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PE®EPAT

Junomuas padora: 59 c., 40 HCTOYHHUKOB.

Kuawuessie cioBa: PEKIIAMA, COLIMAJIBHAS PEKJIAMA, ®YHKIIMNU
COLIMAJIBHOM PEKJIAMbBI, KOMMYHUKATUBHO-ITPATMATUYECKUE
OCOBEHHOCTHM COLIMAJIbHOM PEKJIAMBI, KOMMYHUKATHUBHO-
ITPATMATUYECKHWH IIOTEHIIMAJI SI3bIKOBBIX CPEJICTB.

OO0beKT uccjiel0BaHMA: TEKCTHI COLMAIBHON pekiiaMbl benapycu.

IIpeaMmer ucciaenoBaHus: KOMMYHUKAaTHUBHO-IIPAarMaTHYECKUM IIOTEHIIAAT

A3BIKOBBIX CPEJICTB U €0 peajlu3alys B TEKCTaX COLMAIBHON peknamsl bena-
pycu.

Heab ucciieoBaHuA: BbISIBUTh KOMMYHHUKAaTUBHO-IIPArMaTUYECKUE OCOOEH-
HOCTH TEKCTOB COLIMAIBHOM pekyiambl benapycu.

MeTtoabl HccC/IeI0BAaHUsSI: KOHTEHT-aHAIU3 TEKCTOB COLMAIBHON PEKIIAMBI,
JUCKYpC-aHAJIN3, IParMaTU4eCKU aHaIN3, KOMMYHUKATHBHBIN aHAJIU3.

IlosnryyeHHble pe3yabTaThl U UX HOBU3HA: B PE3YJIbTATE UCCIEIOBAHUS ObLI
IIPOBEJEH KOMIUIEKCHBIM aHAJIN3 COLMAIbHOM peknambl benapycu ¢ TOYKHM 3peHus
€€ KOMMYHUKATUBHO-TIParMaTHYECKUX XapaKTEPUCTHUK, & TAK)KE BBISIBJICHBI U CH-
CTEMATU3UPOBAHBI S3BIKOBBIE CPEICTBA, UCIIOJIB3YEMBIE IS TOCTHXKEHHUS KOMMY-
HUKATHBHBIX LEJEH.

O0s1acTh BO3MOKHOI0 NPAKTHYECKOI0 NMPUMEHEHHUsI: PE3yJIbTaTbl MOTYT
OBITh MCHOJIB30BaHbI PHU pa3padOTKe 3PPEKTUBHBIX CTPATErHl COLMAIBLHON pe-
KJIaMBbl, a TaKke B 00Opa30BaTeNbHBIX MpOrpamMmax Mo pekjame, CBA3SIM ¢ 0o0Ie-
CTBEHHOCTBIO U JIMHTBUCTHKE.

ABTOp pabOTHI MOATBEPKIAET, YTO MPUBEIACHHBIN B HEH aHAJTUTHUYECKUN Ma-
TepHua NPaBUILHO U OOBEKTUBHO OTPAXKAET COCTOSHUE UCCIIEAYyEeMOro mpoiiecca, a
BCE 3aMMCTBOBAHHbBIE M3 JIMTEPATYPHBIX U JAPYTHMX HCTOYHUKOB TEOPETHUECKUE,
METOJI0JIOTUYECKAE U METOANYECKUE TIOJIOKEHHUS M KOHLENIUU COMPOBOXKIAKOTCS
CCBUIKAMH Ha X aBTOPOB.



PODEPAT

JpimioMuas npana: 59 c., 40 kpbIHiL.

Kuaruasbis cioBbl: POKJIAMA, CALIBIAJIBHASA POKJIAMA, ®YHKIIbII
CAIBISIJIBHANM ~ POKJIIAMBI, KAMVYHIKATBIYHA-TIPATMATBIYHbBISA
ACABJIIBACIII  CAIBIJIBHANM  PDKJIAMBI, KAMYVYHIKATBIVHA-
[IPATMATBIYHBI [TATOHIIBISI MOVHBIX CPOJIKAYV.

AO'eKT nacjielaBaHHsA: TOKCTHI CallbIsuIbHAN pakiiaMbl bemapyci.

IIpaamet nacjieqaBaHHsi: KaMYyHIKaThIYHA-IIParMaTbIYHbI MATIHIIBIS

MOYHBIX CPOJIKaY 1 SITO plajizallblsl ¥ TOKCTaX calblsuibHAN pakiIaMbl bemapyci.

MbTa nacieaaBaHHs: BBISIBIIF KaMyHIKaThIYHA-MparMaThIuHbIA aca0iBaciii
TIKCTAY caIlblsUThHAN pAKIIaMbl benapyci.

Metaabl gaciaefaBaHHSI: KAHT3HT-aHANI3 TAKCTAY CalbUIBHAN pAKIAMBI,
JBICKYpC-aHaJi3, parMaTblYHbl aHAJ13, KAMYHIKATBIYHBI aHAJTI3.

ATpbIMaHbIA BBIHIKI i iX HaBi3HA: y BBIHIKY Jacie/laBaHHs ObIY MpaBea3EHBI
KOMILJIEKCHBI aHaNI3 calblsIbHAl pakiambl bemapyci 3 MyHKTY IJeaKaHHS sie Ka-
MYHIKaThIYHA-MPArMaTblYHbIX XapaKTapbICTHIK, a TaKCaMa BBISYJICHBI 1 CICTIMATHI-
3aBaHbl MOVHBISI CPOJIKi, SIKiSl BBIKAPBICTOYBAIOLIA JJIS JACSITHEHHS KaMyHiKa-
TBIYHBIX MOT.

Bobaacub MarybiMara nNpakThlYHAra NpbIMsIHEHHSI: BBIHIKI MOTYIIb OBIITh
BBIKAPBICTAHBI MPBI PACIpaloylbl IPEKTHIYHBIX CTPATATIN CalblsUIbHAN PIKIIAMBI,
a TakcaMa ¥y aJyKalbIMHBIX Iparpamax mna piakiamMme, CyBs3sX 3 rpaMajcKaclio i
JIIHTBICTBILEL.

A¥Tap mpanel mansspipkae, ITO MPBIBEA3CHBI ¥ €M aHAMITBIYHBI MATIPBISII
nmpaBibHA 1 a0'€KThIYHA aJUTIOCTPOYBAe CTaH JOCIeqHara mparjcy, a yce 3armasbl-
YaHbIS 3 JITAPATYPHBIX 1 1HIIBIX KPBIHIL TIAPITHIUHbISA, METAalalariuHblsi 1 MeTa-
JIBIYHBIS MATAXKIHHI 1 KAHIRMIBI CyMpaBapKarollila cClackuikaMi Ha iX ayTapay.



ABSTRACT

Diploma work: 59 p., 40 sources.

Keywords: ADVERTISING, SOCIAL ADVERTISING, FUNCTIONS OF
SOCIAL ADVERTISING, COMMUNICATIVE AND PRAGMATIC FEA-
TURES OF SOCIAL ADVERTISING, COMMUNICATIVE AND PRAGMATIC
POTENTIAL OF LANGUAGE MEANS.

Object of the study: texts of social advertising placed in Belarus.

Subject of research: communicative and pragmatic potential linguistic means
and its implementation in the texts of social advertising in Belarus

Objective of the study: to identify communicative and pragmatic features of
the texts of social advertising in Belarus.

Research methods: content analysis of social advertising texts, discourse
analysis, pragmatic analysis, communicative analysis.

The results obtained and their novelty: as a result of the study, a compre-
hensive analysis of social advertising in Belarus was conducted from the point of
view of its communicative and pragmatic characteristics, and the linguistic means
used to achieve communicative goals were identified and systematized.

The scope of possible practical application: the results can be used in the
development of effective social advertising strategies, as well as in educational
programs on advertising, public relations and linguistics

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



