besiopycckuil rocyaapcTBeHHbIA YHUBEPCUTET
dusonornyeckuii pakyjabrer

Kadeapa anrinickoro si3bIKO3HAHUA

AHHOTAIUSA K AUMIJIOMHON padoTe

«OCOBEHHOCTH ITIEPEBOJIA PEKJIAMHBIX TEKCTOB HA
AHTJIMACKOM SI3bIKE»

Toxtaea ['ynpHaz OMpy3aKkoBHa
PykoBomutens Haymenko Hartanws [lerpoBHa

2015 rox



Pegepar
Toxrtaesa I'yabHa3 Ompy3akoBHA

OCOBEHHOCTHU HEPEBOJA PEKJIAMHBIX TEKCTOB HA
AHI'JIMICKOM SI3bIKE

CTpykTypa IMIIoMHo# padoTsl. J[uniomHas paboTa COCTOUT U3 BBEACHUS,
JBYX TJIaB, 3aKJIFOYEHUs, CIHCKAa WCIOJb30BAHHOM JUTEPATYpPbl, KOTOPBIN
BKJTFOYAET 36 HCTOYHUKOB, TPEX TAOIIHII.
[TonHbI 00BEeM paboThl — 74 CTpaHUIIBI IEYATHOTO TEKCTA

Heab AMMIOMHOM PpPadOThI. H3YYUTh CTUIMCTUYECKUE M KAHPOBBIC
O0COOEHHOCTH PEKJIAMHBIX TEKCTOB Ha AHTJIMHCKOM SI3BIKE.

3agaum JTUIJIOMHOI padoThI:

1. JlaTh onpezaesieHUe MOHATUS PEKIIAMHOTO TEKCTA.

2. Tlpennoxuth Ki1acCU(PUKALNIO PEKIAMHBIX TEKCTOB.

3. HccnenoBarb  JTUHTBOCTHIMCTUYECKUX  OCOOEHHOCTSIX  PEKJIAMHBIX
TEKCTOB HA aHTJIMMCKOM SI3bIKE, PEJICBAHTHBIE JIJIS IIEPEBOIA

4. UccnenoBaTh >KaHPOBO-CTHIJIMCTUYECKHE OCOOCHHOCTH — AHTJIMHCKUX
PEKIIAMHBIX TEKCTOB, PEJIEBAHTHBIE I IEPEBOAA

OO0beKT MCCIeIOBAHUSA: PEKIAMHBIE TEKCThl HA AHTJIMHCKOM SI3BIKE.
IIpeamer ucciie0BaHUA CTJIMCTUYECKHUE U )KAaHPOBBIE OCOOCHHOCTH PEKIaMHBIX
TEKCTOB HA aHTJIMMCKOM SI3bIKE, PEJIEBAHTHBIE I IIEPEBOAA

AKTYaJIbHOCTH IMILIOMHOM padoThI:

HccnegoBanue akTyalbHO HE TOJIBKO B CHITY OOJIBIION PacpOCTPAaHEHHOCTH
U HEIOCTaTOYHOM M3YyYEHHOCTH OCOOEHHOCTEW pEKIaMHBIX TEKCTOB JaHHOIO
SBJICHUSI, YTOOBI HYETKO pPa3rpaHUYUBATH AHTIMHUCKHE PEKJIaMHBIE TEKCTHl U
peKJIaMHBbIE TEKCThI Ha JPYTUX sI3bIKaxX. HO TaKXKE YUYMUTHIBAs €r0 BaXXHOCTbH IS
OTPAXXEHUSI OKPYKAIOIIEW IECUCTBUTENBHOCTH B s3bIK€ M peun. Kpome Toro,
MOTI00HBIC UCCIIEAOBAHMS BaXXHBI U JJISl pa3BUTHSL TEOPUHU U TIPAKTUKH MEPEBOIA.

MeToabl HCCIIEA0BAHMUSA: CPABHUTEIBHO-COITOCTABUTENBHBIN METOMA, METO/L

CTPYKTYPHO-CCMAHTHYCCKOT'O aHAJIN3d, MCTO KOHTCKCTYAJIbHOI'O aHaJIn34a,



METO/]I HEMOCPEICTBEHHOTO TMHTBUCTUYECKOTO HAOIIOACHUS U OTIMCAHUS.
Pe3yabTaThl HCC/IeI0BAHMA:

1. Jlano ompeneneHue MOHITHUS PEKIaMHOTO TEKCTa:

2. Ilpennoxena knaccudukaiys peKIaMHbIX TEKCTOB;

3.IIpemnoxena BO3MOKHAas KilacCU(DUKAIUS PEKIAMHBIX TEKCTOBIO

4. HccnenoBaHbl  JMHIBUCTHUYECKME U JKAHPOBO-CTHJINCTHYECKHE
0COOCHHOCTH PEKJIAMHOTO TEKCTA, PEJIEBAHTHBIC JIJIS IEPEBO/IA.

IIpakTHyeckoe 3HaYeHHE WCCJIEAOBAHUA: pPE3YyJbTAaThl MCCIEA0BAHUS
MOTYT HaWTH NPUMEHEHUE B MPENOJABAHUU CTHWIIMCTHUKA U TEOPHUH U MHPAKTUKU

IepeBoZia, a TAKXKE HpaKTH‘IeCKOfI ACATCIIbHOCTHU IICPEBOAYHNKA.



Abstract
Tohtayeva Gulnaz Omruzakovna

FEATURES OF THE TRANSLATION OF ADVERTISING TEXTS IN
ENGLISH

The structure of the thesis. Thesis consists of an introduction, two chapters,

conclusion, list of references, which includes 36 sources, the three tables.
The total volume of work - 74 pages of printed text

The aim of the thesis: to study the stylistic and genre features of advertising texts

in English.
The objectives of the thesis:
1. Define the concept of advertising text.
2. The classification of advertising texts.

3. Explore linguistic features of advertising texts in English, relevant for

translation

4. Explore the genre and stylistic features of English advertising texts that

are relevant for translation

The object of study: advertising texts in English. Subject of research: the

stylistic and genre features of advertising texts in English, relevant for translation
The relevance of the thesis:

The research is relevant not only because of the high prevalence and lack of
knowledge of the features of advertising texts of this phenomenon in order to
clearly distinguish between the English advertising texts and advertising texts in
other languages. but also because of its importance to the reflection of reality in
language and speech. In addition, such studies are important for the development

of the theory and practice of translation.



Methods: comparative method, structural and semantic analysis, the method

of contextual analysis,
method of direct observation and the linguistic description.
Results of the study:
1. The definition of the concept of advertising text:
2. The classification of advertising texts;
3. Ask possible classification of advertising text

4. studied linguistic and genre and stylistic features of the advertising text

relevant to the translation.

The practical significance of the research: the results of the study can be
applied in the teaching style and the theory and practice of translation and

interpreter practices.



