O0Js1ikoBa KapTKa aucepTaii

I. 3arasibHi BimOMOCTI

Jep>kaBHHH 00J1iIKOBHI HOMep: 0415U001846

Oco006J1uBi TO3HAYKH: BinKpura

JaTa peecrtpamnii: 23-04-2015

Craryc: 3axumeHa

PexBi3utu Hakasy MOH / Haka3y 3aKjazy:

I1. BizomocrTi nipo 3700yBaya
Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. Ban 1I3ui0HB60

2. Wang Ziyunbo

KBasmigikamis:

InenTudikarop ORCID ID: He 3acrocosyerbcs
Bup, pucepranii: kanguzaar Hayk
AcnipaHTypa/JIOKTOpPaHTypa: Tak

IIIndp HayKoBOi cneniaabHOCTI: 10.02.02
Ha3zBa HayKoBoi creniajJibHOCTI: Pociiicbka MOBa
T'asy3p / rasysi 3HaHB. He 3aCTOCOBy€THCS
OcBiTHBO-HayKOBa Mporpama 3i creniaJbHOCTI: He 3acTocoByeTbCs
JaTa 3axHcTy: 09-04-2015

CreniaJbHICTh 32 OCBiTOIO: 8.02030302

Micue po6oTu 3400yBayva:

Kop 3a €IPIIOY:

Micue3HaxoaKeHHS:

dopma BaacHOCTI:

Cdepa ynpasiriHHS:

ImenTudikarop ROR: He zacrocoyerbcs



I11. BimomMocTi mpo opranizariiio, e Big0OyBcsl 3aXHCT
Iudp cnenianizoBaHoi BYU€HOI pagHy (Pa30Boi Cleliajai30BaHOI BYEHOI pazu). K 08.051.05

IloBHe HaiMeHYBaHHSI IOPHUAHUYHOI OCOOH: [IHINPOBCHKMIl HALIOHAIBHUIA YHiBepCcUTeT imMeHi Onecs
l'onuapa

Kopg 3a €IPIIOY: 02066747

Micqesﬂaxon)KeHHﬂ: npocnekt ['arapina, 72, M. IHinpo, JJHinponeTpoBchKuii p-H., JHIIpONeTpoBCchKa O6JL.,
49010, Ykpaina

dopma ByracHOCTI:
Cdepa yIIpaBJIiHHﬂ: MiHicTepcTBO OCBiTH i HayKU YKpaiHu

InenTudikarop ROR: He zacrocosyerscs

IV. BizomocTi nIpo niznpueMcTBO, yCTaHOBY, OpraHisalliio, B sIKii 0yJ10
BUKOHaHO JHUCEPTALil0

IloBHe HaliIMeHYBaHHS IOPUAHYHOL 0CO0H: JIbBiBCHKMIT HalliOHAbHKIT yHiIBEpCUTET iMeHi IBaHa PpaHka
Kopg 3a €IPIIOY: 02070987

Micue3Haxoa>keHHs: 79000, m. JIbBiB, By/l. YHiBEpcUTETChKa, 1

dopma BaacHOCTI:

Cdepa ynpaBiriHHS: MiHicTepCTBO OCBITH | HayKy YKpaiHu

ImenTudikarop ROR: He zacrocoyerbcs

V. BimomocTi npo gucepraniio
Moga guceprariii:
Koy TeMaTHYHHX PYOPHK: 16.21.47

Tema guceprauii:
1. AHr710-aMepUKaHi3MHU B Cy4aCHOMY PEKJIAMHOMY JUCKYPCi: KOMyHIKaTUBHO-TIParMaTUYHUN aCIIEeKT.

2. Anglo-Americanisms in contemporary advertising discourse: communicative and pragmatic aspect.

Pedepar:

1. O6'eKT - aHIIiLM3MHU Pi3HOTO piBHA afanTalii, o (PyHKLUIOHYIOTh Y MEXKaxX POCIICBKOMOBHOTO PEKJIAMHOTO
nuckypcy (1990-Ti poku XX cT. - 2010-Ti poku XXI ct.). MeTa - BusiBnieHHsI GOpMaIbHUX, CEMAaHTUYHUX,
IIparMaTUyHUX 0CcO6IMBOCTEN Ta crielrdiky QyHKIIOHYBaHHS aHIJIIM3MIB Y PEKJIAMHOMY TEKCTi, BUBHaYEHHSI
CTYIIEHSI Ta XapaKTepy iXHbOr0 BIUVIMBY Ha Cy4aCHY pOCifiCbKy MOBY. MeToniM - CyLi/IbHOI BUGIPKH, CJIOBOTBipHUI Ta
MopdOJIOTiYHMI aHai3, KOMIIOHEHTHUI aHasli3, eKCIIepUMEHTAIbHNN, KOPeJISUiiHUNI aHai3, COLi0MiHIBiCTUYHOI
inTepnperanii. Y gucepTariii mogjaHo KOMIIJIEKCHUI aHAi3 CEMaHTUKH, IPAarMaTUKU Ta OCOBJINBOCTEN
(YHKLIOHYBaHHS aHIJIO-aMePUKaHi3MiB Y peKJIaMHOMY TeKCTi. PO3IVISIHYTO UTaHHS 1OJI0 IPUYMH aKTHBi3allii
IIPOLIECY 3aII03MYEHHS B Cy4aCHiM POCIICBKiNl MOBI, I>KepeJl Ta LJISIXiB 3al103U4€eHb, Cpepr iXHbOTO BKVBAaHHS,
MEXaHi3MiB Ta CTyIeHs iXHbOI acuMinsLii B MoBi-penenTopi. [IpoaHasnizoBaHo cienu@iky peKJIaMHOIO TEKCTY SIK

IVICKYPCY OCOOJIMBOTO TUILY, OTIMCAHO MO0 CTPYKTYPY. 3'1COBAHO POJIb CJIOTaHa Ta IparmaToHima gK



HalBa>KJIMBILINX CKJIAIHUKIB Ta BUABJIEHO PO3IIOLL iIOKYyTUBHUX MOBJIEHHEBUX aKTiB y CJIOTaHAX Pi3HUX TUIIIB.
EKcrlikoBaHO poJib MOBHUX IIPUIOMIB i 32C006iB pi3HUX PiBHIB y CTBOPEHHI PEKJIAMHOTO TEKCTY, 30KpeMa
PEKJIaMHUX CJIOTaHiB; I0Ka3aHO 3yMOBJIEHICTb iXHbOTO BXKMBAaHHS METOIO Ta 3aBJAHHAMU PEKJIAMOJIABLI, a TAKOX
COLiaJIbHO-TICUXOJIOTTYHUMU O3HAKaMU MOTEHLIHOTO MOKYIILSI PEKJIAMOBAHOTO TOBApy. Y NOCIiIPKeHHI HaBeIeHO
JIEKCMKO-TEMATUYHY XapaKT€PUCTUKY aHIJILM3MIB Y Cy4aCHIl peKyami, sika fgaja 3MOTy 3'ICyBarTH, sKi pparMmeHTu
POCIICbKOI MOBHOI KAPTHMHU CBITY € MAaKCMMAaJIBHO BiTKDUTUMU [1JIs BIUIUBY aHIJIO-aMEPUKAHCBKOI KyJIbTYPH i SIKOIO
€ POJIb QHIJIO-aMEPHKAHI3MIB y 3MiHi LIiHHICHOI KAPTUHMU CBITy Cy4yaCHHUX HOCIiB pociiicbkoi moBu. Cdepa -
JiekcuKorpadiyHa rpakTuKa, HaB4aJbHUI [IPOLEC.

2. The object - Anglicisms of different levels of adaptation, operating within the Russian language advertising
discourse (the 1990s-2010s). The aim - to identify formal, semantic and pragmatic features as well as unique
characteristics of Anglicisms in advertising texts, determine the extent and nature of their influence on the
modern Russian language. Methods - the method of continuous sampling, derivational and morphological analysis,
componential analysis, experimental, correlation analysis and sociolinguistic interpretation. The thesis presents a
comprehensive analysis of the semantics, pragmatics and specific features of the functioning of Anglo-
Americanisms in the advertising text. It focuses on such issues as the factors that brought about the activation of
the borrowing process in the modern Russian language, sources and ways of borrowings, the scope of their use,
mechanisms and degree of their assimilation in the recipient language. It also analyses the unique characteristics
of the advertising text as a particular type of discourse and describes its structure. The thesis elucidates the role of
the slogan and pragmatonim as the key components and the distribution of illocutionary speech acts in different
types of slogans; explicates the role of linguistic techniques and means of different levels in creating advertising
texts, in particular slogans; as well as demonstrates the dependence of their use on the purpose and objectives of
the advertiser, as well as on the socio-psychological characteristics of the potential buyer of the advertised
product. The research presents lexical and thematic characteristics of Anglicisms in the contemporary advertising,
which made it possible to find out which segments of the Russian linguistic image of the world are the most
exposed to the influence of Anglo-American culture as well as the role of Anglo-Americanisms in changing the
axiological worldview of contemporary Russian speakers. The sphere - lexicographical practice, learning process.

Jep>kaBHHHM peecTpaniiiHuii Homep [iP:

IIpiopuTeTHHH HANIPpSIM PO3BHTKY HayKH i TEXHIKH:
CrpareriyHu# NpiopUTETHHUI HAIIPSIM iHHOBaLLiMHOI AigJILHOCTI:
ITizcyMKH JOCTiI>KEeHHS:

Iyo6sikarii:

HaykoBa (HayKOBO-TE€XHiYHa) IPOAYKILis:
ConiasiIbHO-€KOHOMIYHA CIIPSIMOBAHICTh:

OxopoHHi goKymeHTH Ha OIIIB:

BrnpoBaaKeHHS pe3yJIbTaTiB AHCEpPTalii:

3B's130K 3 HAYKOBUMH T€MaMH:

VI. BizomocCTi Npo HayKOBOr0 KepiBHHKA /KEPiBHUKIB (KOHCYJIbTaHTA)

Baacwue IlpizBumie Im's Ilo-6aTbKOBI:

1. Taxxesa InHa JIMUTpiBHA



2. Gazheva Inna Dmytrivna

KBasiikamis: k.¢inosnn., 10.02.02
ImenTudikarop ORCID ID: He zactocoyerbcs
JoparkoBa iHdopmamist:

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

Micue3Haxoa KeHHS:

dopma BiracHocTi:

Cdepa ynpasiiHHS:

InenTudikarop ROR: He zacrocosyerscs

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

1. 3ipka Bipa BacuniBHa

2. 3ipka Bipa BacuniBHa

KBasigikanis: 1.¢inon.n., 10.02.02
InenTudikarop ORCID ID: He 3acrocosyerncs
JoparkoBa iHdpopmamnist:

IloBHe HaliMEeHYBaHHSI IOPHUAHUYHOI OCOOH:
Kopg 3a €IPIIOY:

Micue3HaxoAKeHHS:

dopma BiracHoCTi:

Cdepa ynpasiriHHS:

InenTudikarop ROR: He zacrocosyerscs

Baacue IlpizBumie Im's I1o-6aTbKOBI:
1. Typyra Ipuna IBaHiBHa

2. Typyra Ipuna IBaniBHa

KBasigikanis: k.¢dinosnn., 10.02.02
Imentudikarop ORCID ID: He zactocoyerbcs
JoparkoBa indpopmamuist:

IloBHe HaliMeHYyBaHHSI IOPHUAHUYHOI OCOOH:

Kopg 3a €IPIIOY:



Micue3HaxoaKeHHS:
dopma ByracHoCTI:
Cdepa ynpasiiHHS:

InenTudikarop ROR: He zacrocosyerscs

PeuenseHTu

VIII. 3aKkJII04Hi BiZoMOCTi
BiiacHe IIpisBuie Im'sa ITo-6aTbKOBI
TOJIOBH paju

BiiacHe IIpizBuie Im'sa ITo-6aTbKOBI
rOJIOBYIOYOrO Ha 3acigaHHi
BignoBigasibHuUI 3a MiATOTOBKY

00JIIKOBHX JJOKYMEHTIB

PeecTpartop

KepiBHuKk Bigginy YKpIHTEI, mpo €
BiZIOBiZasIbHUM 3a peecTpallilo HAayKOBOIi

OisIIBHOCTI

[Toniosa IpuHa CremnaniBHa

[Toniosa IpuHa CrenaniBHa

IOpuenko T.A.



