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Pedepar:

1.V nuceprariii 3milicHeHO KOMIIJIEKCHE TOCiTyKeHHS JiHTBaJIbHUX i IparMaTUYHUX OCOOJINBOCTEN KOMEPLIIMHUX
racejl B aHIJIOMOBHOMY IHTEPHET-IUCKYPCi PEKJIaMU. BUCBITIIEHO TEOPETUKO-KPUTUYHY LYMKY IIPO QHIJIOMOBHU
iHTepHeT-IUCKYPC PEKJIaMHU y CBITJIi JIIHTBICTUYHOI ITparMaTUKU. HanmpanuboBaHO METOAVKY aHAJIi3y JIiHIBaJIbHUX
CKJIaIHUKiB KOMEPLiMHOro racja. OxapakTepru30BaHO OCHOBHI JIIHTBaJIbHi O3HAKU CKJIQIHUKIB PEKJIAMHOIO racja Ha
JIEKCUYHOMY, CEMAaHTUYHOMY, CUHTaKCUYHOMY PiBHSX, CTUJIICTUYHI OCOOGJIMBOCTI Ta BCTAHOBJIEHO ixHi KopessLii 3
KOMYHIKaTUBHMMU CTpaTerisiMu i TakTukamu. OnucaHo QyHKIiMHI napaMeTpy JIiHTBaJIbHUX OJAVHULb
aHTJIOMOBHOI'O peKJIaMHOro racsa. Po3npaijoBaHo aBTOPChKUM NPUNOM JIiHTBICTUYHOTO iHTEPBIOBAaHHS Ta
IIPOBEIEHO COLIOJIIHIBICTUYHUN €KCIIEPMMEHT i3 HOCISIMU QHIJIIMICBKOI MOBY 3aJ1J1s1 BUSIBJIEHHS IIParMaTU4HOro
NOTEeHLliay peKJaMHOro raca. [IpoananizoBaHo 0CcO6IMBOCTI MpedepenLii ONUTaHUX MO0L0 PEKJIaMHUX races 3

Pi3HMMU KOMYHIKaTUBHUMU CTPATETISIMU | TAKTMKAMU 3aJIEKHO Bifl BiKy, CTaTi PECIIOHIEHTIB i 3aIIPONIOHOBAHOI iM



coLjiazbHOI poJIi. Y pe3yJibTaTi eKCIIEPUMEHTY BCTaHOBJIEHO, 10 HAMO1IbIINI IParMaTU4HUN NOTEHLIa
IIPUTAaMaHHMM TUM PEKJIAMHUM TacjaMm, y SKUX BTiJIEHO TaKTUKY HaliMeHyBaHHS TOBapiB 4 MOCJIYT, IO peaisye
KOMYHIKaTUBHY CTPATeTilo 03U iOHyBaHHS iHTEPHET-MarasrvHy Ha PUHKY, 32 YMOBHU ix 0OPMIIEHHS y BUTJISIA]
CyOCTaHTMBHOTO CJIOBOCIIONTYYE€HHS YU IPOCTOrO PEYEHHS; OCHOBHE 3MiCTOBE HAaBAaHTAKEHHSI B TAKUX CJIOTaHAxX

HECYTb CTUJIICTUYHO HEUTPAJIbHI IMEHHUKN-ANEJIATUBY.

2. This dissertation focuses on the complex research of lingual and pragmatic features of commercial slogans in
English-language advertising Internet discourse. Theoretical and critical aspects of English-language advertising
Internet discourse is presented from the view of pragmatics. The source base of the research is an online store - a
website, where it's possible to choose, order and buy the proper goods or services. The research object is a slogan
of the English-language online store. Analysis methodologies of the commercial slogan's verbal components have
been developed. Linguopragmatic approach is a key method of research. The basic lingual features of the
advertising slogan's components at the lexical, semantic, syntactic levels, their stylistic features were
characterized and their correlations with communicative strategies and tactics were established. Syntax analysis
suggested that the requirements for conciseness and minimization of the advertising text content cause a short
form of slogans; thus the average advertising slogan has 4.46 lexemes. Advertising slogans mostly have a form of a
substantive phrase (41%) and simple personal sentence (37%). A significant role in expressing the pragmatic
content of slogans belongs to the stylistic means. The most productive and commonly used are metaphors,
epithets, lexical and phonetic repetitions. The functional parameters of the English-language advertising slogan's
components were described. With the help of functional-onomasiological analysis elements, slogans' verbal units
have been united into five functional-onomasiological groups that correlate with the needs of consumers of goods
and services. There was Abraham Maslow's hierarchy of needs adapted. Concerning the pragmatic aspect, the
communicative strategies and tactics of the slogans of the English-language online-stores were determined.
Among them are: 1)strategy of encouraging the consumer to choose the appropriate good or service; 2)strategy of
positioning the organization in the market. Also various communicative tactics, with the help of which those two
strategies can be realized, have been described. They are: tactic of appeal to the consumer; tactic of target group
indication; tactic of ambiguity /disambiguity of the content; tactic of demonstration of the organization's
advantages; tactic of emphasizing of competence, experience, traditions and values; tactic of goods and services
naming; tactic of using the store's name. The most important communicative parameter of an advertising slogan is
its pragmatic potential, which is understood as the functional capacity of the slogan to achieve the desired
perlocutionary effect on the addressee by means of multilevel verbal and non-verbal means. It is a real or probable
ability to make a meaningful impact on a potential audience. Traditionally, pragmatic potential has been studied as
a category characterized by qualitative characteristics, most often determined only by expert judgment. It is
proposed to quantify the pragmatic potential of the advertising slogan with quantitative methods, using a carefully
organized survey (a linguistic interviewing) of the respondents - the consumers of goods and services. The
author’s method of linguistic interviewing was developed and with the aim of identifying the advertising slogan's
pragmatic potential the sociolinguistic experiment with English native speakers was conducted. The peculiarities
of respondents' preferences regarding advertising slogans with different communicative strategies and tactics
were analyzed depending on the age, gender of the respondents and their proposed social role (potential owner or
potential customer of the online-store). The experiment found that the greatest pragmatic potential is inherent in
those slogans which represent the tactics of naming products or services that implement a communicative
strategy of positioning an online store on the market if they are formulated as a substantive phrase or simple
sentence; the stylistically neutral nouns-appellatives have main content in such slogans.
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