MHUHUCTEPCTBO OBPA3OBAHUSA PECITYBJINKU BEJAPYCb
BEJIOPYCCKHUM T'OCYJIAPCTBEHHBIIA YHUBEPCUTET
®AKYJIBTET COIITMOKYJIBTYPHBIX KOMMYHUKAIIAI

Kageapa koMmnbroTepHOM JTHHIBUCTHKH U JIMHIBOAUAAKTUKH

Pedepar aumiomuoi paboTh
®PA3EOJIOI'13MBbI B AHITIMHACKUX PEKJTAMHBIX TEKCTAX

T1PAJIBIEBA
baryn [lIupansl rei3er

HayuHbIll pyKOBOAUTENB:
KaHIUJAT (PUIIOIOTHYECKUX HayK,
noueHT A.O. [Jonrosa

Mumnck, 2024



PEDEPAT
nurIoMHo# padoTel lupansieBoit b.111.

®PA3EOJIOTN3MbI B AHIDIMACKHUX PEKJIAMHBIX TEKCTAX

Junnomuas padora: 65 ctp., 59 ucrt., 1 npu.

KatoueBsie ciaoBa: OPASEOJIOTM3M, PEKJIAMHBIM  TEKCT,
AHIJIMUCKUN S3bIK

OO0bekT ucciaenoBanus: (pazeosornyeckue o0OpOThI, IPEICTABICHHbIE B
AHTJIMIICKOM PEKJIIAMHOM TEKCTE.

IIpenmer wucciie0BaHUs: JIEKCUKO-CEMAHTHUYECKUE, CTUIMCTUYECKHE U
CTPYKTYpHBIE OCOOCHHOCTH HCIIOJIBb30BaHUA (PPa3eoIOTHUECKUX €JIUHUIl B
AHTJIMIICKOM PEKIIAMHOM TEKCTE.

Hean: UCCIIEIOBAaHNE 0COOEHHOCTEM (bYHKIMOHUPOBAHUS
dbpazeosiornueckux 000POTOB B aHIIMHCKOM PEKJIaMHOM TEKCTE.

Marepuan wuccienoBanusi: 50 pexIaMHBIX TEKCTOB  (CoAEprKaIux
(bpa3eonoruuecKkue €IUHMIbI), OTOOpaHHbIE METOJAOM CIy4yalHOM BBIOOPKH W3
WNHuTtepHera.

MeToabl: 1eNyKTUBHBIA MeTO (OT OOIIEro K YaCTHOMY), METOJ1 CITy4alHOU
BBIOOPKM Marepuajga HCCIEeOBaHUsA, OINKMCATEIbHBIA METOM, CPaBHUTEIBHO-
COTNIOCTaBUTEIIbHBIA METO/I.

Pe3yabTaTrhl MCC/IEIOBAHUA. B AHTIIMIICKOM PEKJIAMHOM TEKCTE IIHPOKO
UCIIOJIB3YIOTCSL  ()PA3COJOTUYECKUE EIUHUIBI KaK B HEM3MEHHOM, TaK U B
TpaHC(HOPMHUPOBAHHOM BUJIE.

IlpakTHyeckass 3HAYUMOCTHL PaOOTHI  COCTOMT B  BO3MOXHOCTH
UCIIOJIB30BaHUsl PE3YJbTATOB MCCIEAOBAaHUA B Kypcax M CIEIKypcax [0
JIMHTBUCTHUKE, CTUIIMCTHKE, JICKCUKOJIOTUU U (pa3eosIoruu.

ABTOp paboOThl MOATBEPKAAET, UYTO MPUBEAEHHBIM B HEW Marepuanl
OOBEKTHBHO OTPA’KAET COCTOSTHUE MCCIIElyEMOT0 MpoIlecca, a BCE 3aMMCTBOBAHUS
U3 HCTOYHUKOB COMPOBOXKAAIOTCS CChUIKAMHU Ha UX aBTOPOB.
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PHRASEOLOGISMS IN THE ENGLISH ADVERTISING TEXTS

Thesis: 65 pages, 59 sources, 1 appendix.

Key words: PHRASEOLOGISMS, ADVERTISING TEXTS, ENGLISH
LANGUAGE

Object of the study: phraseological units presented in the English advertising
texts.

Subject of the study: lexico-semantic, stylistic and structural features of the
use of phraseological units in the English advertising texts.

Purpose: to study the peculiarities of the functioning of phraseological units
in the English advertising text.

Research material: 50 advertising texts (containing phraseological units),
selected by random sampling from the Internet.

Methods: deductive method (from general to particular), method of random
sampling of the research material, descriptive method, comparative-contrastive
method.

Results of the study: phraseological units are widely used both in unchanged
and transformed form in the English advertising texts.

The practical significance: diploma materials can be used for developing
special courses in linguistics, stylistics, lexicology and phraseology.

The author of the work confirms that the material presented in it objectively
reflects the state of the process under study, and all borrowings from literary and

other sources are accompanied by references to their authors.






