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PexnaMHUN TEKCT Ma€ AOCUTH CieUU(IYHY JIHTBICTUYHY CTPYKTYPY, MICTUTh y c001 Uit
PS eKCTPATIHIBICTUYHUX KOMITOHEHTIB 1 aJICKBaTHO CHPUHMAETHCS TUIBKU Y pasi IX TapMOHIYHOTO
cnoxydeHHs. Lleit ¢akTop € 3HaYMMMM NpH NEpeKiIaai peKiiaMu, TOMY IO MepeKsiaaady MOBHUHEH
BpPaxoBYBAaTH, 1110, 3HEBAXKAIOUM IMMU KOMIIOHEHTaMHM, HE BAACTHCS MEPEKIACTH PEeKIAMHUN TEKCT
13 HaOLTBIIOI0 e(heKTUBHICTIO.

Metoro maHoi poOOTH € BU3HAUEHHS OCOONMBOCTEH JIHTBICTUYHOTO HATIOBHEHHS
PEKJIAMHOTO TEKCTY.

JIOCHiqUBIIM PEKIAMHHUI TEKCT, MOKHAa YMOBHO MOJUIMTH HOro Ha 4 OCHOBHI YacTHUHHU:
CJIOTaH, 3arojOBOK, OCHOBHHUI PEKIIaMHUH TEKCT, pa3a-BiTyHHs (Tak 3BaHa «eX0-(paza»).

[TpucyTHICTh y KOXKHOMY DPEKJIAMHOMY TEKCT1 BCIX CKJIaOBUX He 000B'a3koBa. OnHaK,
3aroJIOBOK € HEOJMIHHHM CYIMYTHHUKOM NPAKTHYHO YCiX PEKIaMHUX TeKcTiB. HasBHICTH IHIIMX
CKJIQJIOBMX BU3HAYAETHCS BUAOM TOBapy (MOCIYTrH) W 3aJISKUTh Bl JEIKHX IHIIUX XapaKTEPUCTUK
[1, c. 10].

3arooBOK — HalBakIMBilIa BepOajbHa YacTHHA peKJIaMU. 3BUYAHO, B HBOMY
BUPAXKAETBCS CYTh PEKIAMHOTO 3BEPTaHHS Ta OCHOBHMH pEKIaMHHUN apryMeHT. 3a JdaHUMHU
nociiukenb, 0nu3bko 80% uyMTadiB, MPOYMTABIIM 3aroJIOBOK, HE YUTAIOTh OCHOBHUM peKIaMHHNA
TekcT. Bimomo, mo MmeTa peksiaMHOrO 3arojioBKy MOJisira€e B TOMY, 100 TPUBEPHYTH yBary
ayauTopii 1 BUKIMKATH IHTEpPEC 10 PEeKJIaMOBAaHOI'O TOBapy abo mociyrd. PexkiamHHil 3arojoBok
MOBUHEH MICTUTH pEeKIaMHE 3BEpHEHHS 1 TOJOBHUH pEKIaMHUM aprymMeHT, IO 3roJ0M
PO3BHUBAETHCS B OCHOBHOMY PEKJIAMHOMY TEKCTI.

Mo>Ha MOMITUTH IO CJIOTaH JAENI0 MOJIOHUI 10 PEeKIaMHOTO 3arojoBKy, aje CloraH i
pEeKJIaMHUI  3aroJIOBOK € pI3HUMH  €JIeMEHTaMu pekiamMu. MalyTh, HaWTroJOBHIIIOO
XapaKTepPUCTUKOIO clloraHa (sSka HE CTOCYEThCS JKOJHOTO 3 IHIIMX EJIEMEHTIB peKiaMH, 3a
BUHATKOM Ha3BU TOPrOBEJIBHOI MAapKH) — L€ Te, IO BiH BiIOMBae CyTHICTh, (imocodito dipmu, ii
KOPIIOPAaTUBHY IOJIITUKY B pi3HUX oOnacTsax. Ilpuunna B TiM, mo ¢ipmu abo komnasii, 0co01a1BO
BEJIMKI, MOXYTh POOMTH COTHI i THUCAY] PI3HUX HaliMEHYBaHb TOBapiB. Y KOXXHOTO HallMEeHyBaHHS
CBIll )KUTTEBUM LK. BUKOpUCTAaTH ciioraH y KOXKHIM pekjiaMi IIMX TOBapiB HE €(PEKTUBHO, TOMY
1110 peKJIaMHUN 3ar0JIOBOK BiIOMBae BCIO crieludiky JaHOro TOBapy abo MOCIyrd B IEBHUH MOMEHT
HOro >KUTTEBOTO LUKIY M Ui Horo nuiboBoi rpynu. ToOTO, HaBiTh A TOTO CAMOTO TOBapy He
3aBXKIM NPUIHATHO BUKOPUCTOBYBATH OJHAKOBUU 3arojioBOK. THHOBMM MPHKIAIOM € peKiIaMa
aBiakomnanii KLM. Cnoran aBiakomnasii: KLM. The reliable airline. — KJIM. Haoiiina asianinis.

[Ipenmer pexnaMu TakoX BIUIMBA€ HAa CTWIb PEKIAMHOIO TEKCTY, L0 30KpeMa Bi3Hauae
aBTop Bimomoi kuuru “Advertising as Communication” — Jlxwutian Jlaiep: "The Language (of
advertising) for fashions is often tactile and caressing and uses adjectives of touch, shape and
physical comfort. The intention is to invest the product with meaning by tone, rhyth and
association" [2].

PexnamHuii TeKCT HamaraeTbcsi MepelaTH BIACTHBOCTI PEKIIAMOBAHOIO MPOJYKTY SK 3a
JOTIOMOT010 00pa3iB, TaK i 3a JOMOMOTOI MOBH.

Jlis GaraThOX NPAKTUKIB PEKIAMHOI JISUIBHOCTI TEKCT 1HO3E€MHOI MOBH CIIYXHUTb TUIbKH
3ac000M Ul pO3yMiHHS 1/1ei peKIaMOBaHOIO MPOAYKTY, CaM K€ TEKCT YacTO MHUILEThCS 3aHOBO
MOBOIO KpaiHM CII0’)KMBaya, BPAaXOBYIOUM OCOOJMBOCTI MOTO HalllOHaJIbHOI crenudiku. Y THX
BUMAJIKAX, KOJM TOYHMUU MEpeKsajJ € HeIOPEYHUM, MepeKiiazady KOPUCTYEThCS MPUOIU3HUMHU 32
3MicToM (pa3amu, SKi 0OOB'SI3KOBO TOBHMHHI BpaxOBYBAaTW TPaAWLIIHI €THIYHI, HalllOHAJIbHI U
colliaibHI OCOOJIMBOCTI, CTEPEOTUIN TOBOJKEHHS KOHKPETHOI ayAuTOpii, Ha SIKy CIpsIMOBaHa
IPOJIYKITisA, MO3HAYCHA B peKIIaMHOMY TeKCTi [3].



JlocmigHUK TBOpYOTO IMpolecy mepeknany A. JIioBa poO3IiHIOE MEpeKiIag peKIaMHUX
TEKCTiB, K "TBOPYICTb HA MOBHOMY PiBHi", TOJi SIK TepEKIa] XyJ0KHIX TEKCTIB — K "TBOPYICTS,
NOB'si3aHy 3 XyJ0XKHBb0-00pa3HuM MuciieHHsM'" [4, c. 55].

B anrmiiicekiif MOBI IOCHTbH IIMPOKO BUKOPUCTOBYIOTHCS J1€CIIOBA, L0 TOBOPHUTH MPO OIHUC
Aii ToBapy, HOro BIUIMB Ha CIOKMBaya, TOMI K B YKPAiHCHbKiil MOBI IIMPOKO BUKOPUCTOBYIOTHCS
NPUKMETHUKU YU TMPUCTIBHUKH, IO CBLAYUTH IPO TE, IO AKIEHT POOUTHCA HA OIMUC SKOCTEH
TOBapy, €eKT BiJl BUKOPUCTAHHS TOBAPY.

BukopucTanHs BHIIOTO Ta HAMBHILOIO CTYNEHIB MOPIBHAHHS MPUKMETHUKIB y PEKIaMHUX
MOBIIOMJICHHSIX € 4yacTUM siBumieM. OjHaK, MPOBIAHI CHELIaliCTH y rajiy3i pekiiaMd He pajisiTh
3aXOIUTIOBATUCS BUKOPUCTAHHAM TakuX (JOpM, TOMY 110, BOHH MOXYTh BUKJIMKATU NIEBHY HEJIOBIPY
JI0 TOBApy YU MPOAYKTY, SIKUH PEKIaMy€eThCsl.

[Iloo0 NeKCUKH, sKa BHUKOPHCTOBYETHCS Yy pEKIAMHHMX TEKCTaxX, BapTO CKa3aTH, IO
OCHOBHMH IIAP JIGKCUKU CKJIQJAIOTh 3arajlbHOBXHMBAaHI CJOBa. [HIIMM IIAapoM € CJoBa, SKi
BXKHUBAIOTHCS y CBOEMY 3arajbHOMY 3Hau€HHI, ajie BUKOPHCTOBYIOTHCS y peKJiaMi JJIsl IPOBEIACHHS
acolrialfiif 3 ToBapom, 1o pekiamyerbes [5, ¢. 151-152].

OTxe, MiACYMOBYIOUM CKa3aHE BHILE, MOKHA CTBEPXKYBATH, 110 PEKJIAMHE MOBIIOMIICHHS
SK OJUHUIIS MOBH € JIGKCHYHO OaraTtum, i came 4YiTKWid aHaii3 Ta pO3yMIHHS JTEKCUYHUX OJUHHUIIb
CTPYKTYpU PEKJIaMHOTO TEKCTYy HaJaayTh IepeKiazadyy MOXIMBICTb BHKOHATU aJEKBAaTHUH
nepeKsal TAaKoro MoBiJOMIICHHS.
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