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BCTVII

AKTyaJbHICTh OOpaHOi TeMM MOB’s3aHa 3 THM, IO peKjama K MOKa30Be
SBUIIE CYYaCHOTO KOMYHIKAQTHBHOTO IIPOCTOPY TMPEACTaBIsE COO0K0 BAXKIIHUBY
chepy IiSTBHOCTI >KypHaTicTa. BoHa BXOIWTH B KHUTTSA Cy4acHOI JIIOJAWHA —
CIo)kMBaua, NpuiiMaroun Ha cebe ¢yHkiii dakTopa, sIKUM HE TUIBKH y Baromii
Mipi BU3HAYa€ €KOHOMIUHY cepy JKUTTS CyCNUIBCTBA, ajleé TAaKOX BiloOpaxae Ta
OJIHOYACHO (hOPMY€E MACOBY KYJIbTYPY Ta CB1JIOMICTb.

Pexnama mae BenwKy KUIBKICTh 3aBJIaHb Ta Oarato JItOJ€H 3alliKaBlICHI B
peKjiaMi: TIOYMHAIOYM 3 TMPUBATHOI OCOOMCTOCTI, AK€ PO3MIIIYE MAaJCHbKE
TeMaTUYHE TIOBIOMJICHHS B MICIEBIM Ta3eTi, Ta, 3aKIHUYyIOUHd BEJIMKOIO
KaMIIaHI€lo0, sIKa BUTpada€e MUIBHOHM Ha pekyiamy, 100 MOMyIspu3yBaTH CBOIO
TOProBy MAapKy ce€peJl MUIbOHY CIOKHMBAYIB.

Mertoto pob0OTH € BUBUEHHS OCOOIMBOCTEM PEKIAMHOTO TEKCTY B KypHaax
‘Economist, BBC Focus, Laboratory News, Financial Times; (January 28" —
February 3 2012; February 4™ — 10" 2012; January 4" — 10" 2014; July 16™ —
22th 2015)

Jl1is noCcATHEHHSI 1aHO1 METH MTOCTaBIIeH! HACTYITHI 3aBJaHHS:

1) BUBYEHHS TEOPETUYHUX OCHOB MEI1aJIIHTBICTHKY;

2) pO3KpUTTS CyT1 Ta METOJ0JIOT1i BUBYEHHS PEKJIAMHUX TEKCTIB;

3) BuBUeHHA Kiacu(ikalii Ta CTpyKTypH pekiamMu B kypHasiax ‘Economist,
BBC Focus, Laboratory News, Financial Times;

4) aHai3 JEKCUKO-TPAMAaTUYHUX OCOOJMBOCTEH PEKIAMHOIO TEKCTY B
xypHuaii ‘Economist, BBC Focus, Laboratory News, Financial Times;

OO6'exTOM AOCHIIHPKEHHS] BUCTYNAlOTh PEKJIAMHI TEKCTH, BIAIOpaHi 3 TaKUX
aHTJIOMOBHUX JKypHauiB, sk Ecomist, BBC Focus, Laboratory News, Financial
Times.

[IpeameToM HOCHIIKEHHS TEKCTYy € JEKCUKO-TpaMAaTH4YHI Ta CTPYKTYpHI
0COOJIMBOCTI peKJIaMHOTO TeKCTy y KypHaii 'Economist, BBC Focus, Laboratory

News, Financial Times;



4

TeopeTnuna yacTiHA POOOTH TPYHTYETHCS HA JOCITIDKEHHSIX BITYM3HIHUX 1
3apyO1’KHIX MOBO3HABIIIB.

[IpakTidHe 3HAYCHHS JOCTIAHHUIBKOI POOOTHM TOJSITaE B TOMY, IIO
MaTepiald MOKHAa BHKOPHUCTOBYBAaTH [UIsI TOJANBIINX HAYKOBHX pPO3POOOK Yy
KOHTEKCTI BUBYCHHSI pEKJIAMHHUX TEKCTIB KYpPHAIIIB Ta Ta3eT Ha aHTIIIHCHKIM MOBI.

JlurimomMHa poboTa CKIAMAEThCS 3 BCTYIY, JBOX PO3/1IiB, BHUCHOBKIB,
CIIUCKY BUKOPHUCTAHOI JiTepaTypu. 3araibHuii 00’ eM podoTH ckiamae 40 CTOpiHOK,
3 HUX 36 CTOPIHOK — OCHOBHOTO TeKCTy. CHHUCOK BHKOPUCTAHOI JiTepaTypu

HapaxoBye 30 mo3uIri.
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BHUCHOBKUA

Pexnama (advertisement) ctanga HEBiJ'€MHOIO YaCTHHOIO HAIIOTO YKUTTA 1 €
HE TIPOCTO «IBUTYHOM TOpriBmi» (engine of commerce), a U CHpaBXHIM
MUCTEUTBOM. be3cyMHIBHO, Oyjb-sika pekjiamMa Tepeciilye OJHY METy -
MepPeKOHATH CToXKKBada (persuade a consumer) KymyBaTH OUIbIIE 1 OLIBIIIE.

Cruparouyrch Ha TEOPETUYHI JOCTIIKEHHSI MEI1aliHTBICTIB, MOKHA CKa3aTH
0 peKJIAMHUM TEKCT Yy JKypHaJlaX HaJeXHUTh JO TEKCTIB MAacOBOI'O BIUIUBY SIKi
BUPINIYIOTh ~ KOMYHIKaTHBHO-TIparMaTHYHE  3aBJAaHHSA,  CIOpPSMOBaHE  Ha
3a0€3MeUYeHHs] HAIMHOCTI, TPUBAJIOCTI ¥ €(GEKTHUBHOCTI MPOIECY KOMYHIKAILi.
PexiiamHe 3BepTaHHsS MpEACTaBIslE KOMYHIKaTopa MHOro IUIbOBIM ayauTopii,
NOTEHIIHHUM TOKynisM. Came B pEKIaMHOMY TEKCTI (POKYCY€eTbCA OLIBIIICTh
CJIEMEHTIB PEKJIAaMHOI KOMYHIKAIlIi: 171es] KOMYHIKaIlli ¥ BUKOPUCTaHI KOJAH, SIKi
JIOTIOMAralTh CIOPUAHATTIO IIi€l 17el oJepKyBaueM 3BepTaHHsS. Pexmamue
MOBIJJOMJICHHS MOXXHA PO3TJSJaTH SK TOJIOBHUU 3aci0, OCHOBHUU I1HCTPYMEHT
JOCATHEHHS METH PeKJIaMHOI JisibHOCTI [31].

Mu Hamaranuch 3’ACyBaTH, SIKI camMe JIHTBICTHYHI TEXHOJIOrIi OyJo
3aCTOCOBAHO ISl CTBOPEHHSI MMCbMOBOTO PEKJIAMHOTO TEKCTY.

Amnaui3 pekJIaMHUX TEKCTIB, B TAKHX NEPIOAMYHUX BHIAHHAX gK: 'Economist,
BBC Focus, Laboratory News, Financial Times mae miacTaBu cTBepKyBaTH, IO
pEeKJIaMHI TEKCTH BUKOHYIOTh BaXJIMBY KOMYHIKAaTHUBHO-TIparMaTH4HY (PYHKIIIIO,
3a0e3MeUeHHs HalIMHOCTI, TPUBAJIOCTI 1 Pe3yJIbTATUBHOCTI MPOLIECY KOMYHIKAIIii.

lomo kmacudikaiii Ta CHPSIMOBAHOCTI PEKIAMHOTO TEKCTY B KypHaigax
'‘Economist, BBC Focus, Laboratory News, Financial Times moxxHa 3poOuth

HACTYITHI BUCHOBKHU:
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TaomunsaNe3
CrpsiMOBaHICTh peKJIaMH YacroTHicTb (y %)
[Tocmyrm 38%
Services
Texnika 25%
Machinery
[Tpoayxkitis 19%
Product
OO6namHaHHs 1S TIATPUEMCTB 18%
Equipment for companies

Jx Mu MoOXeMo 6a‘II/ITI/I, OCHOBHa CHpSIMOBaHiCTB PCKIIAMHOI'0O TCKCTY
HaIllpaBJICHA Ha PCKIIAaMy IIOCIYI' Ta TGXHiKI/I, aI’K€ OCHOBHa 4YHTaJIbHAa ay,Z[I/ITopiﬂ,
1€ YOJIOBIKH.

Pesynbrat aHamizy JIEKCUKO-TpaMaTUYHUX OCOOJMBOCTEH pPEKIaMHOTO
TeKCTy B kypHanax 'Economist, BBC Focus, Laboratory News, Financial Times.

Ha mizgcraBi 3p001eHOro AOCIIIKEHHS, MU OTPUMAaJIM HACTYIHI pe3yJIbTaTH.

TaomursaNed
CrumicTiuyHi 3aco0u YacroTHicTb (y %)
Enitetn 64%
Meradopa 16%
[TopiBHSIHHSA 13.8%
['nep6osa 6.2%
Enmiter — O0e3CyMHIBHO Hally)KMBaHIIIUKA CTUIICTUYHUN 3aci0, SKHil

NPUCYTHIH y KOXHOMY JPyroMy pEKJIaMHOMY TEKCTi, apKe came eIliTeT
MIIKPECIUTh XapaKTepHy pPHUCY Ta BU3HAUYAIbHY SKICTh TPOJYKTA, SKUWA MU
peknamyeMo. Metadopa, TakoX BaKIUBUN €IEMEHT PEKIAMHOTO TEKCTy, aje
MEHII y)XUBaHWH, aHDK emiteT. Came MetadopudHuil 000pPOT, MPUBEPHE yBary

NOTeHUIWHUX MOKyniiB. IlopiBHSHHS Ta rinepOojiia HE € TOMyJIIPHUMHU
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CJIICMCHTAaMH PCKJIIaAMHOI'0O TCKCTY, ajJI€ BCC OAHO AOCHUTH 4aCTO BYCTpi‘IaIOTBC}I Ha

IPOCTOpaxX PeKIaMHUX TEKCTIB Yy )KypHaJlax.

TaomursNes

['pamatnuni 3acobu YactotHicTh (y %)

TenepimHii uac 20.7%
(Present Simple, Present

Continuous, Present Perfect)

Munynuii yac 18.4%
(Past Simple, Past Continuous)
[IpuKMETHHKHM B TOYATKOBIN 16.7%
dbopmi
Imnepatus (Imperative) 12.9%:
MaiiOyTHiii yac 12.9%
(Future Simple)
MonanpHi niecioBa 9.6%
Modal verbs
[TpukmeTHHKHN BUIIOT (hOpMHU 8.9%

Pesynbratu gociipkeHHs UTFOCTPYrOTh, mo Ttenepimuii (Present Simple,
Present Continuous, Present Perfect) i munymuii gac (Past Simple, Past
Continuous) mnpuBadiOOTh y pekiaamHomy Tekcti (20.7% rta  18.4%), a or
MaiOyTHIA 4ac 1 immeparuB (Imperative), 3ycTpi4aroTbcss HaMU JOCHTH PiIKO
(12.9%). lle moB’s3aHO 3 THUM, IO TENEPINIHIA dYac, NPUBEPTAE yBary
NOTEHUIMHOTO KIII€HTa CBOEK KOHKPETHICTIO, a MHHYJIMH 4Yac BCEN€ JEsAKY
BIIEBHEHICTh. [IpukMeTHHKH BHIOI (OpPMH, B aHTJIOMOBHOMY PEKIAMHOMY TEKCTi
IPUCYTHI, ajie He BUKOPUCTOBYIOTHCS JYKe YacTo.

Tako, Ba)XJIMBO HArOJOCHUTH Ha TOMY, IIO CEKPEeT HEMHUHYYOTO YCHiXy
OCHOBHOI MacH PEKJIaMHOI MPOJAYKIIii, HAI[IJIEHOI HA MPOJAXX HE CTIIbKUA TOBApY,
CKITBKA CrOco0y KHUTTsS, O€3MOCEepeNHbO 3aliekaTHMe, BiJ 3BEPHEHHS [0

YCTAJIEHUX  TEHAEPHUX  KOHCTPYKTIB 1  CTEpPEOTUIB, pa3oM 3 THUM
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HEYCBIJIOMJIFOBAaHMM Ha pAaIllOHAIHPHOMY pPiBHI IIa0JIOHIB HAIIOTO CIPUUHATTS
MDKCTAaTE€BUX BIJHOCHH YOJIOBIKIB 1 JKIHOK, CBOTO POJIY «COIIaIbHUX apXETHUITiB

moauau [13].
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Summary

Advertisement (advertisement) has become an integral part of our lives and
it is not just a "motor trade» (engine of commerce), but the real art. Undoubtedly,
any advertising has one aim - to convince consumers (persuade a consumer) to buy
more and more.

In our study we found that advertising in magazines Economist, BBC
Focus, Laboratory News, Financial Times belongs to the texts that address the
impact of pragmatic communicative tasks aimed at ensuring the reliability,
duration and effectiveness of the communication process. Advertising appeal
presents communicator to his target audience, potential customers. That ad text
includes most of the elements of advertising communication: the idea of
communication and codes that help the perception of the idea recipient address.
Advertising messages can be viewed as the main tool to achieve the goal of
advertising activity.

We tried to find out exactly what linguistic technology was used to create a
written ad text.

The analysis of advertising texts in periodicals such as: Economist, BBC
Focus, Laboratory News, Financial Times gives reason to assert that promotional
texts fulfill an important communicative-pragmatic function, ensuring the
reliability, duration and effectiveness of the communication process.

Concerning the classification and direction of advertising text in the
magazines' Economist, BBC Focus, Laboratory News, Financial Times, we can
draw the following conclusions:

The focus of advertising frequency (in%)

Services 38%

Machinery 25%

Product 19%

Equipment for companies 18%

As we can see, the main focus of advertising text is on advertising services

and technology, since the main reading audience is men.
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Results of the analysis of the lexical and grammatical pecularities of the
advertisement text in the magazines' Economist, BBC Focus, Laboratory News,
Financial Times. On the basis of the study, we obtained the following results.

Stylistic means (frequency (in%))

Epithets 64%

Metaphor 16%

Comparison of 13.8%

Hyperbole 6.2%

The epithet is undoubtedly the most commonly used stylistic device that is
present in every second promotional text, because it is the epithet that emphasizes
the characteristic feature and the decisive quality of the product which is
advertised. The metaphor is also an important element of the ad text, but less
frequent than epithet. It is the metaphorical turnover that will attract the attention
of potential buyers. Simile and hyperbole were not so frequent in advertising text,
but still quite often occur in the spaces of advertising texts in magazines.

Grammatical means (frequency (in%))

Present tense (Present Simple, Present Continious, Present Perfect) 20.7%

Past tense (Past Simple, Past Continuous) 18.4%

Adjectives in positive form 16.7%

The imperative of 12.9%:

Future tense 12.9%

Modal verbs 9.6%

Adjectives in superlative form 8.9%

The results of our analysis show that Present ( Present Simple, Present
Continuous, Present Perfect) and Past (Past Simple, Past Continuous) are
prevailing in the advertising text, but Future tense , we meet quite rarely. This is
due to the fact that the Present tense draws the attention of the potential customer
to its specificity of the product , and in the past, inspires some confidence in the

advertised goods.
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