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STATUS AND CLASSIFICATIONS OF SLOGANES
IN ADVERTISING COMMUNICATION

Abstract. An advertising slogan is a special genre of advertising text that acts as a connecting link in the entire
advertising campaign. In addition, slogans also perform a number of other functions, being the most important unit of
advertising communication, they influence the recipients of information, affect their emotions and behavior. The
relevance of the topic is due to the increased interest in the rapidly developing language of advertising.

The article is devoted to general issues of the functioning of an advertising slogan in the structure of advertising
activities, classification of slogans in advertising communication.

Research methods are determined by the goals and objectives of the work. In a complex linguistic analysis, the
following general scientific theoretical methods are used: the continuous sampling method, the descriptive-analytical
method, the comparative-comparative method.

The theoretical significance of this study lies in the expansion, deepening and systematization of theoretical
information about the concept of an advertising slogan.

The scientific and practical significance of the work lies in the fact that the materials of the study can be used in
theoretical courses on advertising in the study of intercultural communication.

Results. The totality of the typological characteristics of the slogan distinguishes it from the background of
other verbal units of advertising appeal. These are laconicism and imagery of form, expressiveness, focus on
dialogue with the addressee. The slogan of a product that is just entering the market must contain the brand name.
This will allow the consumer to be remembered faster.

Having analyzed the functions and typological characteristics of the slogan, we came to the conclusion that the
slogan is a key autonomous element of the advertising message and can be used both in the context of advertising,
being its component, and separately, having semantic, structural, compositional features. The slogan can act as a
linguistic unit, independent of other elements of the advertising text, expressing the essence of the advertising
campaign, the company's image, the dominant idea. Thus, the changes caused by extralinguistic factors inevitably
lead to the creation of new advertising images, which in turn requires a qualitative transformation of the nature of the
advertising text and the emergence of new advertising slogans.

Key words: slogan, advertising communication, advertising text, information, advertising language, emotions,
behavior.

Introduction. In the information age, advertising has become an integral part of human life. Having
originated as a purely economic phenomenon, modern advertising is a socio-cultural phenomenon that
gives a civilizational cross-section of society's life: the state of its culture, the way of life of people, the
current state of its language and changes in it-and at the same time forming it using a wide range of
methods and techniques. The most important role of advertising in the life of modern society makes it
necessary to study the processes occurring in the modern text advertising space.

Advertising activities in the Russian Federation are regulated by legal acts of Federal legislative
authorities. Currently, the basis for advertising in Russia is the Federal law of the Russian Federation "on
advertising" dated March 13, 2006, No. 38-FZ.

The Federal law" on advertising " defines advertising: "Advertising — information distributed in any
way, in any form and using any means, addressed to an indefinite circle of persons and aimed at attracting
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attention to the object of advertising, forming or maintaining interest in it and its promotion on the
market" [1].

Creative idea is an important component of the process of creating advertising, and in connection
with the growth of competition between manufacturers of goods and services, its importance has acquired
a Grand scale. Today, a well-formed creative idea can bring huge profits to a company by creating ads,
slogans, characters, and ideas that are memorized by the audience. At the same time, unsuccessful
advertising can lead to loss of profit, as well as to the formation of a negative attitude on the part of
consumers to the product/service or company.

Today, advertisers have replaced the term " creative idea "with the word" creative", which continues
to carry the same creativity, the ability to create non-standard ideas.

The degree of scientific development of the problem. Today, there is a lot of research experience
devoted to studying the features of the advertising language, but not all the research issues are fully
disclosed, so this research needs to be provided with the necessary sources and literature. This is primarily
due to the process of studying advertising as an objective phenomenon of the modern intercultural
communication space. In addition, this process is also affected by the lack of developed concepts that
allow us to study the impact of advertising on the consciousness of an individual, and on the formation of
a language picture of the world of society as a whole. These and a number of other difficulties are
objective in nature and undoubtedly actualize the problem of research.

The advertising text continues to attract the attention of both domestic and foreign linguists, which is
reflected in the growing number of works devoted to this phenomenon. There is a growing interest in the
study of patterns of resources use language in different areas of advertising communication, the steadily
growing number of works devoted to the study of various aspects of the advertising text in the framework
of linguistic disciplines and journalism on the material of different languages in different directions.

Literature review. The theoretical basis of the research was the works of domestic and foreign
scientists:

- General linguistic description of the features of the advertising text (Zelinskaya A. 1., 2002 [2];
Kovalenko N. L., 2006 [3]; Kohtev N. N., 1997 [4]; Rosenthal D. E., 1981 [5]; Ryabkova N. 1., 2009 [6];
Chernyavskaya V. E., 2009 [7] and others);

- research of individual stylistic techniques in advertising text (hyperbole, litota, impersonation,
phraseology, language game) (Ilyasova S. V., Amiri L. P., 2018[8]; Grilikhes I. V., 1978 [9]; Kurdyukova
L. A., 2010 [10]; Solganik G. Ya. 2016 [11]and others.);

- syntactic features of advertising slogans (Bernadskaya Yu. S., 2008 [12]; Zolina O. E., 2006 [13];
Melnik O. A., 2010 [14], etc.);

- linguistic and cultural aspects of advertising (Zilberg B. A., 1986 [15]; Medvedeva E. V., 2008 [16], etc.);

- study of advertising communication in the following aspects: translation of values [Goncharova L.
M., 2020 [17]]; training of advertising specialists [Savchenko L. V., 2019 [18]]; study of case statements
[Shilina A. G., 2015 [19]]; cross-cultural marketing [Subbotina O., 2015 [20]]; analysis of outdoor adver-
tising [Grigorenko A. A., Yablonovskaya N. V., 2016, [21]].

Thus, the purpose of this work is to determine the functioning of the advertising slogan in the
structure of advertising activities, classification of slogans in advertising communication.

To achieve this goal, the following tasks were set:

- analyze and systematize existing definitions of the term "advertising slogan" in the works of
domestic and foreign scientists;

- investigate the classification of slogans in advertising communication.

Results and discussion.

Slogan status in the structure of advertising activities.

1. The status of a slogan in the structure of promotional activities

Today, the world depends on advertising. Without advertising, manufacturers and distributors would
not be able to sell their products, and buyers would not have the opportunity to learn about the product and
service. More than a hundred years ago, the term "advertising" meant everything that was associated with
the dissemination of information about goods (services) in society using all possible means of communi-
cation at this stage. However, the development of advertising and effective work with all the processes
that accompany it, positively influenced the fact that the following communication areas were separated
from it, while becoming independently developing: public relations, marketing, product promotion
(including in social networks), advertising at points of sale, exhibition and fair activities, sponsorship,
branding, packaging and corporate identity.
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The success of any ad depends to a certain extent on how much it is trusted and remembered by
consumers. Not the least role in this is played by the illustration and, of course, such a component of the
advertising text as the slogan. A slogan is an integral part of an ad.

In this regard, studies of the slogan and its structural and linguistic features are particularly relevant.
When used successfully, the slogan helps to create a bright advertising image and increases the impact of
advertising on potential consumers.

In Russian, the word "slogan" has both a linguistic and an encyclopedic interpretation.

Let's consider the linguistic dynamics of the formation of its meaning.

One thousand eight hundred ninety four "Slogan (shotl. military cry) - the ancient rhythmic military
cry of the Scots; the collective call of soldiers" [22, p. 807].

1998 Slogan [English slogan-appeal, motto]. " 1. a Memorable phrase that expresses the essence of
the advertising attractiveness of the product. // A slogan or motto that expresses a basic, essential idea.
2. Bright, but the insipid phrase" [23].

Two thousand eight Slogan [\\English slogan] — "1) advertising memorable short phrase that
contributes to the implementation of a project, which is the motto of a company, firm 2) template speech
turnover, noisy phrase" [24].

Two thousand ten Slogan [English. slogan < to slogan strongly hit]. «Slogan. "Do you hear?" she
shouted to <Jessie>. — This is not a dream, this is the slogan of the Scots (the war cry of the Scots from
fabulous times) ; we are saved, we are saved!". SEV. bee 29. 11. 1857 // Poghosyan 172. "Slogans" on city
streets are a characteristic sign. "Hello, native school" - hangs over Gorky street (by September 1). 1. 9.
1969. V. Lakshin. // N 2003 5 172 [25, p. 4163].

2014 [English slogan] "(com.). Advertising formula in the form of an aphoristic, easy-to-remember
short phrase " [26, p. 631].

As we can see, the word "slogan" is used in the formation of the linguistic dictionary meaning there
were three stages:

the first stage (XIX century) is historical: the slogan is a rallying cry (call) of warriors;

the second stage (the end of the XX century — the first decade of the XXI century) is a contact setting:
a slogan is a bright phrase that serves as a slogan or motto;

the third stage (XXI century) is consumerist: the slogan is an advertising driver, an explicator of a
commercial idea.

Let's move on to the encyclopedic dynamics of the formation of the meaning of the "slogan" lexeme.

1999. Slogan - "an advertising slogan, a motto containing a concise, easily perceived, effective
formulation of an advertising idea" [27].

2001. Slogan - “an advertising slogan, a motto aimed at creating an image of a company or adver-
tising a product. It is a concise and easily understood formulation of an advertising idea (eg: “Just add
water!”). It is subject to copyright” [28].

2004. Slogan - “(from the English slogan <to slog - to hit hard) is an advertising formula, a constant
advertising motto. A clear, clear and concise formulation of the main topic of the advertising appeal. Firm
S. defines the characteristic unique features of the advertiser and is an element of the corporate identity. A
successful S. can be no less effective than a trademark. It is easier to remember, because it affects not only
vision, but also hearing. S. - an optional element of corporate identity. S. is registered as the property of
the firm, like a trademark™ [29].

2007. Slogan - “(from the English slogan - slogan, call, motto) advertising motto in the form of an
emotionally charged phrase used as an element of corporate identity. Unlike an advertising headline, it is
intended to express not the specific merits of a product, but the ideology of a company that produces
goods or provides services. For example, the slogan “We care about you and your health” by Jonson and
Jonson” [30].

2010. Slogan “[from Gallic sluagh-ghairm - battle cry; English: Tagline] - advertising slogan or
motto; a clear, clear and concise formulation of the advertising idea, which is designed to briefly and
succinctly reflect how this product or company differs from other similar ones. At the same time, it is also
the essence of the advertising concept, compressed to a formula, brought to linguistic perfection, a well-
remembered idea used to identify a company or a product. S. can also designate and promote a promotion,
a holiday (event). In 1880 the concept of "S." was first used in a modern sense” [31, p. 197].

2014 Slogan - “a slogan, appeal, motto, used as a headline of advertising text or as a trademark. As a
rule, it expresses the main ideas of the advertising message and consists of no more than 6-8 words. It
should be short, dynamic, rhythmic and euphonic. For example, the slogan "Yandex" - "there is
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everything", the slogan "Beeline" - "it is convenient with us", the slogan "RGGU" - "age-old traditions -
modern technologies" [32, p. 380].

So, in modern advertising research there are several definitions of the slogan. According to OA
Feofanov, the slogan is “the essence of the advertising concept compressed to a formula, a memorable
thought brought to linguistic perfection. <..> a verbal portrait of a company, corporation, politician,
political association, various government, financial, commercial and other institutions” [33].

I. Morozova understands the slogan as "a short independent advertising message that can exist in
isolation from other advertising products and is a collapsed content of an advertising company" [34].

The creation of an effective and therefore effective slogan is a guarantee of product promotion. The
researcher of advertising slogans VA Zakharchuk [35] writes that “an effective slogan stimulates the
consumer to take the desired action and / or active involvement in the brand. A successful slogan becomes
a key element of the brand's advertising campaign. It supports in the minds of the target group of
consumers that motivating idea that was embedded in the brand” [35, p. 26].

Much depends on the components that underlie the two most important parameters of the overall
value of the slogan:

- marketing value;

- artistic value.

The marketing value of a slogan consists in meaningful information about the object of advertising - a
brand or an organization. It is up-to-date, truthful and convincing information about the most significant
elements. Special care should be taken when identifying important marketing information, as it may be
replaced by an actual artistic solution rather than a functional advantage. Only after highlighting important
information, you can proceed to the second part of the work on the slogan - providing it with artistic value [37].

The artistic value of the advertising phrase lies in the artistic techniques that the author used when
creating it. In conditions when two, three or more messages in advertising of competing brands contain
information equally important and useful for the consumer, a successful artistic solution makes the slogan
easy to understand and remember.

In addition to marketing and artistic parameters, one can name the components embedded in the
slogan by the author himself, which give the result of influence in the surrounding advertising environ-
ment (comparison with previous advertising materials for the same trademark; background created by
slogans and advertising concepts of competitors, etc.) [38, p. 25].

One of the first and major challenges facing slogan creators is the selection of product information to
include in the slogan. It is important to select the information you need, and then decide which parts of it
are the most significant and which can be neglected to ensure the slogan is concise and memorable.

Researcher Ulitina N. A. [39,40] believes that the main units of information of an advertising slogan
included in the total volume of information about a product include:

- USP - a unique selling proposition;

- brand name [40].

A brand name is, as a rule, the registered name of a trade or trade mark indicated on the packaging of
a product under which it is marketed and under which the consumer should know it. The name of the
brand can be the name of the store, if the latter is the object of advertising, and the name of the
manufacturer, if we are talking about a corporate advertising campaign, the purpose of which is to create a
favorable image and form a positive attitude towards the company as a whole.

So, the slogan, as you can see, is one of the prerequisites for successful advertising. But in print
media, slogans with errors are often found, which is unacceptable, since this immediately reduces the
authority of the company, product or service.

So, the slogan is a short verbal expression of the main idea of the whole advertising text, concentrated
in one or two sentences and designed to attract the attention of the addressee, as well as to influence his
consciousness and emotions. In other words, the most important features of the advertising text determine,
in our opinion, not only the very presence of the slogan in it, but also all the known functions of the
slogan, as well as the specifics of its language design. All that has been said is also relevant in relation to
outdoor advertising, the slogan of which acts as the semantic core of the entire message, moreover, the
core that concentrates the essence and purpose of advertising argumentation.

As noted above, a slogan is an autonomous unit of advertising communication, which is characterized
by a number of specific features. Summarizing the features of a working (influencing) slogan, we
highlight the main requirements for an advertising slogan:
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- brevity; high readability and memorability; the inclusion of the brand name; the ability to fully
translate into other languages; originality and expressiveness; absolute compliance with the general
advertising theme; compliance with the target audience; inviting, but not aggressive.

Moreover, according to the researcher R. M. Blakar [41], it is generally impossible to speak neutrally,
since any, "even an informal conversation presupposes the exercise of power," that is, the impact on the
perception and structuring of the world by another person. " We support these points of view and believe
that it is the slogan in the advertising text that is the core of the argumentation and impact.

As can be seen from the definitions we have given, there is no common approach among researchers
in understanding the advertising slogan. But they are all convinced that the advertising slogan expresses
the main idea of the entire advertising campaign or a separate advertising object, while convincing,
arguing, summing up, summarizing, embodying, actualizing, identifying, engaging and attracting
attention.

Classification of slogans in advertising communication.

Today in advertising communication there are many classifications of slogans, but there is no single
classification of types of advertising slogans. The division of advertising slogans into types is rather
arbitrary, since living advertising practice is always richer than scientific ideas about them. First of all,
slogans can be divided into three main groups: corporate, product and image slogans.

1. Corporate slogans are aimed at image advertising aimed at public and private organizations.

2. Product slogans target brands.

3. Image slogans of advertising campaigns can be replaced by others, more accurate for the company
at this stage of development.

Distinctive features between corporate and product slogans are determined by unequal advertising
objects. Enterprises targeting corporate slogans have less impressive status in themselves, in contrast to
their products. As a rule, these are large companies and holdings that are not associated with one product
or service. Unlike corporate goods, consumer goods are more specific and appear as well-defined and
visible objects.

The types of slogans are diverse, but all of them are united by a common goal - to change the attitude
of the target audience to the advertised product in a favorable direction, to encourage it to make a purchase
or purchase a service.

The functions of advertising slogans proposed in the framework of theoretical sloganistics are not
exhaustive. Advertising slogans presented in various formats: in the Internet space, in the press and on
billboards, realize a much wider range of functions: edifying and patriotic function (advertising slogans
appeal to historical events that cause pride of citizens); the militaristic function of advertising slogans
appeals to the valiant victories of the Russian army, the heroic past; discriminatory function (advertising
slogans contain content that is aimed at discriminating some members of society by others by gender, age,
ethnicity); the hedonistic function is implemented in advertising slogans aimed at attracting the attention
of buyers by obtaining positive emotions, good mood and pleasure from the use / consumption of
advertising products; the consumerist function is differentiated in the context of advertising slogans, the
main idea of which is to get the consumer benefits from a purchase.

Conclusions. We investigated the status of the advertising slogan. A slogan is a bright advertising
slogan that reflects the main idea of an advertising campaign and can function as part of an advertising
text or as an independent advertising text. The right slogan expresses the idea of the company and helps to
attract consumers. It can make a firm successful, or it can bring failure. Most often, the slogan is at the end
of the advertising message, next to the brand name. It sums up everything said in the advertising message
and performs an integrating function within the advertising discourse. For better memorization, the slogan
should be short, rhythmic, not more than 7 words. It should not include difficult to pronounce words and
phrases.

The totality of the typological characteristics of the slogan sets it apart from other verbal units of
advertising appeal. These are laconicism and imagery of form, expressiveness, focus on dialogue with the
addressee. The slogan of a product that is just entering the market must contain the brand name. This will
allow the consumer to be remembered faster.

Today, there are many classifications of advertising slogans. In our work, we examined the
following: corporate slogans that are aimed at image advertising, product slogans, they are aimed at
brands, image slogans of advertising campaigns that can be replaced by others that are more accurate for
the company at this stage of development. You can also divide slogans into literal slogans, which are used,
playing around, the name of the product as part of the verbal and sound structure of the slogan, specific
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slogans that do not play up anything, but inform about specific properties of the product, reveal its merits,
special qualities and abstract slogans - a special type, with the help of which a successful phrase is created
that expressively represents the product. You can also distinguish the classification of advertising slogans
with a linguistic aspect: related - contain the names of the advertised product / service, direct - they
contain a direct appeal to the potential consumer, tied - are combined with the name using rhythm and
phonetics, or rather not so much with the name as with its linguistic appearance, free - they are indepen-
dent and independent.

JI. CaBuenxo!, C. Tokau', A. llniuna', H. SI610n0BCcKan,
0. Cy66otuna’, JI. Bypkansnesal, I11. Husiz6exosa?, E.Bopxk!

'B. U. Bepuasckuii ateinaarsl Kpeim Qenepanasl yausepenteti, Cumdeponos, Keipeiv, Peceii;
2 Burre atbinaarsl Mackey yHuBepcuTeTi, EHOEK %oHe aNleyMeTTiK KaTbiHAcTap akaaemuschl, Peceii

KAPHAMAJIBIK KOMMYHUKAIUSJIAFBI YPAHJAPABIH MOPTEBECI MEH KIKTEJIYI

Annoranus. JKapHaManbIK ypaH-OYJI KapHAMaJIbIK MOTIHHIH €peKIe KaHphl, 0JI OYKLT jkapHaMalbIK HayKaH-
HBIH OaiTaHBICTBHIPYIIBI OYBIHBI peTiHAe opekeT ereai. COHbIMEH Kartap, YpaHaap skapHaMajblK KOMMYHHUKALMSIHBIH
MaHpI3/ibl Oipuiri Oona OTHIpHI, Oipkarap Oacka (YHKUUsUIAPABI OPBIHAANABI, OJlap aKHapar alylibulapra dcep
eTeli, OJapIblH dMOLUSIIAPbIHA )KOHE MiHe3-KYJIKbIHA acep eTeli. TaKbIpBINTHIH ©3€KTUIr Te3 JaMbll Kelle jKaTKaH
»KapHama TUIiHe JIeTeH KbI3bIFYIIBUIBIKTHIH apTybIHA OaiijIaHbICThI.

Makasa sxapHaMaJIbIK KbI3MET KYPBUIBIMBIHJIA )KapHAMAaJIBIK YPaHHBIH )KYMBIC 1CTEYIHIH JKaJlbl MacelesiepiHe,
KapHaMaJIbIK KOMMYHHKAaLUAIaFbl YPaHAAP/IbI KIKTEYT'e apHaJFaH.

3epTTey aaicTepi JKYMBICTBIH MaKcaTTapbl MEH MiHJeTTepiHe Heri3aenreH. KemleHai JIMHIBUCTUKAIIBIK Tajllay
Ke3iHJe MbIHA/al JKaJIbl FBUIBIMU TEOPHSUIBIK 9JiCTEP KOJNIAHBLIAIBL: TYTAC IpIKTEY 9icCi, CHIATTay-aHATUTHKAIBIK
dIic, CaBICTBIPMAIIBI-CATIBICTRIPMAITHI JITIC.

Byn 3eprreyniH TEOPHSUIBIK MaHBI3IBUIBIFBI JKapHAMAaJbIK YPaH YFBIMBI TYPaJIbl TEOPUSUIBIK MAJIIMETTEpAi
KEHEHTY, TepeHIeTyY JKoHe XKylHelney O0Jbi TabbUIabl.

JKYMBICTBIH FBUIBIMU-IIPAKTUKAIBIK MaHBI3ABUIBIFE JKYPTi3UITeH 3epITey MaTepHaliapbl MOICHHETAPAabIK
KOMMYHHKAIUSIHBI 3epTTey Ke3iH/e )kapHaMa OOMBIHIIA TEOPHSUIBIK KypCTapa KONJaHbUTYbl MYMKiH.

Hortwxenepi. ¥paHHBIH TUIIOJOTUSUIBIK CHIIATTaMaJIaPBIHBIH JKUBIHTBIFBI OHBI )KapHaMaJIbIK aiiHaJIbIMHBIH Oac-
Ka aybi3iia OipiiKTepiHeH epekuiencHaipeni. byn ¢opManbiy KbicKa xoHE OCiiHEeNi, IKCIPECCHUBTI, afpecaTiicH Iua-
Jorka OarbITTany. Hapblkka IIbIFaThiH ©HIMHIH YpaHbl OPEHATIH aTayblH KAaMTYbl KepeK. byJl TYThIHYIIBIHEI T€3 ecTe
cakTayra MYMKIHJIIK Oepet.

¥paHHbIH (YHKUUIIAPEI MEH THIIOJOTHSJIBIK CHIIATTaMaapblH TaJIail OTHIPHIN, 0i3 ypaH KapHaMalbIK Xa-
OGapramaHbIH Herisri aepOec 31eMeHTi OOJBINT TaObUIAABI KHE OHBIH Kypampac Oemniri 06oyia OTHIPBIN, COHJIAM-aK
JKEKe, MarbIHAJIBIK, KYPBUIBIMIBIK, KOMIIO3HLMUIBIK EpeKIIeNikTepi Oap j>kapHama KOHTEKCTiHIE 1 KOJIAaHbLIa
ajanel AETeH KOPBITHIHIBIFA KeNiK. ¥ paH KapHaMaJblK MOTiHHIH 0acKa dJIEMEHTTEpiHEe TOYeICi3 KapHaMa HayKa-
HBIHBIH MOHIH, KOMIAHUSHBIH WUMHDKIH, 0acTel WIESHBI OUINIpeTiH TUIMIK OipmiK peTiHIe OpeKeT eTe anajbl.
OcpUnaiimna, SKCTPaIMHIBUCTAKANBIK (paKTOpiapAaH TybIHAAFaH ©3repicTep €o3ci3 jKaHa KapHaMalblK OeitHenmepi
KypyFa okene/i, Oy 3 Ke3eriHje KapHamasblK MOTIHHIH CHIIAThIH camajbl e3repTylli JKOHE jKaHa jKapHaMaJlbIK
ypaHIapbIH naiaa O0ybIH Taiam eTell.

Tyiiince3nep: ypaH, >kapHaMaJIbIK KOMMYHUKALW, )KapHaMaJbIK MOTIH, aKIapar, )kapHama TiJii, 3MoLusiiap,
MiHE3-KYJIBIK,
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'B. U. Bepranckuiit Kpeimckuii penepanbubii yausepcuteT uM. CuMpeponons, Kpem, Poccus;
2Mocxkosckmit yausepcuteT um. C. 0. Burre, Akanemus Tpyna U COMaIbHBIX OTHOMIEHHH, Poccus

CTATYC U KJIACCU®PUKAIIMU CJIOTAHOB B PEKJIAMHOM KOMMYHUKAIIUU

AHHOTanusi. PexyiaMHBIN CIIOraH - 3TO 0COOBII JKaHP PEKIIAMHOTO TEKCTa, KOTOPBIA BBICTYIAET CBS3YHOLIMM
3BEHOM BO BCEH peksiaMHOW KammaHuu. Kpome Toro, ciioraHbl BHITOJIHSAIOT U PAJ APYTHX (QYHKIUH, SBISACH BaXK-
HeWlleld eqUHUIeH PeKIIaMHOM KOMMYHUKAIIMU, OHU BO3ACHCTBYIOT Ha PELMITMEHTOB MH(OPMALIMH, BIUSIOT HAa UX
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OMOILIMM M TOBeJeHHe. AKTYyaJbHOCTh Te€Mbl OOYCJIOBJIEHa BO3POCIIMM HHTEPECOM K OBICTPO pa3BUBAIOLIEMYCS
SI3BIKY PEKJIAMBI.

CraTbst TIOCBsIIEHA OOIIUM BOmpocaM (HyHKIIMOHHMPOBAHUS PEKIIAMHOIO CJIOTaHa B CTPYKTYPE PEKJIaMHOM Jiesi-
TENBHOCTH, KJIACCH(UKAINHU CIIOTAHOB B PEKIIAMHOW KOMMYHHKAIIHH.

MeToabl HCCICIOBAHUS ONMPEICNIAIOTCA IEIAMH U 3a7adyamMu paboThl. B KOMILJICKCHOM JIMHIBHCTHYECKOM
aHaIIN3€ UCTOIB3YIOTCS CIICAYIOIIHE O0NICHAYYHBIE TCOPETHUSCKUE METOJIBI: METO] HEPEPHIBHON BBIOOPKH, OIHCA-
TEJIbHO-aHATUTUYECKUIM METO/I, CPABHUTEIILHO-COMOCTABUTEBHBIA METO/I.

TeopeTuveckasi 3HAYUMOCTD JIAHHOTO UCCJIEIOBAHUS 3AKIIIOYAETCS B PACUIMPEHHH, YIIyOJIeHUH U CUCTEMATH-
3al[K TEOPETUUECKUX CBEICHHUN O TOHATUH PEKJIAMHOIO CIIOTaHa.

Hay4Hast 1 npakTHYecKasi 3HAYMMOCTh PA0OTHI 3aKIIFOUACTCS. B TOM, YTO MAaTEPHAJIbI UCCICIOBAHKS MOTYT OBITh
MCIIOJIb30BaHbl B TEOPETHYECKUX KypCax MO PEKIaMe MPU M3YUYCHUN MEXKKYJIBTYPHOU KOMMYHHKAIIUH.

Pesynbratbl. COBOKYITHOCTh THIOJOTMYECKHX XapaKTEPUCTHK CIIOTaHAa BBIIENSET ero Ha (oHe Ipyrux Bep-
OaMbHBIX CIUHMI[ PEKIAMHOI0 OOpamieHuss. DTO JJAKOHHYHOCTh ¥ 00pa3HOCTh (HOPMBI, BBIPA3UTEILHOCTh, HAIIPAB-
JICHHOCTh Ha Jauainor ¢ aapecatoM. ClloraH MpojyKTa, KOTOPBIA TOJBKO BBIXOAMUT HAa PHIHOK, JOJDKEH COAEpIKaTh
Ha3BaHUE OpeHa. DTO MO3BOJIUT MOTPEOUTEITIO OBICTPEE 3aIIOMHHATHCS.

[Tpoananu3upoBaB GYHKIHMN U THIIOJOTMYECKUE XapaKTEPUCTHKU CIIOTaHa, Mbl IPHUIIUIMA K BBIBO/Y, YTO CJIOTaH
SABJIACTCA KIIHOYEBBIM dBTOHOMHBIM 3JIEMEHTOM PEKJIAMHOI'O COOGLHCHI/IH U MOXKET HCIIOJIb30BATHCA KAK B KOHTCKCTEC
peKJIaMbl, SIBISISICH €€ COCTABHOM YacCThO, TAK M OT/AENIBHO, 00JIa/lasi CEMAaHTUYECKUMHU, CTPYKTYPHBIMHU, KOMITO3H-
[UOHHBIMU 0COOEHHOCTIMU. CJIOTaH MOKET BBICTYIATh KaK SI3bIKOBAst €AMHUIIA, HE3ABUCUMAas OT JIPYTHUX DIIEMEHTOB
PEKIIAMHOTO TEKCTa, BBIPAXKAIOIIAs CYyTh PEKIAMHOW KaMIaHUH, UMUK KOMIIAHUH, JOMHHUPYIOIIYIO njaeto. Takum
00pa3oM, U3MEHEHHS, BBI3BAHHBIC IKCTPATMHIBUCTUICCKUMHU (DAKTOPaMH, HEN30IKHO MPUBOISAT K CO3MaHHIO HOBBIX
peKIIaMHBIX 00pa30B, 4TO B CBOIO O4Yepeb TPeOyeT KaueCTBEHHOTO MPeo0pa30oBaHusl XapaKTepa PEeKIAMHOTO TEKCTa
U TOSIBJICHUS] HOBBIX PEKJIAMHBIX CIIOTAHOB.

KaroueBble ci10Ba: ciorat, pekiiaMHas KOMMYHHUKALUS, PEKJIaMHbBIN TEKCT, MH(POPMALHS, SI3bIK PEKIIAMBI, IMO-
(1M, IOBEJICHHUE.
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