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OBIIAA XAPAKTEPUCTHUKA PABOTbBI

Marucrepckoe HccaeI0BaHUE COCTOUT U3 OOIIEH XapaKTepUCTUKH PaOOTHI,
BBEJICHMs, 2 TIJaB, 3aKJIIOYEHHUsA, CIOUCKA HCIOJIb30BAHHON JIUTEpATyphl
(62 mo3unum), COMEPKUT MPHUIOKESHHS U 3aHUMAET 69 CTpaHHII.

Kirouesnie cJIOBA! HEHNPOJIMHIBUCTUYECKOE
I[TPOTPAMMUPOBAHUNE, MOZIEJIMPOBAHUE, TEXHWKM PEYEBOI'O
BO3/ENCTBUS, TEKCTbI PEKJIAMHOM CTATBU.

IIpeamer wmcciieoBaHUsI — PEKJIAMHBIE CTAaTbU COBPEMEHHOW WHTEPHET-
PEKJIaMBI.

O0bexT HCCJIeI0BAHMS — IPUEMBI HEHPOJMHIBUCTUYECKOTO
IPOrPaMMUPOBAHMS B PEKIAMHBIX CTaThsIX UHTEPHET.

Henb nccnenoBaHus — U3y4eHUE CEMAHTUYECKUX MOJIEIIEH, TAKTUK U IPUEMOB
HJII B »¢¢eKTUBHBIX TEKCTax COBPEMEHHOM HHTEPHET-peKjIaMbl M pa3paboTKa
METOJIMYECKUX PEKOMEHAIMI 110 H3YYEHUIO PEKJIAMHBIX TEKCTOB Ha 3aHATUsAX PKU.

MeToabl nce/ieI0BaAHUSA: AHATUTUYECKUE METO/IbI (aHATIU3 U CUCTEMAaTHU3allHs
JAHHBIX HAy4YHOM JIUTEpaTypbl MO NpoOJEME HCCIEAOBaHUs); SMIIUPUUECKHE
METOABI:  METOJ,  WHTEpPHpETallld,  METOJl  KOHTEKCTYyaJlbHOIO  aHallu3a,
CONOCTABUTEIIbHbIN, OMMUCATEIIbHbIM.

MarepuanoMm Ui KccaeqoBaHUsl OB BIOPAHbI PYCCKOS3bIYHBIE PEKIAMHbBIC
TEKCThI B )KaHPE CTaThbH, B KOTOPHIX OOBEKTOM pEKJIaMbl SIBJISIOTCS PECTOPAHBI.

Ilosry4yeHHbIe pe3yJibTaThl 1 HX HOBM3HA:

B pexkname TexHomorum HIIII  wucnone3yrorcss 1o onpeneseHus
METaNporpaMMHOro  npoduias I[eJeBOM  ayAUTOPUH, TO €CThb  BbISBIICHUE
CBOMCTBEHHBIX LEJIEBOM ayAuTOpuu (UIBTPOB BHHUMAaHUS M  ONpPEHETEHHBIX
CTPAaTErvil MBILIJIEHUSA. DTO MO3BOJISIET, CO3/1aBasi PEKJIAMHbBIE TEKCTBI, 'KOAUPOBATH"
UX B T€X HEMPOCTPATETUsX W TPAHCIUPOBATH B TE€X KAaHAJIaX BOCIPHUATHUSA, KOTOPHIE
HaumOoJiee CBOMCTBEHHBI MpejrnoiaraeMoMmy azapecary. Haumbonee sddekTuBHBIMU
IIPEICTABIIFOTCS CETOJIHS CIENYIOIME PEKJIAMHBIE MOJEIIN: MOJIENb BOBJICUEHHOCTH,
IIPUBJICYCHHsS] BHUMAaHUs, BIIMSHMS, MOTHBALlUM, UMUJKA, IPOHUKHOBEHMS, CPEIbI.
K HanOosnee 4YaCTOTHBIM TaKTUKaM pPEKJIAMHBIX TEKCTOB MHTEPHET OTHOCATCSA
nepeakiieHTyalus, MoJMeHa Iejel, HajeBaHue Macku (00pa3 aapecaHTa), urpa
MOTHBOM.

Hamu o00o3HaueHbl HampaBieHuss paOOThl C pEKJIAMHBIMU TEKCTaMU B
WHOSI3BIYHOM ayJUTOPUU M IPOBEPEHBI METOAMYECKHE BO3MOXHOCTH HW3YUYEHUS
PEKJIAMHBIX TEKCTOB BO BpeMs M€JarOrH4eCKON MPAKTUKA

PekoMeHJalUM 1O BHEAPEHHIO: PE3YyJbTaThl HCCIEIOBAaHUS MOTYT OBITh
WCITOJIB30BaHbl B KYpCE€ COBPEMEHHOI'O PYCCKOI'O A3bIKA, METOJUKH PYCCKOTO SI3bIKA
KaK MHOCTPAHHOTO.



ABSTRACT

The master's thesis consists of the abstract, introduction, 2 chapters,
conclusion, bibliography (62 items), contains applications and covers 69 pages.

Key words: NEUROLINGUISTIC PROGRAMMING, MODELING,
TECHNIQUES of SPEECH INFLUENCE, the TEXTS of ADVERTISING of the
ARTICLE.

The Subject of the research is advertising articles of the modern Internet
advertising.

The object of the research is the techniques of neurolinguistic programming
in advertising articles on the Internet.

The purpose of this study is semantic models, tactics and techniques of NLP in
an effective modern Internet advertising and development of methodical
recommendations for the study of advertising texts in the classroom,

Research methods are analytical methods (analysis and systematization of
scientific literature on the research problem); empirical methods: interpretation
method, method of contextual analysis, comparative, descriptive methods.

The material for investigation was selected from Russian advertising texts in
the genre of articles in which the advertising object is restaurants.

The results obtained and their novelty:

In advertising the technology of NLP is used to determine metaprogram profile
of the target audience, that is, the detection characteristic of the target audience with
attention and specific strategies of thinking. This allows creating ad copies, encoding
them in eurostrategic and broadcasting in those channels of perception which are
most peculiar to an intended recipient. The following advertising models seem to be
the most effective today: the model of engagement, attracting attention, influence,
motivation, image, penetration, and the environment. The most frequent tactics of
advertising texts on the Internet are changing accents, the substitution of the
objectives, the donning of the mask (the image of the addresser), the game motif.

We have identified the areas of work with advertising texts in a foreign-
language audience and methodological possibilities of studying of advertising texts
were proven during teaching practice.

Recommendations for implementation: the research results can be used in
the course of Modern Russian language, methodology of Russian as a foreign
language.



