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OBHIAA XAPAKTEPUCTHUKA PABOTbBI

Kiaw4yeBbie CJIOBA: JIMHI'BUCTUYECKAS KOMIIETEHII A,
JJEKCUYECKHMI COCTAB; PEKJIAMHBIE TEKCTBI; META®OPA;
CTPYKTYPHAA META®OPA,; I'EHUTUBHAA META®OPA;
KOMMEPYECKHUE PEKJIAMHBIE TEKCTBI; COLIMAJIBHBIE

PEKJIAMHBIE TEKCTBI; METO/JUKA ITPEITOJABAHNA
NMHOCTPAHHbIX A3bIKOB.
JIuHrBucTHYECKass KOMIIETEHIMSI — 3TO CIIOCOOHOCThb BIAJETh S3BIKOM,

KOTOpasd MHpOABIICTCA B YMCHHHU T'OBOPHUTH HIIM INIOHHUMATHb PA3JIMYHBIC TCKCTHI,
T'paMMAaTUYCCKUC  BbBICKA3bIBAHUS, YMCHHUC  pacClioO3HaBATb  ABYCMbICJIICHHBIC
BBICKA3bIBAHUS U MHOT'OC APYIroc. JIMHrBUCTHUYECKAs KOMIICTCHIIUA oOecreunBacT
IMO3HABATCIIbHYKO  KYJIbTYPY JIMYHOCTH CTYACHTA, PA3BHUTHC JIOTHUYCCKOI'O
MBINUJICHUA, IIaMATH, B006pa)KeHI/IH, OBJIaACHHUC HM HaBbIKaMH CaMOaHaJIN3a,
CaMOOILCHKH, a TaKIKC Q)OpMHpOBaHHe JIMHTBUCTHUYECKOM pe(l)JIGKCI/II/I KakK IIponeccca
OCO3HAHHUA Yy4YallUMCA CBOCH pe‘IGBOﬁ ACATCIBHOCTH, BCE BBIIICIICPCUYHNCIICHHOC
onpecACEICT AKTYAJIBbHOCTb MaruCTCpCKOro UCCICaI0BaHuA.

O0beKT HCCae0BAHUSI — H3YYCHHE S3BIKOBBIX OCOOCHHOCTEH PEKIAMHOTO
TekcTa Ha 3aHsaTuax rmo PKU.

IIpeamer wuccienoBanus — (HOPMUPOBAHHE JTUHTBUCTUUYECKON KOMIETEHIIUU
WHOCTPAHHBIX CTYJICHTOB B MPOIIECCE U3YyUCHHUS PEKIAMHBIX TEKCTOB (Ha MpUMeEpe
MeTadopsl).

Ieab ucciieq0BaHUs — BBISIBUTh WM MPOAHAIU3UPOBATH JICKCUUYECKUN COCTAB
PEKIIAMHBIX TEKCTOB JJIS1 TAJIbHEUIIIEr0 UX MPUMEHECHUS Ha 3aHATUsX 1o PKI.

OCHOBHBLIMHM METOJAAMH HCCJEIOBAHUA — aHAIUTUUYECKUNM METOJ aHajm3a
HAY4YHOM ¥ HAYYHO-METOAUYECKOW JIMTEPATypbl IO TEME HCCICIOBAHMUS,
COIIOCTaBUTEIbHBINA METO/, ONTUCATEIbHBIA METO/I.

Hayynasi HOBM3HA UCCIEIOBAHUS ONPEAEISIETCS MOMBITKON KOMILJIEKCHOTO
aHaM3a 0COOEHHOCTEHW (PYHKITMOHMPOBAHUS JIEKCUUECKUX CPEJICTB B PEKIIaMe.

[IpakTuyeckass  3HAYUMOCTb  HACTOSIIIEH  paboOThl  ompeenseTcs
BO3MOXXHOCTBIO HCHOJIb30BaTh pE3yJbTaTbl U MaTepHalbl HCCICIOBAHUS B
BY30BCKOM MPAKTUKE B Kypcax Mo CTHJIMCTHKE, aHAJIN3Yy TEKCTa.

Ctpykrypa padoThl omnpeneisieTcss UEIbl0 M 3aJadyaMd HCCIEIOBAHHUS U
NpEACTaBICHa  BBEACHUEM, JByMs  TJlaBaMH, 3aKJIOYEHHUEM,  CIIHCKOM
WCIIOJIb30BaHHOM JIUTEPATYPHI U MPUIIOKEHUEM.



GENERAL DESCRIPTION OF WORK

Key words: LINGUISTIC COMPETENCE; LEXICAL COMPOSITION;
ADVERTISING TEXTS; METAPHORA; STRUCTURAL METAPHORA;
GENITIVE METAPHORA; COMMERCIAL ADVERTISING TEXTS; SOCIAL
ADVERTISING TEXTS; FOREGIN LANGUAGE TEACHING
METHODOLOGY.

The object of the study is the formation of linguistic competence of foreign
students while studying the lexical structure of advertising texts (on the example of
metaphor).

The subject of the study is the process of studying the advertising texts in the
classes of RLI.

The purpose of the study is to identify and analyze the lexical composition of
advertising texts for their further application in the classes in Russian as a foreign
language.

Research objectives:

To describe theoretical and methodological bases of formation of linguistic
competence in the process of studying lexical constructions by foreign students;

define linguistic competence as a part of language education; determine the
methods and principles of language education as a factor in the formation of
language competence of foreign students; describe the content of an advertising
text; describe the meaning of metaphors in advertising texts; analyze the structure
of metaphors in advertising texts; identify the functions of metaphors in
advertisement texts; characterize the features of genitive metaphors in perfume
advertising texts; describe the peculiarities of language art in social advertising.

The main methods of research — analytical method of analysis of scientific
and scientific-methodological literature on the topic of research, comparative
method, descriptive method.

Scientific novelty of the research is determined by the attempt of a
comprehensive analysis of the peculiarities of functioning of lexical means in
advertising.

The practical significance of this work is determined by the possibility of
using the results and materials of the study in university practice in the courses on
stylistics and text analysis.

The structure of the work is determined by the goal and objectives of the
study and is presented in the introduction, two chapters, the conclusion, the list of
references and the appendix.



