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PEDMEPAT
Tsup 1O0e

JmnJioMHAask paboTa — 51 c., 59 ucmoabE30BaHHBIX HCTOYHNKOB.

Ko4eBbie c/10Ba: PEKJIAMHLIN IMCKYPC,
KPEOJIM30BAHHBIN TEKCT, BEPBAJILHBIN 3HAK,
VKOHUECKIM 3HAK, CJIOT AH, JIAJ, 9XO-®PA3A. :

O6LeKT HECIe0BARMS: KPEOIM30BaHHbIE TEKCTb MHTEPHET-PEKIIaMB,
TIpeCTaBIAOMIIE KOCMETHIECKYIO 1 nap¢1oMepHYIO IPOAYKIIKIO.

IpeameT HEcIeJOBAHHSA: COOTHOLICHHE BepOabHBIX ¥ HeBEepOAIbHBIX
KOMIIOHEHTOB KpEeOJIM30BaHHOTI'O TEKCTA.

MeToxbi HCCIe[OBAHMS: METO/ TMHIBUCTHYECKOTO OMICAHUA, METOA
CIUTOIIHOM BEIOOPKH MaTepuaa, METOJ JTAHTBHCTUYECKOTO
KOMMEHTHPOBAHH.

HoBH3HA TNOJYHYEHHBLIX pe3yJbTaTOB: BBIABICHO COOTHOLICHHUE
BepOaTbHEIX U HeBepOAIbHBIX KOMIIOHCHTOB B pEeKNaMHBIX Marepuanax,
pa3sMeIeHHBX Ha OQHIHATEHBIX cafiTax KOCMETHYECKMX KOMIIaHMHA pyHeTa
(Faberlic, Dilis, Bielita, Luxvizage, Mary Kay u zp.), a Takxke Ha caitax
PYCCKOS3BIMHBIX HHTEPHET-MarasyHoB.

O6.12cTh BO3MOKHOTO NMPAKTHYECKOTo NpHMEHEHHs MOJydeHHBIX
pe3yJibTaToB: IUILIOMHAsA paboTa BHOCHT BKJIal B HCCIENOBAHHA
pEKIaMHOTO JMCKypca M MOXET 6LITh HCIONB30BaHA IIPH IIOATOTOBKE
MaTepHajioB JIEKIMHA W  IPAKTUYECKUX 3aHATHM 10 JUCHUIUIMHE
«JIMHrBHCTHKA TEKCTAN.

Orpacib TpHMeHeHHs: I3BIKO3HAHWE, CTHIMCTHKA, JIMHTBUCTHKA
TEKCTa.
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ABSTRAKT

Tian Yue

i The thesis consists of 51 pages, 59 sources are used.

ﬁ Keywords: ADVERTISING DISCOURSE, CREOLIZED TEXT,
f VERBAL SIGN, ICONIC SIGN, SLOGAN, LEAD, ECHO-PHRASE

‘ Object of study: creolized texts of online advertising, representing
F] cosmetic and perfumery products. '
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Subject of research: the ratio of verbal and non-verbal components of
. creolized text.

._ Research methods: linguistic description method, continuous material
| sampling method, linguistic commenting method.
The novelty of the results: the ratio of verbal and non-verba] components

" companies (Faberlic, Dilis, Bielita, Luxvizage, Mary Kay, etc.), as well as on sites
. of Russian-language online stores.

| "Linguistics of text".
! Branch application: linguistics, style, text linguistics.




