MWHNCTEPCTBO OBPASOBAHUVA PECITYBJ/TIMKW BEJTAPYCb
YUPEXXOEHVE OBPA3OBAHUA
«MONECCKNN MTOCYAAPCTBEHHbIV YHUBEPCUTET»

Kadegpa mapkeTuHra u [onyLieHo K 3awure
MEXYHapPOAHOro MeHeIKMeHTa 3aBefyrowmin  Kadeapom
/T E.ATpeunwikuHa
M-o/ 2—

ANTTJTTOMHAA PABOTA
Ha TEMY:
«KOMMYHMKaTMBHbIE CTPaTErMm Kak MHCTPYMEHT PeYeBOro
MaHUMyIMPOBaHUA CO3HaHMeM cobecelHMKa (Ha MaTepuasiax
peKnamMHbIxX TeKcToB MOOO «BEJTTTAK-Kob6puH»)»

CTyaeHT MonnHa OnerosHa Mne4ko
JIVHrBUCTUYECKOE 06ECreveHme ¢5.0( 20

MEXKY/TbTYPHbIX KOMMYHUKaUWM,
5 Kypc,18/IMK-1

Hayu4HbIi pyKoBOAUTENb y / FOnua BayecnaBoBHa Kop)keHeBUY
Crtapwumin npenogasatesib 20"3
(nognwcek)

MAHCK 2023



PE®PEPAT

AnnnomHas pabota: 88 cTpaHuu, 60 pucyHKoB, 3 Tabnuubl, 57 UCTOYHMKOB, 5
NPUIOXKEHWNIA.

A3blK  PEK/IAMbI, PEK/IAMHbIA CTW/Mb, PEK/IAMHbIA TEKCT,

PEK/TAMHbIV AONCKYPC, KOMMYHUKATWVBHbIE CTPATEI NN,
NMHIBOKYIbTYPOJI0I N4, PEYEBOE MAHUMNYJIMPOBAHWE,
AP YMEHTALA

O6bEKTOM MCCMeAoBaHUS ABNSETCA peKnama Kak (PeHOMEH Ky bTypbl.

MpegMeToOM MUCCNefoBaHUS  SBASKOTCA  KOMMYHMKATMBHbIE — CTpaTermm  Kak
CPeACTBO PEYEBOro MaHUMyIMPOBaHUSA CO3HAHUEM.

Llenb AMnnomHoi paboTbl COCTOMT B M3YyUEHUM KOMMYHWUKATMBHbIX CTpaTerui
Kak CPefiCTB peYeBOro MaHmMMyIMpPoBaHWs CO3HaHMEM PeLUMNUEHTA.

Mpy BbINO/THEHMM PabOTbl MCMO/b30BaHbl METOAbI aHa/IM3a Hay4YHON U MEeTOAMYECKOM
MTepaTypbl, Knaccugukaums, cpaBHeHNe, aHaIM3 NOYYeHHbIX Pe3yibTaToB NyTeM
CTaTMUCTMYECKON 06paboTkn, 0606LeHME.

TeopeTnyeckas 3Ha4YMMOCTb MCCeAOBaHUSs COCTOMT B TOM, YTO OHO BHOCUT
BKNMag B M3y4YeHWe NNHIBOKY/bTYPONOrMYEeCKO cheundmkn peknaMHoro AuckKypca,
pacLUMpsieT U yrnyonset TeopeTUYecKue CBEAEHWSs 0 CaMOM TMOHSATUN PEKIAMHOro
ANCKYypCa, YTOYHSIET COOTBETCTBYHOLLYIO TepMMHONOIMIO (PeKnamHbIA  AMUCKYpC,
PEK/IaMHbI CTUMb).

dnemMeHTaMM  Hay4yHOW  HOBW3HbI ~ MOJIYYEHHbIX pe3y/nbTaToB  ABASKOTCA
000CHOBaHME (paKTa B3aMMOCBSA3M COBPEMEHHOW PEKNaMHON  AeATenbHOCTU U
Ky/bTYpbl, PacKpbITUEe XapaKTEPHbIX YepT peKnambl KaK ()eHOMeHa, CrnocobHOro
OKa3blBaTb 3HAUYNTE/IbHOE BAVSIHWE Ha LlEHHOCTM 06LLEeCTBa.

MpakTuyeckass  3Ha4YMMOCTb  paboTbl  3aK/NKOYaeTcs B BO3MOXXHOCTU
NCrnonb30BaHUA MaTepuana paboTbl B AeSATENbHOCTU CNeuMaiucToB Mo pekname, a
TaKKe NpWM  CO3[aHUM  PeKNaMHbIX W MapKETUHIOBbIX  KOHUenuwuin.  [daHHoe
nccrefoBaHME MOXET MCMOJb30BaTbCs B yYEOHOM MpPOLECCe B BY30BCKMX Kypcax Mo
peyeBOMY BO3AEWCTBUIO U MEXKY/IbTYPHON KOMMYHMKaUMM M NPU U3YYEHUU TaKmUx
TEOPETUYECKNX KYPCOB, KaK «$3blKO3HaHWUE», «JIMHIBOKY/bTYPONOrMs», a Takxke Ans
CaMOCTOATE/IbHbIX MCCNEA0BaHWI B KYPCOBbIX U AMMIOMHbIX paboTax.

ABTOp paboTbl NOATBEPXKAAET AOCTOBEPHOCTb UCCNEAOBaHMA, a TakkKe TO, 4TO
BCE 3aMMCTBOBAHHblE W3 NUTEPATYPHbIX W APYTMX WCTOYHUKOB TeOpeTUYecKue,

METO4O/I0TNHECKME N METOANYECKME NMOMOXKEHNA W KOHUEMNuUMm ConpoBoOXaAakoTCA
CCbl/IKaMW Ha NX aBTOPOB.

(Mcpnuck cTyaeHTa)



ABSTRACT

Graduation paper: 88 pages, 60 figures, 3 tables, 57 sources, 5 appendices.
ADVERTISING LANGUAGE, ADVERTISING STYLE, ADVERTISING TEXT,
ADVERTISING DISCOURSE, COMMUNICATION STRATEGIES,
LINGUQCULTUROLOGY, SPEECH MANIPULATION, ARGUMENTATION

The object of research is advertising as a cultural phenomenon.

The subject of the research is the communicative strategies as a means of speech
manipulation.

The purpose of the research is to study communicative strategies as a means of
speech manipulation of the recipient's consciousness.

The main research methods used in this work are analysis of scientific and
methodical literature, classification, comparison, analysis of the results obtained by
statistical processing, generalization.

The theoretical significance of the research is that it contributes to the study ofthe
linguistic and cultural specifics of advertising discourse, expands and deepens

information about the very concept of advertising discourse, clarifies the
relevant terminology (advertising discourse, advertising style).

The elements of the scientific novelty of the results obtained are the
subssantiation of the fact ofthe relationship between modem advertising and culture, the
disclosure of the characteristic features of advertising as a phenomenon that can have a
sii'mifc™\nt impact on the values of society.

The practical significance of the work lies in the possibility of using the material
of the work in the activities of advertising specialists, as well as in the creation of
advertising and marketing concepts. This research can be used in the educational
process in university courses on speech influence and intercultural communication and
in the study of such theoretical courses as "Linguistics™, "Linguoculturology", as well as
for independent research in term papers and theses.

The author of the work confirms that all theoretical, methodological and
m’ti*o<"ollagical provisions and concepts borrowed from literary and other sources are
accompanied by references to their authors.
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