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The current paper represents a research into the mechanisms of focusing in the multimodal discourse of social advertising. The issues of mode, modality, multimodality, focusing, social advertising are described in the main part of the research.

The paper consists of three chapters devoted to the following topics:

The first chapter focuses on the notions of mode, modality, multimodality, focusing as linguistic phenomena.

The second chapter examines social advertising as a type of multimodal discourse and describes different types of modality realized in it. 

The third chapter provides a description of the experiment conducted to establish the relations between the modes and the foci existing in social advertisements and their possible influence on understanding multimodal texts. 

The multimodal approach to communication provides the researchers with an opportunity to address the language not only as a system of grammatical rules, but as a set of sign systems. The aim of this approach is to analyse and describe all the means used to convey meanings and to find out how these means are organised to create meaning. 

The aim of the current study is to examine the mechanisms of focusing and multimodality in the multimodal discourse of social advertising and to analyze the techniques, linguistic and non-linguistic means employed to influence the viewers' opinion about certain society-related issues.

The current research involves the following steps:

1. To offer a general idea of what a mode, modality and multimodality are;

2. To consider two cognitive mechanisms aimed at adjusting the components of a multimodal text – focusing and defocusing;

3. To analyse the specific features of social advertising as a multimodal discourse;

4. To analyse mechanisms and means of achieving multimodality in social advertising;

5. To analyze the relations between the modes and the foci of 150 examples of public advertisements. 

Сonclusions:

1. Both verbal and non-verbal modes are employed in social advertising, and both types are necessary for transferring meanings.
2. Russian and English advertisements turned out to be similar in many cases, however, they are slightly different on some indicators, i. e. the types of boundaries between the text and the image and the most frequent types of the relations between the modes and between the foci. 

3. The type of the relations between the modes or the foci probably has an influence on the possibility of understanding the message of the advertisement with any of its modes missing.  In the cases when it is difficult to establish whether the understanding with a mode missing is possible or not the relations of support and elaboration are slightly more frequent than in all the cases taken together.

4. The verbal mode is necessary for understanding the message more frequently than the non-verbal part.

The bachelor thesis consists of an explanatory note on 63 pages, including 14 figures, 13 diagrams and the list of 20 references, and an appendix including 19 diagrams, 54 tables, 150 figures and a questionnaire that was used in the experiment conducted as part of the current research. 
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