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PED®EPAT
CEMUNOTHUYECKHUE OCOBEHHOCTHU PEKJIAMHOI'O TEKCTA (HA
MATEPUAJIE TEKCTOB PEKJIAMbBI OBPA3OBATEJIBHBIX YCIIVYT)

Junnomuass pabota: 51 cTpanuna, 2 T1JaBbl, HCTOYHHUKA B CIIHCKE
WCMOJIb30BAHHOM JIUTEPATYPHI, 2 TPUI0KEHHUS.

KiroueBbie cJIOBA: CEMHUOTHUYECKHUE OCOBEHHOCTHN,
OBPA3OBATEJILHBIE YCJIYTU, PEKJIAMHBINU TEKCT.

OO0beKT nceie0BaHUsI — TEKCTHI PEKJIaMbl 00pa30BaTENbHbBIX YCIYT.

IIpeamer ucciaenoBaHus - CEMUOTHYECKHE OCOOCHHOCTU TEKCTOB PEKIAMBI
o0pa3oBaTeIbHBIX YCIYT.

Heanb nceieqoBanus — BbISIBJIICHHUE U ONTMCAaHKE HanboJjee ynoTpeoisieMbIX U
3HAYMMBIX CEMHOTHYECKUX OCOOCHHOCTEW PEKJIaMHBIX TEKCTOB 00pa30BaTENIbHBIX
YCIIYT.

JIist perieHusi MoCTaBiIeHHBIX ObUIM HCIONB30BaHbI CIEAYIOIINE METOJbI:
METO/I CTUTOIITHON BHIOOPKH, OMKMCATEILHBINA U CPABHUTEIIBHBIA METO/IHI.

HccnenoBanust 1 pa3pabOTKU: pacKpbITa CYIIHOCTh MOHSTHUS «PEKJIaMHBIN
TEKCT», «3HAKOBOCTbY, «KOMIIO3ULIHS PEKIAMHOI'0 TEKCTa»; pACCMOTPEHBI aHIJIO- U
PYCCKOSI3bIUHBIE PEKJIAMHBIE TEKCTHI 00pa30BaTENbHBIX YCIYT; MPOBEJEH aHau3 U
CpaBHEHHE PEKIIAMHBIX TEKCTOB 00pa30BaTENbHBIX YCIIYT.

DNeMeHTbl HayYHOI HOBU3HBI: IPOBEACHBI AHAIN3 U CPABHEHHUE KPUTEPUEB
3HAKOBOCTH B PEKJIAMHBIX TEKCTaX 00pa30BaTENbHbIX YCIIYT.

O6mactb  BO3MOXXHOTO ~ MPAKTUYECKOTO  MPUMEHEHMs:  pe3yibTaThl
NPAKTUYECKON YacTh MOTYT OBITh HCIOJIB30BAHBI MJIsl JAJBHEHIIETO W3Y4YCHUS
CEMUOTHYECKHX OCOOEHHOCTEHN TEKCTOB PEeKIaMbl 00pa30BaTEIbHBIX YCIYT.

ABTOp pabOTHI TOATBEP)KIACT, UYTO MPHUBEAEHHBIH B HEW aHAIUTUYECKUIN
MaTepHall MPAaBUIBHO U 0OBEKTUBHO OTPAXKAET COCTOSTHUE UCCIIEAYEMOTO MpoIiecca,
a BCE 3aMMCTBOBAHHBIE U3 JIUTEPATYPHBIX U APYTUX UCTOUYHUKOB TEOPETUUECKUE U
METOJIMYECKHUE ITOJOKEHUST M KOHLEIIMU COMPOBOXKIAKOTCS CChUIKAMH Ha HX
aBTOPOB.

I'ycera B.T.



ABSTRACT
SEMIOTIC FEATURES OF THE ADVERTISING TEXT (ON THE TEXTS OF
ADVERTISING OF EDUCATIONAL SERVICES)

Thesis: 51 pages, 2 chapters, sources in the list of references, 2 appendices.

Keywords: SEMIOTIC FEATURES, EDUCATIONAL SERVICES,
ADVERTISING TEXT.

The object of the study is the texts of advertising educational services.

The subject of the study is the semiotic features of educational services
advertising tests.

The purpose of the study is to identify and describe the most commonly used
and significant semiotic features of advertising texts of educational services.

To solve the tasks, the following methods were used: the continuous sampling
method, descriptive and comparative methods.

Research and development: the essence of the concept of “advertising text",
"signedness”, "composition of advertising text" is revealed; advertising texts of
educational services in English and Russian are considered; analysis and comparison
of advertising texts of educational services is carried out.

Elements of scientific novelty: the analysis and comparison of the criteria of
signedness in the advertising texts of educational services were carried out.

Scope of possible practical application: the results of the practical part can be
used for further study of the semiotic features of texts advertising educational
services.

The author of the work confirms that the analytical material given in it
correctly and objectively reflects the state of the process under study, and all
theoretical and methodological provisions and concepts borrowed from literary and
other sources are accompanied by references to their authors.

I'yceBa B.I'.



POD®EPAT

HpimnomHas mpana: 91 crapoHak, 2 KipayHika, KpbIHIUBI Y criice
BBIKapBbICTaHAM JIiTapaTyphl, 2 NPbIKJIAJaHHS.

KarouaBbin CJIOBBI: CEMUOTHUYECKHE ACABJIIBACII],
AJTYKALIBIMHBIS TTACJIVTT, POKJIAMHBI TOKCT.

AO'eKT JacjeaBaHHA-TIKCThI PIKIJIAMbl aAyKAlBIMHBIX MMACHYT.

IIpagmer pacaexaBaHHSA-CEMIATBIUHBIA acaliiBacIi TACTAy PAKIAMBI
aTyKallbIIHBIX MACTYT.

MbTa ngaciaegaBaHHSI-BBISYIICHHE 1 amicaHHE HAWOOJbII YXKBIBAIBHBIX 1
3HAYHBIX CEMISTBIYHBIX acabIIiBacIsy PIKIAMHBIX TIKCTAY aIyKAI[BIMHBIX MACIIYT.

JUiss BBIpAIIDHHS TACTAaYJICHBIX OBbLII BBIKAPBHICTAHBI HACTYIHBIS METAJlbl:
MeTaJ CylRJIbHAK BeIOAPK], aicajdbHBbI 1 MapayHaIbHbl METabI.

JlacnenaBaHHi 1 pacmparioyki: packpbiTas CYTHACIb TAHSIII '"pPIKIaMHBI
TIKCT" « "3HaKaBacCllb«,» Kammasillbld poKJIaMHara TAKCTY'"; pasriie/’KaHbl
PAKJIAMHBIS TAKCTHI aTyKaI[BIMHBIX ITACTYT aHTIIHCKal 1 pycKail MOBax; paBe13¢HbI
aHaJll3 1 apayHaHHE PIKJIaMHBIX TIKCTAY alyKallbIHHbBIX ACIIYT.

DOneMeHTbl HaBYKOBall HaBI3HBI: IIPAaBEJI3E€Hbl aHANI3 1 NapayHaHHE
KPBITAPBISAHN 3HAKaBaCLl § PIKIAMHBIX TIKCTaX ayKalbIHHBIX MACIYT.

Bobnacip MarusiMara mpakTblyHara HPBIMSHEHHsS: BbIHIKI IpPAaKThIYHA
YacTKI MOTYIb OBILb BBIKAPBICTaHbl Ul Jajediara BBIBYYIHHS CEMIATBIYHBIX
aca0iBacIsTy TOKCTAY pIKIIAMBbI aIyKAIbIMHBIX MACIYT.

AyTap mpanpl naussip/pkae, MTO MPBIBEA3EHBI B €l aHANITBIYHBI MATIPbISI
nmpaBiIbHa 1 a0'eKThIYHA aJJIIOCTpOYyBae CTaH JOcClieHara Ipaipcy, a Bce
3ama3pldaHblsd 3 JITApAaTYPHBIX 1 IHIIBIX KPBIHII TAAPATHIYHBIS 1 METaJBIYHBISA
CTaHOBIITYA 1 KAHIPIIIBI1 CyIpaBaKaroIIa CriachlIkaMi Ha 1X ayTapay.

['yceBa B.I'.
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