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V. BimomocTi npo gucepraniio
Moga guceprariii:
Koy TeMaTHYHUX PYyOPHK: 16.21.33

Tema guceprauii:
1. 'eHpepHi cTepeoTUNY y HIMELIBKOMOBHOMY PEKJIaMHOMY AUCKYPCi.

2. Gender stereotypes in the German advertising discourse.

Pedepar:

1. Incepraliito NpUCBSIYEHO NOCIIIKEHHIO OCOOIMBOCTEN aKTyasli3allii CTEpEOTUIIB MACKYJIIHHOCTI i (eMiHHOCTI B
HiMEIbKOMOBHOMY PEKJIAMHOMY JUCKYPCi. Y po6OTi BUSIBJIEHO CTEPEOTUNN MYKHOCTI i )KIHOYHOCTI, $IKi €
KJIACUYHMMM 3 TIOIJISIIY HIMEIIbKOMOBHOI KapTHHU CBITY. Lli cTepeoTuny BU3HauY€HO IJISXOM BUOYIOBYBaHHS
KOHLIENITOIIOJIB OL[iHHMX HOMiHalill Ha MO3HAaYeHHsI 0Cib YOJIOBIYOi i )KiHOYOI CTaTi, a TAKOX IIJISIXOM aHaJIi3y
reHIepHO MapKOBaHUX NapeMiil. HiMelIbKkOMOBHUM peKJIaMHUN JUCKYPC JOCIIIKEHO OO0 Bepbanizaliii
HaBeJEeHUX CTEPEOTHUIIIB, & TAKOXK IIPOAHAJi30BAHO 3a JOTIOMOT0OI0 HOBOTO MiAXOAY, 3 yPaXyBaHHAM SIK
JIIHIBiCTUYHOTO, TaK i €KCTPaJIiHIBICTUYHOTO CKJIAIHUKIB T€HAEPHUX HAPaTUBiB PEKJIAMHOTO IUCKYPCY.
JIIHrBiCTUYHUI aCIIeKT NOCJIiIKEHHS OXOIJIIOE SIK TPaMaTUYHUI aHaJli3 TEKCTY PEKJIAMHOIO NIOBiIOMJIEHHS], TaK i
JIEKCUYHUI aHaJli3, 0 Ja€ 3MOTY IOTJISHYTY Ha PEKJIaMHI HapaTHBU SIK Ha KOMIUIEKCHE sBUILE, BpaxyBaTH BCi iXHi

CKIaAHUKU. [1ifl eKCTpasiHrBiCTUYHMM KOMIIOHEHTOM I€HJIEPHOTO HapaTHUBY PO3YMilOTh KOJILOPOBY ramy,



[IEPCOHAXIB PEKJIAMHU, & TAKOXK PO3Mip WIPUQTY i CTPYKTYypPy PEKJIIAMHOTO MOBiJOMJIEHHS.

2. The thesis deals with the problem of masculinity and femininity stereotypes actualized in the German
advertising discourse. The stereotypes of maleness and womanliness as parts of German linguistic world image
have been defined and researched. These stereotypes have been stated on the basis of structural analysis of the
concept fields represented by German male and female nominations. Gender stereotypes have been verified by
semantic analysis of paremiis, containing FRAU and MANN constituents. German advertising discourse is also
researched from the point of view of the represented stereotypes verbalization. The analysis of advertising
discourse is conducted with the help of a new approach, which spans extra-linguistic and linguistic components of
advertising narratives. Colour scale, advertising characters, size of print and structure of advertising message are
interpreted as non-verbal components of the advertising narrative. The linguistic aspect of analysis comprises as
grammatical analysis of the text of advertising message, so lexical study. It allows to regard advertising narratives
as a complex phenomenon and to research all its constituents.
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