142 CrymeHtcpki HaykoBi 3amucku. Cepis “@imomoriunaa”

Omenvuenxo Yaana Borooumupisna,
Hayionanvuuii ynigepcumem “Ocmposbra axademia”

JIEKCUYHI OCOBJIMBOCTI
AHTJIIACbKUX PEKJIAMHUX MMOBIJJOMJIEHD

Cmamms npucesayena IeKcuKo-cmuiicmudHum 0cobaugocmsam
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This article is devoted to lexico-semantic peculiarities of the
language of advertisements.
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CrorozHi peknaMa € HeBiA €EMHOK YaCTHHOIO HAIIOTO YKUTTS. 3aco-
6u MacoBoi iH(popMarii, BYIHLI, TPUMILICHHS PI3HOMAHITHUX 3aKIaiB
3amoBHEHI pekIamMoro. Haa3puualiHO BayKITMBHM KOMIIOHCHTOM PEKIIaMU
Ta 3ac000M MaHINYIIOBAHHS € TCKCT. AKTYaNbHICTh JOCTIIKCHHS BEp-
0aIpHOTO KOMIIOHCHTA PSKIAMHHUX IMOBITOMJICHb 3YMOBJICHUH THM, IO
3HAYHUH BIUIMB Ha S()CKTHBHICTh, 3PO3YMLITICTh PEKIIAMH Ma€ JOIIITBHE
BUKOPHUCTAHHS JCKCHIHUX 3aCO01B MOBH.

dyHaaMeHTaNbHI JOCTIHKCHHS JTCKCUKO-CTHIICTHIHIX OCOOIHBOC-
TEH peKIAMHUX TCKCTIB BUKIAACH] YV HAYKOBHX MPALIIX TAKUX HAYKOBLIIB,
ak: C. T'onszanes, X. Kagranmxues, H. Koxtes. OnauM 13 rpyHTOBHHX
Jocnipkess € npang npodecopa k. Jliva English in Advertising.

EdexTuBHicTh peknaMy 3aneKUTh BiA BJAIOTO CHOMYYCHHS BCIX ii
CKJIQIOBHX YaCTHH: 300paKeHHS, 3BYK. Pa3oM 3 THM JOCTIJHUKH BiA3HA-
YarOTh NEPLIOPSAHY BAXKINUBICTD caMe BepOaTbHOTO KOMIIOHCHTA PEKIIa-
MH — TeKeTy [2:23].

CroiybHEMH 71 BCIX PEKIAMHHX TEKCTIB € Taki BUMOTH. MPOCTA,
Jerka Uil 3pOo3VMIHHA MOBa, NMO30aBiCHA MUINHOCTI W BYJIBLapHOCTI;
TOHAJIBHICTh, IO HAraaye MOBIPIHMBY PO3MOBY 3 PO3YMHHM CHIBPO3-
MOBHHKOM, 1H()OPMATHBHICTh 1 AOKAa30BiCTh, OPUTIHANBHICTE Ta HEIO-
BTOPHICTb. Takok, MOBa PEKIaMH TMOBHHHA JIETKO 3arlaM SITOBYBATHCh
Ta OyTu sickpaBoro. 106 1oCArHyTH 1BOTO aBTOPH PCKIAMHHX TCKCTIB
BUKOPHUCTOBVIOTh BeIM4e3HI OararcTea MoBH [1:11-13].
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loao mexcHIHUX 0COOIUBOCTEH, TO AT PCKIAMHUX TCKCTIB Xapak-
TCPHE BUKOPUCTAHHS BCIX IIACTIB PO3MOBHUX 1 KHIKHUX CJIIB. 3BHYAM-
HO, TaKl CEMAHTHYHI TPYITH CIiB SK BYJIbrapH3MHU, J1aNCKTH3MH, Kapro-
HI3MH, aprOTH3MH Ta Ipy0i MPOCTOPITYSI BHKOPHCTOBYIOTHCA IY2KE PLAKO
B PEKJIAMHHUX MOBITOMJICHH:X [5:51].

B anrnomoBHi# peknamMi KOCMETHKH 3A¢01TbIIOTO TPATLISIOTHCS MPO-
CTi Ta PO3MOBHI CIIOBA, AKI JIETKO 3PO3YMITH Ta 3amaM aT1aTH. B pexmami
KOCMETHKH HEPEBAYKHO BUKOPHCTOBY ETHCS 3arabHa, HEMapKOBaHA JICK-
CHKa Ta CJIOBA IOACHHOTO BXKUTKY .

o cnerppiaHOCTI TEKCHIHOrO Martepiany, IO BUKOPUCTOBYETLCS B
CYYacHIM aHrTIOMOBHIN pEeKIaMi, BiTHOCHTBCS, HacaMIepead, Horo 3poc-
Tar04a TCPMIHOIOTIUHICTS [3: 79].

CrHcnicTh peKIaMu JUKTY€ CKOHOMIKO MOBHHX 3ac0O0IB 32 paXyHOK
KOMYHIKATHBHO MCHIII BAXKTUBHUX (PParMEHTIB TIOBIIOMIICHHS.

BukopucTanns abpesiatyp € 3ac000M JIIHTBICTUIHOI €KOHOMII V pe-
KIIaMi KOCMETHKH 1 JO3BOISE B CTHCTIH (POpMI MPEACTABUTH HAMO1TBII
MOBHY 1H(OPMALIIO PO PEKIaMOBAHHH IPOAYKT ab0 MOCIYTY.

PexnamicTi 9acTO BHKOPHUCTOBYIOTH 1HIIOMOBHI CJOBA 1 LINTYBaHHS
IHIIUX TCKCTIB B peKjamMi. PEKIaMHI TEKCTH Hapa3UTYOThCS HA TOTOBUX
(dopmax, obIrpyrOTh (hPa3eoNOTI3MHU 1 IITAMITH, MMPUCTIB’ S Ta KPUIATI
CIIOBA, MIMIKPYIOTh MiJ 1HIN >kaHpH (iH(popMamiiHOrO MOBIOOMIICHHS,
Ka3KH, aHSKI0Ty a0o0 MiiTKH) [4].

Omxe, MOBa aHITIOMOBHHUX PEKIIAMHHX MOBIJOMJICHb IOBHHHA Oy TH IPO-
CTOIO, JIETKOR0, 3PO3YMLIIOK0, SICKPABOIO Ta EKCTIPECUBHOKO. {7151 JOCATHECHHSA
LBOTO PEKITAMICTH BUKOPHCTOBYIOTh JIGKCHYHI 3aracy MOBH. Sk mpaBHIIoO,
B PCKJIAMHHX TIOBIIOMIICHHIX BHKOPHCTOBYETBCS 3arajibHa, HEMAPKOBAHA
JICKCHKA, TAKOK MOJKYTh BHKOPUCTOBYBATHCh TSPMIHH Ta CKOPOYCHHSL.
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