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PEDEPAT

Junnomnuas padora: 59 crpanun, 1 npunoxkenue, 44 HCTOYHUKA.
Kirouesbie cioBa: KoMMyHHUKAaTUBHAS CTpaTerus, KOMMYHUKATHBHAS
TaKTUKA, LICHHOCTHAs OPUEHTALIMA, PEKIAMHBIN TEKCT, pEKJIAMHBIH
JIUCKYPC.

O0bekT ncceno0BaHusI: PeKIaMHbIE TEKCTHI OOITapCKUX ra3eT U
TEJICBU3MOHHBIX POJIMKOB Pa3JIMYHEIX JIET.

[Ipeamer uccenoBanus: CpeCTBa peanu3aluy KOMMYHHKATUBHOM
CTpaTeruy yOeKICHHs B PEKIIaMHOM TEKCTE.

Llesn: npoBecTH aHAIN3 IPYIIT PEKIAMHBIX TEKCTOB COBPEMEHHOI
00rapcKoii peKsIamMbl, BBISIBUTD PEaM3allii CTPATEruu YOSIKICHHS B
COBPEMEHHOM 00IrapcKoii pekiame;

[IpuHuun oTGopa MaTepuaa: MaTepuan A UCCIIEIOBAHUS OBLT
MOJTyY€H ITyTEM CIUIOLIHOM BEIOOPKU U3 6OIrapCcKoro MeIuanpocTpaHCcTBa
u razetsl «Cera» 2009,2010, 2013, 2015 rr.

MeTtoabl: METO TMHIBUCTHYECKOTO aHAIN3A, OMTMCATEBHBIH METO/I,
METOJI CTPYKTYPHOT'O aHaJIU3a TEKCTA.

AKTYya/JIbHOCTb HCC/I€I0BAHHUS: B JAHHOM UCCIIE0OBAHUH H3ydaeTcs
XapakTep peKJIIAMHOI'0 TECTa, CPEACTBA €r0 OPraHU3alMi B COOTBETCTBUU
C KOMMYHHUKAaTHBHOM cTparerueil yoexaenus. I[Togo0HbIe uccienoBanus
Ha mpuMepe 0OJIrapcKoro Marepualia paHee He IPOBOIUIIUC.

ObaacTb NPpaKTHYECKOro NIPUMEHEHMsI: Pe3yJIbTAaThl JAHHOTO
HCCIIEIOBAHMS MOTYT OBITh UCIIOJIb30BAHbI MPH Pa3pabOTKE U CO3JaHUU
PEKJIaMHBIX TEKCTOB HAMpPaBJIEHHBIX HA OOITrapCKyrO ayAMTOPHIO.
KommyHnukaTuBHas ctparerus yOoexeHus SBISETCS OCHOBHOM B
CO31aHuM peKiambl. Mi3yyeHue ee 0cOOEHHOCTE!H U peann3alii Mo3BoIseT
M3YYHUTh IICUXOJIOTHUIO HAPO/Ia, €T0 LICHHOCTHBIE, KYJIBTYPHEIE U
MHPOBO33PEHYECKUE OPUEHTHUPHI.



PO®EPAT

JlpimnoMuas npana: 59 craponak, 1 gagarak, 44 KpbIHIIbI

Kirouasbist ciioBbI: KaMyHikaThIyHAS CTpATaris, KaMyHIKaThIYyHas
TAaKTBIKA, KAIITOYHACHAs apbICHTALIbISL, PIKJIAMHBI TOKCT, PIKJIAMHBI
JIBICKYPC.

A0'exT JaceaaBaHHsI: PIKIIAMHBISL TIKCThI GaprapcKix yacomicay i
TANIEBI31MHBIX POJIiKAY PO3HBIX T'a/I0y.

IIpaamer gacinegaBaHHsi: CPOJIKi paasii3alibli KaMyHIKaThIYHAN cTpaTarii
nepaKkaHaHs ¥ pIKJIaMHBIM TIKCIIE .

Mbrei: npaBecii aHalli3 rpyn pIKJIaMHBIX TIKCTAY cydacHai OGairapckait
PAKJ1aMbl, BbISBILL paajtizalibli CTPATIrii NepakaHaHHS ¥ cyvyacHal
Oanrapckait pakiame;

[IpbiHUbIN aA00py MATIPBISLIIY: MATIPISI /I JacjeaBaHHs Obly
arpbIMaHbl LIJISIXaM CyLJIbHAK BbIOApKi 3 Oanrapckail MeIbIAnpacTopsl 1
yacomica «Cera» 2009,2010, 2013-2015 rr .

Meraabi: MeTaj JIHIBICTHIYHArA aHAJII3Y , amicajibHbl METAJ , META/L

CTPYKTypHara aHai3y TIKCTY .

AKTyaJbHacUb JAaC/IedaBAHHS: Y Y JIa/I3CHBIM J1ac/I€JaBaHHI
BBIBYYAEIIlla XapaKTap pIKJiaMHara T3CTy, CPOJIKI siro apraHizaiipbli ¥
aanaBeHacIll 3 KaMyHIKaTbIYHaW cTpaTarii nepakaHanHs. [laqoOHbIs
JlacielaBaHHl Ha MpbIKIaaA3e Oanrapekara MaTIphIsuly paHei He
MpaBOA3LIICS.

Bo0sacup npakThivHara npbIMsiHEHHsI: BBIHIKI Jaa3eHara
JlaciIeIaBaHHs MOTY1lb ObIllb BHIKAPBICTAHBI MPBI pacrpaoysl i
CTBApPIHHI PIKJIAMHBIX TIKCTAY HaKipaBaHbIX HA OAJIrapcKyro ayabITOPbIIO.
KamyHikaTbIlyHas CTpaTaris nepakaHaHHs 3'ayJisgeria acHOYHal y
CTBapIHHI pIKJaMbl. BeiByusHHe sie acabmiBacusy i paasizaublii 1a3paiise
BBIBYYBILb MICIXAJIOTIK0 HAPO/IA , IO KALUTOYHACHBIS , KYJIbTYPHBIA 1
CBETAIOTJIAIHBISL APBICHIIIPHI



SUMMARY

Thesis: 59 pages, 1 appendix, 44 sources

Keywords: Communicative strategy, communication strategy, value
orientation, advertising text, advertising discourse.

The object of the research: Advertising texts of Bulgarian newspapers
and television commercials of various years.

The subject of the research: Means the implementation of
communicative strategies of persuasion in advertising text.

The goal of the research: To analyze groups of advertising texts of
modern Bulgarian advertising, identify implementation strategies of
persuasion in contemporary Bulgarian advertising.

The principle of material selection: Material for the study was obtained
by continuous sampling of the Bulgarian media space and the newspaper
"Cera" 2009, 2010, 2013-2015.

Methods: Method of linguistic analysis, descriptive method, the structural
analysis of the text.

The relevance of the research: In this study examines the nature of the
advertising test, In this research studied the character of the advertising test, means
of it organization according to communicative strategy of conviction. Similar
studies on the example of the Bulgarian material were not carried out
earlier.

The practical significance: the results of this research can be used in the
design and creation of advertising texts aimed at the Bulgarian audience.
Communicative strategy of persuasion is the principal in the creation of
advertising. The study of its features and implementations allows us to
study the psychology of the people, their values, cultural and ideological
orientations.



