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PE®EPAT

Junsiomuasi paéora 51 c., 60 HCTOYHUKOB.

JluniomHasa padorta:reHnepHas crneud@uka pekIaMHOro cioraHa(Ha
MaTepuale My>XCKHX U )KeHCKHX aHTJIOA3BIYHBIX JKYPHAJIOB)

O0beKTOM JaHHOIO HCCJIEAOBAHMS SIBISETCS AHIJIOSN3bIYHAS pEKJaMa MU
PEKIJIAMHBIE CIIOTAHBI.

IIpeamerom ucciieqoBaHusl SIBASETCS TEHACPHBIA ACMEKT AaHIIOA3BIYHBIX
pPEKJIaMHBIX CJIOTaHOB Ha MaTepualie MYKCKUX M >KEHCKUX aHIJIOA3BIYHBIX
KYpPHAJIOB.

Heabo paboThl SBISETCS HUCCIENOBAaHHE U COINOCTAaBUTENIbHBIN aHaIM3
TeHJIEPHOI'0 acleKkTa B PeKIaMe U S3bIKOBBIX OCOOCHHOCTEH JKEHCKHUX M MY>KCKHUX
PEKJIaMHBIX CJIOTAaHOB HA MAaTepHalie MYKCKMX M JKEHCKUX aHIJIOS3bIYHBIX
KYpHAJIOB.

3agaun: 00O0OUIUTH TMOJYyYEHHBIE pE3yJbTaThl, CHAEIaTh BBIBOJ O
CYILLIECTBYIOLUX SI3bIKOBBIX CPEICTBAX, MEPEAAIOLINX )KEHCKUE U MYXCKHE 00pa3bl
Ha MaTepHalie My>KCKUX U )KEHCKUX aHTJIOA3BIYHBIX KYPHAJIOB.

MarepuajioM ucCIeAOBaHUS MOCIYXWIM  AHIJIOS3bIYHBIE  CJIOTaHbI,
O0TOOpaHHbBIE METO/IOM CIUIOLIHOM BBIOOPKH U3 M3naHuii xKypHainoB Vogueu CQ.

Bo Bpems nccrnenoBaHust ObLIIM UCIIOIB30BaHbl CIEIYIOIINE METOABI: METOI
JUCKYPCUBHO-KOHTEKCTYAJIbHOI'O aHAJIW3a, IPUEMBbl OIMCAHUS U COIOCTaBIICHUS,
METOJl apXETUIIMYECKOI0 AaHAJINM3a pPEKJIaMbl, METOJ JIMHTBOCTUIMCTHYECKOU
UHTEpIIpETaLUU.

IIpakTnyeckass 3HAYMMOCTH Halleld pabOThl COCTOMT B TOM, UYTO €€
pe3ynbTaThl MOTYT OBITh MCHOJB30BAHBI IPU MOATOTOBKE K CEMUHAPCKUM
3aHATUSAM IO OCHOBaM JIMHTBUCTUKU M CTWIMCTHKH, a TakKe IMPU HalMCaHUU
KYPCOBBIX M JMIUIOMHBIX pa0dOT B IpoLecce JalbHEHIINX UCCIEA0BaHUI B JAHHOM
HaAIPaBJICHUH.

[enu u 3agaun pabOTHI ONPENETSAIOT €€ CTPYKTYPY.

JlaHHas qUIIoMHasi paboTa COCTOUT U3 BBEACHHUS, ABYX IJ1aB, 3aKJIIOUEHUS U
CIIMCKA HCIIOIb30BAHHOM JINTEPATYPHI.



ABSTRACT

Thesis 51 p., 60 sources.

Diploma work: gender specificity of an advertising slogan (on the material
of men's and women's English-language magazines)

The object of this study is English-language advertising and advertising
slogans.

The subject of the study is the gender aspect of English-language
advertising slogans based on the material of men's and women's English-language
magazines.

The aim of the work is to study and comparative analysis of the gender
aspect in advertising and the linguistic features of women's and men's advertising
slogans based on the material of men's and women's English-language magazines.

To generalize the results of the analyzes, to draw a conclusion about the
existing language means that convey female and male images based on the
material of men's and women's English-language magazines.

The material of the study was English-language slogans in the amount of
80 examples, selected by continuous sampling from publications of Vogue
[Vogue] and CQ [CQ] magazines.

During the study, the following methods were used: the method of
discursive-contextual analysis, methods of description and comparison, the method
of archetypal analysis of advertising, the method of linguistic and stylistic
interpretation.

The practical significance of our work lies in the fact that its results can be
used in preparation for seminars on the basics of linguistics and stylistics, as well
as in writing term papers and theses in the process of further research in this
direction.

The goals and objectives of the work determine its structure.

This course work consists of an introduction, two chapters, conclusions on
two chapters, a conclusion and a list of references.



