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Abstract

In the article gender problems are analysed in the texts of advertising on the pages of
mass-media. It describes modern gender roles which are represented in modern Ukrainian
newspaper texts.

Pe3rome

Y ecmammi 30iiicneno ninesicmuunuil ananiz pexkiamuux mexcmis, onyoOliKOBAHUX HA
cmopinkax oOpykoganux 3MI, uepe3 npusmy ecendepnoi npobdremamuxu. Onucano cyyacui
2eHOepHI poli, 00pasu, SKi penpe3eHmo8ano 6 CYUACHUX YKPATHCbKOMOGHUX 2A3eMHUX MEKCMAX.

Pe3iome

B cmamuve npousseden nuneeucmuyeckull aHanu3 pekiamHulX meKcmos, OnyoIUKOA6HHbIX
Ha cmpanuyax neyamuvix CMHU, ¢ nozuyuu cenoeproii npooiemamuxu. Onucanvt coépemenHbvle
2eHOepHble poiu, 00pasvl, KOMopvie NpeoCmasiienbl 6  COBPEeMEHHbIX YKPAUHOA3bIYHBIX
2a3emHbIX MEeKCmax.

Even now in Ukrainian society dominated by sterpiaigl views on social roles of men
and women, then reliable material for researchngf@anges in society and the existing gender
situation it is language print media of communiaatiie orally transmitted word and recorded on
paper . But if the question of gender in the tedftsontemporary print media are not again
become a subject of research in modern Ukrainiaguistic science (AM Volobueva [4], OR
Kis [10], NF Ostapenko and NM Sidorenko [18], VMrigshuk [19] and others), almost entirely
omitted by remaining issues of gender aspects @searent published in modern periodicals.
For advertising today has one of the most imporfdates in the mass media. Moreover, the
advertising message becomes increasingly informasigns, becoming an instrument of
influence on the minds of the consumer, is a me&nsanipulation, forcing the consumer, along
with the belief in the need of buying a productervice and a number of stereotypes, including
gender. Gender-marked vocabulary copywriter, pbbtisin the current media fills a significant
niche in linhvosynerhetytsi media discourse. Withgpecifically tailored for promotional texts
to influence the gender of the recipient linguistixical media picture would be incomplete.

Gender problems in advertising, in particular thebpem of gender asymmetry in
different fields of modern Ukrainian science dedotenumber of works of national scientists,
including OR Kis [10], YM Galustyan [5], TS Bureyak [2] and others. Researchers thus



usually focus on the analysis of advertising imagegproper use of the image of women and the
exploitation of her sexuality and so on. The prablef linguistic analysis of advertising texts
devoted very little attention. In Russian linguastithis problem has been the subject of scientific
research is still in the 80-ies of XX century. (B®senthal and MM Kohtyev [16]), at the
present stage of study A Crompton [14], MV TomsR&, [22], IV Groshev [6], IA Huseynova
[7], TM Romanova [17], NV Vertyankina [3], Ol Kariova [9], KS Ozhhihina [15], OA Suprun
[20] others. In fatherhood linguistics study spiecaspects of this problem is found in the works
of VV Slinchuk [19], OA Bosa [1], NM Sidorenko amdF Ostapenko [18], VV Zirka (based on
Russian material) [8] and others.

Before you perform linguistic analysis of adverigitexts published in the media, you
should pay attention to the phenomenon of advedisis a communication tool and create
specific advertising. For the simplest definitiohaalvertising can serve as an understanding of
this phenomenon American Marketing Association: eatising - is any paid form of
presentation and promotion of ideas, goods or seswof a particular advertiser [22, p. 158]. As
the MV Tomska, the reason for which is advertistognmunication, embodied in the product
advertising, ie advertising text [22, p. 159].

In advertising texts operate all the linguistic aextralinguistic features that enable
comprehension and understanding of the text andrmd@te the recipient of reaction to it.
A Crompton believes that advertising text consi$tiour major components: title, subtitle, body
text and advertising slogan [14, p.80]. OO Kopa&saploring the structure of the advertising text,
notes that it consists of an introduction, mainyhambnclusion, the final phrase is a slogan [12,
p. 324]. OA Boss, moreover, identifies ktematonfrorq the Greek. Ktema - property onym -
name) - a verbal component trademark logo [1, @-11A1], that verbalization advertised brand.
Yes, published in the magazine (Cosmopolitan. -5200 September) advertising is word
knematonimom Hugo, "Your scent. Your rules"- a alogElisabeth Arden - knematonim, due
concise slogan "Your skin says. Cream hear."

NL Kovalenko, exploring the linguistic structure loype, trying to figure out whether it
is an independent syntactic unit. The author nihtas"the reason that can interpret the slogan as
an independent sentence, is the fact that the rslegaisually specifying brand that forms in
certain consumer products associations connectéd tve goods” [11, p. 11]. Brand while
certainly fills a semantic and in some cases airattincompleteness slogan. As substantive
structure, ie a syntactically main component in fiven of nominative case, the tagline always
belongs to the brand as part of the nominal comgaaminal predicate [see: 11].

The main functions of an advertising slogan redeasc distinguish attractivity
(AD Krivonosov [13]) and informativity (DE Rosenthand MM Kohtyev [16], A Crompton
[14]). Thus, according to A. Krivonosov under attrety refers to the ability to attract attention
and memoryzatsiya. TN Romanova said that the impbrtharacteristics of rhetorical slogan is
rhythmic and phonetic repetition, contrast languggene, the effect of the hidden dialogue.
Slogan occupies a central place in the structuthefidvertising text, he expresses the essence
of advertising concept [17, p. 32-38].

In advertising texts verbalied, visualized and sghded information not only about the
advertised item, but also about the existing spaialuding gender, relationships [22, p. 159]. In
fact, numerous studies show that men and womeardiftly perceive the same object, image,
text. Therefore, when creating advertising textusthdoe a gender-perception of information
recipient. Creating advertising for women shouldade stylistic and compositional techniques
inherent emotional approach writing text advertisimessages, and for men - actual. In
particular, texts designed for women should enagpressive words, emphasizing the slogan
and echo-phrase. In advertising texts written f@nmshould submit detailed specifications and
price point products, stressing the company namoglyct, etc. [see: 23].

The basis of linguistic analysis was used threegygf advertising texts, published in the
current Ukrainian media, namely:

- Advertisements published in separate sectiomgwspapers and magazines;



- Materials that are published under the headindvéitising” or "rule of advertising";

- Materials that are not marked with the word atserg, but written in the style of
advertising with PR-technologies.

Advertising texts first group studied not only fraime standpoint of problem-thematic
approach, but also from the standpoint of gendemstr@aming - including analysis of
specificity creation of these texts, taking intocamt the level of sponsored advertising
perception of gender differences recipient. Texigedising second and third type are analyzed
from the standpoint of the problem-thematic appincatitempts structuring factual material in the
way of display gender and stereotypes.

A series of promotional texts published in the atising section Buy with newspaper
"Exactly evening", can be called such, which is rappate for the specific information
perception by women: by emotionally expressive vatmumber of words and phrases. For
example, the article "General cleaning" containsiynexpressive vocabulary begins wide entry
before submitting basic information: "On the eveEafster hostess seek to restore order in their
homes to meet holiday in clean and comfort. Todes,will help them learn about the best
features quickly and qualitatively to make mileg®ngeneral cleaning, using household
chemicals and achievements of national experiendespecialized firms ... "(Rivne evening. -
2006. - 20 April). Those characteristics have mtitWashing dishes entrust machine
"Scientists estimate that a family of four spenaghwashing about 200 hours per year. If you
believe that this time could be used more effettivik may make sense to buy a dishwasher,
which in civilized countries long considered thettaaof first priority "(Rivne evening. - 2005. -
Dec 15.) And" Hair Colors ": "In every woman's lifand not only) occurs when unbearably
want to change something in their own appearanke.best way - to change your hairstyle or
even hair color. If "his" barber you do not havenasters go to strangers scared, you can try to
paint hair at home. Moreover, we will help you {Rivne evening. - 2005. - Aug 4.).

One of composition writing this type is conciséetthat directs recipients to the nature of
the information given in the article (needed or ne¢ded), then presents a broad introduction to
the text and expressive vocabulary for settingrédegpient to a positive perception. Analyzed
articles differ in problem-thematic: the first denstration of steady seeing in our society gender
stereotype "Woman-Keeper" - author appeals to tineaousness of caring lady that cares about
providing home comfort before the holiday, find esgsion in the third stereotype of "Barbie" -
dolls that cares about the beauty of the body. {Elxe of the second of the articles analyzed
changes in the established stereotypes, and althdwgy is for structural and semantic
characteristics belongs to women, submit an agpealery family member.

Quite different in character presentation of thdenal is promotional text, designed for
the male audience (brevity is not only the namd, tha text, the actual presentation of the
material), for example.: In his article "ATL Trophseal problems for real men" (Vidomosti. -
2009. - 19 Jun). clearly communicated the naturé lmcation of the event, noted for its
organizers, as well as the reason and purposengbetition.

Thus, the analysis in advertisements publishedhénlikrainian press, makes it possible
to distinguish several major problems that indicateiolation of gender equality in Ukrainian
society. First, newspapers are full of advertisesemarital nature, such as "l am a woman ..."
"Waiting for a man ..." "Attractive woman seekindnasband ...", which is operated as a female
and male sexuality, the object offered inflatechdtads of beauty. It is in such cases see a
manifestation of gender stereotypes "Superman"'Badbie". Second, the expression patterns
"Barbie" marked almost all advertising for womemblished in magazines. However, today
observed a tendency to leveling the stereotypeeafafe beauty, formed in the pages of
magazines like tall, slender blonde with a smalban of gray matter in the brain, obsessed
with the pursuit of fashion trends and permanengltdoss.

For journalistic texts promotional, designed forlenaudience, they usually or promotes
the image of a male politician or advertise a pobdur service for men. The second type of
advertising texts usually accompanied by an exmessf gender stereotypes, particularly in



phrases for real men, men on the right, etc. "™ NDBIROLLA ": songs real men" (Family and
home. - 2011. - February 12.), "Flora - employmentthese men? "(Hreschatyk. - 200. - Dec
7.)," Work for Real Men "(Lviv newspaper. - 200&ebruary 29.).

Today researchers gender issues in journalistits {8, p. 26] increasingly emphasize
the abuse of the phrase for these men to creatadbhertising because it restricts consumer
audience. The first was criticized in televisiord grint ads beer "Arsenal” in the text in phrases
for real men, on the one hand, the ousted beyonduroer audience of women - beer lovers
"Arsenal” on the other - could hurt the stronget Because to cohort of these men are just beer
drinkers "Arsenal” [18, p. 26].

Linguistic analysis copywriter discovers a rangestylistic and morphological tools for
creating apt slogans or headlines that would imatet)i attracted the attention of the recipient.
Yes, advertising texts are frequent rhyme for batiemoryzatsiyi "Medobiotin - Your beauty
vitamin ..." (Diva. - 2009. - November).

At the syntactic level is effective in the use dfrgonal appeals and exclamatory
sentences: "Dear lady! Beautifully be easy! "," @avfun! "," Your technique will live longer
without lime: cost and convenient! "(Diva. - 200November)," You are protected during the
day "(Blyk. - 2010. - June). Moreover, as noteddhyKopacz [11, p. 324], exclamatory sentence
with a verb in the imperative mood used in texteatiging for youth: "100 beautiful girls. Join
us! "(Oho. - 2010. - Jun 17.)" Set up your innerla/d(Lyza. - 2010. - June)," look upon closer:
There never seemed natural look so perfect! "(Ly2809. - October).

Significant stylistic role in advertising texts fmm metaphor. Yes, her mother's soft
embrace designed to comfort children cradle, wigchccompanied by verbal advertising, for
example.: "I love my mother's arms, but then mattstrould relax. When mother is not nearby,
with me her love and care by Sweetpeas "(Polygale. - Jun 17.).

To arouse the curiosity of the recipient, often rgmved advertising texts used
interrogative sentence: "How to be a princess?elLBeauty 2010 "(Oho. - 2010. - Jun 17.),"
Preparations for the wedding continuous trouble fusd? Not with us! "(Oho. - 2010. - Jun
17.)" Do not believe the rumors? We tested thenmyéar "(Oho. - 2010. - Jun 18.)," And your
oil has passed the test? "(Lyza. - 2010. - June).

Advertising texts than a slogan, with eloquenetdr subtitle: "Stone - guard your health”
(Blyk. - 2010. - June), "Filorha - Laboratory youtnd beauty" (Woman magazine. - 2009. -
March); "Beauty - is fun: Give your skin the luxuryfeeling”, "hair removal in water. Proved -
less pain "(Lyza. - 2010. - June).

Significant stylistic provide opportunities to hyped headlines different syntactic shapes
- ellipse, repetition in a sentence similar corttistouctures: "In him all waiting ... asking about
him ... Charming lotus - the art of weight loss'd{fastvennaya. - 2008. - September 9.) , "a
luxury that everyone notices: changes that you fggiza. - 2009. - December).

Calculated on minded housewives (another expregsatterns) advertising appliances,
spices, etc. consists mainly of simple rhyming speéAt half the world nazhar! Oil Stozhar
"(Lyza. - 2009. - December)," A generous gift! Heajift "(Lyza. - 2010. - June).

In the advertising magazine discourse media workesed token novelty and
accompanying adjectives and participles: New, mew, new. To attract consumers, advertising
texts along with these tokens occur Anglicisms lamdfowed their names, eqg.:

- "Meet the new fragrances Dissreet” Summer freshiie(Lyza. - 2010. - June);

- "EVELINE sosmetiss. Formula new generation of DE8mplex skin - protecting the
DNA of skin, protecting the skin from photo-agin@blyna. - 2010. - Jun 17.)

- "For the first time in the history of technolo§antene Pro-V revealed the full potential
of nature. The new Pantene collection "Nature Fisstrengthens thin and brittle hair to the tips
so that it again became glitz and power "(LyzeDX@ - June).

In support of the program of gender equality in &lkian society today is increasingly
appearing in the media journalistic materials bedtereotypes. An article that promotes
specificity and prospects of the Ukrainian rugbytitted "A game for true men and ... women



"(Young Ukraine. - 2009. - 31 January) - eliminaties stereotype that some types of sports are
just for men. Article "Camouflage and makeup. MA&auty - terrible force "(Kontrakty. - 2004.

- 20 September) that advertises cosmetics for mentaks about the difference between male
from female beauty salons, eliminates stereotypasthe pages of periodicals may be material
only about the beauty of women and cosmetics anctc@ador them. Particular expression title
provides comparison (Camouflage - makeup, beafdsce). There are many articles that follow
a long-established gender stereotypes: "Women gaceess has distinct male traits" (Mirror
Weekly. - 2006. - September 30. - 6 Oct.).

Analysis of journalistic materials advertising cheter through the prism of coverage
they have given to gender issues highlight some dexyder issues arising in the press, and
therefore exist in the Ukrainian society. Howewee, can say that in a society positive changes
towards obtaining gender equality: in journalistiaterials, published in the current periodicals,
paid more attention to the image of a business wopaditician with emphasis on its success in
the social or political sphere. But the problemsisl serious gender inequality on women,
primarily in a number of advertisements in the prethe depiction of women through the prism
of stereotypes "Keeper", "Barbie”, "Sacrifice". the image of women in advertising texts
notable changes have occurred: the journalisticlarpresents the image of a man-policy
according to his achievements in politics or solifi@l To describe in advertising texts masculine
and feminine images used words: beauty, princeas housewife, business woman, superman, a
real man, macho, etc. that complement linhvosyrigkihanodern media gender discourse.

It should be noted also that the advertisementigidad in the pages of Ukrainian press
for structural and compositional characteristicsdal composition and method of presentation
meets the requirements of building effective adsmng text: advertising, designed for women's
perceptions indicated a high level of expressiom amotion, a broad introduction to
representation of the basic material, whereas td&tsgned for men thinking - concise and
factual presentation. Although gender is not adistic category, despite the fact that the
dichotomy of articles designed society and cultamd reflected in the language, the content of
gender can be revealed by analyzing the linguienomena that explains the importance of
linguistic competence and accuracy for the studwafial representations of gender in print
advertising. We consider that the advertising as @famass communication plays an important
role in the socialization of society, may be theidg force survey gender stereotypes.
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