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PO®EPAT JIIIIJIOMHAWM MPALIbI

JlpiruioMHas mpana 3msirgae: 56 crapoHak, 51 KpeIHiILy.

ITepanik  xmrouaBeix cinoy: BBIJJABEIKI JbBICKYPC, POKJIIAMHbBI
JIICKYPC, TTIEPCYA3IYHACIb, IMIJUK, BPOHJ], AHATAIIBIS, POKJIIAMHBI
TOKCT, PR-TOKCT, KAMYHIKATBIVHAS CTPATOI'A,
KAMYHIKATBIYHASI TAKTBIKA.

AQ’eKT naciienaBanHs: pakiIaMHblst 1 PR-TOKCTHI § KHIraBbi1aBeIkai crpase.

[IpangMer macienaBaHHS: MEePCyasiyHbIA KaMYHIKATBIYHBIS CTPATATil 1 TaKTHIKI
¥ TOKCTaxX IMiKaBai CKipaBaHACIII.

Mbara nacnenaBaHHsS: BBI3HAUBIL CIOCAOBI plaii3alibll MepcyasiyHacii ¥
pakiiamMHbIX 1 PR-TAKCTaX.

Meransl nacnenaBaHHsS: CyLPJbHAW BbIOAPKI, CEMAHTHIKA-CTHUIICTHIYHBI,
cynacTayJsiiibHA-CThUIICTBIUHBI, MPBIEM JABICKYpCHAra aHalli3y, KAHTIHT-aHaJ13.

ATpbhIMaHbIs BBIHIKI 1 1X HaBi3HA: pa3Me)kaBaHbl MaHAIII pIkiamHara 1 PR-
TAKCTY ¥ KHITaBbIJABELIKal CIpaBe; pasrie/pkaHbl crocaObl MpaJICTayJIEHHs KHITI
MAITaBall ayAbITOPBII 1 MeTajabl CTBApAHHS CTaHoyuyara IMUDKY Oelapyckix
BbIJIABETBAY; IIpaaHalli3aBaHbl MOYVHBIS CpPOJKI MPBILSITHEHHS YBari aapacara
BBIJIaBENTBAY Ja KHIKHAW MpaayKIlbli; BbI3HAYaHBI JIIHT'BACTBUIICTBIYHBISI CPOJIKI
paamizallbli nepcya3iyHbIX KAMYHIKATBIYHBIX CTPATATIN Y BBIIABEIKIM JBICKYpCE.

Cdepa marypiMara npakTblYHara MpbIMSHEHHS: BBIHIKI JaclieJaBaHHS MOTYIlb
ObIllb BBIKAPBICTAHBI TMpPbl CTBAPAIHHI ByYI0HA-METAABIYHBIX KOMILIEKCAY s
CTyARHTAY crnenplsiibHacil «JlitaparypHas pabota (p3maraBaHHe)» 1 Y a3edHacIi
cympaloyHikay BbIJIaBelTBaY, sSKis 3aiimMaroiia pacnpaoykan iMiKy YCTaHOBHI.

AyTap nmpanbl TanBApIKae ayTIHTBIYHACIL MaTAPhIsUIAY 1  BBIHIKAY
JBITJIOMHAMN Tpallbl, a TaKCaMa CaMacTOMHACHb i€ BbIKaHAHHS.



PE®EPAT JJMIIJIOMHOM PABOThI

JlutimomMHas paboTa COIEPKUT: 56 cTpaHuIl, 51 HCTOYHUK.

[epeuens kmoueBbix cios: U3JATEJIBCKUN TUCKYPC, PEKJIAMHbBINA
JANCKYPC, IIEPCYA3ZUBHOCTb, WMMJK, BPEHA, AHHOTALWA,
PEKJIAMHBI TEKCT, PR-TEKCT, KOMMYHUKATUBHAS CTPATEI'M,
KOMMYHUKATUBHAS TAKTUKA.

OOBeKT uccienoBanus: pekiiaMuble U PR-TeKCThI B KHUTOU3AATENBCKOM JIEIE.

[Ipenmer wuccnenoBaHusA: MEpPCya3UBHbIE KOMMYHUKATHUBHBIE CTPAaTETUH U
TAKTUKHU B TEKCTaX UMUKEBON HAIIPABICHHOCTH.

Ilens wuccienoBaHus: BBISBUTH CHOCOOBI peaiv3alliy TEepCya3suBHOCTU B
pexiiamubiX U PR-TekcTax.

Meroabl HccleOBaHUs: CIUIONIHOW BBIOOPKH, CEMAHTHKO-CTUIIMCTUYECKUM,
CONOCTaBUTENIbHO-CTUJINCTUYECKUN, TPUEM TUCKYPCHOTO aHAJIN3a, KOHTEHT-aHAJIHU3.

[TonydenHble pe3yapTaThl U UX HOBU3HA: PAa3rpPaHUYECHBI TOHATHS PEKIIAMHOTO
u PR-TexkcTa B KHUTOU3AATENILCKOM JEJIE; PACCMOTPEHBI CIOCOOBI MPEACTABICHHUS
KHUTU UEJIEBON ayJuTOpUU U METO/Abl (HOPMUPOBAHMS TMOJOKUTEILHOTO UMUIDKA
0eIopyCCKUX M3JATENbCTB; MPOAHATU3UPOBAHbI S3bIKOBBIE CPEJCTBA MPUBJICUEHUS
BHUMaHHUs  aJpecara U3JaTelbCTBA K  KHWKHOM  MPOAYKLMH;  BBISBJICHBI
JIMHTBOCTUJIMCTUYECKUE CPEACTBA PEANM3ALHNM IEPCYa3UBHBIX KOMMYHHUKATHUBHBIX
CTpaTeruil B U34aTEIbCKOM JIUCKYPCE.

O6mactb  BO3MOXKHOTO  TNPAKTUYECKOTO  MPUMEHEHHs:  PE3yJIbTaThl
MCCJIEIOBAHMS TPUMEHUMBI MPU CO3/IaHUU y4€OHO-METOJUYECKUX KOMILIEKCOB JIs
CTYJIEHTOB chenuaibHocTh «JlutepaTtypHas paborta (pegakTUpOBaHHUE)» U B
JEATENIbBHOCTH COTPYAHUKOB U3/IATENIbCTB, KOTOPBIE 3aHUMAIOTCS CO3JTaHUEM UMHJIKA
YUPEKICHHUS.

ABTOp paboThl MOJATBEPKAAET JOCTOBEPHOCTh MAaTEPHUAIOB M PE3yJbTAaTOB
JTUTIIIOMHOM paboThI, @ TAKIKE CAMOCTOSITENIbHOCTD €€ BBITTOJIHEHHUS.



THE ABSTRACT

The thesis contains: 56 pages, 51 sources.

Key words: PUBLISHING DISCOURSE, ADVERTISING DISCOURSE,
PERSUASIVENESS, IMAGE, BRAND, ABSTRACT, ADVERTISING TEXT, PR-
TEXT, COMMUNICATION STRATEGY, COMMUNICATION TACTICS.

Object of the research is advertising and PR-texts in the publishing industry.

The subject of the research is persuasive communicative strategies and tactics
in image-oriented texts.

The purpose of the research: to identify ways to implement persuasiveness in
advertising and PR-texts.

Research methods: semantic-stylistic, comparative-stylistic, discourse analysis,
content analysis.

The results obtained and their novelty: the concepts of advertising and PR-text
in book publishing are distinguished; ways of presenting the book to the target
audience and methods of forming a positive image of Belarusian publishers are
considered; language means of attracting the attention of the publisher to book
production are analyzed; linguistic and stylistic means of realizing persuasive
communicative strategies in publishing discourse are revealed.

The field of possible practical application: the results of the study are
applicable when creating educational-methodical complexes for students of the
specialty «Literary work (editing)».

The author confirms the authenticity of the materials and the results of the
thesis, as well as the independence of its implementation.



