, and you do not have the
wherewithal in your state to get Medicaid, you automatically are enrolled,
providing competition for insurance companies [102].

Such transformations serve the purpose of enhancing the semantic load of
the context, both positive and negative attracting the attention of the addressee.
Thus, most of the transformed phraseological units are intended to denigrate the
opponent and provoke addressee’s negative emotions.

One of the main functions of phraseological units in American pre-election
discourse is to create a comic effect of a statement. Despite the fact that the correct
interpretation of the phraseological unit requires certain intellectual efforts from
the addressee, the latter’s laughter can be considered as a response and proves that
the communication took place, and the speaker’s hidden intentions were realized:

And by the way, this is the same fellow who told you this is going to end by Easter
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last time. This the same fellow who told you that, don’t worry, we re going to end
this by the summer. We're about 10 go into a dark winter, a dark winter, and he
has no clear plan and there’s no prospect that there’s going to be a vaccine
available for the majority of the American people before the middle of next year
[102].

Along with these units, the manipulation by the addressee with the
techniques of a language game by creating a comic effect of the utterance was
carried out using paronymic attraction, occasional word formations, as well as the
effect of deceived expectations: Number one, he knows what | proposed. What |
proposed is that we expand Obamacare, and we increase it. We do not wipe any.
And one of the big debates we had with 23 of my colleagues trying to win the
nomination that I won, were saying that Biden wanted to allow people to have
private insurance still. They can. They do. They will under my proposal [102].

Antonymic oppositions became the next means of manipulation in the
American pre-election discourse. The type of discourse under study is based on
contrast, which finds its expression in antonyms that exist in the language or are
created by the speaker in a special situation for specific purposes: More, more
carbon is absorbed in that rainforest than every bit of carbon that’s emitted in the
United States. Instead of doing something about that, 1 would be gathering up
and making sure we had the comp-countries of the world coming up with 20
billion dollars, and say, “Here’s 320 billion. Stop, stop tearing, tearing down the
forest. And if you don’t, then you’re going to have significant economic
consequences. ” [102]

In the American pre-election discourse, several lines of semantic oppositions
have been identified, with the help of which speakers manipulate the addressee:
proposed alternatives for the development of society or state, cooperation or
opposition, social stratification of society, military themes or politics of capture,
development of democracy in society. Separately, the line ‘imposed views’ was
also highlighted. It consists of a variety of thematic groups and is created to

implement the goals of the speaker during a particular pre-election campaign: The
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platform of the Democratic Party is what I, in fact, approved of, what | approved
of. Now, here’s the deal. The deal is that it’s going to wipe out pre-existing
conditions. And, by the way, the 200,000 people that have died on his watch, how
many of those have survived? Well, there’s seven million people that contracted
COVID. What does it mean for them going forward if you strike down the
Affordable Care Act? [102]

As in the case with other investigated means of speech manipulation in the
American pre-election discourse, most antonymic oppositions are part of
‘negative’ rhetoric. Moreover, in the case of antonyms, this “negative” rhetoric is a
threat, a prohibition on the “wrong” choice of the addressee, forcible persuasion of
the latter to his side, which proves the possibility of classifying the contrast
realized by systemic antonyms and author’s oppositions to the means of realizing a
threatening speech act:

Compared to what’s going on in Europe, as the New England Medical
Journal said, they’re starting from a very low rate. We’re starting from a very
high rate. The expectation is we’ll have another 200,000 Americans dead by the
time, between now and the end of the year. If we just wore these masks — the
President’s own advisors have told him — we could save 100,000 lives. And we re
in a circumstance where the President, thus far, still has no plan. No
comprehensive plan. What | would do is make sure we have everyone
encouraged to wear a mask, all the time [102].

Through a continuous sampling of Joseph Biden’s pre-election speeches, we
have selected 72 text fragments to denote communication strategies. The results of

the study have been quite heterogeneous (see Table 3.3).

Table 3.3
Distribution of communication strategies (based on J. Biden’s pre-election
speeches)
Communicative characteristics Number %
1. Expressiveness 21 29

2. Informativeness 14 19
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3. Persuasiveness 10 13
4. Intertextuality 8 11
5. Brevity 5 6,9
6. Imperative, descriptive,

provocative slogans 4/12 5,5/16
7. Comparative slogans 2 2,7
Total: 72 100

According to the research, Joe Biden’s pre-election discourse is dominated
by such communicative characteristics as expressiveness, which occurs in 21 cases
(29%) and informativeness (14 cases or 19%). The second place is dominated by
persuasiveness (10 cases or 13%) and intertextuality (8 cases or 11%). Such a
characteristic of communicative strategies as brevity is presented the least in J.
Biden’s speeches (5 cases or 6,9%).

Among the advertising slogans of the pre-election speeches of the American
politician as a candidate for the presidency of the United States should be noted,
first of all, imperative, descriptive, provocative slogans, which account for 12 cases
of use or 16%. Whereas comparative slogans make up only 2,7% of the total
number of selected language units.

Through a continuous sampling of J. Biden’s pre-election speeches, we have
selected 72 text fragments to denote stylistic devices. The results of the research

appeared to be quite heterogeneous (see Table 3.4).

Table 3.4
Results of the research
Stylistic means Number %
1. Idioms; hyperbole 8/16 11/22
2. Metaphor 7 9,7
3. Allusion, citation 6 8,3
4. Repetition; contrast, antonyms 5/10 6,9/13,8
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5. Irony, sarcasm; simile; epithets 4/12 5,5/16,6
6. Parallelism; parceling; nominative 3/12 4,1/16,6
sentences; metonymy

7. Graphic and phonetic means; gradation 2/6 2,7/18,3
8. Stylistically sublime lexicon; 1/3 1,3/4,1

enumeration; rhetorical questions

Total: 12 100

According to the Table 3.4, idioms, and hyperbole (11%) became the most
common among stylistic devices in J. Biden’s pre-election discourse. Slightly less
common were metaphor (9,7%), allusion, citation (8,3%) and repetition, contrast
(6,9%).

Less common stylistic devices in Joe Biden’s pre-election discourse include
irony, sarcasm, simile, epithets (5,5%); parallelism, parceling, nominative
sentences, metonymy (4,1%); graphic-phonetic means, gradation (2,7%) and
stylistically sublime lexicon, enumeration, and rhetorical questions (1,3%).

At the same time, Joe Biden’s manipulative strategies of pre-election
discourse are represented, first of all, by the strategy of self-presentation (37 cases
or 51%). Second, 24 cases or 33% is a discrediting strategy. And only 11 cases or
15,2% belong to the manipulative strategy of argumentation.

The study proves that phraseological units, transformed phraseological units,
metaphors and other means are an effective means of influence in the pre-election
discourse of Joe Biden. The ending result of all the allocated means of
manipulation in the American pre-election discourse is the impact on the
addressee, a change in his views and assessments, which, due to the prevalence of

negative rhetoric, has a negative effect on the emotional state of the latter.
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Conclusion to chapter 3

It is shown that language manipulation is an integral part of political self-
presentation and the rhetoric of politicians as presidential candidates. On the one
hand, the appropriate kind of discourse requires this to a greater or lesser extent.
On the other hand, it is the desire of the candidates themselves for high positions,
as their goal is to win the election. In order to increase the expressiveness of his
speech, the Donald Trump used mostly comparative and superlative adjectives,
rhetorical interrogative sentences, complex sentences, on the basis of which the
emotionality and pretentiousness of speech was strengthened.

According to the research, Donald Trump’s pre-election discourse is
dominated by such communicative characteristics as expressiveness, which occurs
in 19 cases (38%), persuasiveness (10 cases or 20%) and informativeness (5 cases
or 10%). The corresponding percentage is also occupied by imperative (5 cases or
10%) and descriptive slogans (5 cases or 10%). Provocative slogans are
represented by 3 use cases or 6%. Such a characteristic feature of communication
strategies as brevity is presented the least in Trump’s speeches (2 cases or 4%).
Finally, only 1 case or 2% makes up a comparative slogan.

According to the research, the most common among the stylistic devices in
Donald Trump’s pre-election discourse have been metaphor, hyperbole, repetition,
idioms, among which are proverbs, aphorisms, exclamations, puns, a total of
20 units or 40%. While the least common are irony, sarcasm; simile (including
hyperbolic simile); nominative sentences and parceling (8%). At the same time,
Donald Trump’s manipulative strategies of pre-election discourse are represented,
first of all, by the strategy of discrediting (25 cases or 50%). Secondly, 20 cases or
40% are occupied by the strategy of self-presentation. And only 5 cases or 10%
belong to the manipulative strategy of argumentation.

It is specially noted that Joe Biden’s pre-election discourse is dominated by
such communicative characteristics as expressiveness, which occurs in 21 cases

(29%) and informativeness (14 cases or 19%). The second place is dominated by
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persuasiveness (10 cases or 13%) and intertextuality (8 cases or 11%). Such a
characteristic of communicative strategies as brevity is presented the least in
J. Biden’s speeches (5 cases or 6.9%). Among the advertising slogans of the pre-
election speeches of the American politician as a candidate for the presidency of
the United States should be noted, first of all, imperative, descriptive, provocative
slogans, which account for 12 cases of use or 16%. Whereas comparative slogans
make up only 2,7% of the total number of selected language units.

Less common stylistic devices in Joe Biden’s pre-election discourse include
irony, sarcasm, simile, epithets (5,5%); parallelism, parceling, nominative
sentences, metonymy (4,1%); graphic-phonetic means, gradation (2,7%) and
stylistically sublime lexicon, enumeration, and rhetorical questions (1,3%). Joe
Biden’s manipulative strategies of pre-election discourse are represented, first of
all, by the strategy of self-presentation (37 cases or 51%). Second, 24 cases or 33%
IS a discrediting strategy. And only 11 cases or 15.2% belong to the manipulative

strategy of argumentation.
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CONCLUSIONS

The literary style of the texts of the American pre-election discourse can be
defined as being at the junction of the journalistic style and the style of advertising
messages. To its distinctive features we can refer: laconic presentation, economy
of language; selection of language means in order to achieve clarity of
presentation; the use of social and political lexicon and phraseology borrowed from
other styles; the use of speech stereotypes, cliches; genre diversity and variety of
linguistic means, the use of ambiguity, emotionally expressive lexicon; imperative
character, semantic and informative richness, demonstrativeness.

The choice of presentation style, linguistic means, composition of the text in
the pre-election discourse is carried out taking into account the characteristics of
the audience for which the text is intended, speech stereotypes familiar to this
target segment, its mentality, educational level, types of perception prevailing in
the audience.

In addition, the organization of the text in the American pre-election
discourse (subject to the fulfillment of the norms and rules of the competent
conduct of the electoral game with the expectation of achieving the maximum
effectiveness of the message) cannot but rely on the well-known methods of
psychological influence.

We have identified the following methods of constructing texts of pre-
election discourse: the use of nominalizations, indefinite or nonspecific verbs, the
technique of ‘skipping information’, the construction of phrases by proposing
different choices or excluding one of the choices, the use of oppositions, the
reforming of meaning or context.

Among the lexical features inherent in written and oral speech in pre-
election advertising, one can note the use of homonyms, phonetic plurality of
meanings, ambiguous phrases, and negative commands, as well as the use of verbal

symbols.
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For the oral speech, generalization, presentation of specific evidence,
amendments, repetitions, construction of a phrase using contrast, softening,
evasion are very relevant. Of the more private semantic and syntactic techniques
used in American pre-election speeches of D. Trump and J. Biden, the following
can be named: designation of communication participants, designation of existing
objects, designation of the characteristics of the pragmatic context and relations
between participants, the so-called ‘reading thoughts’, causal modeling, formation
of authoritarianism by the method of quotation marks and ‘indefinite attitude’,
designation of states, events, actions.

Both in the Internet texts and in public speeches, techniques are used to
model qualitative expression with the help of comparative degrees of adjectives,
modeling of choice, and indefinite mention.

Syntactic techniques of verbal communication used in American pre-election
discourse include: the use of real cause-and-effect relationships between
phenomena to express an unambiguous understanding of what is happening, the
unification on the basis of the causal relationship of such phenomena that, in
essence, have no relation to each other, the use of complex sentences indicating for
a time, ordinal numerals, the use of the conjunction ‘or’ to form a proposal of a
false choice.

Considering the stylistic features of the texts of the American pre-election
discourse, one cannot ignore the winged words, figurative expressions,
comparative phrases, metaphors, metonymy, that is, all possible means that give
the texts expressiveness, emotionality, multiplying the effect of influence, that
improve the communication properties of messages, both written and oral.

In the American pre-election discourse playing out set phrases, fragments of
famous songs, poems that are firmly embedded in the language of phraseological
units, quotations, wordplay, deliberate violation of lexical compatibility, as well as

aphoristic statements become extremely popular.
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The correct choice of the ratio of the common language and the specific

political lexicon is also of great importance: the recommended correlation is the
prevalence of political vocabulary over the general one.

The range of linguistic possibilities and speech strategies and tactics of

influencing the audience that can be used in pre-election discourse is extremely

wide. Skillful use of linguistic resources, a competent and creative combination of

stylistic techniques can ensure the true success of pre-election communication.
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SUMMARY

Marictepcbky  po0OOTYy  TPHUCBSAYEHO JOCHIDKCHHIO  MepeaBuOopUoi
npe3uaeHTchkiil kammanii y CIIA y 2020 pori.

HesBaxatoun Ha Te, MO B OCTAaHHI POKH TUCKYPCY MPHUCBIYEHO UYUMAJIO
JOCITIIKEHb, BUBYCHHS OKPEMHX BHJIIB ITUCKYPCY, 30KpeMa NepenBrOOpUoro,
30epirae CBOI aKTyalbHICTb.

AKTYaJIbHICTh TOCITIPKEHHS 00OyMOBJICHA MIIBUIIECHOIO YBAarok Cy4acHUX
MOBO3HABIIIB JI0 BUBYEHHS MepenBuOopuoi npe3uaeHTchki kammnanii y CIIA y
2020 pori.

Meta poOOTH moyisirae y BHSBICHHI Ta XapaKTEPUCTHLI MepeaBUOOpPUOi
npe3uaeHTchkiil kammanii y CIIA y 2020 porri.

JI71s1 TOCSTHEHHS MOCTABJICHOT METU JTOCTIIKEHHSI HEOOX1JHO BUPIIIUTHU TaK1
3aBAAHHA:

1) 3’sicyBaTH TCOPETUYHI OCHOBH JTOCIIKEHHS MOJITHYHOTO TUCKYPCY;

2) pO3IJIIHYTH MOJIITUYHUN JUCKYPC K 00’ €KT JIHIBICTUYHOTO aHAII3Y;

3) mpoaHanizyBaTH MepeBUOOpUYy PUTOPUKY MOTITHIHOTO JUCKYPCY;

4) pO3KpUTH MEePeIBUOOPUY PUTOPUKY KaHIuaTiB y npe3uaentu CHIA min
yac nepeasuOopuoi kammnanii 2020 poky;

5) npoaHajizyBaTH KOMYHIKaTHBHI CTpaTerii, CTUIICTUYHI O3HAKH, a TaKOX
MaHIMyJISTUBHI CTPATET1i 1 TAKTUKU MePeABUOOPUOi PUTOPUKH;

6) mpoaHaiizyBaTH pUTOpUKY KanauaaTiB y npesuaentu CIIA 2020 poky, a
came putopuky Jlonanpna Tpamma ta J[>xo baiinena y 3ictaBHOMY acreKTi.

006’exTOM JTOCTIKEHHS € TIepeaBudopyUa mpe3uieHTchbka kammnanis y CIITA
y 2020 poti.

IIpeaMeTom [OCHIIKEHHSI € OCOOJMBOCTI MEPEABUOOPUOI MPE3UAECHTCHKOI
kamnanii y CIHA y 2020 poti.

MarepiajioM [OCHTIJDKEHHS CTaldd TEKCTOBI (parMeHTH, BimiOpani 3

aMEPUKAHChKUX PEKJIAMHUX TEKCTIB Ta CJIOTraHIB, COI[laIbHUX MEpex, /1e0aTiB y
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nepeABMOOpUYMX KOMIMAHIAX aMEpUKaHChKUX MOJITUKIB JloHansaa Tpamna Ta
J>xo baiineHa.

MeTtoam 10CIiIKEHHS 3yMOBJIEHI METOI0, 3aBJJaHHSIMH Ta MPOaHai30BaHUM
MaTtepiajioM: 31CTaBHUN METOJ; KOHTEKCTYaJbHO-1HTEPHpEeTalliiHUi;, OMUCOBUI;
METO/I CYLIJIbHOI BUOIPKH.

HaykoBa HOBHM3HA JOCIIKEHHS MOJISITA€ B TOMY, [0 Y HHOMY KOMILIEKCHO
pO3TISNAIOTBCSA  JIIHTBICTHYHI MPUMOMHM  KOMYHIKaIlli Ta MAaHINyJSIii B
aMepUKaHCbKOMY  TiepenBuOopyoMy Auckypci. [IpoBoauThcst  AOCHIIKEHHS
KOHKPETHHX OCOOJIMBOCTEH TEKCTIB MOJITUYHOIO MEPEeABHOOPUOro IUCKYpCY
npe3uaeHTchkoi kammnanii y CLIA y 2020 pori.

IIpakTuyHe 3HaYeHHsI POOOTH MOJSTAaE B TOMY, II0 OTPUMAaHI PE3yJIbTaTh
MOXYTb OyTH BUKOPHUCTAHI 1] YaC PO3POOKH TEOPETUUHUX Ta MPAKTUYHUX KYpCIB
13 3araJlbHOr0 MOBO3HaBCTBA. Pe3ynbTaTh LBOTO AOCHIIKEHHS MOXYThb OyTH
KOPUCHUMHU TPH HAIMCAHHI KYpCOBUX, TUIUIOMHHMX Ta MariCTepCcbKuxX poOIT, a
TaKOXK y TOJAJbII po3poOIl mpodiieMH Mepekiany TEKCTIB MepeBHOOPUOTO
TTUCKYPCY.

MoBHE  MaHINyJIIOBaHHS €  HEBIJ €MHOIO  YacTUHOK  IMOJITHYHOI
caMoMnpe3eHTallli Ta pUTOPUKH MOJITUYHUX JISYIB SIK KaHAUAATIB y TPE3UIAEHTH. 3
OJIHOTO OOKY, NepeABMOOpUMl AUCKYPC BUMAra€e bOro B OUIBIIIN YM MEHIIH Mipi.
3 iHmoro 60Ky, 1e O0a)kxaHHA caMHUX MPETEHEHTIB Ha BUCOKI MOCTHU, OCKUIBKHU iX
METOI0 € TiepeMora Ha BuOopax. 3a pesyibTaTaMu JOCHIJDKEHHS, Y
nepeasubopuoMy auckypei Jonanpaa Tpamiia repeBakaroTh Taki KOMYHIKaTHBHI
XapaKTEepUCTHKH, 5K ekcrnpecuBHicTh (38%), mepcyasuBhicts (20%) and
iHpopmaTuBHICTE (10%). Taka XapakTepucTUKa KOMYHIKATUBHHUX CTpaTerid sk
CTUCIIICTh MpeJCTaBiIeHa HaitmMeH e y mpomoBax JI. Tpammna (4%).

3a OTpUMaHUMHU AAHUMH, HAWUOUIbII TOLIMPEHUMHU Cepell CTUIICTUYHHUX
3aco0iB y mnepenBudbopuomy mauckypci Jlonanmpna Tpamna cramu wmertadopwu,
rinepbomm, moBTopu Ta paseonoriudi oxuuuil (40%). Tomi sk HalMeHII
NOIIMPEHUMHU BUSIBWINCS 1POHIis, capka3M, MOpIBHSIHHS Ta mapuensuis (8%). ¥V

TOM >K€ Yac MaHIMyJISTUBHI cTpaTerii mepeaBuOopHoro muckypcey [. Tpamma
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MIpe/ICTaBIICH], B TIEpIy Yepry, crpateriero nuckpenutantii (50%). Ilo-npyre, 40%
3aiimMae crpateriss camo npeseHTanii 1 sumre 10% HamexuTh MaHIMYJIATUBHIN
CTpaTerii apryMeHTartii.
3a pe3yJbTaTaMu JOCHIIKEHHS, Y iepeaBudopuoMy auckypci ko baiinena
NepeBaKAOTh TaKi KOMYHIKaTHBHI XapaKTePUCTUKH, SIK eKcTpecuBHICTh (29%) Ta
iHpopmartusHicTh (19%). Ha npyromy wmicmi nepeBaxae nepcyasuBHicTh (13%) Ta
inTeprexcryanbHicTh (11%). Taka XxapakTeprCcTHKa KOMYHIKATHBHUX CTpATETil SIK
Kommpecis abo cruchicte y mpomoBax JI. balinena mpencraBieHa HalMeEHINe
(6,9%). HaiiGinbIn nonmmpeHuMy cepel CTHIIICTHYHUX 3aC00iB Y MepeIBUOOpUOMY
muckypei k. baiinena cramu imiomm 1 rimepoonu (11%). Tpoxu MeHIn
MOIIUPEHUMHU BHSBHIIMCS MeTadopruuHi oquauii (9,7%), amo3ii Ta nuratu (8,3%),
a Takok npuiiomu KoHTpacty (6,9%). ¥V Toli ke yac MaHIMyJSITHBHI CTpaTerii
nepeasubopHoro auckypey Jlxo balinena mnpencraBieHi, B Mepily 4Yepry,
cTpareriero  camomnpeseHtamii  (51%). Ilo-gpyre, 33% 3aiimae crpareris
nuckpenuTaii 1 15,2% Hanexxutb MaHIMyJISTUBHIN cTpaTerii apryMmeHTarii.
JlocmiKeHHST JOBOAUTH, 1110 (hpa3eoioriyHl OJAUHUII, KOHTPACTH, rpadallii,
napajiefibHI KOHCTPYKIIii, a TaKOX 1HIIl Tponu 1 Girypu € ePeKTUBHUM 3acO00M
BIUIMBY B IepeaABuOOpUOMy Auckypci sk Jlonanpaa Tpammna, tak 1 ko baiinena.
KiHieBuM  miACyMKOM  YCIX  BHAUIEHHX  3aco0lB  MAaHINMyJIOBaHHA B
aMEpPUKaHCHKOMY TepeABUOOpPYOMY JUCKYPCl € BIUIMB Ha ajpecara, 3MiHa HOTO
MOTJISI/IIB 1 OIIIHOK, SIKE, B 3B’SI3KY 3 MEPEBAXKAHHSIM HEraTUBHOI PUTOPUKHU, TAKOK

HETaTHUBHO MO3HAYAETHCA Ha eMOIIHHOMY CTaH1 OCTaHHBOTO.
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APPENDICES

Appendix A

Text fragments Means of rhetoric
(communicative-
pragmatic,
manipulative and

stylistic)

1. A Fresh Start for America [96]. Imperative slogans;
metaphor;

argumentation

2. Win the Era [96]. Imperative slogans;
hyperbolization;

self-presentation

3. Make America Great Again [96]. imperative slogans;
hyperbolization;

argumentation

4. Promises Made, Promises Kept [96]. imperative slogans;
repetition;

self-presentation

5. Come Together [96]. imperative slogans;
assonance;

self-presentation

6. A New Choice for Democrats [96]. imperative slogans;
nominative sentence;

self-presentation

7. Fighting for Our Future [96]. imperative slogans;
idiom;

self-presentation
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8. One Nation. One Destiny [96].

Imperative slogans;
parallelism

self-presentation

9. Focus on the Future [96].

descriptive slogans;
stylistically sublime
lexicon;

argumentation

10. For the People [96].

descriptive slogans;

self-presentation

11. Brave Wins [96].

descriptive slogans;
aphorisms;

self-presentation

12. Our Best Days Still Lie Ahead! [96]

descriptive slogans;
simile;

self-presentation

13. Lead with Love [96].

provocative slogans;

self-presentation

14. Stand up with Tulsi [96].

provocative slogans;
idiom;

self-presentation

15. We Rise [96].

provocative slogans;

self-presentation

16. A Fair Shot for Everyone [96].

provocative slogans;
metaphor;
self-presentation

17. No More Wars [96].

comparative slogans;

self-presentation

18. America Deserves Better [96].

comparative slogans;

self-presentation
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19. Actions Speak Louder than Words [96].

comparative slogans;
proverb;

self-presentation

20. Folks, thanks to you we raised $1.2M from nearly
30,000 donors yesterday. And | was even happier to hear
that 1/3rd of those donors were new. I can’t begin to tell
you what your support means. South Carolina is just a few

days away [100].

brevity;
simile;

self-presentation

21. Well, first of all, I guess I'm debating you, not him, but
that’s okay. I'm not surprised. Let me just tell you
something. There’s nothing symbolic. I'm cutting drug
prices. I'm going with Favored Nations, which no
President has the courage to do because you're going
against big pharma. Drug prices will be coming down 80
or 90%. You could have done it during your 47 year period
in government, but you didn’t do it. Nobody’s done it. So

we’re cutting healthcare [97].

brevity;
simile;

self-presentation

22. “Pres Trump is correct to ask for recusal & question
justices’ bias. Political opposition is inappropriate coming
from a sitting SCOTUS Justice, even couched in a dissent”
[99].

expressiveness;
sentences in capital
letters;

self-presentation

23. Yes. Well, that’s what he’s going to try to do, but
there’s thousands of scientists out there, like here at this
great hospital that don’t work for him. Their job doesn’t
depend on him. They're the people... And by the way —
[97].

expressiveness;
exclamations;

self-presentation

24. Nevada, y’all did it for me! Thank you to all of our
incredible supporters, volunteers, and organizers around

the state. We couldn’t have done this without you. Next
stop: South Carolina! [100]

expressiveness;
epithets;

self-presentation
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25. Let me guess what you will say. Bla bla bla fake news,
bla bla bla ratings, bla bla bla [99].

expressiveness;
onopatopoeia; irony;

discrediting

26. Virus incubation event. Have fun! [99]

expressiveness;
nominative
sentences;

discrediting

27. The platform of the Democratic Party is what 1, in fact,
approved of, what I approved of. Now, here’s the deal. The
deal is that it’s going to wipe out pre-existing conditions.
And, by the way, the 20, the 200 mil- the 200,000 people
that have died on his watch, how many of those have
survived? Well, there’s seven million people that
contracted COVID. What does it mean for them going
forward if you strike down the Affordable Care Act? [97]

informativeness;
hyperbole;

self-presentation

28. 150 million people have been killed since 2007 when
Bernie voted to exempt the gun manufacturers from
liability, more than all the wars, including Vietnam from
that point on [100].

informativeness;
hyperbole;

discrediting

29. Get ready for DumbleDork — and wear face masks... he
just came back from India, meeting with tons of
people...some who might have the Corona virus ALSO,
vaccines are MONTHS away [99].

informativeness;
capitalization of
words:;

discrediting

30. Better stay at Home and resign. Save America [99].

persuasiveness;
metaphor;
self-presentation

31. We all have a responsibility to declare with conviction
that hatred and bigotry and white supremacy have no place

in America. We must give hate no safe harbor [100].

persuasiveness;
metaphor;

self-presentation
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32. The right to vote is the most fundamental American
right there is. We should be making voting easier — not
harder [100].

persuasiveness;
antonyms;

self-presentation

33. Housing should be a right — not a privilege. But far too
many Americans lack access to affordable, quality, and

safe housing [100].

intertextuality;
citation;

self-presentation

34. We fall into the same pattern every time: a senseless
act of violence occurs, politicians offer “thoughts and

»

prayers,” and calls for reform fade away until the next
tragedy inevitably occurs. I'm sick and tired of saying
“enough is enough.” We can’t go on like this any longer

[100].

intertextuality;
citation;

self-presentation

35. | know that with folks like Bernice and the Reckoning
Crew, we will win the battle for the soul of our nation. I'm
so grateful to have them on our team. Join them and get
involved in your

http://JoeBiden.com/Volunteer [100].

community:

intertextuality;
citation:

self-presentation

36. | think Barack Obama was one hell of a President. |
was proud to stand alongside him every step of the way —

and fought like hell_to make sure he was re-elected [100].

intertextuality;
precedent statements;

self-presentation

37. It’s long past time we take action to end the scourge of
gun violence in America. As president, I'll ban assault
weapons and high-capacity magazines, implement
universal background checks, and enact other common-

sense reforms to end our gun violence epidemic [100].

expressiveness;
metaphor;

self-presentation

38. | want to extend my prayers and condolences to the
Chaldean Assyrian Community this 10th anniversary of
Our Lady of Deliverance church massacre in Baghdad.
The right to worship is fundamental, and as Americans we

should be proud that people from around the world find a

expressiveness;
stylistically elevated
lexicon;

self-presentation
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home here [100].

39. The words of a president matter. And time and time
again, Donald Trump has callously used his to incite
violence, stoke the flames of hatred and division, and

drive us further apart. It’s time for it to end [100].

expressiveness;
gradation;

discrediting

40. Every single American deserves access to regular,
reliable, and free COVID-19 testing. Period [100].

expressiveness;
parceling;

self-presentation

41. The Trump Administration knew how deadly this virus
was back in February. But they didn’t tell you or your
family. Instead, they gave a heads up to their friends on
Wall Street so investors could make a profit before the

recession hit. They hid the truth. It’s unforgivable [100].

expressiveness;
stylistic contrast;

discrediting

42. President Trump doesn’t care about you. He doesn’t

even care about his own supporters [100].

expressiveness;
syntactic parallelism;

discrediting

43. More than 9 million cases of COVID-19 have been now
confirmed in the United States — and more than 228,000
Americans have lost their lives. It is as severe an
indictment of a president’s record as one can possibly

imagine, and it is utterly disqualifying [100].

expressiveness;
hyperbolic simile;

discrediting

44. My faith has been a source of immeasurable solace in
times of grief and a daily inspiration to fight against the
abuse of power in all its forms. As president, it will
continue to serve as my anchor, as it has my entire life
[100].

expressiveness;
alliteration,
assonance;

self-presentation

45. More than 230,000 Americans have died from
COVID-19 — and Donald Trump has given up on trying to
get the virus under control. He may have quit on you, but I

expressiveness,
informativeness;

antithesis;
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promise I never will [100].

self-presentation,

discrediting

46. Health care is deeply personal to me — like it is for so
many Americans. And | promise you that as president, |
will protect your family’s health care as if it were my own
[100].

persuasiveness;
simile;

self-presentation

47. There are just two days until Election Day, and our
campaign is working around the clock to get folks to vote.
Can you chip in to help us reach every last voter before

polls close on Tuesday? [100]

persuasiveness;
rhetorical question;

self-presentation

48. | promise you this: I’ll end Donald Trump’s chaos and
end this crisis [100].

persuasiveness;
repetition;

self-presentation

49. From his heinous acts of separating families at our
border to his neglect of the people of Puerto Rico after
Hurricane Maria, President Trump has attacked the
dignity of Latino families time and time again. It will end

when I'm president [100].

expressiveness;
epithets, metaphor;

discrediting

50. Tonight marks our last end-of-month fundraising
deadline — and it’s our most important one yet. With three
days until Election Day, we can’t afford to fall short [100].

persuasiveness;
idiom;

self-presentation

51. Not Me. Us [96].

descriptive slogans
parceling;

self-presentation

52. Deval for All [96].

imperative slogans

self-presentation

53. We’re All In This Together [96].

descriptive slogans;
hyperbole;

self-presentation
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54. Our Future is Now [96].

descriptive slogans;

self-presentation

55. We are the only party responsible for ... [99].

descriptive slogans;
hyperbole;

self-presentation

56. They need great shocks, we need Great America [100];

descriptive slogans;
hyperbolic epithets;

self-presentation

57. They decide where and with whom we must live [100];

provocative slogans;

discrediting

58. We don 't need such power [99].

provocative slogans;

discrediting

59. Only one party does not vote on orders from above
[98].

provocative slogans;

self-presentation

60. The Democratic Party has a clear program for the
revival of the countryside, it knows how to stabilize prices

... There are real professionals on the electoral list [97].

expressiveness,
epithets;

self-presentation

61. I used to work three jobs ... And the salary could not be

paid for months ... Now everything is different [97].

brevity;
contrast;

self-presentation

62. When Obama came to power, there were only 345

billionaires, today there are already 788 [97].

informativeness;
contrast;

self-presentation

63. This is our moment to root out systemic racism and
build a nation true to our founding ideals. A nation where
all men and women are not only created equal — but

treated equally [100].

expressiveness;
epithets; metaphor;

discrediting

64. Donald Trump’s COVID-19 response has been the

expressiveness;
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greatest failure of presidential leadership in our nation’s
history [100].

hyperbole;

discrediting

65. Donald Trump claimed he would be “the greatest jobs
president God ever created”. Instead, he’s on track to

become the worst jobs president in 100 years [100].

expressiveness;
hyperbole; sarcasm;

discrediting

66. Donald Trump sees the world from Park Avenue. | see
it from where I came from: Scranton, Pennsylvania. It’s
why I'll fight every day as president to make this country
work for middle class and low-income Americans — not just

the wealthy and well-connected [100].

expressiveness;
sarcasm;

discrediting

67. Together, we can make Donald Trump a one-term
president [100].

expressiveness;
hyperbole;

discrediting

68. Donald Trump is trying to eliminate the entire
Affordable Care Act in the middle of a pandemic. If he gets
his way, more than 100 million Americans with pre-
existing conditions could see their costs skyrocket or be

denied coverage altogether. We can’t let him win [100].

expressiveness;
hyperbole;

discrediting

69. We remember very well how you sold all the wealth of
our country to the oligarchs. Do you really think that we

will believe and vote for you [97].

expressiveness;
hyperbole; irony;

discrediting

70. Give your voice to those who hear you [99].

expressiveness;
allusion;

discrediting

71. For all these years our party ... has not deceived

anyone, has not stolen anything from anyone [99].

expressiveness;
citation;

discrediting

72. The extinction of the nation must be stopped ... This is

my motive to vote for US [99].

persuasiveness;

sublime words;
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discrediting

73. You don’t know what’s inside, do you? Do you need
such gifts? [99].

expressiveness;
rhetoric questions;

discrediting

74. What have they done for the country, for the people?
[97].

expressiveness;
rhetoric questions;

discrediting

75. Do you think there are fewer independent initiative

people in America? [97].

expressiveness;
rhetoric questions;

discrediting

76. By voting for the Republican Party, you are voting for
the future of your family [97].

expressiveness;
anaphora;

discrediting

77. “We are citizens of Great America, and we are all

together “Great America” [97].

expressiveness;
parallelism;

discrediting

78. A beggar worker, doctor, teacher, soldier, policeman,

student is a shame [97].

expressiveness;
enumeration;

discrediting

79. When choosing, think about the most intimate: about
your family, about your loved ones ... Think about the fate

of our homeland [97].

expressiveness;
gradation;

discrediting

80. We must give people a job, salary [97].

persuasiveness;
enumeration;

discrediting

81. | promise to restore all forms of free education ...
return dormitories to students, increase the scholarship for
all students [97].

persuasiveness;
enumeration;

discrediting

82. Join us; Be with us [97].

persuasiveness;
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discrediting

83. And | advise you to do the same [97].

persuasiveness;

discrediting

84. Come, make the right choice [97].

persuasiveness;

discrediting

85. Vote for Donald Trump [97].

persuasiveness;

discrediting

86. Let’s fight together [97].

persuasiveness;

discrediting

87. | want to thank our great Vice President Mike Pence
and Karen Pence for being here tonight. It is great to be
back in the twin cities with the freedom-loving American

patriots, who make our country run [101].

persuasiveness;
epithets;

self-presentation

88. For the next 13 months we are going to fight with all of
our heart and soul, and we are going to win the great state
of Minnesota in 2020 [101].

informativeness;
metaphor;

argumentation

89. “The Biden Plan for Investing in Our Communities
through Housing — Joe Biden for President Joe Biden is
running for President to rebuild the middle class and
ensure that this time everyone comes along. He believes the
middle class isn’t a number, but a value set which includes

the ability”... joebiden.com [100].

informativeness;
idioms;

argumentation

90. These corrupt politicians and the radical leftists got
rich bleeding America dry, and they knew that my election
would finally end their pillaging and looting of our
country [101].

expressiveness;
epithets;
discrediting

91. Thirteen months I gotta move fast because they’re not
beating us at the polls and they know it despite the phony,
despite the phony polls that you see all the time. They re

expressiveness;
repetitions;

discrediting
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phony polls [101].

92. Polls are no different than crooked writers. They’re

crooked polls, the crooked polls [101].

expressiveness;
repetitions;

discrediting

93. Democrats are on a crusade to destroy our democracy
[101].

expressiveness;
metaphors;

discrediting

94. Sleepy Joe and his friends sold out America [101].

expressiveness;
metaphors;

discrediting

95. There’s nothing that the dirty political establishment
hates more than a President that they cannot intimidate,

own and control [101].

expressiveness;
epithets;

discrediting

96. Every time a President from a country calls me or | call
them, we have to release the text. How can you do business
that way? Who's gonna want to speak to your President?
[101]

expressiveness;
rhetorical questions;

discrediting

97. And today | got a call from one of the top
representatives. He said: “Congratulations Mr. President

on having a truly great, great economy ” [101].

expressiveness;
epithet; repetition;

self-presentation

98. You can’t keep it. You can’t actually make a gift. You
can give it to your different agencies. So, | can give it to
health. I can give it to transportation. | can give it to
military... [101].

persuasiveness;
anaphora; gradation;

self-presentation

99. We've also implemented the strongest screening and
vetting mechanisms ever put into place. We re keeping
terrorists, criminals and extremists the hell out of our
country [101].

persuasiveness;
metaphors;

self-presentation

100. Guy walks in, no experience, no nothing, walks out

informativeness;
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with a big and five G, flies in on Air Force Two with his
father, the Vice President. Don’t forget, that’s when he
was Vice President. So, China gives his son 1.5 billion.
How would you like to have Joe Biden take over
negotiations right now with China? I don’t think so. I don’t
think so. Meanwhile, Biden allowed China to rip off

America for eight years as Vice President... [101].

idiom; repetition;

argumentation

97.

who the Supreme Court nominee is and that say occurs

The American people have a right to have a say in

when they vote for United States Senators and when they
vote for the President of United States [102].

informativeness;
repetition;

argumentation

102. We should wait and see what the outcome of this
election is because that’s the only way the American people
get to express their view is by who they elect as President

and who they elect as Vice President [102].

informativeness;
repetition;

argumentation

103. He’s in the Supreme Court right now trying to get rid
of the Affordable Care Act, which will strip 20 million
people from having health insurance now, if it goes into
court [102].

informativeness;

argumentation

104. It does not. It’s only for those people Who are So poor
they qualify for Medicaid they can get that free in most
States, except Governors who want to deny people who are
poor Medicaid. Anyone who qualifies for Medicaid would
automatically be enrolled in the public option [102].

informativeness;
paralellism;

argumentation

105. The reason he would not meet with President Obama
is because President Obama said we're gonna talk about
denuclearization, we’re not gonna legitimize you, we're
gonna continue to put stronger and stronger sanctions on
you [102].

intertextuality;
quotes,
self-presentation

106. Number two, this is a president — | have released all

invormativeness;
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of my tax returns. 22 years. Go look at them. 22 years of
my tax returns. You have not released a single solitary

year of your tax return [102].

repetitions,

self-presentation

107. Well, | have and they have pushed it. Look, they
passed this act all the way back in the beginning of the
summer. This is like — it’s not new. It’s been out there. This
HEROES Act has been sitting there [102].

intertextuality;
irony,

self-presentation

108. On the condition that he would agree that he would be
drawing down his nuclear capacity to get — the Korean

Peninsula should be a nuclear free zone [102].

persuasiveness;
metaphor;

discrediting

109. And so folks, | will take care of this, | will end this, |

will make sure we have a plan [102].

persuasiveness;
parallelism;

self-presentation

110. We saw oligarchs uninterested in change ousted from

power only to return [102].

brevity;
idiom;

argumentation

111. We make up 15% of the world’s problem. We in fact,
but the rest of the world, we’ve got to get them t0 come
along. That’s why we have to get back into, back into the
Paris Accord [102].

brevity;
idioms;

argumentation

112. And by the way, our military — they 've been voting by
ballots for since the end of the Civil War, in effect. And

that’s, and that’s what’s going to happen [102].

brevity;
idioms;

argumentation

113. And the justice, I'm not opposed to the justice, she
seems like a very fine person. But she’s written, before she
went in the bench, which is her right, that she thinks that
the Affordable Care Act is not Constitutional [102].

brevity;
idioms;

argumentation

114. The polls are open on time, and the polls stay open

until the votes are counted. And this is all about trying to

informativeness;

metonymy;
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dissuade people from voting because he’s trying to conf-to
scare people into thinking that it’s not going to be
legitimate [102].

argumentation

115. I don’t understand why this President is unwilling to
take on Putin when he’s actually paying bounties to Kkill
American soldiers in Afghanistan, when he’s engaged in

activities that are trying to destabilize all of NATO [102].

informativeness;
idioms;

discrediting

116. What I'm going to do is pass Obamacare with a
public option — become Bidencare. Public option is an
option that says that if you, in fact, do not have the
wherewithal to be — if you qualify for Medicaid, and you do
not have the wherewithal in your state to get Medicaid, you
automatically are enrolled, providing competition for

insurance companies [102].

informativeness;
pun;

argumentation

117. And by the way, this is the same fellow who told you
this is going to end by Easter last time. This the same
fellow who told you that, don’t worry, we’re going to end
this by the summer. We re about 10 go into a dark winter, a
dark winter, and he has no clear plan and there’s no
prospect that there’s going to be a vaccine available for
the majority of the American people before the middle of

next year [102].

intertextuality;
quotes; repetition;
metonymy;

discrediting

118. Number one, he knows what | proposed. What |
proposed is that we expand Obamacare and we increase it.
We do not wipe any. And one of the big debates we had
with 23 of my colleagues trying to win the nomination that
| won, were saying that Biden wanted to allow people to
have private insurance still. They can. They do. They will

under my proposal [102].

intertextuality;
gradation;

discrediting

119. More, more carbon is absorbed in that rainforest than

informativeness;
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every bit of carbon that’s emitted in the United States.
Instead of doing something about that, 1 would be
gathering up and making sure we had the comp-countries
of the world coming up with 20 billion dollars, and say,
“Here’s $20 billion. Stop, stop tearing, tearing down the
forest. And if you don’t, then you’re going to have

significant economic consequences. ” [102]

contrast;

discrediting

120. The platform of the Democratic Party is what I, in
fact, approved of, what I approved of. Now, here’s the deal.
The deal is that it’s going to wipe out pre-existing
conditions. And, by the way, the 200,000 people that have
died on his watch, how many of those have survived? Well,
there’s seven million people that contracted COVID. What
does it mean for them going forward if you strike down the
Affordable Care Act? [102]

informativeness;
metonymy;

self-presentation

121. Compared to what’s going on in Europe, as the New
England Medical Journal said, they’re starting from a
very low rate. We’re starting from a very high rate. The
expectation is we’ll have another 200,000 Americans dead
by the time, between now and the end of the year. If we just
wore these masks — the President’s own advisors have told
him — we could save 100,000 lives. And we’re in a
circumstance where the President, thus far, still has no
plan. No comprehensive plan. What | would do is make
sure we have everyone encouraged to wear a mask, all the
time [102].

informativeness;
contrast;

discrediting




