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CabeabpHukoBa Anexkcanapa CepreeBHa

CEMHOTUYECKME W  JIMHTBUCTUYECKAE  ACHEKTBI
UCCJEJIOBAHMSI PEKJAMHOIO TEKCTA (HA MATEPHUAJIE
AHIJIO- U PYCCKOSI3BIYHOM PEKJAMBI POKJIECTBEHCKUX M
HOBOT'OJHHUX IOJIAPKOB)

AHHOTAILIUA
O06BeM paboTHI: 66 ctpanuil, 39 UICTOUHHUKOB, 2 TPUIOKEHUS
Tewma: CemuoTruyeckue W JIMHTBUCTUYECKHE  ACIHEKTHI

UCCJICIOBAHUS PEKJIAMHOTO TeKcTa ( Ha MaTepualie aHTJIO- U PYCCKOSI3bIYHOMN
peKJIaMbl POKAECTBEHCKUX U HOBOTOJTHUX MTOJAPKOB)

OOBEKT:  aHIVIOSI3BIUYHBIE U PYCCKOS3BIYHBIE PEKJIAMBI  POXKIECTBEHCKHUX
IIO0JIapKOB

HpeI[MGTZ CEMHUOTHYECKHE U JIMHTBUCTHYCCKHUE OCOOCHHOCTH PCKIIAMHBIX TCKCTOB

KiroueBble cnoBa: CemMuoTHKA, TUHIBUCTUKA, OCHOBHOW PEKJIAMHBINA TEKCT,
BepOaJIbHBIE W  HEBEepOAJIbHBIE CPEACTBAa, pallMOHAIbHAS  apryMEHTaIus,
AMOITMOHAJIbHAS ApTYMEHTaIIHsl, 9X0-(Ppa3a, POHETHUECKHE CPEICTBA

[enb: OpPOBECTH aHAJIU3 CEMUOTUYECKUX U  JIMHTBOCTHJIMCTUYECKUX
0COOEHHOCTEH peKJIaMbl POKIAECTBEHCKUX U HOBOTOHHX MOTaPKOB

B pabote cobpan u cucteMaTU3UpyeTCsl MaTepual Mo BOIPOCaM CEMHUOTUYECKOTO U
JIMHTBUCTUYECKOTO aHalli3a PEKJIAMHOTO TEKCTa (Ha MaTepuase aHTJIOS3bIYHON U
PYCCKOSI3bIYHOM PEKJIaMbl POKIECTBEHCKUX MOJAPKOB).

Haydnast HOBHM3HA WCCIIEIOBAaHUS 3aKJIIOYaeTCsl B TOM, YTO BIIEPBBIE ObLIa
NPEANPUHATA TOMBITKA CEMHUOTHYECKOTO W JIMHIBOCTHUJIMCTUYECKOTO aHaIn3a
pPEKJIaMbl POXKIECTBEHCKUX MOJAAPKOB B aHTIIMHCKOM M PYCCKOM SI3bIKaX.

Teopernyeckas 3HAYUMOCTH JAWIUIOMHON padOTHI 3aKIIOYaeTCs B TOM, YTO €€
pe3ynbTaThl MOTYT OBITh HWCIOJB30BAaHBI JUISl JAJBHEUINIETO0 HCCIEIOBAHUS



CCMHUOTHUYCCKUX W JIMHI'BUCTUYCCKUX AaACIICKTOB PCKIAMHOI'0O TCKCTA, KOTOpBIfI
IMPCTCPIICBACT AKTHUBHOC PA3BUTHC.

HpaKTI/I‘-IeCKaH 3HAa4YUMOCTb pa6OTI)I COCTOUT B BO3MOXHOCTH HCIIOJIb30BaHUA
PE3YIbTATOB UCCICIOBAHUA OJIA COCTABJICHHA y‘-Ie6HI)IX ITOCOOMH M0 CEMHOTHUKE H
JIMHI'BUCTHKC.

CabenbHnikaBa Ansikcanapa CepreeyHa

CEMIATBIYHBIA | JIIHTBICTBIYHbIA ACIIEKTBI JACJTEJABAHHA
POKJIAMHATA TO3KCTY (HA  MATOPBISJIAX  AHIIA- I

PYCKAMOYHAMN POKJIAMBI KAJISIIHBIX | HABAT'OJHIX
MMOJAPYHKAY)

AHATAIIBIA

AG’eM paboTHI: 66 crapoHak, 39 KpbIHiIl, 2 1aJaTKi

Towma: CEMISITBIUHBISL 1 JIHTBICTBIYHBIS ACIIEKTHI JaciieqaBaHHI

pAKJIaMHara TAKCTa (Ha MaTiphlsiie aHrja- 1 pycKaMOYHall paKiaMbl KalsAHBIX 1
HaBaro/IHiX najgapyHkay)

AG’exT: AHTJIAMOYHBIS 1 PYCKaMOYHBIS PAKJIAMBbI KJISITHBIX MMalapyHKaY
[IpagmeT: CceMISITBIYHBIS 1 JITHTBICTBHIYHBIA aca0IiBACIl PIKIAMHBIX TIKCTAY

KirouaBblIst CIIOBBI: CEeMIEThIKA, JIHIBICTBIKA, ACHOYHBI PAKJIAMHBI TIKCT,
BepOaJbHBIE 1  HEeBepOalbHBII  CPOJKi,  palbIsHaJIbHAs  apryMEHTallbIs,
AMallbIsTHAIBHAS apTyMEHTAIbIs, paXa-Ppasa, paHETHIYHBIS CPOAKI

Mbra: [IpaBectii aHami3 CEMISTBIUHBIX 1 JIIHMBACTHUTICTHIYHBIX aca0IiBaCIISTY
PAKIIaMBI KAJSITHBIX 1 HABAarOJHIX MalapyHKay



VY pabote cabpaHbl i cicTAMATBI3yeIlla MATIPBIAT MO MBITAHHAX CEMISThIYHAra i
JIHTBICTBIUHAra aHaii3a pdIKJIaMHara TIKCTa (Ha MaT3phisjie aHrjaMoyHal 1
pPyCKaMOYHaM paKJIaMbl KaJSHBIX MMalapyHKay).

HaBykoBas HaBi3Ha gaciieaBaHHsI Majsarae ¥ ThIM, IITO YIIEPIIBIHIO ObLIa 3po0JieHa
cripo6a ceMisiIThIUHAra 1 JIIHTBICThIUHArA aHAT13a PIKIaMbl KaISAHBIX MaJapyHKay Ha
aHTJIICcKai 1 pyckail MOBax.

TrapaThiuHasi 3HaYHACIH JBIIUIOMHAN paboOThl mansrae ¥ ThIM, IITO 5i€ BBIHIKI
MOTYIb BBIKapbICTOYBaIllla JJIg Jajiednara JaciieJaBaHHS CEMISTBIYHBIX 1
JHTBICTBIYHBIX ACTIEKTAY pAKIIaMHAra TIKCTa, sIK1 IepakbIBae aKThIyHAE Pa3BILIIE.

[IpakThIuHast 3HaYHACTh PAOOTHI IMajiArae y MardbpIMacilii BBIKAPBHICTAHHS BBIHIKAY
naciaefaBaHHS ISl YKJIaJaHHS HaBY4YalbHBIX JalaMOXHIKay ma CceMi€ThIKe 1
JIHTBICTBIKE.

Sabelnikova Aleksandra Sergeevna

SEMIOTIC AND LINGUISTIC ASPECTS OF ADVERTISING TEXT (ON
THE BASIS OF ADVERTISING ENGLISH AND RUSSIAN CHRISTMAS
AND NEW YEAR'’S GIFTS)

Summary
Scope of the work: 134 pages, 39 sources, 2 annexes

Subject: Semiotics and linguistic aspects of the study of the advertising text (on the
basis of English and Russian advertising of Christmas and New Year's gifts).

Subject of research: English-speaking and Russian-speaking advertising of
Christmas gifts.

Object of research: semiotic and linguistic features of advertising texts.

Keywords: Semiotics, linguistics, basic advertising text, verbal and non-verbal
means, rational argumentation, emotional reasoning, echo-phrase phonetic means



Aim of the work: to analyze the semiotic and linguistic features of advertising of
Christmas and New Year's gifts.

We collected and systematized materials on semiotic and linguistic analysis of ads
(based on English and Russian advertising of Christmas and New Year's gifts).

Elements of scientific innovation: this is the first attempt of semiotic and linguistic
analysis of advertising of Christmas and New Year's gifts.

The theoretical significance of the thesis lies in the fact that its results can be used
for further study of semiotic and linguistic aspects of the advertising text, which is
undergoing active development.

The practical significance of the work lies in the possibility of using the research
results to compile textbooks on semiotics and linguistics.



