
175
Shevchenko V.D.
Cognitive and pragmatic aspects of food representation in the British and Russian media discourses

Äàòà ïîñòóïëåíèÿ ñòàòüè: 11/XI/2018
Äàòà ïðèíÿòèÿ ñòàòüè:  25/XI/2018

DOI: 10.18287/2542-0445-2018-24-4-175-180
ÓÄÊ 409.35

Â.Ä. Øåâ÷åíêî

ÊÎÃÍÈÒÈÂÍÎ-ÏÐÀÃÌÀÒÈ×ÅÑÊÈÅ ÀÑÏÅÊÒÛ ÐÅÏÐÅÇÅÍÒÀÖÈÈ ÅÄÛ
Â ÁÐÈÒÀÍÑÊÎÌ È ÐÎÑÑÈÉÑÊÎÌ ÌÅÄÈÀ-ÄÈÑÊÓÐÑÀÕ

© Øåâ÷åíêî Âÿ÷åñëàâ Äìèòðèåâè÷ (vds@ssau.ru) – äîêòîð ôèëîëîãè÷åñêèõ íàóê, äîöåíò, çàâ. êàôåäðîé
àíãëèéñêîé ôèëîëîãèè, Ñàìàðñêèé íàöèîíàëüíûé èññëåäîâàòåëüñêèé óíèâåðñèòåò èìåíè àêàäåìèêà
Ñ.Ï. Êîðîëåâà, 443086, Ðîññèéñêàÿ Ôåäåðàöèÿ, ã. Ñàìàðà, Ìîñêîâñêîå øîññå, 34
E-mail: vds@ssau.ru. ORCID: https://orcid.org/0000-0001-6357-2477

ÀÍÍÎÒÀÖÈß
Íàñòîÿùàÿ ñòàòüÿ ïîñâÿùåíà ïðîáëåìå ðåïðåçåíòàöèè åäû â áðèòàíñêîì è ðîññèéñêîì ìåäèà-

äèñêóðñàõ. Àâòîð ïðîâîäèò àíàëèç ñîöèàëüíûõ è ëèíãâèñòè÷åñêèõ ôàêòîðîâ ðåïðåçåíòàöèè åäû
â ìåäèà-äèñêóðñå, â îñîáåííîñòè èäåé è ñîöèàëüíûõ àñïåêòîâ, îêàçûâàþùèõ âëèÿíèå íà æóðíàëèñòîâ,
à òàêæå ÿçûêîâûõ ôîðì. Îñîáîå âíèìàíèå óäåëÿåòñÿ êîãíèòèâíûì àñïåêòàì: àâòîð àíàëèçèðóåò
ïðîöåññ ðåàëèçàöèè ñïåöèôè÷åñêîé êîãíèòèâíîé ìîäåëè â ðàìêàõ ìåäèà-òåêñòà. Ïîìèìî ýòîãî,
èññëåäóþòñÿ êîìïîíåíòû êîãíèòèâíîé ìîäåëè, âûäâèãàåìûå íà ïåðâûé ïëàí â ïóáëèöèñòè÷åñêèõ
ñòàòüÿõ, à òàêæå ÿçûêîâûå ñðåäñòâà, èñïîëüçóåìûå ñ ýòîé öåëüþ. Â ñòàòüå òàêæå ðàññìàòðèâàåòñÿ
ñâÿçü ìåæäó ðåàëèçàöèåé êîãíèòèâíîé ìîäåëè è ïðàãìàòè÷åñêîé óñòàíîâêîé æóðíàëèñòà. Àâòîð
ïðèõîäèò ê âûâîäó, ÷òî íîâàÿ êîãíèòèâíàÿ ìîäåëü ôîðìèðóåòñÿ è ôèêñèðóåòñÿ â ñîçíàíèè ðåöèïèåíòà,
ïîñêîëüêó êîìïîíåíòû ìîäåëè ñîäåðæàò èíôîðìàöèþ, êîòîðàÿ ïîäòâåðæäàåòñÿ äàííûìè â ìåäèà-
òåêñòå. Ìû ïîëàãàåì, ÷òî ââåäåíèå è ôèêñàöèÿ íîâîé êîãíèòèâíîé ìîäåëè â ñîçíàíèè ðåöèïèåíòà
ïðèâîäÿò ê èçìåíåíèþ åãî îòíîøåíèÿ ê áðèòàíñêîé êóõíå. Äàííûé ïðîöåññ ìîæåò ðàññìàòðèâàòüñÿ
êàê èçìåíåíèå ñîöèàëüíîé ðåàëüíîñòè, à èìåííî: ñîçäàíèå íîâîé ñîöèàëüíîé ðåàëüíîñòè, ïîñêîëüêó
ðåöèïèåíò â ýòîì ñëó÷àå ïðèîáðåòàåò íîâóþ õàðàêòåðèñòèêó – ïðåæäå íå ñóùåñòâîâàâøåå  îòíîøåíèå
ê áðèòàíñêîé êóõíå, îêàçûâàþùåå âëèÿíèå íà åãî äåéñòâèÿ â ðåàëüíîé äåéñòâèòåëüíîñòè. Àâòîð
ïðèõîäèò ê âûâîäó, ÷òî íà ïðîöåññ ðåïðåçåíòàöèè åäû â áðèòàíñêîì ìåäèà-äèñêóðñå îêàçûâàåò
âëèÿíèå öåëü, ñîñòîÿùàÿ â îñîçíàíèè è äåìîíñòðàöèè íîâîé, îòëè÷íîé îò ïðåæíåé, èäåíòè÷íîñòè
áðèòàíñêîé íàöèè. Àâòîð òàêæå àíàëèçèðóåò ïðîöåññ ñîçäàíèÿ íîâîé êîãíèòèâíîé ìîäåëè â ðîññèéñêîì
ìåäèà-äèñêóðñå; äàííàÿ ìîäåëü ñâÿçàíà ñ îöåíêîé òåêóùèõ ðûíî÷íûõ òåíäåíöèé, à òàêæå ñîöèàëüíî-
ýêîíîìè÷åñêîé ñèòóàöèè â Ðîññèè.

Êëþ÷åâûå ñëîâà: äèñêóðñèâíûå èññëåäîâàíèÿ, ìåäèà-äèñêóðñ, ðåïðåçåíòàöèÿ åäû, êîãíèòèâíàÿ
ìîäåëü, èäåíòè÷íîñòü.
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ABSTRACT
The present article is devoted to the problem of representing food in the British and Russian media

discourses. The author analyzes social and linguistic factors of food representation in the media discourse, in
particular, the ideas and social factors that influence the journalists as well as peculiarities of the linguistic
forms of food representation. Particular attention is paid to the cognitive aspects: the author analyzes
realization of a specific cognitive model within the media text. The author also studies the cognitive model
components, which are foregrounded in the media texts, and the linguistic means used for this purpose. The
reasons for this process are also investigated. The connection between cognitive model realization and the
journalist’s pragmatic goal is also studied in the paper. The author comes to a conclusion that a new
cognitive model is formed and fixed in the recipient’s mind, because its components contain information
confirmed by data in the media text. The new model can be fixed only if a journalist manages to persuade
the recipient using the factual data. We suppose that introduction and placement of a new cognitive model
into the recipient’s mind results in changing his/her attitude towards British food. This can be viewed as a
change in social reality, i.e. construction of new social reality, because the recipient in this case acquires a
new feature – new attitude towards British food that affects his/her actions in real life. The author comes to
a conclusion that the process of food representation in the British media discourse is determined by the aim
of constructing a specific identity of the British nation, which differs from the identity that has existed
before. The author also analyzes the process of constructing a new cognitive model within the Russian
media discourse; this model is aimed at assessing the current market trends and economic and social
situation in Russia.

Key words: discourse studies, media discourse, food representation, cognitive model, identity.
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Introduction. According to S. Tomaščíková, one of the
frequently appearing narrative content categories of media
in the last decade has been food. In her paper she focuses on
the media narratives and argues that «food appears in various
narrative forms: documentaries about the history and present-
day food and drink elements and ingredients; we find
references to food in news programmes; there are cooking
narratives on morning television; reality game shows focus
on food; food and cooking reality shows present chefs,
celebrities or ordinary people performing their favourite
recipes; breaks within and between individual programmes
include countless commercials for healthy and/or tasty eating
and drinking» [Tomaščíková 2012, p. 102].We suppose that
food as a significant aspect of people’s biological, social,
cultural, business and other spheres determines the topics
discussed in the media discourse. The journalists offer their
views on the topic of food and food-related activities
influenced by the present-day circumstances and situations.
Quite often the media materials are aimed at changing
individual behavior or state of things referring to food. In the
analytical media texts published on The Guardian website

food is represented as one of the staples of leisure,
entertainment, tourism etc. The journalists focus on positive
aspects of consuming food in the British society. Food is not
viewed as something that should be changed: the journalists
assess the characteristics of food and view it as an instrument,
which can be used in performing activities in various spheres.

Methods. While undertaking the research we applied the
method of discourse analysis [Chernyavskaya 2017, p. 135–
148], method of cognitive modelling [Evseeva, Kreidlin 2017,
p. 5–23], method of semantic analysis, observation and
description techniques.

Scholarly papers review. The problem of food
representation has attracted attention of many scholars.
Specific representation of food influences the attitude to food
and food practices in the society that leads to emergence of
new ideas and practices. The food has also been the object
of numerous sociological, cultural, ethnographic, linguistic
and philosophical studies [Olyanich 2015, p. 157–160;
Tolstaya 2016, p. 22–36; Barthes 2017, p. 23–30; Fischler 1988,
p. 275–293], which corresponds to the tendency of
investigating various aspects of human being existence
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[Alpatov 2015, p. 7-21; 2, p. 5–19; Sidorov 2016, p. 172–184;
Tubalova 2016, p. 68–82].

Results and discussion. One of the spheres, the activities
in which are necessarily accompanied by food, is tourism.
An article by David Mitchell “We should take pride in Britain’s
acceptable food” concerns the issue of assessing British
food by the foreigners: A phrase really jumped out at me
from a newspaper last week. The Times said a recent survey
into Spanish attitudes to Britain, conducted by the tourism
agency Visit Britain, “found that only 12 % of Spaniards
considered the UK to be the best place for food and drink”.
That, I thought to myself, may be the most extraordinary use
of the word “only” I have ever seen. Has its meaning recently
flipped? Has it been warped by an internet hashtag or ironic
usage by rappers? Is it like how “bad” or “wicked” can
mean good, and actors receiving awards use the word
“humbled” to mean “incredibly impressed with myself”?
Because, if “only” still means what I think it means, the
paper is implying it expected more than 12 % of the people

of Spain to think Britain was “the best place for food and
drink”. That’s quite a slur on the Spanish. How delusional
did it expect them to be? What percentage of them would it
expect to think the world was flat? I know we’re moving
into a post-truth age, but 12 % of a culinarily renowned
nation considering Britain, the land of the Pot Noodle and
the garage sandwich, to be the world’s No 1 destination for
food and drink is already a worrying enough finding for the
Spanish education system to address. It would be vindictive
to hope for more [theguardian.com].

On the one hand, the journalist admits that British food is
not perfect, but, on the other hand, the goal of the journalist
is to persuade the reader that the British food has changed
over the last few years. In order to change the views on the
British food that exist in the world today the journalist aims
at representing food in a positive aspect, realizing a “BRITISH
FOOD AS A SOURCE OF NATIONAL PRIDE” cognitive
model, which is reflected in the article title (see Table 1).

Table 1
“BRITISH FOOD AS A SOURCE OF NATIONAL PRIDE” cognitive model

General components  
of the model 

(macro-structure) 

Specific components  
of the model 

 

Textual elements used to realize the components  
of the model 

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

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

PEOPLE 

The Times said a recent survey into Spanish attitudes to Britain, 
conducted by the tourism agency Visit Britain, “found that only 
12% of Spaniards considered the UK to be the best place for 
food and drink”; That’s quite a slur on the Spanish; But it seems 
that’s what Visit Britain and the Foreign Office are going for. 
Last week the British ambassador to Spain, Simon Manley, 
donned a union jack apron and went on the hit Spanish cookery 
programme El Comidista to advocate British cuisine and try to 
change the perceptions of the 88% of the Spanish population 
still currently in their right minds; It was his second appearance 
on the programme: the first was last year when he was 
“summoned” to explain Jamie Oliver’s heretical addition of 
chorizo to paella; I think the host of El Comidista, Mikel López 
Iturriaga, got it about right when he said: “For many Spaniards, 
British food is the ultimate example of bad international 
cuisine…”; And our ambassador betrayed weaknesses in our 
cooking, even as he spoke up for it: “The idea is to combat the 
stereotype about British food and drink and promote the idea that 
we take ideas from around the world and we adapt them for this 
cosmopolitan cuisine we know today”; We proudly note how 
highly the restaurants of chefs like Heston Blumenthal come in 
international rankings even as we peel the film off our microwave 
dinners; We have an interesting country, an interesting past and 
we’re an interesting people: no nastier than most and hard to 
ignore. And, for better or worse, what we are, what we have, and 
whatever it is that our culture represents, comes from centuries 
of working through lunch 

OBJECT FOOD The Times said a recent survey into Spanish attitudes to Britain, 
conducted by the tourism agency Visit Britain, “found that only 
12% of Spaniards considered the UK to be the best place for 
food and drink”; Last week the British ambassador to Spain, 
Simon Manley, donned a union jack apron and went on the hit 
Spanish cookery programme El Comidista to advocate British 
cuisine and try to change the perceptions of the 88% of the 
Spanish population still currently in their right minds; He 
responded with a recipe for roast chicken with mustard.  
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We consider these components to be dominant within
the framework of the cognitive model realized in the media
text, because the objects and people they refer to play a
crucial part in changing international attitude towards the
British food.

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

The CHARACTERISTICS component is foregrounded by
the language means with an evaluative connotative meaning;
negative assessment affects the recipient’s mind and makes

him focus on the object of assessment – food. The REASON
and CONSEQUENCES components are foregrounded to
demonstrate the evolution of food industry in Britain; this is
one of the subgoals that complies with the main pragmatic
goal of the journalist (see below).

The author explains the relative absence of delicious food
in Britain by the fact that it has never been a cultural priority;
this feature is a part of their national character and the British
have other things to be proud of: As most Spaniards noted
in the survey, there are better reasons to go to Britain than
the food: the history, the castles, the stately homes, the
museums, the countryside, the coastline, the concerts, the
theatre, the cities. As for food, they should be proud of food
that they have, though the British food has changed over
the last few years and its quality is quite high now. The author
opposes two states: the present (when the quality of food is
high) and the past (when British food was considered to be
bad by the foreigners) (see Table 2).

CHARACTERISTICS 
(OF THE OBJECT) 

NEGATIVE 
ASSESSMENT 

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

REASON 
(FOR IMPROVEMENT) 

AMBITION TO 
CORRESPOND TO  
INTERNATIONAL 

STANDARDS, 
COMPETITIVENESS 

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

CONSEQUENCES IMPROVEMENT OF 
FOOD IN BRITAIN, 

POSITIVE 
ASSESSMENT 

Food here is OK. Or rather, it’s sometimes terrible and 
sometimes delicious but usually neither and it averages out as 
fine. Lots of us are really fat now – that’s got to be a good sign; 
“…but I think that everything has improved substantially in 
recent years, and today it is much easier to find decent food.” So 
decent food is now available; I’m sorry, and I almost certainly 
don’t mean you: there is, as I say, brilliant food to be had in 
Britain. There always has been, I suppose, but I’m sure there’s 
more of it now; The fact that food has improved in Britain is a 
sign, not of a major change in those cultural priorities, but of two 
other factors: how international we’ve become and our 
competitive spirit; The food has been brought up to standard; In 
food, as in cycling, Britain can now win 

 

The journalist’s pragmatic goal is to change the
international attitude to the British food, to present Britain as
an interesting and attractive country and to represent food
as one of Britain’s sources of pride: We have an interesting
country, an interesting past and we’re an interesting people:
no nastier than most and hard to ignore. And, for better or
worse, what we are, what we have, and whatever it is that
our culture represents, comes from centuries of working
through lunch. In order to achieve his goal the journalist

underlines the components of the cognitive model. By filling
the REASON (FOR IMPROVEMENT) and
CONSEQUENCES components with new positive contents
the author renews the cognitive model stored in the recipient’s
mind, which leads to the change of his/her attitude to British
food. Changing the cognitive model the journalist introduces
changes into social reality (the corresponding aspects
undergo changes in real life): in this case the “BRITISH FOOD
AS A PROBLEM FOR TOURISTS” model transforms into

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

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

 

Table 2
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“BRITISH FOOD AS THE SOURCE OF NATIONAL PRIDE”
model; the journalist clearly demonstrates how
CHARACTERISTICS (OF THE OBJECT) component
(containing negative assessment) influences the REASON
(FOR IMPROVEMENT) component, which leads to positive
CONSEQUENCES.

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

Within the framework of the media text the journalist
doesn’t reveal the ACTIONS component that precedes
CONSEQUENCES and includes the particular activities of
the authorities and businesses involved in catering industry
aimed at raising the standards of food served in Britain. We
suppose that it is determined by the fact that the journalist
doesn’t intend to attract recipient’s attention to specifics of
the food industry itself; he means to emphasize the idea that
food is only a part of rich British culture that the British are
proud of and, thus, change the international attitude to the
British food. Consequently, particular attention is paid to
assessment of CHARACTERISTICS and CONSEQUENCES,
but not the ACTIONS. The main aspect which deserves
attention of the journalist and the readers in the media text is
food as a part of culture, and this aspect is underlined via
negative and positive assessments given by the foreigners
and the journalist. The new model is formed and gets fixed in
the recipient’s mind, because its components contain
information confirmed by the data in the media text. The new
model can be fixed only if a journalist manages to persuade
the recipient using the factual data.

The Russian media discourse displays a somewhat
reverse pattern. The Russians have always been proud
of their cuisine and due to historical and cultural
conditions they are particularly devoted to home-cooked
meals. The media text analyzed tells about a project
undertaken by the prominent Russian film directors
Andrei Konchalovsky and Nikita Mikhalkov, which is
aimed at offering inexpensive healthy home-cooked
meals: Ïåðâûå òî÷êè ñåòè «ðóññêîãî ôàñòôóäà»
Íèêèòû Ìèõàëêîâà è Àíäðåÿ Êîí÷àëîâñêîãî ïîä
íàçâàíèåì «Åäèì êàê äîìà» îòêðîþòñÿ äî êîíöà
2017 ãîäà. Ïîçèöèîíèðóåò îíà ñåáÿ êàê ïîñòàâùèê
äîìàøíèõ, íåäîðîãèõ, íàòóðàëüíûõ áëþä. Ñíà÷àëà â
Ìîñêîâñêîé è Êàëóæñêîé îáëàñòÿõ äîëæíû ïîÿâèòü-
ñÿ äâå ôàáðèêè-êóõíè. Â ïðàâèòåëüñòâå Ìîñêîâñêîé
îáëàñòè óæå ïîîáåùàëè âûäåëèòü äëÿ ýòîãî çåìåëü-
íûå ó÷àñòêè è ïðåäîñòàâèòü íàëîãîâûå ëüãîòû.
Ïðîèçâîäñòâî áóäåò îáñëóæèâàòü 41 êàôå è 90 êó-
ëèíàðèé. Êðîìå òîãî, îðãàíèçàòîðû ïðîåêòà ïëàíè-
ðóþò ñðàçó çàïóñòèòü äîñòàâêó åäû [kommersant.ru].

The cognitive model realized in the Russian media
discourse contradicts with the model found in the British
media discourse: though being proud of Russian cuisine,
the journalist argues that the project will not be a success
because of the current market trends: Êàôå ñ äîìàø-

íåé êóõíåé íå áóäóò âîñòðåáîâàíû, ñ÷èòàåò ðóêîâî-
äèòåëü àãåíòñòâà «ÐåñòÊîíñàëò» Ñåðãåé Ìèðîíîâ.
Ïî åãî ñëîâàì, ñåé÷àñ íà ðûíêå öàðÿò äðóãèå òðåí-
äû: «Êðèçèñ äîñòàòî÷íî çàòÿíóëñÿ, è âõîäèòü â
òàêîé ñèòóàöèè íà ðûíîê áåç õîðîøåé èäåè è ïðî-
ôåññèîíàëüíîé êîìàíäû àáñóðäíî. Íè÷åãî íå ïîëó-
÷èòñÿ. Íàø ïîòðåáèòåëü ñòàðàåòñÿ â ðåñòîðàíå
åñòü êàê ðàç òî, ÷åãî åìó íå óäàåòñÿ ïîïðîáîâàòü
äîìà. Ýòî íèêàê íå ñåòåâîé ïðîåêò, è ÿ íå äóìàþ,
÷òî îí áóäåò ñèëüíî âîñòðåáîâàí. Åñëè ñðàâíèâàòü
Ðîññèþ ñ åâðîïåéñêèìè ñòðàíàìè, òî òàì çíà÷è-
òåëüíî áîëüøèé ïðîöåíò ãðàæäàí ïîñåùàåò ðåñòî-
ðàíû. Ó ðîññèÿí ñîâåðøåííî äðóãîé ìåíòàëèòåò,
îíè ïðèâûêëè ãîòîâèòü äîìà. Êðîìå òîãî, â ëþáîé
êðèçèñíîé ñèòóàöèè èìåííî îáúåêòû îáùåïèòà ñòðà-
äàþò ïåðâûìè èç-çà îòòîêà ïîñåòèòåëåé. Â Åâðî-
ïå ñåé÷àñ àêòèâíî ðàçâèâàåòñÿ ñåòü ñòîëîâûõ è ñåð-
âèñû äîñòàâêè, êàê ðàç ïîòîìó ÷òî ëþäè ñòàëè
ìåíüøå õîäèòü â ðåñòîðàíû» [kommersant.ru].

We have come to a conclusion that the project is given a
negative assessment within the Russian media discourse due
to the journalist’s goal to present a clear picture of the current
economic and social situation in Russia. Consequently, the
journalist constructs a new cognitive model, in which the
project offering samples of Russia’s national heritage (the
cuisine) is represented negatively, as it doesn’t comply with
the current markets trends. This cognitive model is not aimed
at changing attitude towards Russian food; the journalist
tries to pay readers’ attention to the current economic and
social situation in Russia.

Conclusion. The undertaken research has demonstrated
that introduction and placement of a new cognitive model
into the recipient’s mind results in changing his/her attitude
towards British food. This can be viewed as a change in
social reality, i.e. construction of new social reality [Searle
1995], because the recipient in this case acquires a new feature
– new specific attitude towards British food that affects his/
her actions in real life. This way the journalist tries to construct
new cultural identity of the British nation, in which food is
represented as a source of national pride. Within the Russian
media discourse the journalist constructs a cognitive model,
in which Russian traditional home-cooked food is represented
positively, but the project aimed at offering this sort of food
is assessed negatively due to the current market trends and
economic and social situation in Russia.
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