O0Js1ikoBa KapTKa aucepTaii

I. 3arasibHi BimOMOCTI

Jep>kaBHHH 00J1iKOBHI HOMep: 0420U101505
Oco006J1uBi TO3HAYKH: BinKpura

JaTa peectpamnii: 08-10-2020

Craryc: 3axumeHa

PexBi3utu Hakasy MOH / Haka3y 3aKjazy:

I1. BizomocrTi nipo 3700yBaya

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. Ymanosceka Ipuna BacuiBHa

2. Ushchapovska Iryna V

KBasmigikamis:

InenTudikarop ORCID ID: He 3acrocosyerbcs

Bup, pucepranii: kanguzaar Hayk

AcnipaHTypa/JIOKTOpPaHTypa: Tak

IIIndp HayKoBOi creniaIbHOCTI: 10.02.04

Ha3Ba HayKoBOIi CcIeniaIbHOCTI: [epMaHChKi MOBH

T'asy3p / rasysi 3HaHB. He 3aCTOCOBy€THCS

OcBiTHBO-HayKOBa Mporpama 3i creniaJbHOCTI: He 3acTocoByeTbCs
JaTa 3axucTy: 30-09-2020

CreniaJbHICTh 32 OCBITOIO: AHriichbKa Ta HiMellbKa MOBU

Micue po60oTH 34,00yBaya: CyMCbKuii epKaBHUIA YHIBEPCUTET

Kopg 3a €IPIIOY: 05408289

Micue3Haxoa>KeHHS: By/1. Pumcbkoro-Kopcakosa, 2, m. Cymu, Cymcbkuil p-H., Cymcbka 0671, 40007, Vkpaina
dopma BaacHOCTI:

Cdepa ynpaBiriHHS: MiHicTepcTBO OCBIiTH | HAayKu YKpaiHu

ImenTudikarop ROR: He zacrocoyerbcs



I11. BimomMocTi mpo opranizariiio, e Big0OyBcsl 3aXHCT

IIudp cnenianizoBaHoi BY€HOI pagH (pa30Boi Clieliaai30BaHOI BYEHOI pazu): [l 17.051.02
ITloBHe HaliMeHYBaHHSI IOPHUAHUYHOI 0COOH: 3anopisbKuii HAL[iOHAIbHUI YHIBEPCUTET

Kopg 3a €IPIIOY: 02125243

Micue3Haxoa>KeHHS: By JKyKoBCbKoro, 66, M. 3anopixoks, 3anopisbkuii p-H., 3anopisbka 0671., 69600,
Ykpaina

dopma BaacHOCTI:

Cdepa ynpaBitiHHS: MinictepcTBo oCBiTH i HayKu YKpainu

InenTugikarop ROR: He zacrocosyerscs

IV. BizomocTi nipo nmiznpueMcTBO, yCTaHOBY, OpraHisalliio, B sIKii 0yJ10

BUKOHaHO JHUCEPTALil0

IloBHe HaiMEeHYBaHHSI OPHUIHUYHOI 0COOHM: CyMChKUIi IePKAaBHUIA YHIBEPCUTET

Kopg 3a €IPIIOY: 05408289

MicuesnaxomerHﬂ: ByJI. PuMmcbkoro-Kopcakosa, 2, M. Cymu, Cymcbkuil p-H., Cymcbka 0611., 40007, Ykpaina
dopma By1acHoCTI:

Cdepa praBJIiHHﬂ: MiHicTepcTBO OCBiTH 1 HayKU YKpaiHu

InenTudikarop ROR: He zacrocosyerscs

V. BimomocTi npo guceprauiio
Mosga guceprarii:

Koau TemaTHYHHUX PYOPHK: 16.41
Tema gucepranii:

1. CTpyKTypHO-CEMaHTHYHi, COLIiOJIiHTBaJIbHI T TParMaTUYHi NIapaMeTPU MOBU OPEHAY: MYJIbTUMOLAIBHUN MiJXiz,

(Ha maTepiaJsii aHIJIOMOBHUX OpEH[IiB KaBU)

2. Structural and Semantic, Socio-Lingual, and Pragmatic Parameters of the Brand Language: Multimodal Approach
(Case Study: English-language coffee brands)

Pedepar:

1. lucepraliio IpUCBAYEHO BUABIEHHIO CTPYKTYPHO-CEMAHTUYHMX, COLLIOIIHTBaJIbLHUX Ta IIPAarMaTUYHUX
0Cco0IMBOCTEN MOBY OpeHy 3 O3ULlii MyJIbTUMOIAJILHOTO Mifxony. BusHayeHo cTaTyc MOBU OpeHy K CIIOCO0y
KOMYVHiKalii 6peH[y 3i CBO€EIO 11i/IbOBOIO ayAUTOPi€to. 3AiliICHEHO aHali3 CTPYKTYPU MOBU OpeHAY Ha IPYHTI
MYJIbTUMOJAJIbHOCTi. BUOKDEMJIEHO €IEMEHTU BEPOAJILHOTO, Bi3yaIbHOTO, ay1iaJlbHOrO Ta CEHCOPHOI'O MOZYCIB
MOBU O6peHy. Bep6asnbHuil MOJyc npeicTaBIeHUI Ha3BOM0, PPa30i0-BilJIyHHSM, CJIOTAaHOM, 3aBOIO IIPO MICilo,
CTOPITEJIIHTOM Ta AECKPUNITUBHUM TEKCTOM; Bi3yaslbHUI MOZYC — JIOTOTUIIOM, KOJIbOPOM Ta WIPUMTOM; ayJialbHUN
— IDKUHIJIOM Ta 3BYKOBUM JIOTOTUIIOM; CEHCOPHUM — 3allaXOM, CMaKOM Ta TEKCTYPOIO. 3'5ICOBAHO, 110 €JIEMEHTU
BepOAIbHOTO MOJlyCy MOBU OPEHIY YTBOPIOIOTh Pi3HOKAHPOBI MOJ1iCEMIOTUYHI 6JI0KH, Y SIKUX Peasli3yloTbCs

JIeKCHIKA Ta CTWJIb MOBU OpeHy. ONKCcaHo JIEKCMKO-CEMAHTUYHI XapaKTepPUCTUKU I10JIiCeMiOTUYHUX OJIOKIB



BepOATILHOTO MOZYCY MOBH OPEHiB KaBU: HOMiHATUBHO-PEINPE3EHTATUBHOTO, aTPAaKTUBHO-AMeJIATUBHOTO,
iHTeHI[iHHO-aKCi0JIOrilTHOTO, HAPATUBHOI'O Ta AECKPUIITUBHOTO. BU3HA4Y€HO COLiOiHrBaJIbHI ACTIEKTH MOBU OPEH]IIB
KaBU Ta [IPOAHaJIi30BaHO B3a€EMO/Ii10 BepOaIbHUX Ta HeBepOaJIbHUX €JIEMEHTIB MOBU OPEHIiB KaBU Y Pi3HUX

KOMYHIKaTMBHUX CUTYaLlisIX.

2. This thesis focuses on the identification of structural and semantic, socio-lingual, and pragmatic features of the
brand language from the standpoint of a multimodal approach. Each brand creates a unique language to express
the semantic universality of communication with consumers. Thus, the brand language is a system of signs,
symbols, and expressive means that functions in a variety of communicative situations, exerting a pragmatic
impact on recipients of the brand information. The brand language is not homogeneous, its structure is
represented by elements of different semiotic origins combined into modes - verbal, visual, audial, and sensory.
The vocabulary and style of the verbal mode of the brand language are represented in nominative and
representative, attractive and appealing, intentional and axiological, narrative, and descriptive polysemiotic blocks.
The main structural and semantic coherence of the brand language is the brand name, which represents a
nominative and representative polysemiotic block of the brand language. Given the structure of coffee brand
names, all names are divided into one-component and multi-component, the groups of names inherent in coffee
brands are distinguished as follows: descriptive, explicit, implicit, and metaphorical names. The attractive and
appealing block of the brand language is represented by a tagline and a slogan, which are the “small-form” texts, as
they are characterized by small text size, conciseness, and excessive economy. Unlike the brand name, the tagline
and slogan are optional elements. A mission statement that appeals to the minds of consumers, arouses interest,
and encourages action represents the intentional and axiological polysemiotic block. There are two generalized
groups of missions: direct and indirect, as well as different forms of mission - full and partial. Regarding the
structural organization of mission statements, they consist of two or more sentences with complex syntax. The
narrative polysemiotic block of the language of coffee brands is storytelling - a marketing technique for using
media potential to convey meaning through telling the stories. The narrative block of the language of coffee brands
is emotionally charged monologues. The types of stories of coffee brands are defined as traditional, contemporary,
creative, personalized, specialized, stories-legends, and stories-quotes. The descriptive polysemiotic block of the
brand language is represented by descriptive texts - texts of the statement of the existence of an object (product)
and undoubtedness of its characteristics, the description of a brand (goods, product, service) for giving the
information on its characteristics to the consumer. The descriptive block of the language of coffee brands is an
obligatory verbal element, an example of a multimodal ensemble that combines verbal, visual, and sensory modes.
Studies of the social and cultural role of coffee and socio-lingual features of the language of coffee brands indicate
that the imprint of coffee culture in society is observed in the formation of a specific language, which is used by
professionals and connoisseurs of coffee, as well as ordinary consumers. Socially marked lexical and phraseological
units have been formed, which characterize society in the context of coffee consumption as a beverage and coffee
circulation as a commodity. The results show that each brand is a unique phenomenon, and its language is a
specific system of signs that identifies the brand, distinguishing it from others. In every communicative situation,
the brand language preserves its authenticity - similarity and unity of the style, consistent repetition of the same
words and images. The combination of visual and verbal elements creates a recognizable brand identity.

Jep>kaBHHH peecTpauiiiHuii Homep [IiP:

IIpiopuTeTHHI HaNIpSIM PO3BUTKY HayKH i TEXHIKH:
CrpareriyHui NpiopUTEeTHUI HAIIPSIM iHHOBaLilHOI AiJIBHOCTI:
ITiZcyMKH JOCTiI>KEeHHS:

Iy6sikamii:

HaykoBa (HayKOBO-TE€XHiYHa) IPOAYKILis:



ConuiasIbHO-€KOHOMIYHA CIIPSIMOBaHICTh:

OxopoHHi gokymeHTH Ha OIIIB:

BrnpoBaakeHHS pe3yJIbTaTiB AHCEpPTalLii:

3B's130K 3 HAYKOBUMH T€MaMH:

VI. BizomocCTi Ipo HayKOBOr0 KePiBHHKA/KEPiBHHUKIB (KOHCYJIbTAaHTA)

Baacue IlpizBumie Im's Ilo-6aTbKOBI:
1. Tauenko Haranig BitaniiBHa

2. Tatsenko Nataliia V

KBasigikanis: n. dinon. 1., 10.02.04
InenTudikarop ORCID ID: He 3acrocosyetscs
JoparkoBa indopmamist:

IloBHe HaliMeHYBaHHS IOPHIHUYHOI 0COOH:
Kop 3a €IPIIOY:

Micue3HaxoaKeHHS:

dopma BaacHoOCTI:

Cdepa ynpasitiHHS:

InenTudikarop ROR: He zacrocosyerscs

VII. BizomocTi npo odiliiHuX OTIOHEHTIB Ta pelleH3€eHTiB
OdiuiiiHi OIOHEHTH
Baacue IlpizBume Im'a Ilo-6aTbKOBI:

1. Makapyk Jlapuca JleoHizniBHa

2. Makaruk Larysa L

KBasidikanis: n. dinon. u.,10.02.04
InenTudgikarop ORCID ID: He 3acrocosyerbcs
JoparkoBa inHdpopmamuist:

IloBHe HaHMEHYBaHHS IOPHIHYHOI 0COOH:
Kopg 3a €IPIIOY:

Micue3Haxoa KEeHHSI:

dopma ByracHOCTI:

Cdepa ynpasiiHHS:

InenTudikarop ROR: He zacrocosyerscs



Baacwue IlpizBumie Im's Ilo-6aTbKOBI:
1. Ky3snenosa Mapist OnexkcaHgpiBHa

2. Kuznetsova Mariia O

KBasmiikanis: k. ¢pinosn. 1., 10.02.04
Imentudikarop ORCID ID: He zacrocoyerbcs
JoparkoBa iHdopmamist:

TloBHe HaliMeHYBaHHS IOPHIHYHOI 0COOH:
Kopg 3a €IPIIOY:

Micue3Haxoa KeHHS:

dopma ByTacHOCTI:

Cdepa ynpasiriHHS:

InenTudikarop ROR: He zacrocosyerscs

Penensentu

VIII. 3ak1104Hi BiZOMOCTI
BaacHe IlpizBuiie Im's ITo-6aTbKOBI
TOJIOBH pagu

Biiacue IIpizBuie Im'sa I1o-6aTbKOBi
TOJIOBYIOYOTO Ha 3acCiiaHHi
BignoBigasibHUI 3a HiATOTOBKY

00JIIKOBHX JOKYMEHTIB

PeecTpaTtop

KepiBHuk Bigginy YKpIHTEI, mpo €
BiZINOBiZaJIbHUM 32 peecTpallilo HayKOBOi

OisSIIBHOCTI

Saunuit IOpiii AHTOHOBUY

SanHui FOpiit AHTOHOBUY

IOpuenko T.A.



