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JIY CHHbB3M
CPEJICTBA BBIPAXXEHUS ITOJIOXKUTEJIBHOU 1 OTPULIATEJIBHON
OILIEHKH B PEKJIAMHOM TEKCTE (HA MATEPUAJIE PYCCKOI'O
1 KUTAMCKOI'O SI3bIKOB)

PE®EPAT

KiaroueBrbie cJIoBAa: PEKJIAMA, PEKJIAMHBIN TEKCT,
[TOJIOXKUTEJIbHASA OIIEHKA, OTPUIIATEJIBHAS OIIEHKA, PYCCKUH
SI3BIK, KUTAUCKUN A3bIK.

OO0beKT uccjiel0BaHuA: PEKIaMHBIA TEKCT.

IIpenmer wuUcCcaeqOBAHMSA: CpPEICTBA BBIPAKEHUS MOJIOKUTEIBHON U
OTPULIATEILHON OILICHKU B pEKJIAMHOM TEKCTe (Ha MaTepuajie pycCKoro u
KUTAMCKOTO SI3bIKOB).

Heab padoTbl: H3YYUTHh CPEICTBA BBIPAXKCHUS TOJOKHUTEIBHOU U
OTPUIIATEILHOM OIEHKM B PEKJIAMHOM TeKCTe (Ha Marepuaige pPycCKOTo W
KHUTaUCKOTO SI3BIKOB).

MeToabl HCCTIET0OBAHMS: ONUCATENbHBIN, COMIOCTABUTEIbHBII.

Pe3yabTaThl  HMCCJIEIOBAHUA:  PACKPBITHI  SI3BIKOBBIE  OCOOEHHOCTHU
PEKJIaMHOTO TEKCTa; U3YUYEHBI CPEJCTBA BHIPAKEHUS OLIEHKH B PEKJIAMHOM TEKCTE;
BBISIBJICHBI SI3bIKOBBIE OCOOCHHOCTH PYCCKUX U KUTAHCKUX PEKJIAMHBIX TEKCTOB;
pPacCMOTpPEHbI OCOOCHHOCTH BBIPAKEHHUS TOJOKUTEIBHON W  OTpHUIATEIbHOU
OIICHKH B PYCCKUX M KUTAMCKUX PEKJIAMHBIX TEKCTaX.

IIpakTHyeckasi 3HAYUMOCTH 3aKJITIOYACTCS B TOM, YTO MaTepuaibl pabOTHI
MOTYT OBITh MCIOJIb30BaHbI [JIi UTEHHUS OOIIMX M CIHEHUATbHBIX KYpPCOB IO
CTWJIMCTHUKE, JMHTBUCTUUECKOMY aHAJIM3y PEKJIAMHOTO TEKCTa B BBICIINX YYCOHBIX
3aBEJICHUSIX.



DU XINWEI
MEANS OF EXPRESSING POSITIVE AND NEGATIVE
EVALUATIONS IN THE ADVERTISING TEXT (ON THE
MATERIAL OF RUSSIAN AND CHINESE LANGUAGES)

ABSTRACT

Keywords: ADVERTISING, ADVERTISING TEXT, POSITIVE
RATING, NEGATIVE RATING, RUSSIAN LANGUAGE, CHINESE
LANGUAGE.

Object of research: advertising text.

Subject of the research: means of expressing positive and negative
evaluation in the advertising text (based on the material of the Russian and Chinese
languages).

The purpose of the work: to study the means of expressing positive and
negative evaluation in the advertising text (based on the material of the Russian
and Chinese languages).

Research methods: descriptive and comparative methods.

Results of the study: Russian and Chinese advertising texts are
characterized by the language features of the advertising text; the means of
expressing evaluation in the advertising text are studied; the language features of
Russian and Chinese advertising texts are revealed; the features of expressing
positive and negative evaluation in Russian and Chinese advertising texts are
considered.

The practical significance lies in the fact that the materials of the work can
be used for reading general and special courses in stylistics, and linguistic analysis
of advertising text in higher educational institutions.



