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PE®EPAT

Juniomuas padora: 60 ctp., 3 riaBbl, 34 UCTOYHUKA, 2 TIPHIIOKECHHUS.

KiroueBblie cj10Ba: aHTIIMIM3MBI, PEKJIaMa, 3aUMCTBOBAHHUS, UTAJbSIHCKUN
A3BIK, S3BIKOBAsI alanTalus, BOCIIPUSITHE.

O0beKT MccIeI0BAaHUsSI — aHTJIMIIM3MBI, YIOTpeOsieMble B HUTaTbSHCKON
peKIame.

IIpeamet ncciienoBaHust — 0COOEHHOCTU (DYHKIITMOHUPOBAHUSI aHTJIUIIU3MOB
B UTAJIBIHCKOU pEKIIaMe.

eap uccaenoBanus — ocoOOEHHOCTU (YHKIIMOHUPOBAHUS aHTJIUIIM3MOB B
WUTAIbSTHCKOM pEKJIaM€ W aHAIM3 UX KOMMYHHMKATUBHOM POJM B Pa3JIMYHBIX €&
dbopmax.

MeToabl HcCcaeI0BAHUS: ONHUCATEIBHBIA METOJI, METO/, JUHTBUCTHYECKOTO
aHajau3a, METOJ| CIUIONTHON BBIOOPKU, KOJTMYECTBEHHBIM W KaYECTBEHHBIN aHAIIN3
A3BIKOBOT'O0 MaTEpHAJIa, CPABHUTEIBHO-COITOCTABUTEIILHBIN METO/I, AHKETUPOBAHHE.

IHoayyeHHble pe3yabTaThl  HOBU3HA. B pesynbTaTe vcciienoBanus ObUIN
BBISIBJICHBI OCHOBHBIC MTPUYUHBI 3aUMCTBOBAHUS aHTJIMMUCKUX CJIOB B UTAJIbSIHCKUN
A3bIK, MPOAHAIM3UPOBAHBI (PYHKIIMKM AHTJIUIM3MOB B BUIACOPEKIaAME U UHTEPHET-
pekiname, paccMoTpeHbl popMbl uX amanTtanuu. HoBu3Ha paboThl 3aKkitodaeTcs B
KOMIUJIEKCHOM TIOAXOJI€ K HW3YYECHHUIO AHTJIUIM3MOB KaK JIMHTBUCTHUYECKOTO H
KyJbTYpHOTO (peHOMEHa, C ONMOpOM Ha aKTyaJlbHbIC pEKJIaMHBICE MaTepuajibl U
JTAHHBIEC COIMOJIMHTBUCTUYECKOTO OMPOCa.

IIpakTHyeckasi 3HAYMMOCTH HCCJIE0OBAHUS U 00J1aCTH NPUMEHEHMS.
Pe3ynbraThl Mccae0BaHUS MOTYT OBITh MCTIOJIB30BAaHbBI B IPAKTHKE MPETIOIaBaHuUs
UTAJILIHCKOTO $3bIKa, B Kypcax IO COIMOJIMHTBUCTHUKE, a Takxke B cdepe
MapKeTHHTa W  peKjlaMbl TMpU  pa3pabOTKEe  PEKJIaMHBIX  COOOIIEHUH,
OPUEHTUPOBAHHBIX HA UTATBIHCKYIO ayAUTOPHIO.



PODEPAT

Jpinaomuaas padora: 60 crap., 3 rasbl, 34 KpbIHIIEL, 2 JaAaTKI.

KirouaBbisi CJI0BBI: aHTIIBI3MBI, pIKJIaMa, 3ama3bluaHHl, 1TaTbsSHCKAS
MOBa, MOYHas aJianTalbls, YCIpbIMaHHe.

AO'eKT nacjielaBaHHSl — AHIIIBI3MBI, SIKiS Y)KbIBAIOIIA ¥ 1TaIbsSHCKAM
poKIIaMe.

IIpaamer nacaenaBanHs — acabmiBacii (hYHKIBISTHABaHHS aHTIIIBI3MAY y
ITANbsTHCKAN pAKIIaMe.

MbaTa nacieaaBaHHs — JTIHTBICTBIYHBISA aca0miBaciii 1 GyHKITbI aHTITIIBI3MAY
y TOKCTax 1 BIIPaMaTiIPhIsUIax 1TalbIHCKANH PIKIIAMBI.

MeTtajbl AacieqaBaHHs: allicaJbHBI METaJI, METa/I JIIHTBICThIYHATA aHAIII3Y,
MeTaj CyLRJbHAll BbIOApKi, KOJIBKACHBI 1 SIKaCHbI aHaji3 MOYHara Mard3pblsiy,
napayHajibHa-CynacTayJisjJbHbl METa/l, aHKETaBaHHE.

ATpbIMaHbIfA BBIHIKI nmpaubl i HaBi3Ha. Y BBIHIKY Jaciie/laBaHHs ObLII
BBISIYJICHBl ACHOYHBISI MPBIUbIHBI 3ala3blyaHHs AHIJIMCKIX CIIOY Yy ITaJbIHCKal
MOBE, MpaaHai3aBaHbl (PYHKIBIl aHMIMIM3MAy Yy BiJda-pakiame 1 IHTIPHAT-
paKiame, pasriemkanbl QopMbl 1X aganrtanbll. HaBi3Ha mpansl ckiagaenua y
KOMIUIEKCHBIM MaJbIXOJ3€ Jla BBIBYUSHHS AHITIMIU3May SK JIHIBICThIYHAra 1
KyJbTypHara (peHoMeHy, 3 amnopail Ha akTyaJbHbIS PAKJIAMHBII MAT3PbIIIbL 1
Ja13€HbIs CAlbIsJIIHIBICTHIYHArA alIbITAHHS.

IIpakThluHae 3HAYEHHE JAC/IeJABAHHS U IaJliHa BHIKAPbICTAHHS. BbIHIKI
JaciieJaBaHHS MOTYIIb OBIIb BHIKAPBICTAHBI ¥ TPAKTHILBI BHIKJIATAHHS 1TATbIHCKAN
MOBBI, Y Kypcax Ia CalubISUTIHTBICTBIKE, a TaKcaMa ¥ cepbl MAPKETHIHTY 1 PIKJIaMbI
IpBI pacTlparoyilbl PIKJIAMHBIX MMaBeIaMJICHHSY, apbIeHTABAaHBIX Ha 1TAJbSHCKYIO
ayABITOPBIIO.



ABSTRACT

Thesis: 60 pages, 3 chapters, 34 references, 2 appendices.

Keywords: anglicisms, advertising, borrowings, Italian language, language
adaptation, perception.

Research object: anglicisms used in Italian advertising.

Research subject: the peculiarities of the functioning of Anglicisms in Italian
advertising.

The aim of the thesis is to identify the specific features of how Anglicisms
function in Italian advertising and to analyze their communicative role across
different advertising formats.

Research methods: descriptive method, linguistic analysis, continuous
sampling, quantitative and qualitative analysis of language material, comparative
method, questionnaire survey.

Research findings and novelty: the study identified the main reasons for the
borrowing of English words into the Italian language, analyzed the functions of
anglicisms in video and online advertisements, and examined the ways in which
these borrowings are adapted. The novelty of the work lies in its comprehensive
approach to the analysis of anglicisms as both a linguistic and cultural phenomenon,
supported by current advertising examples and sociolinguistic survey data.

Practical significance: the results of the study can be applied in the teaching
of Italian as a foreign language, in sociolinguistics courses, as well as in marketing
and advertising, particularly when creating advertising messages targeted at Italian-
speaking audiences.



