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wide range of medical functions such as public health management, disease monitoring, medical equipment 
support, etc.   

To begin with, it is necessary to give the definition of Big data and analytics. This term has appeared 
not so long ago, but it is constantly changing and evolving. When traditional tools ceased to cover the need 
for effective and fast processing information, people managed to create new special algorithms for 
processing and storing hundreds of terabytes of memory. They are commonly called Big data. So, today 
Big data is defined as data that contains greater variety, arriving in increasing volumes and with more 
velocity. This is also known as the three Vs. Making sense of this sea of data is the challenge of this age. 
This is where big data analytics can help. [1] Big data analytics describes the process of uncovering trends, 
patterns, and correlations in large amounts of raw data to help make data-informed decisions. 

Тhe main feature of using Big Data in healthcare is to improve the diagnosis and treatment of 
diseases. Collecting and storing information about the patient's health status provides Electronic Patient 
Health Record (EHR). It stores patient health data, socio-demographics, medical images, genetics and 
medical evidence. The source helps medical workers identify patterns, predict the risk of different diseases 
and generate the optimal treatment method. For example, the EHR is successfully used for post-market 
surveillance of medications, risk of cardiovascular diseases and diabetes.   

Lack of information fields and human control are the main problems of EHR diagnostics. However, 
now the developers from the United Kingdom have introduced a new integral resource for future Clinical 
Decision Support Systems (CDSSs) that allows to overcome limitations in multitasking and information 
fields. The resource includes more new possibilities in health monitoring: improved medication or doctor 
reminders, identification of the need for rehospitalization and assessment of compliance with the protocol.   

As the result of the above technologies and their presentation in an understandable form to users, 
mobile applications have appeared. In the list of the most downloaded mobile applications Health apps take 
the third position. According to the Intercontinental Marketing Statistic Health Institute’s research the 
number of mobile applications dedicated to health rises up to 165,000. The main aim of these applications 
is to help individuals monitor their own health conditions, such as heart disease, diabetes, pregnancy, 
mental health, etc. Also this application allows to make some changes in users’ lifestyles (nutrition, physical 
activities, rest, relaxation, addiction control, etc.). 

It is worth highlighting one of the most popular applications to track women's health – Flo. It is the 
project of Belarusian developers. Health marathons, stress management, checklist of coronavirus 
symptoms, meditation lessons, fitness, recommendations for improving sleep [2] – all these functions are 
carried out with the help of Artificial Intelligence and Big data analysis.  

The use of Big data can considerably improve the quality and efficiency of healthcare. It has 
become a crucial element for the processing of a large amount of information. Thanks to this, Big data 
health applications go beyond velocity, volume and variety, which provide opportunities for professionals in 
both health and technology areas. Big data analytics and applications in healthcare are at a nascent stage 
of development, but rapid advances in platforms and tools can accelerate their maturing process [3]. 
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This paper deals with the problem of selection and displaying proverbs, sayings, phraseological units and stable comparisons in 
advertising messages and also reveals the impact they produce on advertising campaign. 

Phraseological units are used in almost all advertising text composition elements: heading, slogan, 
main text, reference information. However, it is worth mentioning that phraseological units used in 
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advertising slogans and their sound reflection (jingles) are most frequently met. These units act as the main 
element of the brand's corporate identity and being essentially nominated for the second time, often become 
an advertising name, and have a symbolic meaning. Even slogans that at first do not use idiomatic 
expressions as a linguistic means of creating an advertising image can furthermore become phraseological 
units. This happens due to the fact that one of the significant properties of idioms is the frequency of use, 
and this factor is of a particular relevance, since advertising communication involves the repetition of 
contacts with consumers. The target audience remembers advertising slogans and, in particular, jingles, 
associates them with specific products and perceives them in the appropriate meaning, largely created 
within the advertising text [1]. 

In order to be analyzed, the famous chocolate dragees M&M’s advertising slogan was chosen. It is 
used in the promotional video of the M&M’s advertising campaign and pictured on various banners (Figure 
1).  

 

 

Figure 1 – The advertising slogan for the chocolate dragees M&M’s [2] 

It sounds like: "Melts in your Mouth, not in your Hands. [3]" The phraseological unit in the fragment 
“melts in the mouth” in relation to chocolate, can have two meanings: "to be very tasty" and "to be sweet 
and soft." This idiom is nominative-communicative. In this case, we are dealing with a rethinking of the 
phraseological unit, since there is also a second part that opposes and contains the phraseological unit and 
is logically directly connected with the first. The first part of the idiom (chocolate melts in your mouth) can 
have three possible meanings: "this chocolate is very tasty", "this chocolate is sweet and soft" and the literal 
and most obvious "this chocolate melts in your mouth". The second meaning complements the list of 
positive properties of the product. The third meaning defines “not melt in the hands” as the advantage over 
the melting products. But this is just a marketing ploy, as these sweets melt from the heat the same way as 
the others. This phraseological unit forms an advertising slogan, attaching a homogeneous term, but 
somewhat different in meaning. It is an example of a successfully chosen idiom, since it emphasizes all the 
best qualities of the product and complements the picture for the better. 

In conclusion, it is worth saying that successful use of phraseological units in advertising campaign 
as a means of verbal imagery allows you to create an emotionally colored image of the advertised object 
and thereby increases the interest of potential clients. Phraseology may successfully solve this problem in 
case it corresponds to the purpose of the advertisement in which it is used, and the advertising message 
is appropriate, targeted, adequate and organic. 
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This article provides information about what user data is and what is meant by its processing. The main technologies used and the 
reasons for collecting information are described. 
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