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AKTYaJbHOCTh JIJAHHOTO UCCIIEJOBAHUSI OMNPEACISIETCS YBEIUYCHUEM
3HAYCHUS PEKJIaMbl B )KU3HU OOIIECTBA IIE€JIOM U MEXKKYJIbTYPHOU KOMMYHUKAIWU,
B YAaCTHOCTH. PeKJIaMHBIM CJOTaH, SBJISIIOIIMHCS CaMOW SIPKUM KIFOUEBBIM
KOMIIOHEHTOM PEKJIaMHOI'0 COOOIIEHUs, MPEJCTABISIONIMM BCIO PEKJIaAMHYIO
KOMIIaHU10, BOMpaeT B ce0s OOJbIIOE KOJIWYECTBO KaK MApaTMHIBUCTUYECKUX, TaK
U BepOaJbHBIX CPEJICTB M MPHUEMOB, OKa3bIBAIOIIMX BIIMSHUE HA YEIOBEYECKOE
CO3HAHHE, YTO SBJISETCA JHOCTAaTOYHO MEPCIEKTUBHBIM OOBEKTOM JJIsI U3YUYEHUS B
paMKax pekJIaMHOro auckypca. OCHOBHasl HeJib JTUIUIOMHOW pabOThl COCTOWT B
PacCMOTPEHUU OCHOBHBIX JTMHI'BOCTUIMCTUYECKUX OCOOCHHOCTEH clloraHa, a TakxKe
B UCCIEJOBAaHUM CIEUU(PUKH €ro IMepeBoja. 3axadyM: PacCMOTPETh OOIIYIO
CTPYKTYpPY PEKJIAMHOTO COOOIIEHHUS, a TaKK€ OCOOEHHOCTH PEKJIAMHOTO TEKCTa;
0003HaYUTh METOABbl MAHUMYJUPOBAHUS B PEKIAMHOM JUCKYpCE; H3Yy4YUTh
CYIIECTBYIOIIUE B JIMHIBUCTUKE OMNPEACIICHUS PEKJIAMHOTO CJIOTaHa, a TaKke
OMPENICIUTh MECTO U POJIb CJIOTaHa B PEKJIAMHOM TEKCTE; paCCMOTPETh MOAXOAbI K
KJIacCU(UKALIUU CJIOTaHOB; OTIPECIIUTh AKCTPAJIMHTBUCTUYECKUE u
JIMHTBOCTUJIUCTUYECKUE OCOOCHHOCTH PEKJIAaMHOTO CJIOTaHa; CJAeaTh BBIOOPKY
AHTJIOA3BIYHBIX CJIOTAHOB C MX MEPEBOJAOM Ha PYCCKHM S3BIK C IIEJIbI0 aHaIu3a U
BBISIBJICHUSI OCOOCHHOCTEM IMepeBO/ia;, PACCMOTPETh TMOHSATUSI aJIeKBATHOCTH U
HKBUBAJICHTHOCTH B cpepe peKIIaMbl; ONPEJETUTh CIOCO0 MepeBoia 0TOOPAHHBIX
AHTJIMACKAX PEKIIAMHBIX CJIOTaHOB. QO0BEKTOM HCCIEHOBAHUS SIBISIETCS TEKCT
PEKJIAMHOTO CJIOTaHa KaK OJWH HM3 OCHOBHBIX AJIEMEHTOB PEKJIaMHOIO TEKCTa.
IlpeameTom  ucclieoBaHUS  SIBISIOTCA ~ JIMHTBUCTUYECKUE  OCOOEHHOCTH
aHTJIMICKOrO pekiamMHOro cioraHa. HayuyHasi HOBH3HA COCTOUT B M3y4YEHUU
nepeBojia psjia aHTJIMMCKUX CJIOTAHOB M COMOCTAaBJIGHUM UX C PYCCKUMU
SKBUBaJCHTaMU. MaTepuaJjioM JJis UcciaeqoBanusl ctaiu cBbiie 100 pexiaMHbIX
PYCCKHX M aHTJIOSI3bIYHBIX PEKJIAMHBIX CJIOTaHOB, OTOOpPaAHHBIX METO/IOB CILIONTHOM
BBIOOpKHM W3 0a3bl cioraHoB textart.ru.ru, caiiToB mpousBoAMUTENEH, U APYTrHX
NutepHetr ucTouHUKOB. OCHOBHBIMU METOAAMM UCCIICIOBAHUS SIBJISIFOTCS aHAIN3



TEOPETUUECKON HAayYHOMU JINTEPATyphl MO 3aJaHHON MpoOJIeMe; CIIIONIHAs BRIOOpKa
Y aHaJIu3 MPAKTUYECKOI0 MATEpHUAJIa; ONMCATEIbHBIA METOJ; CONOCTABUTEIbHBIN
METOJ; aHAJIN3 MOJyYEHHBIX PE3YyJIbTATOB.
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AKTyaJbHACHb JaJ3€Hara JacieJaBaHHs BbI3HAUaeCIlla MaBeIIYIHHEM
3HAUAHHS PAKIIAMBI ¥ GBI TPaMaJCTBA LBJIbIM 1 MUKKYJIbTYpHAl KaMyHIKalbll, ¥
nphIBaTHAcCIl. PakiiaMHBI ciioraH, ski 3'synsenua camail sSpKiM  KIH0YaBbIM
KaMIIaHEHTaM pA3KJaMHara MNaBeAaMJICHHS, IITO VAYJSIOUb YCHO PAKIAMHYIO
KamIaHito, yOipae ¥ csibe BsUliKas KOJIbKACllh SIK MapajuHTBUCTHYECKUX, TaK 1
BepOaIbHBIX CpOJAKAy 1 mNpbléMay, KIS akKa3Baiollb YIUIBIY Ha YajaBeyae
MPBITOMHACIb, IITO 3'AYJIsEIa TOCKIIh TEPCIEKThIYHBIM a0'eKTaM ISl BEIBYUIHHS
¥ paMKax pakiamMHara JIbICKypcy. ACHOYHasi M3Ta JbIIIJIOMHAN paboThI CKJ1aaeria
¥ pa3risa3e aCHOVHBIX JIIHTBAaCThUTICTBIYHBIX acaOiBacisly ciioraHa, a Takcama y
JacienaBaHHl coeuplpiki sro mnepakiagay. 3amaubl: pasrieA3elb aryJibHYyIo
CTPYKTYpPY p3KJIamMHara rnaBeaMmJICHHs, a TaKcaMa aca0JiiBacill pIKJIaMHara TIKCTY;
MIa3HAYBIIH META bl MAHITYJISIBAHHS ¥ PIKJIAMHBIM JILICKYPCE; BEIBYYBIIb ICHYFOUBIS
¥ JIHTBICTHIIBI BBI3HAUDHHS PIKJIAMHAra cjioraHa, a Takcama BbI3HAublllb Mecla 1
pOJIIO clloTaHa Y PAKIAMHBIM TAIKCIIE; pasrief3eilb MaabIXoJbl Ja Kiacidikaiblii
CJIOTaHay; BBI3HAYBIIb AKCTPATIHTBICTHIYHBIS 1 JIHIBACTHUIICTHIYHBIS acabiiiBaclii
pAKJIaMHara cjoraHa; 3pa0iib BeIOAPKY aHTJIaMOYHBIX CIIOTaHay 3 1X IMepakiajgam
Ha PYCKYI0 MOBY 3 MdTail aHamidy 1 BBISYJEHHS acalbiiBacluedl mnepakiamy;
pasrien3enps TMaHsII aJdKBaTHACII 1 SKBIBaJEHTHACHl ¥ cdepbl pIKIAMBL;
BBI3HAYBIIL CIOCA0 Tepakiaay agaOpaHbIX aHrelbCKiX PAIKJIAMHBIX CJIOTaHay.
AO'ekTam jacienaBaHHs 3'Syysieliia TOKCT pdIKJIaMHara cjoraHa sK aa3iH 3
ACHOYHBIX 3JIEMEHTAy pakjaMHara T3KcTy. [IpagmMeram nacinenaBaHHs 3'syJsronUa



JIHTBICTBIYHBISA acabiiBacill aHrJiickaid pokinamHara cinoraHa. HaBykoBasi
HaBi3Ha CKJIajaelia ¥ BBIByUSHHI MEpakiaqy IMIdpary aHreibCKiX cloraHay i
CymacTayJjeHHi iX 3 pycKiMi 3KBiBasieHTami. MaTiphbisijiaM Il Jaciie1aBaHHs CTall
0ob11 3a 100 paKIaMHBIX PYCKIX 1 aHTJIAMOYHBIX PIKJIAMHBIX clIoTaHay, aqabpaHbIx
MeTaaay CyIPJIbHBI BBhIOApki 3 0a3pl cioraHay textart.ru, caifitay BbITBOpHAY, 1
1HIIBIX [HTPPHAT KpbIHIL. ACHOYHBIMI MeTajaMi JacieaaBaHHs 3'TYIISAIONIA aHATI3
TPapIThIYHAN HAaBYKOBall JiTapaTyphl Ma 3adaa3eHail mpaliieme; CyLdJIbHAS
BbIOApKa 1 aHadi3 MpakThlYHAra MaTAIPBIUTY; amicajdbHbl METAJl; CyNacTayJsIbHbI
METaJI; aHaji3 aTpbIMaHbIX BBIHIKAY.
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The topic of the research: "Advertising slogan as an object of linguistic
research."

Author: Morozova S.A.
The volume of the thesis: 53 pages, 1 appendix.
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The topicality of this research is determined by the increasing importance of
advertising in the life of society as a whole and intercultural communication, in
particular. The advertising slogan, which is the brightest key component of the
advertising message representing the entire advertising company, contains a large
number of both paralinguistic and verbal means and techniques that affect the human
mind, which is a fairly promising object for study in the framework of advertising
discourse. The main purpose of the thesis is to consider the main linguistic-stylistic
features of the slogan, as well as to study the specifics of its translation. The tasks:
to consider the general structure of the advertising message, as well as the features
of the advertising text; identify methods of manipulation in advertising discourse;
examine the definitions of advertising slogan existing in linguistics, as well as
determine the place and role of the slogan in the advertising text; consider
approaches to the classification of slogans; determine the extralinguistic and



linguistic-stylistic features of the advertising slogan; to make a selection of English-
language slogans with their translation into Russian for the purpose of analysis and
identification of features of the translation; consider the concepts of adequacy and
equivalence in the field of advertising; determine how to translate selected English
advertising slogans. The object of research is the text of the advertising slogan as
one of the main elements of the advertising text. The subject of the research is the
linguistic features of the English advertising slogan. The scientific novelty lies in
the studying the translation of a number of English slogans and comparing them with
Russian equivalents. The research material was over 100 advertising Russian and
English advertising slogans, selected methods of continuous sampling from the base
of slogans textart.ru.ru, manufacturers' websites, and other Internet sources. The
main methods of research are the analysis of theoretical scientific literature on a
given problem; continuous sampling and analysis of practical material; descriptive
method; comparative method; analysis of the results.



