
 

 

Features of the concept of happiness 
representation in PR discourse  

Alla Petrovna Minyar-Beloroucheva1*, Polina Igorevna Sergienko2, Olga Dmitrievna 

Vishnyakova3, Elizaveta Alexandrova Vishnyakova4, and Elena Viktorovna 

Knyazhinskaya1 

1Lomonosov Moscow State University, History Faculty, Department of Foreign Languages, Moscow, 

Russia 
2Lomonosov Moscow State University, Faculty of Foreign Languages and Area Studies, Department 

of English for Humanities Faculties, Moscow, Russia 
3Lomonosov Moscow State University, Philological Faculty, Department of English Linguistics, 

Moscow, Russia 
4Lev Tolstoy Tula State Pedagogical University, Faculty of Foreign Languages, Department of the 

English Language, Tula, Russia 

Abstract. The article deals with the concept of HAPPINESS in Public 

Relation discourse (PR discourse). The concept of HAPPINESS refers to 

one of the most important components of the linguistic worldview of each 

nation. Analysis of lexical units that verbalize the concept of HAPPINESS 

through the prism of PR discourse allows us to identify the linguistic features 

that create images contributing to the promotion of various ideas of PR 

campaigns especially dealing with food promotion. The desire to be happy 

is inherent in every person as an integral part of his or her nature. The 

persons’ ideas concerning happiness are included in the life system of their 

values and express their attitude to the world. The problem of human 

happiness has long been the most important issue of philosophy but 

presently of some transdisciplinary areas, PR campaigns included. The 

conducted study shows that happiness as the supreme good, as the possible 

and achievable state of human existence, is one of the main concerns of PR 

discourse. At present the interest in the concept of happiness and how to 

achieve it is of primary importance for PR councilors, responsible for the 

goodwill of their companies in the long run. Both at its associative level and 

linguistically it is achieved by means of connotatively loaded lexical units 

denoting taste and strong emotions, necessary for the empirical construction 

of happiness.  
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1 Introduction 

Modern linguistics is noted for the increase of the role of anthropocentric, cultural and 

cognitive approaches to the study of language which is the primary source of knowledge 

concerning the conceptual structures of consciousness. Concepts become tangible with the 
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help of words, phrases, utterances and texts. In this connection the preference is given to 

polysemantic words describing complex concepts. 

Unlike the general usage of concept HAPPINESS that correlates with the concepts of 

hope and fortune in PR discourse [1, 2] it is connected with responsible consumption and 

bringing the good to people. 

Recent studies on happiness indicate cultural difference in perception of happiness, 

motivations to inspire it. Representatives of different cultures perceive it in different ways 

[3]. The contrast is best illustrated by North American culture in which happiness is 

apprehended as a personal achievement. In Asian cultural environment happiness is about 

collective feeling and shared positive affect. The common ground for different cultural 

settings is food as inherent part of the feeling of happiness. The culture of food consumption 

has been the subject of continuous studies aimed at revealing the governmental policy [4], 

food safety [5, 6], customary behavior [7], their attitudes [8, 9] and satisfaction. 

1.1 Hypothesis of the study 

Lexical units denoting taste that are used for the purpose of creating the feeling of happiness 

are the necessary instruments for evoking sense perceptions that are indispensable for 

achieving PR goals in the professional discourse. 

1.2 The purpose of the study 

The purpose of the study is to describe the concept of HAPPINESS, taking into account the 

formal and semantic characteristics of PR discourse representing the given concept. The 

correlation of lexical units with sense perception contributes to the promotion of PR discourse 

ideas and subjects. 

2 Methods and methodology 

The methods used in this paper include continuous sampling of PR texts, philological 

analysis, synthesis and classification. The comparative method allows to discern a cluster of 

lexical units used in PR discourse that correlate with sense perception and cause the feeling 

of happiness. Methodological procedures included special methods of linguistic research 

including semantic, contextual and conceptual analyses. 

3 Results and discussion 

The concept of happiness verbalized by various lexical units is one of the most important 

concepts denoting the feelings of the people that correlate with their pleasure and satisfaction 

with the conditions of their life and work, self-realization, delight, prosperity, the 

achievement of their aims and the fulfillment of their mission. Among the factors that 

stimulate the evocation of the feeling of happiness is taste that incites the emotional uplift in 

the hearts and souls of the recipients by the appropriate linguistic means as referred to certain 

associations.  

Studying the concept of happiness through the prism of PR discourse allows us to 

understand the ways of creating individual and collective feeling of happiness that fosters the 

effective implementation of the tasks posed by PR campaigns. PR discourse can be defined 

as the message transmission aimed at informing both public and members of different 

organizations about something to develop two-way communication in society to organize 

and maintain social harmony [10] to influence other companies and organizations. Thus, PR 
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discourse primarily embraces the types of communication. The success of PR campaigns to 

promote certain ideas and achieve a set of objectives is gained by positive image making [2] 

that depends upon such factors as: linguistic and extra-linguistic and emotional-evaluative, 

being unique in its representation for every PR campaign. Thus, the emphasis is made on 

creating a positive image of every communicative strategy that inspires hope, trust and 

confidence among the consumers. Such positive emotions are connected with the feeling of 

happiness.  

The concept of happiness having received special attention in the contemporary scholarly 

works [11] is verbalized in the polysemantic word “happiness” denoting “a state of well-

being and contentment: joy that means the emotion evoked by well-being, success, or good 

fortune or by the prospect of possessing what one desires: delight’”. Another meaning of this 

word is “the expression or exhibition of such emotion: gaiety; a state of happiness or felicity: 

bliss”. It is also understood as “a source or cause of delight; a pleasurable or satisfying 

experience”. Finally, it denotes “felicity, aptness a striking happiness of expression. In the 

obsolete sense happiness defines good fortune: prosperity [12]. From the dictionary 

definition, it is clear that the concept of happiness expands its meaning due to such synonyms 

as joy, delight, gaiety, felicity, bliss and even prosperity. In other words, the concept of 

happiness represented by means of certain lexical units, concerns with feelings that come 

over people when they know that life is good.  

The feeling of happiness, which PR practitioners promote to create company’s positive 

images and their products, are fixed in consumers’ individual and collective consciousness. 

The feeling of happiness is inextricably linked with the perception of taste. Of the four main 

classical types of taste: salty, sweet, bitter, sour, psychologists consider that sweet taste is 

coupled with happiness, which is connected with festivities and feasts created by the festive 

foodstuff that promote PR campaigns images and products:  

Festive favourite Quality Street this year features the same selection of sweets as 2019. 

<…> Meanwhile, Quality Street Intrigue, a premium range of boxed chocolates inspired 

by classic Quality Street flavours, offers two delicious varieties: Salted Caramel Truffles and 

Praline Truffles. 

There is also a debut Christmas Collection from Dairy Box, which offers a tempting 

range of seasonal flavours including gingerbread and Christmas pudding. 

We hope that our festive range will bring those extra moments of pleasure to the season, 

whether that’s finding the perfect stocking stuffer with one of our giant tubes, counting down 

the days with a delicious advent calendar treat <…> [13]. 

All the lexical units denoting feasts, holidays as well as festive food are associated with 

happiness, and this premise is successfully used by PR practitioners in the course of branding 

development, especially in terms of public opinion creation influence and PR companies’ 

corporative culture involvement.  

Everything that is delicious and healthy is considered to be good. Positive emotions 

produced by delicious and healthy food create the feeling of happiness. It should be stated 

that everything that PR texts represent concerning food evokes the feeling of happiness. 

Examples of healthy food being synonymous to happiness press releases of Nestle company 

include: 

Founded in 2015, Freshly delivers a menu of fresh, chef-cooked meals to customers 

across the country, breaking down the barriers to healthy eating by delivering nutrition and 

convenience at scale. 

Our mission is to make eating healthy easy by bringing nutritious, high quality meals 

directly to customers’ homes. <…> Developed by chefs and nutritionists, the menu features 

better-for-you versions of classic comfort foods with smart ingredient swaps [14]. 

Happiness is also associates in PR texts with delight and joy:  
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With Nescafé, Nespresso and Starbucks, Nestlé now has the best coffee portfolio to 

delight consumers around the world. 

Customers around the world will be able to enjoy their favorite Starbucks coffee at home 

when the products will become widely available in grocery stores and major online platforms 

[15]. 

The given sentences are dominated by the lexical units that evoke the taste of sweet, 

introducing the positive assessment and attitude to the promoted product. The taste of 

sweetness associated with something pleasant create the feeling of happiness. Happy people 

are easier to convince and win over to PR side. 

4 Conclusion 

Summing up, it should be noted that the concept of HAPPINESS is verbalized via 

connotatively loaded lexical units to create the atmosphere that is necessary for the promotion 

of both the companies and their products. By creating a lasting feeling of happiness, lexical 

units are fixed and associated with specific PR actions, which guarantee the sustainable 

perception of the companies both by the public and businesses, due to the linguistic means 

of their representation. Thus, in the course of creating an atmosphere and feeling referred to 

happiness language serves as a tool of dissemination and consolidation in individual and mass 

consciousness. 
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