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PE®EPAT IUIIJIOMHOM PABOTbI

JurnmomMHass paboTa COCTOMT M3 2 T[JIaB, BBEACHUS, 3aKJIIOUEHUS, CIIMCKA
HCITOJIb30BaHHON yurepaTypsl (51), mpuioxenus (5), tadbmuusl (3), . O6veM
paboTel — 94 cTpaHuLbl, U3 HUX 48 CTpaHUI] OCHOBHOT'O TEKCTA.

Kmouessie  cmoBa:  PEKJIAMHBIM ~ CJIOTAH, CTPYKTYPA
PEKJIAMHOI'O CJIOTAHA, TIPAITMATUYECKHUE XAPAKTEPUCTUKH,
CVITECTHMBHA OYHKIIVA, OCTETUYECKASA OYHKIIMA,
DKCITPECCUBHOCTDL, XVJOXECTBEHHAS  BBIPABUTEJIBHOCTD,
OOHETUYECKHUE CPEJICTBA, JJEKCUYECKHE CPEJICTBA,
CUHTAKCHUYECKHME CPEJICTBA, ®UI'YPELI, TPOIIBI.

Ieanb HcceenoBaHusI: YCTAaHOBUTH 3aBUCHMOCTb MEXKAY NparMaTHYeCKUMHU
XapaKTepUCTHKAMU  pPEKIaMHOTO  CjloraHa, ero (yHKIUSMH, (aKTopaMu
MICUXOJIOTMYECKOTO BO3JCHCTBUS M OCOOCHHOCTSIMH CTPYKTYpHOW OpraHM3aluu
PEeKJIaMHOTO CJIOTaHa.

3agaum ricciae10BaHUS:

1. Ompenenuth mparMaTHYecKHue 0COOSHHOCTH PEKJIAMHOTO CJIOTaHa,

2. OnpenenuTs CEeMaHTUYECKHE XapaKTepUCTUKU PEKIaMHOIO CJIOraHa,

3. BriABUTH SI3BIKOBBIE CpeacTBa CO3IaHUS XY 0’KE€CTBEHHOU
BBIPA3UTEIBHOCTH PEKJIAMHOTO CIIoTaHa: (UIypbl U TPOIBI KaK OJHY W3
pasHoBHIHOCTEH QUryp (PUTyphl IepeOCMBICIEHU),

4. OnpenenuTh poib EOWHUIl Pa3HBIX YPOBHEH S3BIKOBOM CHCTEMBI B
peau3aliK JCTETUYECKOM W CYITeCTUBHOW (YHKUHMHA pPEKJIaMHOTO
cloraHa,

5. BBIIBUTH KOJIMYECTBEHHOE COOTHOIIIEHUE UCUUCICHHBIX CPEACTB CO3IaHUs
BBIPA3UTENBHOCTH PEKJIIAMHOTO CJIOTaHa.

MeToa: MeToJ CTPYKTYPHOTO aHAIN3a U METO KOJMYECTBEHHOIO aHaJIN3a.

AKTYaJILHOCTb HCCJIeJOBAHHUSA OIpeesieTcs NOTPeOHOCTAMH JIMHIBUCTUKH
TEKCTa, JHHTBUCTHYECKON MparMaTHUK{, KOTHUTUBHON JIMHIBUCTHKH, TEOPUH
TpPOIIOB.

O6JsacTh  BO3MOJKHOTO0  NPAKTHYECKOr0  MpPHMEHEHHMs:  JIaHHBIE,
MOJy4eHHBIE B XOJ€ HCCIEeNOBAaHUS, MOTYT NPUMEHATHCS B IPAKTUKE CO3MaHUsA
PEeKJIaMHBIX CJIOTaHOB; NP YTEHWH CIEIHATBHBIX KypCOB, MOCBAILICHHBIX SA3BIKY
pekiambl, TpPUd  M3YYCHHH TAKUX  HANpPaBICHUH  sA3BIKO3HAHMA,  Kak
JMHTBOCEMHOTHKA, CTPYKTYpHAsI TUHI'BUCTHUKA, TEOPHsI TPOIIOB.




PO®EPAT ABIIMIJIOMHAM PABOTBI

JbinnomMHas paboTa cKiamaenua 3 2 riay, yBSI3eHHS, 3aKIFOYDHHSI, CIICY
BBIKapbIcTaHai nitapatypsl (51), npeiknaganss (5), Tabmins (3). AryasHbel ad'eM —
94 crapoHki, acHOYHara T3KCTY — 48 cTapoHak.

KiarouaBeis CJIOBBI: POKJIAMHBI CJIOT'AH, CTPYKTYPA
POKJIAMHAT'A CJIOT'AHA, TIPATMATBIYHBISA XAPAKTAPBLICTLIKI,
CVITECTHBHAA OVYHKILIbIA, OCTOThIYHAA OYHKIBIA,
DKCITPOCIVHACIIb, MACTALIKAS BBIPASHACLb, ®AHETBIUHbBIS
CPOJKI, JIEKCIYHbBISA CPOJKI, CIHTAKCIYHBISA CPOJKI, ®IT'YPHI,
TPOIIBI.

Mbra pacnenaBaHHsi: YcTansBaupb 3aleKHACHB MMAMDK MParMaTbIYHBIMI
XapaKTapeICTBIKaMi ~ pIKJIaMHara cioraHa, sro  (yHKObsMi,  (dakrapami
TcixanariyHara y3a3esHHs i acabiiBacisiMi CTPYKTypHal apradizaisli paKiIaMHara
clloTaHa.

3agausbl KacjiefaBaHHS:

1. BeI3HAUBIIb NparMaThIYHbIs acabiliBacili paKIaMHara cJIorasa,

2. BpI3HaYBIIb CEMaHThIYHBIS XapaKTapPBICTBIKI p3KIAMHAra CIIOraHa,

3. BbIABilb MOYHBIS CPOJKi CTBApIHHS MacTallKai BbIpasHacli pIKIaMHara
cioraa: Qirypel i Tpomsel SK amHy 3 pasHaBimHacusy ¢iryp (¢irypsr
[Iepaacd>HCaBaHHs),

4. BpI3HauBIb POMIO af3iHAK PO3HBIX Y3POYHAY MOYHAM CicTOMBI ¥
poatizanbli 3CTATHIUHAI | CYITeCTUBHOMN QYHKIBIM poKJIaMHara ClIorasa,

5. BeBiIb KOJbKAaCHae CyaJHOCIHBI MalliuaHbIX CPOJAKAY CTBapIHHSA
BBIPa3HACIli paKJIaMHara cjioraa.

Metaa: Metaz cTpyKTypHara aHaii3y i MeTa/] KoJbKacHara aHaji3y.

AKTyajbHacub JacjaeIaBaHHs BbI3HAUYAEIa MaTp36aMi JTIHIBICTHIKI TAKCTY,
JTiHrBICTBIYHAN ITparMaThIKi, KarHIThIYHAM JIHIBICTBIKI, T20PbIi TpoHay.

Bo6sacub MaruybiMara npakThl4Hara NpbIMAHEHHSI: BBIHIKI, aTpHIMaHbIs ¥
X0l3e JacjeqaBaHHs, MOTYLb NPBIMSHSALNNA Y MPaKTHIBl CTBAPIHHS PIKIAMHBIX
cloraHay; Ipbl YbITaHHI CIIEHBLUIBHBIX Kypcay, MPBICBEYaHBIX MOBE DPIKJIAMBI,
OpBl  BBEIBYYSHHI Takix HalpaMKay MOBa3HAyCTBa, SK JIHCBACEMIOTBIKA,
CTPYKTypHasl TiHTBICTBIKA, TIOPBISI TPOTIAY.

Beiniki  paciepaBaHHs: y  JOBIIUIOMHAl  pabolle  [paaHajli3aBaHbI
NparMaThlYHbIs, CEMAaHTBIYHBIA, CTPYKTYPHBIS XapaKTapbICTBIKI PIKIaMHBIX
cioranay.  PoknmamHBIA  cioraHel  kiacidikaBaHbl ¥ 3aleXHACIi  an
BBIKAPBICTOYBANBHBIX Yy 1X CpONKay CTBAapdHHS MacTalkail BbIpasHaCIi
(aHeThIUHBIX,  JEKCiUHBIX, CIHTaKCIUHBIX). Brisynenslis acaOmiBaciri
(GyHKUBIIHABAaHHA aJ3iHAK JIEKCiYHAra y3pOYHIO MOBBI i CICTOMHBIX aJHOCIH y
JIEKCillBl MPBI CTBAapIHHI pIKIaMHara cjioraHa. Bel3HayaHa poiis rpaMaThIYHBIX
IPBIKMET CJIOBAY 1 MPanaHoBBI ¥ COHCABAM CTPYKTYPhI PIKIAMHBIX CIIOTaHay.



ABSTRACT

Graduation thesis consists of two chapters, an introduction, a conclusion, list
of reference links (51), application (5). Total volume of 94 pages, main text page
48.

Keywords: ADVERTISING SLOGAN, the STRUCTURE of an
ADVERTISING SLOGAN, PRAGMATIC CHARACTERISTICS,
SUGGESTIVE FUNCTION, AESTHETIC FUNCTION, EXPRESSION,
ARTISTIC EXPRESSION, PHONETIC MEANS, THE VEHICLE OF
LANGUAGE, SYNTACTIC, SHAPES, PATHS.

The aim of the thesis: to establish the relationship between pragmatic
characteristics of an advertising slogan, its functions, factors of psychological
influence and peculiarities of the structural organization of an advertising slogan.

The tasks of the thesis: To determine the pragmatic features of the advertising
slogan:

2. To determine the semantic features of the advertising slogan

3. To identify the linguistic means of creating artistic expression of an
advertising slogan: shapes and paths as a form of figures (figures rethinking),

4. To determine the role of units at different levels of language system in the
implementation of aesthetic and features suggestive advertising slogan,

5. To identify the quantitative ratio of the calculated means for the creation
expression of an advertising slogan.

Method: method of structural analysis method and quantitative analysis.

The relevance of the study is determined by the needs of text linguistics,

linguistic pragmatics, cognitive linguistics, theory of tropes.
The area of possible practical applications: the data obtained in the study can be
used in the practice of creating advertising slogans; when reading special courses
devoted to the language of advertising, the study of such areas of linguistics as
lingvosemiotika, structural linguistics, the theory of tropes.

The results of the study: the thesis analyzes the pragmatic, semantic, and
structural characteristics of advertising slogans. Advertising slogans are classified
depending on used there are means of creating artistic expression (phonetic,
lexical, syntactic). Specific features of functioning of lexical units of the language
and the system of relations in the vocabulary when creating an advertising slogan.
Defines the role of the grammatical features of words and sentences in the
semantic structure of advertising slogans.




