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Abstract

This study aims to analyze linguistic contact in a written language on a sample of advertisements
for Russian-speaking immigrants in the German city of Nuremberg, where there is a well-developed
infrastructure for Russian-speaking immigrants, including the availability of periodicals. The study
has the following research questions: What functions do Russian and German, as well as other
languages, perform in advertisements in periodicals for Russian-speaking immigrants? Is there a
correlation between the subject matter of the ads and the language or languages used? What
phenomena of language contact found in the spoken language of Russian-speaking immigrants are
characteristic of advertisements? A corpus consisting of 443 advertisements, obtained through
continuous sampling from periodicals, was collected for the study. The analysis revealed that
Russian, German, English, Ukrainian, and Latin fulfil specific functions in the advertisements. It
was found that, depending on the subject matter, advertisers choose a particular language or
language combination for their ads. At the lexical and morphosyntactic levels were identified
borrowings from German and English, entirely or partially grammatically integrated into Russian,
and cases of code-switching between Russian and German. Thereby, the study highlights one aspect
of the linguistic situation of the Russian-speaking community in Germany and may implicitly serve
to assess the vitality of the Russian language in Germany.
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HayyHad craTbda

Bb160p A3bIKA U A3bIKOBON KOHTAKT
B IeYAaTHbIX PeKJIaMHbIX 06’ bABIEHUIX
JAJIS1 PyCCKOSI3bIYHBIX UMMHUIPAHTOB B [epMaHum

Anna PUTTEP

PerencOyprckuil yHuBepcurer
Pezencoype, I'epmanus

AHHOTAIHSA

Lenpro JaHHOTO WCCIIEAOBAHUSA SBJSICTCS aHATH3 BHIOOpA S3BIKA U SI3BIKOBBIX KOHTAKTOB B ITHCH-
MEHHOH peur Ha MpUMepe PEKIaMHBIX OOBSIBIICHUH IJIST PYyCCKOSI3BIYHBIX UMMMHTPAHTOB. /laHHEIC
ObuTH coOpaHbl B HEMeIKoM ropoae HiopHOepr, rae mMeeTcst XOpomo pa3BuTasi HHPPaCTPYKTypa
JUIA PYCCKOSI3BIYHBIX MMMUTPAHTOB, BKIIIOYAIOIIAsi B ceOs MEepPHOAWYECCKHUE TeYaTHBIE M3TaHUS.
B pamkax nccienoBaHus OBUTH MOCTABIEHBI CIETYIONINE HCCIE0BATENbCKIAE BOMPOCHL: (1) Kakue
(YHKIMH BBIMOJHSIOT PYCCKHI M HEMELIKHUH, a TaKXKe APYTHe SI3bIKU B PEKIIAMHBIX OOBSIBICHUSX B
HepI/IO}II/I‘IeCKI/IX IICYATHBIX U3JaHUAX OJIA pyCCKOHSBI‘-IHBIX I/IMMI/II'paHTOB; (2) CyH_[eCTByeT JIN CBA3b
MEXIY TEeMaTHKOH OOBSBICHHH W HCIIOJIb3YEMBIM SI3BIKOM WM si3bIKaMu; (3) Kakue (GpeHOMEHBI
SI3BIKOBOTO KOHTAKTa, BCTPEYAIOIINECS B YCTHOU PeYd PYCCKOSI3BIYHBIX IMMHUTPAHTOB, XapaKTePHBI
JUIA PEKJIAMHBIX OOBsBICHHNA. MaTepuamoM HUCCICIOBaHUS TOCTYXWI KOPITYC, COCTOSINUN W3
443 pexiIaMHBIX OOBSBICHHUN, M3BICUYCHHBIX METOJOM CIDIONIHON BBHIOOPKH W3 IMEPHUOINICCKUX
MIEYaTHBIX W3JaHUNA. AHaIHU3 MOKa3all, YTO B OOBSBICHUAX HCIOIH30BAINCH PYCCKUH, HEMEIKUH,
AHTJIMACKAH, YKPaWHCKUHA S3BIKH M JIATHIHB, BHITIONHSIONINE OMpeeieHAbIe (YHKINU U, KaK Tpa-
BHJIO, HCIIOJIB3YEMBIE IUISI OTJCIBHBIX AJIEMEHTOB TEKCTa. Takke OBIIIO YCTaHOBIIEHO, YTO HA BBIOOD
SI3BIKA WJIH SI3BIKOB OOBSBIICHUS BIUSET HX TeMaTuka. Ha yiekcudaeckoM M MOP(POCHHTaKCHIECKOM
YPOBHSIX OBLIH BBISBJICHBI 3aMMCTBOBAHHUS M3 HEMEIIKOTO U aHTJIMHCKOTO S3BIKOB, KOTOPEIE MOTHO-
CTBIO UJIX YaCTUYHO I‘paMMaTI/I‘IeCKI/I I/IHTerI/IpOBaHBI B pyCCKI/II‘/lI SA3BIK, a TAKXKC cnyan/I HepeKHIO-
YCHUSI KOJOB MEKIY PYCCKMM U HEMEIKHUM s3bIKaMH. TakuM 00pa3oM, MCCIIeOBAHUE OCBEINACT
OJIMH W3 acCIeKTOB S3BIKOBOM CUTyallMH PYCCKOS3BIYHOTO cooOIecTBa B ['epMaHUM U MOXKET
KOCBEHHO CITYXKHTB JJIs OICHKH XU3HECTIOCOOHOCTH PYCCKOTO s3bika B [ 'epMaHuy.

KiroueBblie c10Ba: MHO2053bIUUE, NEYAMHAS PEKNAMA, PYCCKOA3bIUHbIE UMMUuSpanmul 6 I epmanuu,
nepexoienue Kooos, 3aUMCme08anus

Jas nuTHpoBaHus:

Ritter A. Language choice and language contact in print advertisements for Russian-speaking
immigrants in Germany. Russian Journal of Linguistics. 2021. Vol. 25. Ne 4. P. 958-980.
https://doi.org/10.22363/2687-0088-2021-25-4-958-980

1. Russian-speaking immigrants in Germany

The second half of the 1980s and the 1990s was marked by population outflows
from the Soviet Union, and later its 15 successor states to different countries of the
world, including Germany. This so-called 4th emigration wave (Kharitonova-
Akhvlediani 2011: 17-19) at the end of the 20th century was triggered by the
processes of political transformation and subsequent collapse of the Soviet Union
(Dietz & Roll 2019: 101). Today, along with immigrants from Turkey, Poland,
Romania, and the former Yugoslavia, Russian-speaking immigrants form one of
the largest immigrant communities in Germany (Statistisches Bundesamt 2019).
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According to the German Federal Statistical Office for 2019, there are about
3.5 million people from the former Soviet Union, 2.7 million of whom have
personal immigration experience (Statistisches Bundesamt 2019). These are mainly
immigrants from Russia, Kazakhstan, Kyrgyzstan, and Ukraine. Most of them had
either no or limited knowledge of German when they arrived in Germany, considering
Russian as their first and often only language (Dietz & Roll 2019: 109-110).

Russian-speaking immigrants are divided into three groups (Kharitonova—
Akhvlediani 2011: 20-25, Dietz & Roll 2019: 103—108). The first and the most
numerous group form ethnic (Russian) Germans. They are the descendants of
Germans who migrated from various German regions to the Russian Empire in the
eighteenth and nineteenth centuries. Before 1941, the German settlers lived in
closed, religiously organized communities where they used only the German
language, or rather German dialects, and were thus virtually isolated from the rest
of society (Baur, Chlosta & Roll 2019: 82—83). In the summer of 1941, after the
German invasion of the Soviet Union began, the communities were abolished, and
Russian Germans were deported to Siberia, from where they were able to resettle
independently in the Soviet republics of Central Asia after the war. However, they
were never allowed to return to the European part of the USSR and rebuild their
autonomous republic (Worbs et al. 2013). Most of them lost their German dialects
due to heavy assimilation pressure and switched to Russian (Baur, Chlosta & Roll
2019: 88-91).

The second group of Russian-speaking immigrants consists of 235,000 people
of Jewish origin who arrived in Germany between 1991 and 2015 from the former
Soviet Union, including the Baltic States (Dietz & Roll 2019: 106). Almost none of
them spoke German upon arrival (Dietz & Roll 2019: 106).

The third group of at least 417,000 people (Ritter 2018: 236) consists of
Russian-speaking immigrants who moved to Germany for different reasons and
with varying levels of the German language. This group is sometimes divided into
the following subgroups: immigration due to studies, work, family reunification, or
as refugees (Kharitonova-Akhvlediani 2011: 23-25, Dietz & Roll 2019: 107-108).

The peak of the Russian-speaking immigration wave was at the beginning of
the 1990s when 150,000—-200,000 people came to Germany every year. Since 1996,
the number of arrivals has been decreasing (Haug & Sauer 2007: 20, Worbs et al.
2013: 32-33). Thus, the majority of immigrants have been living in Germany for
some 25-30 years. This long period, the significant size of the community, and
the relatively low level of German language skills (Kharitonova-Akhvlediani
2011: 41), at least in the first years after immigration, served as a precondition for
the development of Russian-speaking infrastructure in Germany. The infrastructure
includes, for example, grocery shops, travel agencies, transport companies, lawyers
and doctors specializing in Russian-speaking clients and patients, beauty salons,
cultural-educational centres, Russian nurseries, schools, as well as weekend schools
offering a variety of Russian language courses, music lessons, and choreography
classes.
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The Russian-speaking infrastructure also includes such media as print and
electronic periodicals, satellite TV, and one Russian-speaking radio station in
Berlin. Major print media include newspapers such as, for example, “/Iuamor”
(Dialogue), “Kpyrozop” (Horizons), “Kapsepa” (Career), “Pycckas 'epmanus”
(Russian Germany), “Paiionka” (Rayonka), “TB-O0yneBap” (TV Boulevard),
“Epeiickas nanopama” (Jewish Panorama), and journals “Y nac B baBapuu” (Here
in Bavaria), “Neue Zeiten” (New Times), “Ilaptaép” (Partner), and “Katroma”
(Katyusha). Many of these are distributed free of charge and are used primarily as
advertising space.

The developed Russian-speaking infrastructure, directly and indirectly, serves
to increase the vitality of the Russian language, which is the most widely spoken
Slavic language in Germany (Achterberg 2005). Furthermore, advertisements in
print media form part of the network of communication within the community,
which, however, does not live in isolation from the rest of German society. Most
Russian-speaking immigrants speak German to some extent, communicate in this
language at least at work or in public institutions, use German-language media, and
are thus bilingual (Dietz & Roll 2019, Meng 2019). Earlier studies in contact
linguistics show that the linguistic phenomena of borrowing, code-switching, and
code-mixing, i. e. between German and Russian, are characteristic of the spoken
language of Russian-speaking immigrants (Goldbach 2005, Pabst 2007, Pavlova
2019, Warditz 2019).

Based on this background information, the present study aims to answer the
following questions: What functions do Russian, German, and other languages have
in advertisements printed in the periodicals for Russian-speaking immigrants? Is
there a connection between the subject matter of the advertisements and the
language or languages used? What language contact phenomena, found in the
spoken language of Russian-speaking immigrants, are characteristic of
advertisements?

2. Theoretical background
2.1. Multilingualism, code-switching and borrowings

Linguistic contacts between people speaking different languages have existed
since time immemorial. These contacts were the results of trade, war, colonization,
migration, the spread of religions, or for other reasons (Stavans & Hoffmann 2015:
12—-19). However, the phenomenon of bilingualism and/or multilingualism only
gained attention in the twentieth century. Weinreich (1967: 1) and Haugen (1956:
9) used the term ‘bilingualism.” Weinreich (1967: 1) defines bilingualism as “the
practice of alternately using two languages”. Haugen (1956: 9) uses the term
‘bilingualism’ as a general term for all people who speak more than one language.
Contemporary definitions of the terms ‘bilingualism’ and ‘multilingualism’
highlight different aspects of the phenomenon. On the one hand, they emphasize
that multilingualism exists as a synonym for bilingualism. On the other, depending
on the context, the term ‘bilingualism’ indeed means only two languages (Swann et
al. 2004: 214-215).
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In the present study, the term ‘multilingualism’ is a synonym for the term
‘bilingualism.” Thus, people are described as multilingual if they have learned more
than one language during their lifetime. It does not matter whether the languages
were acquired naturally in the family or learned at school classes and in language
courses. Besides, in the context of immigration, the term 'life multilingualism' is
used (Gogolin 1998: 76-77), since for many immigrants, multilingualism is an
everyday practice of linguistic border-crossing and linguistic border existence
(Gogolin 1998: 92-93).

In this everyday practice, the linguistic border existence manifests itself in the
use of two or more languages in immigrants' speech and in the phenomena of code-
switching and borrowing. In this case, code refers to both languages and their
varieties, e. g. dialects (Riehl 2009: 20).

During recent decades, interest in the phenomenon of code-switching has
grown considerably, which is confirmed by numerous studies with all kinds of
language combinations (Gardner-Chloros 2011: 9). However, despite the diversity of
studies, or perhaps just because of this diversity, there is no consensus among scholars
on the definition for this term (Muysken 2000: 4, Riehl 2009: 20, Matras 2011: 101).
In the present study, the term ‘code-switching’ refers to speakers using more than one
language or language variety in the same utterance (Velupillai 2012: 404).

In recent decades, there have been studies looking at different aspects of the
phenomenon of code-switching in spoken language (Gardner-Chloros 2011,
Stavans & Hoffmann 2015 as examples). However, the phenomenon of code-
switching does not only apply to oral but also to written forms of communication,
such as advertisements and posters (Gardner-Chloros 2011: 6, Sebba 2012: 1).

Along with code-switching in colloquial speech, the phenomenon of
borrowing is widespread in the context of the use of two or more languages. The
integration of borrowings into the host language can occur at different levels:
phonological, morphological, semantic, and graphic (Gardner-Chloros 2011).
Borrowings may be integrated morphologically and syntactically by adding endings
and syntactic functions from the host language, such as in the expression 'du bikest'
where the English word receives a German verb ending (Riehl 2009: 21-22), or they
may acquire an additional morphological feature, such as the word 'le weekend'
borrowed from English into French and given an article (Swann et al. 2004: 30). In
other cases, borrowings are not phonetically integrated, such as the words
'Restaurant' and 'Pendant' borrowed from French into German (Riehl 2009: 22). In
addition, borrowings may be widespread within a certain linguistic community
when not only bilinguals but also monolinguals can understand them (Swann
et al. 2004).

It is not always possible to accurately distinguish the phenomenon of code-
switching from the phenomenon of borrowing. Opinions on this issue differ in the
scientific literature (Riehl 2009: 21). The present study supports the view that both
phenomena — borrowing and code-switching — are on a so-called continuum (Matras
2011: 113).
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2.2. Multilingualism in advertising texts

Advertising in contexts such as television, radio, film, print, internet, and
outdoor advertising is an integral part of everyday life for modern people. As for
any complex and multi-dimensional phenomenon, there are many definitions to
describe advertising. These definitions consider both the process of creating
advertising products and their relationship to the target audience from different
angles. From the perspective of economic theory, advertising is a tool that is used
as part of the overall marketing mix to achieve specific marketing goals (Rogge
2000: 28). Advertising is a form of communication between people which is
initiated, shaped and paid for by a specific advertiser and directed to recipients
whose specific composition is indefinite (cf. Armstrong 2010, Arslanagic-Kalajdzic
& Zabkar 2016). Based on cultural theory, advertising, especially its linguistic
component, is a mirror of the culture in which it emerges, e. g. American, German
or Russian (cf. Roche 2001: 11-13). Finally, from the point of view of the cognitive
process, advertising, or more precisely the creation of advertising products, is
inextricably linked to creativity (McStay 2013).

Although the specific composition of the addressees of advertising is
indefinite, we can say of the target audience that there are advertisements for
political, economic, religious, or cultural purposes. Economical advertising consists
of advertising for political-economic purposes of the state, advertising of
enterprises, and advertising of individual enterprise functions, e. g. to increase the
sales of goods or services provided by the enterprise (Schweiger & Schrattenecker
1995: 11). The last two of these cases constitute the focus of the present article.

Advertising reaches its recipients via the media through numerous channels,
one of which is print advertisements. The main components of a classic print
advertisement include a headline, informative text, slogan, product name, logo, and
a graphic image (Janich 2001). The text in an advertisement may be short or long.
Short texts have no more than five sentences and have an eye-catching optical
character. They have a persuasive rather than informative function and serve to
increase the credibility of the advertised product. Long texts in print advertisements,
on the other hand, primarily have an informative function and therefore include a
more detailed and substantive description of the product or service advertised
(Janich 2001: 47).

Language (or languages) play/s a relevant role in advertising, including print
advertisements (Sebba 2012). Multilingualism is gradually becoming a large-scale
phenomenon in the language of advertising and will presumably continue to grow.
In terms of linguistic analysis, multilingual advertisements display the phenomena
of code-switching, code-mixing, and borrowing in written speech (Gardner-Chloros
2011: 5-6).

To achieve a greater effect, advertisers often use foreign words or expressions,
which in the context of advertising are expected to have a particularly positive
influence on the target audience (Kupper 2003: 23-24, Zhiganova 2016: 228). Since
English is the most widely learned language in the modern world, as well as the

963



Anna Ritter. 2021. Russian Journal of Linguistics 25 (4). 958-980

language of international communication in many spheres of life, anglicisms are
frequently used in advertisements in countries such as Germany, France, or South
Korea, even when the target audience of the advertisement is exclusively the local
population (Kupper 2003, Zhiganova 2016, Ahn, La Ferle & Lee 2017).
Advertisements that use two or more languages can also target tourists, as shown
in a study on Russian-language advertisements in the Chinese border cities of Heihe
and Hunchun (Oglezneva, Petrova & Ying 2016), or the immigrant community, as
shown in studies on the use of English and Spanish, or English and Russian
in immigrant communities in the US (Angermeyer 2012, Garcia Quintana &
Nichols 2016).

3. Data and research method

The present study of advertisements was carried out on print media in the
Bavarian city of Nuremberg, which is one of the centres of Russian-speaking
immigration. According to Nuremberg city administration's statistics, Russian-
speaking immigrants make up 6% of the city's total population and are one of the
largest immigrant communities along with Turkish and Romanian (6% and 4.3% of
the total population, respectively) (Stadt Niirnberg 2011). Consequently, a well-
developed infrastructure is present in Nuremberg, including several grocery shops
with typical post-Soviet food products and a Russian-German cultural centre where
German, Bavarian, and local print periodicals for Russian-speaking immigrants are
distributed.

The basis of the study is the corpus of 443 advertisements from print media
targeted at Russian-speaking immigrants as of September 2019. The advertisements
serve as primary sources of information, while the newspapers and magazines,
which they are from, serve as metadata, as they provide additional information for
the context. All collected advertisements are commercial advertisements. The
advertisers in the advertisements are small and medium-sized businesses as well as
individuals. The vast majority of the advertisements (437 advertisements, 98.4%),
which are in colour shades, different fonts, and have the main elements of a classic
print advertisement, include short texts with a persuasive function. Only six
advertisements (1.6%) contain long texts with an informative function, as they
describe offered products and services in detail.

The specific composition of the target audience for the advertisements studied
is not defined. However, the analysis of the products and services offered shows
that they target individuals living permanently in Germany but using Russian daily.
The content of advertisements offering consular services and travel agency
advertisements, €. g. tourist trips from Germany to other countries and airline tickets
to various cities in Russia and Kazakhstan, confirm this assumption.

Earlier studies characterize this target group as a “symbolic community of
Soviet immigrants” who are, among other things, “united by language” (Goldbach
2005: 24-25). The present study proposes to consider the target audience as a
symbolic community of immigrants from the post-Soviet area, for whom Russian
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is a native language, or one regularly used, and serves as a unifying factor for the
community. In addition, advertisements show that the target audience is to some
extent proficient in German, but perhaps not completely so, as advertisements
for legal or medical services, for example, include such expressions as
“pycckosi3prunblii - agBokatr”  (Russian-speaking lawyer), “pycCKOSI3BIYHBIHA
nepcorar” (Russian-speaking staff), or “roopum mo-pyccku” ([we] speak
Russian).

The analysis of the material was conducted at two levels: sociolinguistic and
linguistic. The quantitative data analysis, followed by an interpretation of the
results, aims to draw conclusions at a sociolinguistic level. For this purpose, all
advertisements were sorted by subject and language, considering different
combinations and the number of languages used. The qualitative data analysis aims
to identify language contact phenomena, interpret their use, and compare the results
with those from similar studies.

4. Results
4.1. Functions of languages in advertisements

The first research question deals with the functions that Russian, German, and
other languages, if any, have in advertisements printed in the periodicals for
Russian-speaking immigrants. Five languages were found in the advertisements:
Russian, German, English, Ukrainian, and Latin (see Table 1). However, only three
of them — Russian, German, and Ukrainian were used in the advertisements
individually, i. e. without combinations with other languages.

Table 1
Distribution of languages in advertisements

language or languages in an advertisement in figures as percentage
1 Russian and German 345 77.9
2 Russian 72 16.2
3 Russian, German, and English 10 2.3
4 German 9 2.0
5 Ukrainian 3 0.7
6 | Russian and English 2 0.5
7 Ukrainian and German 1 0.2
8 Russian, German, and Latin 1 0.2

total 443 100

Table 1 gathers all the language combinations found in the advertisements. The
table shows that most advertisements are multilingual, primarily in two languages:
Russian and German (345 advertisements, 77.9%). This language combination is
understandable in terms of the perceived language knowledge of the target
audience, for whom Russian is likely to be the first language and German the
second. The second most common combination, using Russian, German, and
English, was found in 10 advertisements (2.3%). In addition, two advertisements
use Russian and English, and one each uses Ukrainian and German as well as
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Russian, German, and Latin. The remaining 84 advertisements, representing about
19% of the total number, were written in one language, which is usually Russian
(72 advertisements, 16.2%).

4.1.1. Russian and German and their functions in advertisements

As described in Section 2.2, a print advertisement can consist of several
constituent elements, varying according to the advertiser's objectives. The study
shows that the different constituent elements of multilingual advertisements
(business or product name, slogans, informative text, service description, contact
information, and personal names) include Russian and / or German. Thus, both
languages can fulfil different functions.

The Russian language dominates in the elements of advertisements such as
headlines, slogans, product, or service names, descriptions, and informative text. In
headlines, slogans, and product, or service names, the Russian language performs
the functions of attracting attention and introducing, for example, Enena Bexmann’
3Haem, Kaxk coenamv sawu 3y6wl 300posvimu, a yavloky neompazumoii! (Elena
Beckmann knows how to make your teeth healthy and your smile irresistible!),
Omuxpuisaiime mup ¢ namu! (Discover the world with us!), Mei ¢ Bamu 6 onu Baweii
ckopou. (We are with you in your time of need.), Kaogwowiti uenogex — smo
Bcenennas. (Every person is the universe.), C namu naoéxcro! (It is safe with us!).
As a rule, these elements are highlighted in the advertisements in bright colour,
large, or bold type and are immediately apparent. Since the advertisements target
the Russian-speaking community, one may assume that advertisers want to attract
potential customers or buyers by using a language that is easier to understand.
Noteworthy, however, in some advertisements are the names of products,
or services that first appear in larger or bolder type in Russian, and then in
smaller type, or in brackets in German, e. g. Poibonoguwiii bunem (Angelschein)
(Fishing ticket).

Such elements of advertisements as informative texts and descriptions (short
listings) of products or services in most multilingual advertisements analyzed are
also in Russian. Here, the Russian language performs an informative function,
especially in the description of medical, cosmetic, or consular services. The use of
Russian may be explained by the desire of advertisers to provide detailed
information about their products or services in a way that is as accessible and
comprehensible as possible. From this it follows that not all recipients are familiar
with the relevant terms in German. The only exceptions are descriptions of legal
services which use German terms. In several advertisements, there are services
listed in German in bold type, and their explanations in Russian in brackets, e. g.
Strafrecht (6oposcmeo, hapkomuxu, menectvie nogpedcoerus u op.) (Criminal law
(theft, drugs, bodily injury, etc.)). In these advertisements, Russian and German

! All personal names have been changed for the sake of anonymity.
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have reverse functions. The German language has an attention-grabbing function,
while the Russian language has a clarifying function.

German includes predominantly such elements of advertisements as company
names, logos, and contact details of the advertisers written in Latin characters. The
use of German, in this case, is understandable because both advertisers and
addressees in the advertisements studied are physically located in Germany. Only
in one ad was the name of an elderly care service found, which was taken from the
Russian language: Ujut (yiom) (coziness). Thus, the German language performs the
informative function here.

However, German has different options in the names of the companies, and the
descriptions of the contact details. Along with names like MultiMarkt (literally:
multi market), and MixMarkt (literally: mixed market) for shops, or Mill Reisen
(Mill travel), Blick Reisen (Blick travel), and Weber Reisedienst (Weber travel
service) for travel agencies, advertisements for medical clinics, and lawyers' offices
also use both languages. For example, Rechtsanwalt Viktor Schenk / aosoxam
Buxmop Illenx” (lawyer Viktor Schenk) with duplicated information, or
MedxcpeuoHanvublil ypoarocudeckuti Praxis Dr. S. Bondar (interregional urology
surgery Dr. S. Bondar) when languages are mixed (see Section 4.3). When
describing the contact information, especially in the case of physical addresses of
the companies, there are examples where Russian has an explanatory function, e. g.
Asmobyc Ne57 om cmanyuu mempo Langwasser Mitte (Franken Center) 0o ocm.
Moorenbrunn (Bus number 57 from Langwasser Mitte (Franken Center) metro
station to Moorenbrunn stop), 0se munymol newikom om cmanyuu mempo U3/U6
Miinchner Freiheit, 6xo0 ¢ ynuywvl SiegfriedstrafSe, cnpasa om pecmopana Mocca
(two minutes’ walk from U3/U6 Miinchner Freiheit metro station, entrance from
SiegfriedstraBe, right side of Mocca restaurant). The fact that advertisers want to
help their potential customers to find the right address quicker, explains the use of
Russian here. In addition, several ads also have uacs npuéma (opening hours), or
“gacel padoThr” (business hours) in Russian.

Different options and the use of two languages characterize the spelling of
personal names, although all of the advertisers live in Germany and could have
written their names exclusively in Latin characters. The first option is the use of the
Latin alphabet, for example, for the names of lawyers, doctors, or translators. The
second is the use of the Cyrillic alphabet only. This variant was used primarily for
personal names of people offering repair and renovation work, non-traditional
healing, or spiritual practices, and less frequently for names of lawyers, doctors,
and translators. The use of the Cyrillic variant of personal names can be partly
explained by the nature of the services provided. In services such as spiritual
practices, the use of Cyrillic can work as a positive factor indicating a less formal
and more trusting atmosphere when working with clients.

The third option for personal names is the use of both languages. Noteworthy,
in some of these cases, is that the names in German and Russian were different, for
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example, fOpuii (Yuri) and Jiirgen, Hean (Ivan) and Johann, or Jles (Lev) and
Leon. Therefore, the use of two languages may be explained by the desire of
advertisers to duplicate information to make it easier to find, and, perhaps, by the
desire to show that, despite their German names, they are natives of the former
Soviet Union and speak Russian. The German first names were probably the result
of replacing the Russian names with similar-sounding ones after moving to
Germany.

4.1.2. Ukrainian

Ukrainian is the subject of four advertisements for immigrants from Ukraine.
Three advertisements are entirely in Ukrainian and deal with passenger transport
between Germany and Ukraine. The fourth advertisement is in Ukrainian and
German and offers translation services. Therefore, the Ukrainian language is used
to attract the relevant target audience, which may also speak Russian and use the
Russian-speaking infrastructure.

4.1.3. English

English, or more precisely, borrowings from English (see Section 4.3) is part
of twelve advertisements, in terms like, e. g. online shop, last minute, anti-aging,
master of science in oral implantology. The first three examples refer to borrowings
from English into German, which can also be found in German advertising texts
(Zhiganova 2016: 226). The authors of the advertisements may not know the
equivalents of these expressions in Russian, because in several other advertisements
were found expressions like eopswue nymésku instead of last minute, and ounaiin-
mazasun instead of online shop. The fourth example refers to an academic degree,
which was probably obtained in an English-speaking country and was, therefore,
transferred to the German text without translation.

4.1.4. Latin

The use of Latin was recorded only once, in the form of the proverb anima
sana in corpore sano (in a healthy body a healthy spirit) in the advertisement of a
dentist. In this case, the use of Latin is probably a decoration of the text.

4.2. Subjects of advertisements and language use

The second research question asks whether there is a relationship between the
subject matter of the advertisements and the language or languages used. Based on
the analysis, all advertisements were sorted by subject into 20 groups (see Table 2).
The subjects of advertisements cover different areas of life, ranging from legal,
consular, medical, and financial services to cultural events, holidays for children,
spiritual practices, and funeral services.
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Table 2
Breakdown of advertisements by subject
subject in figures as percentage
1 tourism and transport 92 20.8
2 medicine 75 16.9
3 legal services 40 9

4 goods 35 7.9

5 translation services 24 5.4

6 beauty salons 23 5.2

7 funeral services 21 4.7

8 cars 16 3.6

9 grocery shops 15 3.4

10 consular services 14 3.2
11 spiritual practices 14 3.2
12 media 14 3.2
13 restaurants 12 2.7
14 | finance and credit 10 2.2
15 cultural events 8 1.8
16 | job advertisements 8 1.8
17 repair and finishing work 6 1.4
18 courses and events for children 4 0.9
19 marriage in Denmark 4 0.9
20 diverse 8 1.8
total 443 100

The two most numerous groups of advertisements are tourism and transport,
and medicine. Thus, these groups and their thematic relationship with language use
will be treated separately.

The biggest number of advertisements (20.8%) belongs to the group tourism
and transport, represented by travel agencies and companies providing diverse
forms of passenger transport. It follows from the advertisements that these
companies specialize in Russian-speaking customers because they offer airline
tickets and tourist trips to the former Soviet Union countries, as well as visas and
postal services. The presence of many advertisements in this group is, on the one
hand, due to the size of the Russian-speaking community in Germany and, on the
other, to the relative geographical distance of Russian-speaking immigrants from
countries like Kazakhstan, Kyrgyzstan, or parts of Russia from which they
emigrated.

All advertisements in this group are multilingual with either German and
Russian, or German and Ukrainian. However, Russian predominates, as headlines,
slogans, short informative texts, and listings of services are mostly written in
Russian. The predominance of Russian may be explained by the geographical
specialization of the advertisers’ products. German appears in all advertisements to
convey the contact details of companies and, in some cases, in geographical names,
e. g. Meersburg. Furthermore, in several advertisements, words or phrases in
German were found in bold or in red, as in German travel advertisements, e. g.
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Friihbucherrabatt (early bird rebate), VIP-Klasse (vip class), Neu (new), Jetzt
buchen (book now).

The second-largest group of advertisements (16.9%) relates to medicine. This
group consists of advertisements for private doctors' surgeries and clinics, mainly
dental clinics, where either the doctors themselves are from the former Soviet
Union, or some of the staff speak Russian. This group also includes care services
for the sick and elderly. The large number of advertisements in the medical field
are explained by the fact that medical vocabulary is too specific and unfamiliar to
most immigrants. Therefore, doctors or nursing staff who speak the patients’ native
language and understand them better have a clear advantage over doctors who do
not speak Russian.

The advertisements from the group medicine contain both languages. The list
of services and slogans is usually written in Russian. Only a few advertisements
include the same short, informative text in both languages. In addition to contact
information, some advertisements also include qualifications of doctors in German,
e. g Dr. med. dent., Facharzt fiir Allgemeinmedizin (general practitioner),
Professor (professor), or the specialization of the doctor's office, e. g.
Kieferorthopddie (orthodontics). As mentioned earlier, most Russian-speaking
immigrants are not familiar with the medical vocabulary in German. However, there
are no advertisements in Russian only in this group.

The advertisements on other subjects were divided into three groups depending
on the languages or language combinations. In the first (and most numerous) group
are ads where Russian is the predominant language. These include advertisements
for goods, consular services, spiritual practices, restaurants, cultural events,
beauty salons, job advertisements, and courses and events for children. However,
within the group, there are significant differences between the advertisements for
the particular subjects. For example, the group of advertisements labelled spiritual
practices includes fortune-tellers, healers, psychics, and sorcerers, how they call
themselves, and also advertisements for Christian churches. Half of the
advertisements on this subject contain a telephone number, without an address, and
use only Russian. The advertisements for restaurants and beauty salons use
German only for contact information. This may be explained by the fact that
advertisers want to emphasize the specifics of their services exclusively for
Russian-speaking customers. The situation is different in the goods advertisements.
Most of them use Russian to refer to certain products, and German only in the case
of a specific model of a product.

The second group includes advertisements for media, marriage in Denmark,
and repair and finishing work, where absolutely all advertisements are in Russian.
These advertisements contain only telephone numbers (repair and finishing work,
marriage in Denmark) or website addresses (marriage in Denmark, media). In this
case, it is possible that the advertisers deliberately chose Russian, because they do
not expect their potential customers to have sufficient knowledge of German.
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The third group includes advertisements for legal services, tramslation
services, cars, finance and credit, and grocery shops using both languages, but
without the predominance of Russian. In this group, there are advertisements where
the entire information is given in both Russian and German (translation services),
where German is predominant (legal services), or where the advertisements are
entirely in German (finance and credit, translation services, cars, legal services).
The more frequent use of German, specifically in advertisements on these subjects,
may be a result of the pragmatical thinking of advertisers. Despite specializing in
Russian-speaking clients, they still want to attract non-Russian-speaking customers
as well. For example, grocery shops offer Polish products and use German in their
advertisements to reach Polish immigrants in Germany who visit these shops. The
use of German may also result from the desire of advertisers to save advertising
costs and print only one version of the ad in different print media, e. g. in the case
of law offices or companies selling car parts. It is noteworthy, however, that no
subject group consists entirely of advertisements written in German only.

4.3. Language contact phenomena in advertisements

The third research question focus on the language contact phenomena specific
to advertisements. Earlier studies show that language contact phenomena in the
immigrant speech primarily appear at the lexical and prosodic levels (Riehl 2009,
Matras 2011, Warditz 2019). After a longer period of contact between two
languages, these phenomena emerge at the levels of morphology and syntax.
However, there are exceptions when language contact phenomena are present at
different language levels after a brief contact between two languages (Weinreich
1967, Warditz 2019). The analysis carried out in this study found language contact
phenomena at the lexical and morphosyntactic levels. Most of them are the result
of the contact between German and Russian. A few cases of contact between
German, Russian, and English are part of the present study.

4.3.1. Lexical level

a) Borrowings without an equivalent in Russian

As in the spoken language of Russian-speaking immigrants, print
advertisements contain concepts and phenomena, which are either specific to
Germany, or have no exact translation into Russian. One example is the German
word Praxis (surgery) and its derivatives Arztpraxis, Zahnarztpraxis (doctor’s
surgery, dental surgery), which may be translated into Russian as ‘dactHbIi
BpaueOHbIi kabunet’ (private doctor's office), ‘kabuner Bpaua’ (doctor's office),
or even ‘yacTtHas MeauIMHCKas kinuHuKa (private medical clinic) (cf. Goldbach
2005: 53).

Four options for this word were found in the advertisements studied. First
option: German term written in Latin characters, e. g. Zahnarztpraxis (dental
surgery). Second option: a mixture of languages and alphabets, e. g.
cmomamonoeuweckuti Praxis (dental surgery). In this option, the word ‘Praxis,’
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which in German is feminine gender, is borrowed into Russian, and according to
the rules of determining the gender in Russian, becomes masculine. Hence, the
adjective ‘cromartonoruueckuii’ also becomes masculine. The third option differs
from the second only in the sense that both words are written in Cyrillic characters,
e. g. puzuomepanesmuueckuti npaxcuc (physiotherapeutic surgery).

Fourth option: the use of the word ‘mpakcuc’ in the masculine gender as an
independent member of a sentence in Russian, e. g. Haw npaxcuc nepeexan. (Our
surgery has moved.), or Ilpakcuc pacnonosicen 6 150 mempax om cmanyuu mempo.
(The surgery is located 150 meters from the metro station.). Furthermore, several
advertisements contain variants with vocabulary of similar meaning used instead of
the word ‘Praxis.” Some advertisers replaced it with a Russian word ‘mpaktuka’
(practice), e. g. cmomamonocuyeckas npakmuka (literally: dental practice). Other
advertisements contain the following terms: wacmusiti opmoneouueckuii
uncmumym (literally: private orthopedic institute), and yponocuueckas xkaunuxa
(urological clinic). Some advertisements do not mention the name of the
organization at all, but use the doctor's specialization, e. g. épau yxo-eopno-roc
(literally: ear, nose and throat doctor), or épau-xapouonoe (cardiologist).

Another German word that is characteristic of everyday life in Germany and
has no equivalent in Russian (cf. Pabst 2007: 69 and 75) is ‘Termin’ (appointment).
Depending on the specific situation and context, this word may be translated into
Russian as ‘mpuém’ (appointment), e.g. with a doctor, ‘koHCymbTaIs’
(consultation), e.g. with a lawyer or a doctor, ‘BcTpeua, Ha3Ha4YeHHas Ha
ompenenénHoe BpeMms® (meeting set for a certain time), ‘Ha3HauYEHHBIA CPOK’
(appointed time), or ‘Ha3zHavenHas gara’ (fixed date). In the spoken language of
Russian-speaking immigrants in Germany, the word ‘Termin’ is used quite often
(Goldbach 2005: 54, Pabst 2007: 69).

In the present study, the use of this word was recorded in written language, e.
g. Ilozabomvmecsy 0 mepmune no menegony (Arrange an appointment by phone),
or mepmuHbl no 0oeosopénnocmu (appointments by arrangement). In both
examples, the German word ‘Termin’ was integrated morphologically (case
endings and plural endings), and graphically (written in Cyrillic characters with a
lowercase initial letter). In addition, several medical advertisements contain such
translations as 3anuce Ha koucyremayuro (making of an appointment), and
3anuwumecwv na npuém (Make an appointment).

Furthermore, the German word ‘Amt’ (department), found in two medical
advertisements, is often used in the spoken language in a Russian-speaking
immigrant environment (Goldbach 2005, Pabst 2007). This word was also
integrated morphologically into Russian and received the masculine gender as well
as the plural ending according to the rules of the Russian language: conposoarcoenue
6 ammul (escorting to departments), and conpososcoaem 6 ammer ([we] escort
to departments).

In travel advertisements, the most frequent case was the German term
‘Pauschalreise’ (package tour), which may be translated into Russian as ‘typ’
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(tour), ‘maketHslii Typ® (package tour), or ‘KOMIUIEKCHAs! TYpPUCTHUYECKAs MOE3/Ka’
(all-inclusive tourist trip). Some advertisements use the German term
‘Pauschalreise’ without integration into the Russian language. Other
advertisements use Russian words with similar meaning like ‘moesnku’ (trips), or
‘akckypcun’ (excursions). Finally, in some advertisements, the result of language
mixing is a hybrid term ‘maymansneie moe3aku’ (package tour (German) + trips
(Russian)). This hybrid term may be seen as a kind of attempt at creative translation
(McStay 2013).

b) Borrowings with equivalents in Russian

This group of borrowings from the German language includes words that have
a semantically close equivalent in the Russian language, but nevertheless are used
in advertisements in German and written in Latin or Cyrillic characters. Several
advertisements use the word ‘Parkplatz’ (parking), written in Latin characters and
added to Russian without any morphological change, e. g. Parkplatz 6o 0gope
(Parking in the yard), or Parkplatz ¢ aitobom asponopmy I'epmanuu (Parking at any
German airport). Other examples of German words written in Latin characters and
partially integrated into Russian were found in job advertisements such as gaxarcus
Ha Vollzeit / Teilzeit (vacancy for a full / part-time job), eaxcecoonwiii Weiterbildung
(annual advanced training), and in travel advertisements such as noezoxu na
Weihnachten (trips at Christmas time), and Yepuoecopus, berapyce NEU
(Montenegro, Belarus NEW).

In addition to borrowings from German into Russian, this category includes
examples of borrowings from English. Most likely English expressions were first
borrowed from English into German, as they are present in advertisements of
German travel agencies, and later appeared in advertisements for Russian-speaking
immigrants. A typical example is the term ‘Last minute’ or ‘Lastminute’ taken from
English and written in advertisements according to German spelling rules as a noun
with a capital letter. Despite the Russian equivalent of ‘ropsimas mytéska’ (literally:
burning ticket), the English version with the German spelling was found in five
advertisements, while the Russian version was found only in one. The use of the
English version may be partly explained by the lack of knowledge of the Russian
version among immigrants. A similar example from travel-related advertisements
is the word ‘online,” e. g. ‘online OGponmpoBanue,” or ‘online-OpoHupoBaHue’
(online booking) used in many advertisements. The Russian version
‘OponupoBanue B uaTepHeTe’ (online booking) was found only once.

4.3.2. Morphosyntactic level

Because of the structure of print advertisements, they do not usually contain
linguistic constructions that could be labelled as sentences according to the rules of
the Russian or German language. This fact was one of the reasons why far fewer
language contact phenomena were found on the morphosyntactic level than on the
lexical level. The examples found were divided into two groups.
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One group includes examples with several single borrowings, often written in
Latin characters. A typical example is the following sentence taken from an
advertisement of a curtain shop: 3axazvr npunumaiomes no Tenegony, no E-Mail,
a maxoice Ha Hawem Homepage. (Orders can be placed by telephone, via e-mail, or
on our homepage.). Here, there is obviously a significant influence of the German
language on Russian. First, the words ‘E-Mail’ and ‘Homepage,” although
originally borrowed from English, are written in German, i. e. with a capital letter
like all German nouns, and in Latin characters. Noteworthy is the word
‘Homepage,” which in English has no gender and in German is feminine: in this
sentence it appears with the pronoun ‘our’ and can be either masculine or neuter.
Secondly, the word for telephone is written in Russian, but according to the rules
of the German language, starts with a capital letter. A similar example was found
in an ad of a travel company offering trips to health resorts with various treatment
courses: [lomoww 6 3anonnenuu ANTRAG na Kypopm u noayueHuu oniamol om
Krankenkasse! (Help in filling in the application for the spa and receiving payment
from a health insurance company!). In another travel ad, borrowings from both
German and English were found: Hezabwigaemviti omovix na mope; ayuuiue
kypopmul mupa, Friihbucherrabatt; Griechenland; onnama 6 kpeoum,; omenu
oocmynuvie, VIP-Klasse; Last Minute ckuoka 0o 65%, ece myponepamopwi,
Spanien; Typyusi, KOMnemMeHMHOCMb, ONLIM, 3HAHUS, VEANCeHUe K KIUCHMAM.
(Unforgettable holiday at sea; best resorts of the world; early bird rebate; Greece;
credit payment; hotels available, VIP-class; last-minute discount up to 65%; all tour
operators; Spain; Turkey; competence, experience, knowledge, respect for clients.).
Although in the first two examples the borrowings are only partially integrated
morphologically, they fit into the sentence structure in terms of syntax. It is
noteworthy, however, that all the three examples give a visual impression of
language mixing, because of the use of several words written in Latin characters.

The second group contains cases not only with single German or English
words, but with phrases and sentences. A typical example of this group is a short
text from a travel advertisement: Haoéocno, kauecmeenno, bvicmpo, Hedopozo! Gut
reisen mit GuT Reisen. /lewesne npocmo ne 6visaem! (Reliable, high quality, fast,
cheap! Good trip with GuT Reisen. You cannot get any cheaper than that!). This
text consists of three sentences written in one line, separated by punctuation marks.
The first and third sentences are in Russian, the second in German. Thus, this text
contains the phenomenon of code-switching from Russian to German and back.

Similar cases of code-switching were found in other advertisements in the
subject groups tourism and transport, job advertisements, and finance and
credit. Two of the examples are short texts: Hosas cayicoa no yxody Vita
Pflegedienst npuenawaem k compyonuuecmay cneyuanucmos: Krankenschwester /
Krankenpfleger, = Gesundheits- und  Krankenpfleger/in,  Altenpfleger/in,
Betreuungskrdfte. Onvim pabomul 6 no0o6HvIx cryscoax npusemcmayemcs. (New
care service Vita Pflegedienst welcomes applications: female nurse / male nurse,
nurse for the elderly, supporting personnel. Experience in similar services is
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welcomed.), and Tpebyromcs na nocmosnnoe mpyooycmpoticmeo (fiir den Standort
in 21224 Rosengarten) LKW Fahrer, Kommissionierer. Bewerbung evicvliams Ha
E-Mail: ... (Truck driver and order picker are needed for permanent employment
(for the location in 21224 Rosengarten). Letter of application on e-mail: ...).

In the two other examples, the switch from Russian to German occurs within
the sentence: Jlemo 2020, XXL Rabatt oo 44% (Summer 2020, XXL discount up
to 44%), and Ilepedaua % om mpemvux auy, noomeepicoeHue % om 6cex
cmpaxosvix @upm; cmpaxosanue epyza Transportversicherung, Kurierdienst,
Pflegedienst — ¢ 30%; LKW Transporte, Taxi, Reisebus. (Transfer of % from third
parties; confirmation of % from all insurance companies; cargo insurance; transport
insurance; courier service, nursing service — with 30%; truck transports, taxi,
touring coach.). The results of the analysis cited are comparable to the results of
research on the phenomenon of code-switching in oral speech, where in one
utterance the speaker switches from one language to another, e. g. in the
case of indirect speech, and then returns to the first language (Riehl 2009: 24,
Gardner-Chloros 2011: 104-105).

4.3.3. Spelling

In addition to language contact phenomena, spelling errors were repeatedly
found in the advertisements studied. For example, in a psychologist’s advertisement
the word ‘mumpeccus,” instead of ‘mempeccusi’ (depression) was written. An
advertisement of a private medical surgery gives information on diseases of the
‘OrmopHOJABUTATENBHBIA anmnapat’, instead of ‘omopHo-aBHraTenbHBIN ammapatr’
(musculoskeletal system). Finally, in one other advertisement: ‘gacTHoe oXpaHHOE
areHctBo’, and not ‘yacTHOe oXpaHHOE areHTCTBO’ (private security agency) offers
its services. These mistakes may be a result of inattention, or they could be printing
errors. But an alternative explanation is also possible. Since neither the advertisers,
nor the editors of the newspapers, where the advertisements were printed, paid
attention to the spelling of these words, it is also possible that they had forgotten or
did not know the correct spelling.

5. Conclusions

The results of the analysis show that the situation of language contact, as
described in earlier studies on the spoken language of Russian-speaking immigrants
in Germany, is partly reflected in the written language in advertisements. Despite
the lengthy stay of most of the described target group in Germany, Russian
nevertheless fulfils numerous functions in most multilingual advertisements and
determines the grammatical and graphical structure of the advertisements. Besides,
the majority of monolingual advertisements are in Russian. Thus, at least for the
Russian-speaking community in Nuremberg, Russian continues to play an
important role in communication, is one of the unifying factors, and a component
of identity. Links between language choice in advertisements, target group
behavior, and ethnic identity in immigrant communities were also found in other

975



Anna Ritter. 2021. Russian Journal of Linguistics 25 (4). 958-980

similar studies (Sebba 2012, Angermeyer 2012: 261, Garcia Quintana & Nichols
2016: 236).

The results of this study coincide with the results of the studies on the spoken
language of Russian-speaking immigrants, which also emphasize that Russian,
although gradually losing its position, nevertheless continues to be one of the
languages used at home and within the community. Furthermore, it has its value
as a specific potential and resource for immigrants (Ritter 2018: 248, Meng 2019:
129-133, Soultanian 2019: 412, Warditz 2019: 283, Dietz & Roll 2019: 109).

German is the second most important language used for some elements of the
advertisements, or even for the whole advertisements, competing with Russian.
Therefore, it is possible that the role of German in advertisements will continue to
grow in the future, as similar studies on spoken language show (Ritter 2018: 248,
Meng 2019: 133). This is primarily due to the fact that the second generation of
Russian-speaking immigrants, already born in Germany, cannot as a rule read and
write in Russian, and do not learn this language at school, which leads to a
progressive decline in language level (Dietz & Roll 2019: 110-111).

The subject variety of advertisements (from medicine and lawyers to spiritual
practices, from job advertisements to invitations to Russian-speaking cultural
events), using Nuremberg as an example, confirms the high level of development
of the Russian-speaking infrastructure in Germany. On the one hand, this means
that Russian-speaking immigrants are at least able to do without the German
language in some spheres of life. On the other hand, Russian-speaking immigrants
working, for example, in law offices, medical clinics, grocery shops, cultural
centres, or in the editorial offices of Russian newspapers, are part of the Russian-
speaking infrastructure and have the opportunity to use Russian in the workplace
regularly. This fact also confirms the heterogeneity of the Russian-speaking
community in terms of social status. The differences in the use of Russian, German,
and, in some cases, Ukrainian in advertisements on certain subjects are closely
related to the preferences and goals of advertisers, and to the subjects of the
advertisements.

The study revealed phenomena of contact between Russian, German, and
English at the lexical and morphosyntactic level in written language. These data are
partly comparable to the results obtained from the analysis of the spoken language
of Russian-speaking immigrants in Germany. German is the main source of
borrowings in Russian, whether due to ignorance of Russian equivalents or due to
lack of them. Therefore, several studies on the spoken language (Goldbach 2005,
Pabst 2007, Pavlova 2019) and the present study on the written language have
identified the fact that some words are borrowed from German into Russian more
often than others. The results of the analysis of language contact on the
morphosyntactic level are partly comparable to the results of Warditz (2019: 298),
who derived general trends of the Russian language change on the morphosyntactic
level among Russian-speaking immigrants in Germany.
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However, by contrast with the spoken language, the language contact
phenomena in advertisements are not considered in the context of a single sentence
or an utterance, but in the context of a single advertisement. Furthermore, they
depend on its graphical arrangement and its use in a certain element of the
advertisement (cf. Zhiganova 2016: 228, Oglezneva, Petrova & Ying 2016: 196).
The code-switching phenomena found in the studied advertisements also have their
peculiarities in contrast to the spoken language. First, their frequency of use is
directly related to the limited number of language constructions used in
advertisements. Second, they fulfil specific functions in the structure of the
advertisements, i. e. their use is not random. Finally, one more relevant feature of
multilingualism in written advertisements is the purposeful use of two alphabets
(Angermeyer 2012), e. g. to draw attention to a particular piece of information, or
the intentional avoidance of Latin script, e. g. when German borrowings are
integrated into Russian-language constructions or are absent.

In conclusion, it is noteworthy to add that the study of print advertisements for
Russian-speaking immigrants highlights one aspect of the linguistic situation of this
immigrant community in Germany as a whole. The results of the present study may
serve to complement the findings of other studies in this field since the present study
was conducted on a relatively numerous Russian-speaking community of the city
of Nuremberg. Furthermore, the results of this study may implicitly serve to assess
the vitality of the Russian language in Germany (cf. Achterberg 2005). As the
linguistic situation of an immigrant community is dynamic, a follow-up study may
be carried out in a few years to identify possible changes in the use and functions
of languages.
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