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[TapaTekcTyasibHBIC 3JIEMEHTHI MeauaTeKkcTa (JIOTOTHI, pyOpuKka,
3aroJI0OBOK, IMO/A3aroJIOBOK, JIUJ U T. J.) COCTaBISIOT €r0 KOMMYHHUKATHBHO-
MParMaTHYeCcKy0 pamMKy, OTPaKAIOT KOMMYHUKATHBHYIO CTPATETHIO M3IaHUS
U TIparMaTU4YecKyl0 YCTAaHOBKY KypHanucta. Llenb uccnenoBaHus — onucarhb
napaTekcT Kak (hakTop, BIUSAIONIMA Ha BBIOOpP MECTOMMEHHBIX JIEKCEM U
XapakTep UX yrnoTpeOaeHusl.

MatepuasioMm Jj1st KCCAEAOBAHUS MOCTY UM 3ar0JIOBOYHBIE KOMIIEKCHI
B Oenopycckux pernoHanbHbIXx razerax (2010-err.). B ocHoBe paboThl —

METOJNOJIOTUS ~ KOTHUTMBHOM  MpParMaTUKU:  CMBICH  BBICKA3bIBAaHUS
MHTEPHPETUPYETCA KAK MPOIYKT COLIMATIBHOTO B3aMMOJCUCTBHUS, B KOTOPOM
3HAYEHHUS KOHCTPYUPYIOTCS MapTHEpPaMHu o KOMMYHHUKAIIUU

(A.C. llleBuenko, N.I1. Cycos, JI.P. be3yrnas).

OyHKIMOHANBHAS ~ CIICIUATHN3AIUs  MapaTeKCTYalbHBIX  DJIEMEHTOB
CIy’)KAT (PAaKTOPOM M30MPATEITHHOTO YHOTPEOICHUS MECTOUMEHHBIX JIEKCEM U
Pa3BHUTHA MX MParMaTH4ecKoro MoTeHIMana. Tak, B JIOTOTUIAX M PyOpHKax
PETHOHANBHBIX Ta3eT YacTOTHBl JIMYHBIE MECTOUMEHHUS Mbl € 66,
NPUTSDKATENbHbIE Haw U eaws (WACHTU(PUKAIMS, SMIIaTUs), KBAHTOPHBIE 6ce,
6cez0a, kadxcowli (anemwauus K OOIIECTBEHHOMY MHEHMIO, aKTyallh3alus
MOJaJbHBIX 3HAueHui). B  3arojoBkax TUNMYHBI  BONPOCUTENIbHBIC
MecTouMeHus1 ((poKyc BHHUMaHUS, amneUIITUBHOCTh), JTUYHOE MECTOMMEHHE
TpeThero Juia (MHTpuUra, xapakrepusauus). [Ilpu BKIIOYEHMH MECTOMMEHHBIX
JIEKCEM B MapaTeKCT, KaK MPaBHIJIO, PEATU3YIOTCS UX BTOPHYHbIC 3HAYCHUS,
HAOI0aeTCs MX KOHIENTyanu3aus. MeCTOMMEHHBIE JICKCEMBI B TAPaTEKCTE
YCUJIMBAIOT a/IpECHOCTb, CYObEKTUBHOCTb, JIMaIOTUYHOCTb,
NyOJIMIIUCTUYHOCTh MEJMaKOMMYHHUKALMU. B 3IEKTPOHHBIX BEpCHSX Ta3er
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JOJIsI TTPOHOMHMHAJIBHOM COCTaBJSIIOIIEH B IAPATEKCTE COKPALIAETCsA, 4YTO
00yCJIOBJIEHO MPAarMaTHYeCKOM YCTAHOBKOW Ha TEXHOTEHHOTO ajpecara.

[lepcniekTHBBI ~HCCIIEIOBAaHUS CBSI3aHBl C M3YYEHHEM  S3BIKOBOM
apaHXUPOBKH CIOCOOOB MpPEACTABIECHUS M OLEHKM HMHPOpManuu B
COBPEMEHHOM MEJUATEKCTE.

The paratextual elements of the media text (logo, heading, title, subtitle,
lead, etc.) make up its communicative and pragmatic framework, reflect the
publication’s communicative strategy and the journalist’s pragmatic attitude.
The aim of the study is to describe the paratext as a factor influencing the
choice of pronominal lexemes and the nature of their use.

Headline complexes in Belarusian regional newspapers (2010s) served
as the research material for the study. The basis of the work is shaped by the
methodology of cognitive pragmatics: the meaning of the utterance is
interpreted as a product of social interaction in which the meanings are
constructed by the communication partners (I.S. Shevchenko, I.P. Susov,
L.R. Bezuglaya).

The functional specialization of paratextual elements serves as a factor in
the selective use of pronominal lexemes and the development of their
pragmatic potential. So, in the logos and headings of regional newspapers, the
personal pronouns wme: (we) and ssr (you) are frequently used, as well as the
possessive pronouns xaw (our) and eaw (your) (identification, empathy), the
quantifiers ece, scezoa, xkaxcovui (all, always, everyone) (appeal to public
opinion, actualization of modal values). In the titles, interrogative pronouns
(focus of attention, apellativeness), and third-person personal pronouns
(intrigue, characterization) are typical. When pronominal lexemes are
included in the paratext, their secondary meanings are usuallyrealized, and
their conceptualization is observed. Pronominal lexemes in the paratext
enhance the targeting, subjectivity, dialogicality, and journalistic nature of
media communication. In electronic versions of newspapers, the share of the
pronominal component in the paratext is reduced, which is due to the
pragmatic attitude towards the technogenic addressee.

The prospects of the research are associated with the study of the
linguistic arrangement of the ways of presenting and evaluating information
in the modern media text.
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