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CraTts TpuUCBIYE€HA BHBYCHHIO MOBHHMX OCOOJIMBOCTEH aBTEHTHYHHUX
AHMIIACHKUX PEKIIAMHUX TEKCTiB. AKTYaJIbHICTh JOCIIIKEHHS BU3HAYAETHCA
3HAQUEHHSM 1 MOLIUPEHICTIO peKjaMH B CYYaCHOMY CYCIUIBCTBI, a TaKOX
HEOOXIZHICTIO JOCHIJKeHHSI i OCMHCIEHHs cdep ii BIUIMBY, SKi Oararo
B YOMY BHM3HAQYarOTh JIHIBICTHYHI OCOONMBOCTI aHDIMIMCHKUX PEKIaAMHHUX
TEKCTiB. MeTa HOCHiAXKEHHS IOJIATae y BUABIEHHI Ta OMMCI HAly>KUBAHIIINX
JIHTBICTUYHUX OCOOIMBOCTEH PEKIaMHUX TEKCTiB. Y CTaTTi BUKOPHCTAHO
Taki METOAM IOCHIDKEHHS, SIK OMHCOBHH, CTPYKTYpPHHMH, a TaKOXX METOX
KOHTEKCTYyaJIbHOTO aHaji3y. MeTonu IOCHipKeHHS BH3Ha4eHI crenugikoro
npeaMeTra  JIOCHIDKEHHS Ta IOCTaBJIeHMMH 3aBaaHHAMH. (OO0’eKToM
JOCITI/PKEHHsI BUCTYNAIOTh ABTEHTHUYHI TEKCTM aHIIIOMOBHOI pEKJIaMu.
[IpenmeToM LBOTO JOCTIKEHHS € JIHTBICTUYHI OCOOJMBOCTI PEKIaMHHUX
TEKCTIB, a CaM€ CMHTAKCUC aBTEHTHMYHOTO aHIIIMCHKOTO PEKJIAMHOTO TEKCTY.
ABTOpaMH CTaTTi MPOAHATI30BaHO OCOOMUBOCTI PEKIAMHOTO TEKCTY Ta
BU3HAYCHO HOT0 Miclle B CHCTeMi KOMYyHiKalii, BUSIBICHO HaWiBa)KIMBiII
JIHTBICTUYHI OCOONMBOCTI PEKIAMHOTO TEKCTY, IO peaji3yloTh HOro
MaHIMYyIATUBHUIN NOTeHIial. BiMoOBiAHO 10 aHAi3y CTPYKTYpU aBTEHTUIHUX
AHTJIOMOBHUX PEKJIAMHHUX TEKCTIB 3’ICOBAHO, 110 BOHH [TOCTAIOTh SIK CKJIAJHA
CEMIOTHYHA €JTHICTD Ta € MOCIiJOBHICTIO 3HAKOBUX OJJUHHIIb, 1[0 BUPAXKEHI 32
JIOTIOMOTOI0 CTPYKTYPHHX €JIEMEHTIB, TOJIOBHUMH 3-TIOMIXK SIKMX € 3ar0J0BOK,
OCHOBHUH TEKCT, CJIOraH. ABTOpaMu CTaTTi BCTAHOBJIECHO, 110 B aBTEHTHYHUX
AHTJIOMOBHUX PEKJIAMHHUX TEKCTaxX MPEJICTaBICHO TaKi CHHTAKCUYHI IPHUHOMH
Ta 3ac00M BHPA3HOCTI, K OXHOCKJIAJIOBI Ta OJHOCIHIBHI pedeHHs, aHadopa,
emidopa, mapuenslis, napajielbHi KOHCTPYKIIi, 3aMOBYYBaHHS, MUTAJbHI
W OKIIMYHI peyeHHA. BaJIMBOIO XapaKTEPUCTHUKOIO PEKJIIAMHUX TEKCTiB Ha
CHHTAaKCUYHOMY PiBHI € B)KUBAHHS JIIECTIB y HAKa30BOMY CIIOCO01, 1[0 3HAYHO
MOCUIIIOE TUHAMIYHICTh PEKJIAMHOTO ITOBiIOMIICHHS.
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The article is devoted to the study of linguistic features of authentic English
advertising texts. The relevance of the study is determined by the importance
and prevalence of advertising in modern society, as well as the need to study
and comprehend the spheres of its influence, which largely determine the
linguistic features of English advertising texts. The purpose of the study is
to identify and describe the most used linguistic features of advertising texts.
The article uses such research methods as descriptive, structural, as well as the
method of contextual analysis. The research methods are determined by the
specifics of the research subject and the set tasks. Authentic texts of English-
language advertising act as the object of the study. The subject of this study
is the linguistic features of advertising texts, namely: syntax of authentic
English advertising text. The authors of the article analyze the features of
the advertising text and determine its place in the communication system,
identify the most important linguistically features of the advertising text that
realize its manipulative potential. According to the analysis of the structure of
authentic English-language advertising texts, it is found that they appear as a
complex semiotic unity and are a sequence of sign units expressed through
structural elements, the main ones being the title, the main text, and the slogan.
The authors of the article have established that authentic English-language
advertising texts use such syntactic techniques and means of expression as
monosyllabic and single-word sentences, anaphora, epiphora, paraphrase,
parallel constructions, silence, interrogative and exclamatory sentences. An
important characteristic of advertising texts at the syntactic level is the use of
verbs in the imperative mood, which significantly enhances the dynamism of
the advertising message.

Key words: linguistic potential,
manipulation, advertising text,
semiotic unity, syntax.

I[ocTtanoBka mpodaemu. Pexnama € HeBimmiib-
HOI0 YaCTHHOIO HAILOr0 MOBCSKIACHHOTO JXHUTTS Ta
KyJabTypH. PexiiaMHi TEKCTH € TpPEeIMETOM JIHTBiC-
THYHHUX, ICUXOIIHIBICTHYHHMX 1 COIIOMIHIBICTHYHUX

CyuacHa pexsama BigoOpaskae BCi paguKajbHi
3MiHM B 1H(QOpPMANiIHHUX TEXHOJOTIAX 1 3acobax
MacoBoi iH(opMarlii, COIliaTbHO-eKOHOMIYHUX BiJI-
HOCHHAX, KyJIBTYpi, IpaBi, a TAKOX Cy4acH1 ysBICHHS

JOCTIDKEHB SIK CIoci0 crenugiqHoro KOMyHIKaTHB-
HOTO BIUTMBY Ha YICHIB KyJIBTYPHO-MOBHOI CITITBHOTH.
Sk omuH 13 (QyHKIIOHATPHUX THCTPYMEHTIB E€KOHO-
MIKH, pEKJIaMHI TECTH BOJIOMIFOTh BEJIMKOIO 37[aTHICTIO
YHHUTH TICHXOJIOTIYHUH BIUTAB HA PEIUITIEHTIB.

36ipHuK HaykoBuX Hpans «Hosa dimzomoris» Ne 91 (2023)

PO yCTpiil CyCHiIbCTBA 1 POJIb JIOMUHU B HHOMY, a
TaKOXK XapaKTepU3YEThCS PI3HOMAHITTAM (opM, IO
€ OIHUM 13 YHMHHUKIB, SKi BH3HAUYaIOTh il IIUPOKE
3aCTOCYBaHHS B Pi3HUX cdepax JIOICHKOI IisUTbHO-
CTi — BiJ] KOMEPIIIIHOI 70 COMiaIbHOI.
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Pexnamy BM3HauaroTh K 3aci0 KOMyHiKarii, 10
iHhOopMy€e TOTEHIITHUX KIIEHTIB MPO TOBApH Ta
MOCHYTH Yy Bi3yanbHill abo BepOanbHIA TpUBaOIH-
Biif opMi Ta momomarae iM YXBaJIUTH OOIPYHTO-
BaHe pimeHHA. lIpogyleHTH peKIaMHHUX TEKCTiB
BHUKOPHCTOBYIOThH METOIU NEPEKOHAHHSA, LI00 Iosc-
HUTH TOTCHUIIHMM KIIi€HTaM, 110 [UI1 HUX Kpalle.
PexnamonaBui HaMararoThCsi 3pOOUTH CBOIO PEKIIaMy
siKoMora e(eKTHUBHIIIOI, 100 NPUBEPHYTH yBAry
yuTaya 1 KOHKypyBaTu 3 O€31iy4io iHIIMX aHaJoriy-
HUX PEKJIaMHHUX OrojiouieHb. BOHM BHKOPHCTOBY-
IOTh Pi3HI JIIHTBICTHYHI MPUHOMH, 1100 3a0e31meunTH
KITBKICTh TIOKYTIIiB Ta KII€HTIB, BUKJIUKATH Y HHUX
OakaHHS MPUAOATH MI0-HEOY/Ib, CIIOHYKATH 10 il

He3naHHs TIHTBICTHYHUX OCOOTMBOCTEH peKIIaMu
MIPU3BOIUTH A0 NMEPEKIatalbKIX IOMUIOK, L0 MOXKE
BBECTH B OMaHy IMOTEHIIHHUX KII€HTIB 1 MOKYIIIIB,
TOMY HEOOXiJHO 3HATH OCHOBHI JIGKCHYHi, CTHJIiC-
THUYHI T4 CHUHTAKCHUYHI XapaKTEPUCTHKH PEKIaMHUX
TEKCTIB.

AHaJi3 OCTaHHIX JOCTiIXKeHb Ta MmyOJikamii.
PexnamHi TEKCTH iHTEHCUBHO JOCIIIKYIOTHCS 3 Pi3-
HUX MO3MLIHN SIK YKpaTHCHKUMHU, TaK 1 3aKOPIOHHUMH
JiHrBicTaMu. Y OparMajiHIBICTUYHOMY AacIeKTi
ix BuBuanu T. B. Kpaseup [1] Ta T. A. besyrna [2].
BrmimBoBy nuHaMiKy IJHTBOCEMIOTHYHHX KOMIB Y
pexnamMHOMy Ouckypei gociipkysana O. B. Hlep-
0ak [3], aHDTiICEKOMOBHU PeKJIaMHUH TEKCT KOCMe-
THYHUX 3aco0iB posnmamana I. B. Topomenpka [4].
CporofHi JTHTBICTHYHI OCOOMMBOCTI  peKIaMHHX
OTOJIOLICHb AKTUBHO BHBYAIOTHCS B JTIHI'BICTUYHOMY,
JIHTBOIIParMaTUYHOMY Ta IICHUXOJIOTIYHOMY acIek-
tax. JIIHTBICTHYHI OCOONMBOCTI MOXHA PO3TIISIATH
SIK JIGKCHYHI, CHUHTAaKCU4HI Ta cTumictuuni. 1100
Kpalie 3po3yMiTH, SK IIi JIIHTBICTHYHI OCOOIHMBOCTI
BUKOPHCTOBYIOTHCSI PEKJIAMOAABLSIMU JUISl  BIUIMBY
Ha Peaklilo CIOXKBada Ha PEeKIaMy, BaXKJIMBO TOYHO
3pO3yMiTH, SIKHH BIUIUB Ma€ KOXXEH JIIHIBICTUYHHM
3aci0 y peknami. o crocyeThbcst TeKCHYHHX 1 CTH-
JICTUYHUX OCOOMUBOCTEH peKIaMu, TO BOHU JOCUTb
JeTajJbHO PO3IIIHYTI B pPoOOTax BITYM3HIHHX 1
3aKOPIOHHUX AOCHIOHHKIB. OmHAK JOCHiHKEHHIO
CHUHTAKCHCY PEKJIAMHOTO TEKCTy MpPUCBSUYEHA HEBe-
JMKa HU3Ka pooit [35; 6], ToMy 1€ muTaHHS oTpedye
MOAATBIIOTO BUBYCHHSI.

Mera pociigkeHHsl TIONSTAaeE y BUSBICHHI Ta
OMuUCl Hay)KMBaHIIIMX JIHTBICTHYHUX OCOOIHMBOC-
Tel peKJIaMHHX TEeKCTiB. BiqnoBiiHO 10 METH BH3HA-
YEeHO Taki 3aBJAaHHA: MPOAHANI3yBaTH OCOOIMBOCTI
PEKJIaMHOT0 TEKCTY Ta BU3HAYUTH HOTO MicLe B CHC-
TeMi KOMYHiKalii; BU3HAYUTH HalBaKJIUBIILIi JiHTBi-
CTHYHI OCOONHMBOCTI PEKIaMHOIO TEKCTY, IO peaji-
3YIOTh HOTO MaHIMyISATUBHUN noTeHIlian. 00’ €KTOM
PO3BIIKM IOCTAIOTh ABTEHTUYHI TEKCTH aHIJIIOMOBHOT
peKiIamu, a MpeaMeToM — JIHTBICTUYHI 0COOIMBOCTI
aHaJli30BaHUX TEKCTiB, a CaMe CHHTAKCHC AaBTEH-
TUYHOTO aHITIHCHKOTO PEKJIAMHOTO TEKCTY.
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Bukiaa ocHOBHOro marepiajsy aociiImKeHHs.
Pexmama — 1e sickpaBuii MpUKIIaa MaHIMYJISITHBHOTO
TEKCTY, OCKUIbKA Ma€ BCi XapaKTepUCTUKH, MPHUTa-
MaHHI [LOMY THITY TEKCTIiB, Ta peaii3ye BiINOBiIHI
¢yHkmii. 3a3Buuall peKJIaMHHUN 3MICT BiJIIIOBIAE
tak 3BaHill «dopmyni AIDCA (attention — yBara,
interest — inTepec, desire — OaxanHs, confidence —
BIIEBHEHICTb, action — mis)» [7, ¢. 127]. Inmumu cio-
BaMH, «peKnaMHi TEKCTH MPHUBEPTAIOTH yBary, 30epi-
rarTh 1HTepec npo6yzm<y}0TL OaxaHHS, q)opMyIOTI)
BIICBHEHICTh, BUMAraloTh JIii, TOOTO KyMiBJi TOBapy
abo nociyruy» [8, c. 47].

BignosigHo 1o aHamizy CTPYKTYPH aBTCHTHYHHX
AHIJIOMOBHUX PEKIaMHHUX TEKCTiB JIOCIiAHUKAMH
peKJIaMH 3’SICOBAHO, 1[0 BOHH TOCTAIOTH SIK «CKJIaIHa
CEMIOTMYHA €HICTh Ta € MOCIIJOBHICTIO 3HAKOBUX
OJIMHUIb, IO BUPAKEH] 32 JOMOMOTOI0 CTPYKTYPHHUX
€JIEMEHTIB, TOJJOBHUMU 3-TIOMDK SIKMX € 3arojOBOK,
OCHOBHHI TeKcT, ciorany» [7, c¢. 128]. OcHoBHa MeTa
peKJIaMH TIOJISITae y MaHIMyMIOBaHHI JYMKOIO TIOTEH-
IHHUX TOKYIIiB a00 KJIIEHTIB, JJIs TOCATHEHHS SIKOT
NPOAYLUEHTH pPEKIaMHUX TEKCTIiB TOCITYTOBYIOThCS
Oararum apCeHATIOM TIeKCHKO- CTHJIICTUYHUX 1 CHH-
TaKCUYHUX MPUHOMIB Ta 3ac00iB BUPA3HOCTI.

Crijt 3a3Ha4MTH, IO B ABTCHTUYHUX aHTIIOMOBHUX
PEKJIAMHHX TEKCTaX MpPE/ICTaBICHO TaKi CHHTAKCHYHI
NpUHOMH Ta 3ac00U BUPA3HOCTI, SIK OJHOCKIIAIOBI Ta
OJTHOCIIBHI pedeHHs, aHadopa, emidopa, mapuensiis,
napaieibHi KOHCTPYKIIii, 3aMOBUYBaHHS, MUTAIbHI
i OKIHMYHI peuyeHHs. BakIMBOIO XapaKTEPHUCTHKOIO
pEKJIAMHHX TEKCTIB HA CHHTAKCHYHOMY PiBHI € BXKU-
BaHHS JIIECIIB y HAKa30BOMY CIIOCO0i, IO 3HAYHO
MOCHITIOE TUHAMIYHICTh PEKJIAMHOTO TTOBIJOMIICHHSI.
YacTOTHICTh BYKUBAHHS JIIECITIB MOSCHIOEMO KOMYHi-
KaTHBHUM 3aBJIaHHSM PEKJIAMHOTO TEKCTY, SIKE TOJIs-
rae y 3aKJIuKy 1o Jii. 31 cBoro 0OKy, 3aCTOCYBaHHS
3HAYHOI KIJIBKOCTI JIEKCUKO-CTHIIICTHYHHX 1 CHHTaK-
CHUYHHUX 3aCO0IB «IOCHIIIOE EKCIIPECUBHUI BILIHB
peKJIaMH Ta BUKOHYE OJIHY 3 HaHBaKIMBIIHX (YyHK-
il peKIaMHOTO TIOBIIOMJICHHS — IPHUBEPTAE YBary
MTOTEHINIIHOTO MOKYIIIIS 10 PEKIaMHU 1, OTKE, BUKIIHU-
Kae IHTepecC 10 PEKIIaMOBaHOTO ToBapy» [9, c. 77].

PereBaHTHUM /7Sl HAIIOTO JOCIIJKEHHS TOCTAE
aHalli3 CHHTaKCHYHUX OCOOIMBOCTEH pEKIaMHUX
TekcTiB. OCKUIBKM METa PEKJIaMH IOJIATAE Y 3IikcC-
HEHHI BIUTMBY Ha ofiep KyBada iH(popmarlii, y pexiam-
HAX TEKCTaX Ha BCiX MOBHHX pPIBHSX BHKOPHCTO-
BY€ETHCSl pO3MAITTA BHpa3HUX 3aco0iB. 30Kkpema, B
AHIJIOMOBHUX PEKJIAMHUX TOBIJOMIICHHSIX IITHPOKO
BUKOPHCTOBYIOTHCS CHHTAKCHU4YHI Ta MOP(POCHHTAK-
CUYHI 3aCO0HM BHPA3HOCTI, 3-IOMDK SKUX Haldac-
TOTHIIIMM CHHTAaKCHYHUM 3ac000M BHPA3HOCTI €
OJTHOCKJIAJIOBE PEUCHHS, K€ CKIANAEThCS 3 OJHOTO
TOJIOBHOTO WJICHA — MPHCYIKa a00 MiaMeTa, sIK-0T Y
pekiamax:

— komn tomepa Apple —
Best”;

“The Power to Be Your
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— asmomobina Chevrolet “Chevrolet. An

American Revolution”;

— yaro Lipton Iced Tea — “Real Tea Leaves &
Antioxidants’”;

— asmomobina Cadillac — “Creating a Higher
Standard”.

SIK AeMOHCTPYIOTh HPHUKIAIH, MPOIYCKH OIHOTO
3 TOJIOBHHUX WICHIB PEUCHHS HE € KPUTUUHUMH UIS
PO3YMiHHS 3MICTy, KpiM TOTO, BOHHU IIOJETTIYIOTh
CIPUMHATTS KOHTEKCTY PELUIIEHTaMH Ta CKOPOUY-
IOTh CaM TEKCT PEKJIaMH, II0 CIPHSIE HOTrO JIETKOMY
3amam’ITOBYBaHHIO.

OnHoCHiBHI pEYEHHS CKIaJaroThCs 3 OIHOTO
CJIOBA, SIK-OT y peKJiaMax:

— cminvHuKosux menegouie ipwu Samsung —
“Ready. Set. Internet”;

— kocmemuxu ESTEE LAUDER — “Splendor:
Opulence. Brilliance”.

Taki pedeHHs, MOMIOHO IO OJHOCKIIAIOBUX
peyYeHb, CKOPOUYYIOTh TEKCT PEKIaMHOIO IOBiJIOM-
JICHHS, 110 POOUTH peKyIaMy JIAKOHIYHOIO Ta JIETKOIO
JUIsl 3a11aM’ SITOBY BaHHSI.

[IponyueHTr pekIaMHUX TEKCTiB aKTUBHO MOCTY-
TOBYIOTbCS «aHaoporo, TOOTO NPHUIOMOM, MOB’s-
3aHUM 13 TOBTOPEHHSM SIKUXOCh HOAIOHHMX 3BYKO-
BHX €JIEMEHTIB, cloBa ab0 Tpynu CIiB Ha MOYaTKy
KOXKHOTO NapanieiabHoro psaay» [9, c. 75], ocobnuo
B pEKJaMHUX 3aroyioBkax. Lle moB’s3aHo 3 TuUM,
110 CJIOBA B IHIIIAJIHIN MO3MIIT 3arojIOBKa 3aBXKIHA
Kpallle 3amam’ATOBYIOThCS, a aHadopa JHIIe HOCHU-
JIFO€ 1IeH poLec, SIK-0T y TeKCTaX PEeKIIaMu:

— nuea Heineken — “How refreshing! How
Heineken!”

— my3uunux Hoeun Ha kaumani “CNN” —
music. Know the beat”;

— xocmemuxu Maybelline —
with it. Maybe it's Maybelline”.

[IponyueHTn pexnaMHUX MOBIIOMJIEHb BHKO-
PHUCTOBYIOTH emiopy, fKa peayizyeThCsl MUISIXOM
«TIOBTOPEHHS OJJHAKOBHX JIITEP, YACTHUH CIJIOBA, CIIiB
abo CcrIoBOCHONYyYeHb HANpHUKIHII pedeHHs» [9,
c. 81]. Emi¢opa Tpamiserscs piAme B peKIaMHUX
3aroJIoBKax MOPiBHSIHO 3 aHA(OPOIO, SIK-OT y TEKCTaxX
peKnamu:

— IBM —“Funny when this time comes around, the
kids want to stay around”;

— Colin'’s — “Be in Colin's. Be free”.

OnHuM 3 ymOOJEHUX JIIHTBICTUYHHUX TNPHHOMIB
MIPOAYIEHTIB TEKCTIB PEKIAMH € TIAPIICIISIIIisl — «HaB-
MHCHE WICHYBaHHS PEUCHHS Ha KiIbKa CaMOCTIMHUX
BiJPi3KiB, 3a SKOTO 3MICT BHCIIOBIIOBaHHS Iepena-
I0Th HE B OIHIH, a y JBOX a0 OinblIe MOBICHHEBUX
OJIMHHMIISX, K1 CJIITyIOTh OJTHA 32 OJHOIO ITiCIIsl PO3Ii-
noBoi may3u» [9, c. 88]. Takuii moxin TekcTy poOUTH
HOro pUTMIYHUM Ta OUTBII AMHAMIYHUM:

— Polo Jeans — “G.LV.E. Get Involved. Volunteer:
Exceed”;

“Know

“Maybe she's born
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— Apple Macintosh — “Macintosh. It Does More.
It Costs Less. It's that Simple”;

— Ford Vehicles — “Ford.Designed for living.
Engineered to last”;

— BonneBell — “BonneBell. Beautiful. Colorful.
You”;

— Subaru Cars — “Subaru. Think. Feel. Drive”.

JloBoni yacTo y TeKcTaXx peKJIaMH 3acTOCOBY-
I0ThCS TTapajeabHi KOHCTPYKIIii, TOOTO rpyra peueHb
3 OJHAKOBOIO CHHTaKCHYHOIO TOOYIOBOIO, 110 PO3Mi-
IICH] OJIMH 32 OHHM:

— StellaArtois — “Looks ugly. Tastesgreat”;

— Toshiba — "Take Toshiba, Take the World";

— Meltin' Pot jeans — "Stop wishing. Start living".

BukopucTaHHS TaKOTO MPUHOMY TIPUBEPTAE yBAry
PELHUIIEHTIB O pEKIaMU Ta MOCUIIOE 11 MaHImyIs-
TUBHUU BIUIMB.

[MTpuiioM 3aMOBUYBaHHS y TEKCTAaX PEKIAMH 3aCTO-
COBYIOTBCS TOJIi, KOJU TPOAYIICHTH PEKIaAMHHUX MOBi-
JIOMJICHb HABMHCHO HE BUCIIOBITIOIOTH CBOIO JTYMKY 110
KiHIIS, 2 0OMEKYIOTBCSI HATSIKOM Ha 3aBEpIICHHS €]
JYMKH. SIKII0 pekaMa APyKoBaHa, TO B TAKOMY pasi
CTaBIIATHCS TPU Kpanku. Take MepepruBaHHS PEUCHHS
HAJIa€ PEHHUIEHTAM MOXIIMBOCTI CAMUM 3aBEPIIUTH
JYMKY, SIK-OT y TEKCTaX PEKJiaM:

— xasu Folgers — “The best part of wakin’up ... is
Folgers in your cup”;

— yaro Tylos — “Tylos tea ... its a part of your life”.

MaHIinmyIATUBHUM TOTEHLaIOM Y pPEKIaMHHUX
TEKCTaX BOJIOJIFOTH JIE€CIOBA y HAKA30BOMY CIOCO01.
3a J0MOMOror iMIepaTuBHOI (OPMU MOXHA CIIO-
HYKaTH TOTEHLIAHOTO MOKYNUS NpUAOATH MOCIYTY
abo ToBap, 10 PEKIAMYKOThCs. 3TiHO 3 pe3ylbra-
TaMW aHaji3y aBTEHTHUYHUX AaHIJIOMOBHHX TEKCTIB
peKiIaMu, 10 HAHJacCTille BKUBaHUX JIIECTIB B HaKa-
30BOMY CIIOCOO1 HaJiexarhb Taki, sK: «buy, feel, start,
try, ask, discover, get, see, call, taste, watch, find,
enjoy, listen, drive, smell, look, let, drink, do» [10,
c. 28]

— Toyota Paseo — “Drivethe new Paseo. Fall in
love. Your future awaits down the road”;

— Pontiac Grand Am “Buythecar. Own the
road’”;

— EsteeLouder — “Giveyour lips a double infusion
of color”.

IMutanpHi peyeHHS B TEKCTaX PEKIaMHU MOXYTh
BUKOHYBaTH pIi3HOMaHITHi (yHKIIi: peami3oByBa-
THCh SIK BJIACHE 3alUTaHHs a00 SK PUTOPHYHE 3aIlH-
TaHHsI, BAOKPEMITIOBATH HEOOXiHY AYMKY, BUpaKaTH
NpUnynieHHss abo OyTW eMOLIHHOI peakxIjielo Ha
MEBHY CHUTYallilo. 3-MOMiK aBTEHTUYHUX AHTIIOMOB-
HUX pPEKIaMHHUX TEKCTIB, IO BUPa)XeHi MUTAIbHUM
PEUYCHHAM, MOYKHA HABECTH SIK MIPHUKJIAJ TaKi:

— Memorex — “Is it live, or is it Memorex?”

— Mercedes — “Why do I drive Mercedes?”

Bimomo, 10 OKJIMYHI peYeHHS BUMOBISIOTHCS 3
OCOOJIMBOIO 1HTOHAINIEI0, IO JIO3BOJISIE BUPAXKATU
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3aroCTpeHi MOYYTTA PagOCTi, 3aXOIUICHHSA, CTPaxy,
XKaxy ToIlo. B aBTEHTHYHMX aHIIOMOBHHX pEKJIaM-
HUX TEKCTaxX Ii PEYeHHS MOCHJIIOIOTH E€MOLIHHHMA
BILIMB Ha PEIUITIEHTIB 1 HAaB A3yIOTh HOMY HEOOXi/IHI
MOYYTTS Ta EMOLii, IK-0T y peKamax:

— Kypauozo cyny 3 rokuunow Casseroles — “New
from Swanson! M'm! M'm! Good! Casseroles!”

— Hanoto Red Bull — “It gives you wiiings!”

— xomnanii Miller — “It's Miller time!” (croean)

OTxe, B aHIMIOMOBHHX PEKJIAMHHX TEKCTaX 3aCTO-
COBYIOTBHCSI CHHTAKCHYHI IpUiloMH Ta 3aco0u BHUpas3-
HOCTI, sIKi 6arato B 4OMy BH3HAUalOTh CHTY BILTHBY
Ha MOTEHIIMHOTO MOKYILIS.

BucHoBkM Ta mepcHeKTHBH NOJAJIbIIMX
aociaigxkeHb. Peknama — 1e BUA MaHIMyIsATHB-
HOTO TEKCTYy, SIKMW BIAMOBiZa€ Tak 3BaHii (op-
myni AIDCA (attention — yBara, interest — iHTe-
pec, desire — OaxxaHHs1, confidence — BIIEBHEHICTb,
action — mist). TeKCTH peKlIaMH € CKIAJTHOK CeMio-
TUYHOK €IHICTIO, BUPAXXEHOO MOCIIIOBHICTIO 3HA-
KOBHX OAMHHUIb, IO PEai3ylOThCs 3a JOMOMOTOO
CTPYKTYPHHX €JIEMEHTIB, TOJIOBHUMH 3-TIOMIXK SIKUX
€ 3arojOBOK, OCHOBHHMH TEKCT, ciorad. B aurimo-
MOBHHMX PEKJIAMHUX TEKCTaX MpPEICTaBICHO TakKi
CHHTAKCUYHI NMpUHOMH Ta 3aco0M BUPA3HOCTI, SIK
OJTHOCKJIQZIOBI Ta OAHOCIIBHI pedeHHs, aHadopa,
emidopa, mapueNsAIis, TMapaielbHi KOHCTPYKIII,
3aMOBUYYBaHHS, TUTAIbHI i OKIWYHI pedeHHs. OKpiM
TOTO, PEKJIAaMHUM TEKCTaM HAa CHHTAaKCUYHOMY DiBHI
MpUTaMaHHE BXHUBAHHA AI€CITIB Y HAKa30BOMY CIIO-
co0i sl TOCWIJICHHS MOTHBAIIMHOTO MOTEHINaTy
PEKIaMHOTO TOBiJOMIICHHS.

[lepcnexTrBy mopaibIINX PO3BiAOK BOAUaeMo y
JOCII/PKEHH] CHenu(iky MepeKyiagy aHrIOMOBHHUX
PEKJIaMHHX TEKCTiB HA YKPaiHCBKY MOBY.
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