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Jloknaa MOCBAILEH PACCMOTPEHUIO TEKCTOB KaK KOMMEpPUYECKOW, Tak U
COLIMAJIIBHOM peKJamMbl B paMKaX JHHIBOKYJIbTYPOJIOTHYECKOTO TMOJIXO/A.
Lenpro nokiIana sBISIETCS BBIABICHHE OCOOEHHOCTEHW (hYHKIIMOHMPOBAHUS
PEKJIAMHOTO TEKCTa B PE3YJIbTATE MPUMEHEHHUS K €r0 UCCIEJOBAaHUIO METO/Ia
JUHTBOKYJIbTYPOJOTMYECKOTO aHalu3a, MpU KOTOPOM B (DOKyce€ BHUMAHHUS
OKa3bIBAIOTCSI MPEXKAE BCEr0 BOCIPOU3BOAMMBIE KYJIbTYPHBIE CMBICHBI M
BOCIIPOM3BOJIUMBIE  (DEHOMEHBI  pa3HoMl  mpuponbl  ((dpaszeosoruyeckue
€MHULIbI, TpEeUeACHTHbIE (EHOMEHbI, CTEPEOTUIIHbIE 00pa3bl, KIIOUYEBBIC
KOHIIETITHI U JIP.), BBICTYMHAIONIUE KaK «Tejla 3HAKOB SI3bIKa KYIbTypb» [Tenus
1996]. JaHHble €AMHULBI SIBISIOTCS TEM «CTPOUTEIbHBIM MaTepUajoM», C
IOMOIIIbIO KOTOPOTO PEKJIAMHBIN TEKCT B LIEJIOM IPEACTAaeT KaK CIJICTEHHE
CMBICIIOB ¥ 00pa30B, OTPAXKAIOIINX KOHUENTYaJIbHOE OCMBICIEHUE KaTErOpHil
KyJIbTYpbl, @ HMEHHO amleJTUpyeT K apXETHUMHYECKUM OIIMO3UIUAM; K
0a30BbIM MeTadopam, JeKaIUM B OCHOBE OCMBICICHUSI MUpPa UYEIOBEKOM;
COOTHOCHUTCS C KOJAaMH  KYJbTYPbl, KOJUPYIOIIMMH  JpPEBHEHIIINE
MU]OJTOrMYECKUE MNPEACTABICHUS U 33JAI0LMMU METPUYECKU-ITAJOHHYIO
CUCTEMY IIEHHOCTHBIX OpPUEHTHUPOB B MHUpe. B To ke Bpems co3pareiu
peKambl, OOpamasich UMEHHO K JIaHHBIM €AMHHIIAM W OMUPAasCh Ha HHX,
OMpEJEeNeHHbIM 00pa3oM BO3JEHUCTBYIOT Ha CO3HAHHWE MOTEHIIMAIBHOIO
MOTPeOUTENS KaK B LEJSAX MPOJAXH PEKIAMHUPYEMOT0 TOBapa, Tak U C IENIbI0
CKPBITOTO HAaBSI3bIBAHUSI IIEHHOCTHBIX YCTAHOBOK, OPHUEHTUPOB, OIICHOK,
KyJbTYPHBIX TATTEPHOB, aKTyaJdbHBIX JUIsI HAIMOHAJIBHOTO  JIUHTBO-
KyJIbTYpHOTO cooOmiectBa. B mepcrnekTuBe BO3MOXHO TNPUMEHEHHUE
MOoJOOHOr0 aHanmM3a K XYIOXKECTBEHHOMY TEKCTYy C LEJIbIO BBISBICHHUS
0COOEHHOCTEW UIMOCTHIISI aBTOPA.
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This paper deals with textual commercial and social advertising within
the framework of the lingua-cultural approach and addresses specific aspects
of advertising functioning identified by the application of language and
cultural analysis primarily focused on reproducible cultural paradigms and
reproducible phenomena of different nature (phraseological units, precedent
phenomena, stereotypical notions, key concepts, etc.) that operate as “bodies
of cultural language signs” [Teliya, 1996]. These units represent the kind of
“building material” which transforms textual advertisements as a whole into
the tangle of notions and images reflecting the conceptual analysis of cultural
categories through appeal to archetypical opposites; basic metaphors
underlying the human understanding of the world; and the correlation with
cultural patterns that encrypt primordial myths and provide a reference system
for value orientation in the words. At the same time, the creators of
advertisement content, while using and referring to these units, specifically
manipulate the thinking of potential consumers both for sales promotion and
as hidden dissemination of values, guides, judgments, cultural patterns
prevailing in the national language and cultural community. Potentially, this
analysis can be applied to fiction texts for the identification of a specific
author’s style.
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