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LINGUISTIC AND COMMUNICATIVE ASPECT OF SOCIAL NETWORKS:
MECHANISMS OF MUTUAL INFLUENCE

The article describes the main aspects of the influence of social networks on language and communication.
Emphasis is placed on simplifying language practices during online communication in the conditions of globalization
of the information space. Social networks, which have partially replaced live communication, have created a virtual
world within which those who communicate with each other have a persuasive influence on each other. As a result of
communication in social networks, language discourse undergoes radical changes to simplification, which indicates the
possibility of a threat to the further development and preservation of the norms of the literary language. However, social
networks allow users to communicate in real time, giving the advantage of quick messaging and quick responses. This
allows for quick communication and instant feedback. Social networks give preference to communicating with a much
larger audience than in ordinary personal communication, which leads to the interweaving of real and virtual social life.
Users of the virtual world can find new friends, colleagues, like-minded people from different countries and cultures.
Social networks demonstrate a new reality of our immanent existence, which reflects the mosaic of thoughts, interests
and desires of network communication participants, form a “virtual identity” , which affects the creation of a modern
social communicative space and the construction of a new image of an info person in the world. Thanks to the efficiency,
creativity, realization of texts, archiveability, freedom of speech and interactivity of network communication, the use of
social networks is a serious competition to official media. Social networks are an integrated part of the new virtual social
environment.
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MOBHO-KOMYHIKATUBHUHM ACIIHEKT COIIAJILHUX MEPEXK:
MEXAHI3MHA B3AEMOBIIJIUBY

Y emammi onucano ocnoeni acnexmu 6naugy coyianbHux Mepedlc Ha Mogy ti KOMyHIKayito. 3aKyeHmosano Ha CHpOueHH I
MOBHUX NPAKMUK NIO 4aC OHIAUH-CRIIKYB8AHHA 8 yMO8ax enobanizayii inghopmayitinoeo npocmopy. Coyianvhi mepedrci, AKi
YACMKOBO 3AMIHUNU HCUBE CNLIKYBAHHS, CKOHCMPYIOBANU GIDMYANbHULL CEIM Y MENHCAX K020 i XMO KOMYHIKYIOMb MIdC
€00010 30TUCHI0I0Mb NEPCYA3USHUTE BNAUE OOUH HA 00HO2O0. Y pe3ynomami CRiIKY6AHHsL 8 COYIANbHUX MEPENCAX MOGHULL
OQUCKYPC 3A3HAE KAPOUHANLHUX 3MIH 00 CNPOWEHHS, WO CBIOUUMb NPO MOICIUBICTG 3A2PO3U 051 NOOANLULOZO PO3GUINKY
Ui 36epedsicenns nopm nimepamypHoi moeu. OOHax, coyianvbhi mepexci 0036015I0Mb KOPUCMYBAUAM CHIIKY8AMUCS 8
PedCUMI peanbHO20 YAcy, Ha0aruu nepesasy WeUOKO OOMIHIOBAMUCA NOBIOOMIACHHAMU MA XYMKO peazysamu Hd HUX.
L]e 0o360n5€ 3a00e3neuumu #e6agy KOMYHIKAYil0o ma ompumysamu Mummesuti 360pomHuiii 36 ’sa30Kk. Coyianvui mepesxci
Haoaiomv nepesazy KOMYHIKY8amu 3i 3HAYHO OLIbUIOI0 ABOUMOPICEIO, HIJIC Y 36UUAUHOMY OCOOUCTNOMY CHIIKY8AHHI, WO
npu3600umb 00 NEPEniemiHHsL PealbHO20 ma GipmyanbHo20 coyianbhozo scumms. Kopucmysaui eipmyanvruoeo ceiny
MOACYMb 3HAXOOUMU HOBUX OPY3i8, Koiee, 00HOOYMYIE 3 pizHux Kpain ma xyaemyp. Coyianvhi mepesici 0eMOHCmpyoms
HOBY PeanbHICMb HAWO020 IMAHEHMHO20 6Ymmsl, AKa 8I000padicae Mo3aiunicms OyMOK, iHmepecie i 6axicanb YUacHUKIE
Mepexce8o20 CRIIKYB8AHHSL, (hOPMYIOMb «GIPMYATbHY I0EHMUYHICTb», KA BNIUBAE HA CMEOPEHHS CYYACHO20 COYIANIbHO20
KOMYHIKAMUBHO20 NPOCMOPY Ma HA KOHCMPYIB8AHHA HO8020 00pa3sy ingonoounu y ceimi. Came 3a805Ku OnepamusHoOCnii,
KpeamusHOCmi, Kpeanizo8anocmi mexcmis, apxisabenbHocmi, c800001i C108a Ul IHMepakmugHOCmi Mepelicesoi KOMyHiKayii
BUKOPUCAHHSL COYMEPENC CMAHOBUMb CEPUO3HY KOHKYpeHyito oiyiunum media. Coyianvhi mepedici — ye iHmesposana
YACMUHA HOBO20 BIPMYATLHO2O COYIANLHO20 CEPed0sULYd.

Kniouoegi cnosa: coyianvhi mepesici, M08a, KOMYHIKAYisl, OHAAUH-CNITKYBAHHSL.

Modern social networks are a kind of global
coordination centre of social relations, which is
capable of compensating the communication vacuum,
regulating information processes in the virtual space,
which is a special feature of the development of the
social communications system. In today’s globalized
world, the Internet has become an integral part of
the communicative activity of an individual and
society in general. Social networks have become an
important part of it, as active platforms for business,
education, science, and leisure, on the basis of which
specific forms of interpersonal and social connections
have been further developed. The World Wide Web
has provided technical opportunities for online
communication so that it is easy to find people with

similar interests, opinions, and views on life. They
have become a kind of ““...instrument with the help of
which a large number of users of the global network
get additional opportunities in communication and
dissemination of information” (Kohan, 2014: 62).
Under the influence of social networks, changes
occur not only in interpersonal communication,
but also in language, as the most effective means of
communication. The extreme popularity of social
networks is due to the fact that they provide a technical
opportunity to hold a public polylogue, quickly
express one’s opinion, views on events and situations,
create one’s virtual image, post their creative works
for discussion, sell ideas, goods, and services (a
communication channel for advertising and marketing
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in general). In the conditions of the popularization
of social networks, the language of communication
in them changes: it becomes colloquial, concise
and creative, and the texts are realized (saturated
with graphic, audio and video elements). Such a
relatively new communicative environment of social
networks generated new ways of communication
and created new forms for the existence of linguistic
and communicative trends. Tracking speech and
communication practices in social networks is the
aim of our research. In our research, we want to pay
special attention to the peculiarities of verbal behaviour
and non-verbal resources of communicative behaviour
of users of social networks.

Communication in social networks has been of
interest to many scientists. Thus, the essence of the
concept of communication and its linguistic aspect
were studied by S. Denysiuk, O. Baryshpolets,
E. Dmytrenko. F. Bacevich, Ya. Vzhets, A. Berger,
N. Barnes, and others. Issues of media linguistics
became the object of scientific research by such
researchers as H. Pocheptsov, N. Yelnikova,
O. Sinyuta, O. Horoshko, and others. The pandemic has
prompted scientists to turn even more to the problem
of communication in social networks. The study of
the etiquette of online education and upbringing of
students during the pandemic was considered in the
article “Etiquette of Online Education and Upbringing
of Students during the Pandemic: Practical
Recommendations” (Maslova, Ulianova, 2023).
Peculiarities of scientific communication in social
networks between specialists during the pandemic
were investigated in the article Social Media and the
New World of Scientific Communication during the
COVID-19 Pandemic (Pollett, Rivers, 2020).

Thescientific study ofthe language-communicative
aspect of social networks and their mutual influence is
based on structural-content, comparative approaches
that allow identifying typological-semantic features.
Since the study of the popularity of social networks
lies in an interdisciplinary plane, in the process of
studying their features, general scientific methods
of classification, a descriptive method, as well as the
Google Trends method, which is a modern tool for
marketing research, were applied.

At the current stage of development, humanitarian
studies successfully uses the concepts and terms
of communicative studies, which gives reason
to associate it with social communications, in
particular, communication in social networks.
Under the influence of social networks, there is a
change in written communication and a new way of
communication is created, which demonstrates an
oral type of conversational style.
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The possibility of anonymity, implementation
of self-presentation, the desire to “be heard”, “be
different”, “be yourself” led to an increase in the
emotional and expressive background of online
communication. Therefore, in order to give their own
messages an emotional colour and expression, in
anticipation of the same open and, most importantly,
frank reaction from the recipients, communicators in
social networks use stylistically reduced vocabulary:
jargonisms, slangisms, colloquialisms, neologisms,
the use of abbreviations, the use of smileys, memes,
emoticons, and other non-verbal resources. The
emotional nature of messages in social media is
indicated in writing and by appropriate punctuation
marks, which leads to the frequent use of exclamatory
and interrogative sentences, mostly with several
exclamation marks or questions. Such expressive
messages contain representations and describe real
fragments of reality, which the user singles out as
significant for his virtual perception of the world. Most
of all, users of social networks strive to create their
own unique info image, which should be attractive,
outrageous, and unique, therefore they express their
communication style quite creatively with verbal and
non-verbal resources.

We believe that the lack of clear rules regarding
the use of norms of literary language during
communication in social networks, namely
censorship, is the cause and effect of the formation
of new unique language units — neologisms and
slangisms. The opinions of linguists regarding slang
differ: some believe that “slang spoils and pollutes
the literary language, that it is a parasitic layer of
vocabulary that must be fought against. Others,
on the contrary, see in it an element that gives the
language liveliness and imagery, contributes to its
enrichment and improvement” (Sinyuta, 2018: 60).
The information space contributes to the unification
of language and communication processes and leads
to the development of bilingual relations, brevity,
brevity, which directly affect the virtual language
culture.

One of the distinctive features of online
communication is the emergence of a large number
of colloquial neologisms. The researchers admit that
“whenanew socio-cultural phenomenonappears, users
themselves form a lexicon. Accordingly, dictionaries
of various sociolinguistic orientations immediately
appear” (Chemerkin, 2009: 46). In particular, most
of the suggested words come from social networks.
Thus, it can be assumed that users of social networks
not only create new lexical structures, but also bear
the social responsibility of spreading new words. In
particular, every day we hear “googling”, etc., which
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means to find certain information on the Google
network — one of the search applications; “post” —
write a message in social networks; “to like” — to like
something in social networks; “take a selfie” — take
a certain type of photo, a self-portrait, taken with the
help of a smartphone or iPhone camera. Words such
as “follower” (an active user of a social network who
follows the status updates or news feed of another
user) and “user” (a person who is registered on a
certain website or platform and uses its services),
“influencer” (a person who has many followers and
an active audience on social media, uses his authority
to influence the behaviour, thoughts, and actions of
his followers), “stories” (a short video or photos that
appear on top of news feeds in social networks for a
limited time), “vibe” (a short expression that means
mood or emotional state) — entered the active layer of
our vocabulary precisely from the Internet space and
social networks.

In the modern conditions of popularization of
social networks as a communication platform, the
importance of the norms of the literary language as a
way of interpersonal communication and community
communication is gradually changing. “Given that
network communities in the Internet environment
are informal and involve relative freedom of content
and literary style, any regulation of their functioning
seems, on the one hand, inappropriate” (Tarasenko,
2017: 456). The language of social networks is
a reflection of the real speech situation with a
significant number of discrepancies between the
literary language and the actual speech of users. The
popularization of the simplified attitude of users to the
norms of the literary language and the predominance
of non-normative features inherent in spoken speech
can lead to illiteracy of the individual and society in
general.

It is worth noting that the presence in modern
gadgets, smartphones, etc. of various applications and
programs for automatically checking the grammar
of the text, reduces the need to acquire knowledge
independently, which in general lowers the level
of mastery of the literary language, the text design
suffers, and speech acts become more fragmented.

However, the language of social networks has
its own unique features that distinguish it from
traditional forms of communication. Here are some
characteristic features that should be highlighted:

Abbreviations. The use of abbreviations and
acronyms allows you to save space and time when
writing. For example, LOL (Laugh Out Loud), BRB
(Be Right Back — I’'ll be back soon) or OMG (Oh
My God!), 4u — (For You), IMHO (In My Humble
Opinion), FOMO — (Fear Of Missing Out (missing
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something interesting)) — represents the fear of being
out of context or missing relevant events, TTYL (Talk
To You Later), IMO (In My Opinion), ASAP (As
Soon As Possible), ETA (Estimated Time of Arrival),
IDK (I Don’t Know).

Emoticons and emojis are graphic symbols
used to convey emotions, moods, and other nuances
of meaning in written communication. They help
avoid misunderstandings and bring interlocutors
closer together. Here are some general categories and
examples of emoticons and emojis:

Smiles and facial expressions: :) :(:D ;).

Gesture emoticons: \o/ (joy, triumph), /facepalm
(facepalm to face — disappointment, dissatisfaction).

Emoticons to show love and romance: <3 (heart),
=% (kiss).

Emojis showing emotions: & (expression of
admiration, love), @ (laughter to tears).

Emoticons to show sadness or disappointment:
:-( (sad face), :’( (crying)

Emojis related to food and drinks: @ & @ &.

Emoji showing the weather: @ & 3%,

Emoticons to show activity or state: \m/ (rock gui-
tarist gesture), \o/ (joyful raising of hands).

Internet slang. Internet slang consists of informal
words, expressions, and abbreviations that are typi-
cal for use in the online environment. These can be
special expressions, memes, or terms used by Inter-
net communities. At the lexical level, they mostly use
everyday vocabulary and jargon: ban, hack, ROFL,
etc. Also, shortening words is one of the effective
ways of creating slang units in social networks such
as: comp, info, insta.

Memes. Memes are visual or textual elements that
are widely distributed on the Internet and become
popular among users. They are often used to express
emotions, humour or cultural associations. Some
common memes used in social media communication
include:

“This is Fine” (an image of a dog sitting in a burn-
ing room saying that everything is fine!).

“Pepe the Frog” (the image of Pepe the frog, which
has become a symbol of various emotions).

“Expanding Brain” (a sequence of images show-
ing the development of thoughts from simple to com-
plex).

“Surprised Pikachu” (an image of Pikachu look-
ing surprised).

Irony and sarcasm. In the language of social net-
works, lexical items are frequently used to express irony
and sarcasm. Users can use the reverse meaning of
words or special phrases to express their point of view or
emphasize their sceptical opinion. Here are some ways
irony and sarcasm are used in communication:
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Reverse Semantics: Words are used with the
opposite meaning to express irony. For example, the
sentence “You are very polite” may contain hidden
irony if the interlocutor does not actually think that
the other person is being polite.

Sarcasm: Sarcasm is the use of sharp, critical
tone or sarcastic comments to reinforce certain points
of view or statements. For example, in response to
the question “Was it a good plan? the answer might
be, “Yes, it was the most brilliant plan in all dimen-
sions!” .

Increasing contradiction: Irony can be used to
emphasize the contradiction between what is said and
what is actually meant. For example, the statement
“You are a very literate person” can be ironic if it is
said during criticism or sarcasm.

Humour: Irony and sarcasm are often used to
create a humorous effect. They can add laughter and
lightness to communication, especially in informal
conversations or humorous situations.

It is also important to understand the concept of
communicative behaviour, which we understand
in our scientific research as a certain way of
interaction between communicators and recipients
in the communication process. It covers all types
of behaviour that affect perception, understanding,
and communication between communicators.
Furthermore, it is significant that communicative
behaviour includes not only the verbal aspect (words,
speech), but also non-verbal elements (gestures,
facial expressions, tone of voice, eye contact, etc.).
The communicative behaviour of social media users
can vary depending on various factors, but the main
features of such behaviour include the following:

Publication of content. Social media users actively
publish messages, photos, videos and other content.
They can share their thoughts, ideas, experiences,
news or information about their lives. Publishing con-
tent allows users to attract attention and attract new
audience members. It can help expand your horizons,
find like-minded people, new friends or partners.

Comment. Users leave comments under other
people’s posts. These can be feedback, questions,
advice, expressions of support or discussions on a
particular topic. Comments allow users to express
their thoughts, impressions and feedback on posts.
This can be useful for discussing news, events, pho-
tos, videos, music and other content. Users can find
a common language, unite around common interests,
and discuss topics that unite them. This creates a
sense of belonging and community among users.

Likes and reposts. Users show their recognition
or interest in the content by clicking the appropriate
button or reposting the post on their page. This facili-
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tates the sharing of content and interaction between
users. Likes and reposts allow users to express their
positive reaction to the content being published. More
likes and reposts can indicate high quality, interest or
relevance of the content to the audience. Many likes
and reposts can attract the attention of other users and
increase the likelihood that they will view, interact or
follow a user’s page or profile.

Private messages. Users can send private mes-
sages to each other to discuss specific topics, chat
or exchange information privately. Private messages
allow you to get closer to each other, establish per-
sonal contacts and communicate. This is especially
useful for building and maintaining personal relation-
ships, conversations with friends, relatives or new
acquaintances.

Communities and groups. Users can join various
communities and groups based on interests or topics.
They can discuss common issues, share information
and interact. People can get support from like-minded
people, ask questions, get advice and share their expe-
riences for mutual enrichment and development.

In order to study in more detail the dynamics of
the popularity of social networks, because there are
many of them in the world, you can use the Google
Trends application — this is a free tool from the Google
company that allows users to research and analyse the
popularity and trends of Google searches around the
world. With the help of Google Trends, you can study
topics of interest to users, find new keywords for
search engine optimization of sites, analyse competi-
tors and much more.

Google Trends allows users to compare the popu-
larity of queries across time periods, localizations and
languages, as well as receive advice on related que-
ries. It also provides graphs and data visualizations
that allow users to understand trends and changes in
requests over time.

Google Trends can be a useful tool for market
research, market analysis and search engine optimi-
zation. It allows you to explore trends in search key-
words and topics.

In particular, we selected keywords for search,
namely social networks such as Instagram, Facebook
and Twitter, in order to compare the dynamics of the
popularity of social networks in the world over the
last year. Therefore, we will highlight the following
results (Fig. 1).

In general, Instagram is blue, Facebook is red, and
Twitter is yellow. We see that according to Google
queries, the most popular social network in the world
over the last year is Facebook, Instagram is in second
place, and Twitter is the least popular social network.
This is at the request of users (Fig. 2).
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Fig. 2. The level of interest in social networks in the world

In these statistics, we can see the level of interest
in the Instagram social network, that is, a comparative
characteristic by region. We can see that Instagram is
the most popular platform in countries such as India,
Brazil, Iraq, Japan and the Republic of Korea (Fig. 3).

In these statistics, we can see the level of interest
in the Facebook social network, that is, a comparative
characteristic by region. We can see that Facebook is

the most popular platform in countries such as Hun-
gary, Bulgaria, Poland, the Philippines, and Bangla-
desh (Fig. 4).

In these statistics, we can see the level of inter-
est in the Twitter social network, that is, a compara-
tive characteristic by region. We can see that Twitter
is a popular platform in countries like Saudi Arabia,
Japan, Republic of Korea, Turkey and UAE. In gen-
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Fig. 3. The level of interest in social networks in the world
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Fig. 4. The level of interest in social networks in the world

eral, users are significantly less likely to use Twitter
as a communication space.

Therefore, we can summarize that the network
society in which we live has appeared, where the net-
work principle of communication organization oper-
ates, which unites politics, economics, business com-
munication, various information flows, education,
science, and our leisure time in general. Social net-
works are an integrated part of the new virtual social
environment.

Conclusions. The language of social networks is
often different from the standard literary language
used in official documents, books and formal com-
munications. This is due to the specific context and
nature of communication in social networks, where
people usually communicate quickly, exchange ideas
and express emotions. Such phenomena as abbrevia-
tions of words, use of emojis, symbols, neologisms
and slangisms are common in social networks. This
way of communication is more informal, and some
norms of literary language may be violated. How-
ever, it is worth noting that social networks are not
a platform for standard literary language. They rep-

resent a kind of space where language norms can
vary and adapt to the specific needs and context
of users. Language norms on social networks also
depend on the community or application in which
they are used. For example, non-commercial forums
or academic groups may have stricter requirements
for language accuracy and standards. Due to the
efficiency, creativity, realizability, archiveability,
freedom of speech and interactivity of network com-
munication, the use of social networks is a serious
competition to official media.

In general, although social media language may
differ from literary language, this does not threaten
the norms of literary language, as these two forms of
language exist in different contexts and are used for
different purposes. It is important to understand the
context and adapt to the way of communication in
social networks. Social networks are not only means
of mass communication, but also important elements
of the mechanism of construction of linguistic and
communicative space in the conditions of modern
society, which perform a number of functions, creat-
ing a value system for their existence.
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