O0Js1ikoBa KapTKa aucepTaii

I. 3arasibHi BimOMOCTI

Jep>kaBHUH 00J1iKOBHI HOMEP: 0402U000397
Oco006J1uBi TO3HAYKH: BinKpura

JaTa peectpaunii: 07-02-2002

Craryc: 3axumeHa

PexBi3utu Hakasy MOH / Haka3y 3aKjazy:

I1. BizomocrTi nipo 3700yBaya

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. Tkauyk-MipomHndenko OyieHa €BreHiBHa

2. Tkachuk-Miroshnychenko Olena Yevgenivna

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: 30-01-2002

CreniaJbHICTh 32 OCBITOIO: 02.20

Micue po60oTH 34,00yBava: YKpaiHChKMil iHCTUTYT JIHIBICTUKY | MEHEKMEHTY
Kopg 3a €IPIIOY: 30304057

Micue3Haxoa>keHHs: 01133, Kuis, npos. JlaGopaTopHuii, 1

dopma BaacHOCTI:

Cdepa ynpaBiriHHS: MiHicTepcTBO OCBIiTH | HAayKu YKpaiHu

ImenTudikarop ROR: He zacrocoyerbcs




I11. BimomMocTi mpo opranizariiio, e Big0OyBcsl 3aXHCT
Indp cneuniasnizoBaHoi BY€HOI pagH (pa3oBoi creniaiizoBaHoi BY€HOI pasu): /1 26.001.11

IloBHe HaiMeHYBaHHSI IOPHUAHUYHOI 0COOM: KuiBChKuil HaLiOHAbHMIA YHIBEpCUTET iMeHi Tapaca

[IleByeHka

Kog 3a €IPIIOY: 02070944

Micqesﬂaxon)KeHHﬂ: ByJI. Bononumupceka, 60, M. Kuis, KuiBceka 06:1., 01033, Vkpaina
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 HaliMEeHYBaHHSI IOPHUAUYHOI 0COOM: Kuichkuil HauioHaIbHMI yHiIBEpCUTET iMeHi Tapaca

[lleByeHKa

Kopg 3a €IPIIOY: 02070944

Micue3Haxoa>KeHH: 01033, m. Kuis, ByJI. Boslopumupceka, 64
dopma BaacHOCTI:

Cdepa ynpaBiriHHS: MiHicTepCTBO OCBITH | HayKy YKpaiHu

ImenTudikarop ROR: He zacrocoyerbcs

V. BimomocTi npo gucepraniio
Moga guceprariii:
Koy TeMaTHYHHX PYOPHK: 16.41.21

Tema guceprauii:
1. Immtikanis B peKJaMHOMY AMCKYPCi (Ha MaTepiasi aHIJIOMOBHOI KOMEPLiMHOI peKIamu).

2. Implication in the Advertising Discourse (based on Commercial English Advertising).

Pedepar:

1. Y puceprauii iMItikanis po3risiiaeTbCs sIK 0COOIMBUI CrIoci6 nepenadi indopmatiii, Ika He OTPUMYE IIPSIMOIL
BepoOasisaiii, aje sika iHIUKY€eTbCs eKCITIIUTHUMHU BEPOAIbHUMU Ta HEBEPOAJIbHUMU €JIEMEHTAMU - MapKepaMu.
IMminuTHOIO iHPOpMaliielo BBasKaeThCsl OLIiHHA Ta acoliaTuBHa iHdpopMallis. IMITiKalis € IucKypcuBHO
00yYMOBJIEHOI0. Y IUCKYPCi aHITIOMOBHOI KOMEPLIIMHOI peKaMy iMITiKallisi IPOCTeXY€eThCS Ha JUCKYPCUBHOMY,
JIEKCMYHOMY, TPaMaTUYHOMY Ta HEBEPOAIbHOMY PiBHAX. [HIMKaTOpaMu iMILTIUTHOI iH(OopMaLii € IUCKYPCUBHU,
JIeKCWYHi, rpaMaTUy4Hi Ta HeBepOasbHi MapKepu. BupimanbHa posib Y AeKOAyBaHHI iMILTiuTHOI iHopmarii
HaJIeXXUTbh KOTHITUBHOMY 3MiCTy AUCKYpCY. Jlo IMIIILIUTHYX €JIEMEHTIB, SKi MapKyIOTbCsl BEpOAJIbHUMU Ta
HeBepOaJIbHUMU 3aCO0aMU PEKJIAMU BiTHOCSTHCS CKJIaJlOBi KOTHITUBHOI MOJIEJI, OLIiHHUIT KOMIIOHEHT,
IparmMaTUYHe 3HAYE€HHS CJI0Ba Ta TeKCTy. MOBHa peasisallisi KOTHiTUBHOI MOJieJli MO>Ke OyTH IIOBHOIO Ta HETIOBHOIO,

o Bigjo6paskaeTbcs B ii TppOX BapiaHTax. [lo IeKCUYHUX MapKepiB iMILTinuTHOI iHdopMalii HaseskaTh TOMOHIMIYHA,



TeMIIOpaJibHa JIEKCUKA, JIEK CUYHI OJVMHULI] 3i 3HaYeHHSIM CIoCO0y Jii, iHIIOMOBHA JIEKCUKA, 32CO0M BUPAKEHHS
KaTeropii KOMIapaTUBHOCTI, YaCTKH, IHTEPTEKCTyaJIbHAIM KOMIIOHEHT. [0 rpaMaTUYHMX MapKePiB HajleXXaThb
HempsiMi criocobu nepepadi iTOKyTUBHOI CUJIM CIIOHYKaHHS. Jlo HeBepOaIbHUX MapKepiB iMILIIMTHOI iH(popmarii

BiJHOCSITbCS MIKTOPaJIbHI, aparpadidyHi MapKepu Ta KoJIip.

2. The thesis focuses on the problem of implication in the discourse of commercial English advertising. In this
study under implication is understood a special way of expressing information that does not receive direct
verbalization and is indicated by explicit verbal and nonverbal elements - markers. The explication of implicit
information is achieved through additional mental operations. Evaluations and associations in the advertising
discourse fall under the category of implicit information. The investigation has proved that implication is a
distinguishing feature of the advertising discourse, tracked on the discourse, lexical, grammatical and nonverbal
levels. The presence of implication is conditioned by the type of discourse, its parameters, aims and tasks of its
sender. The status of implication in the advertising discourse is explained by its contradictory nature. On the one
hand, implication complicates and hinders the processing and decoding of information, requires additional mental
efforts of addressee, and, on the other hand, encourages addressee to take a more active part in the
communication. Among the factors which stipulate implication in the advertising discourse are the principle of
language economy, originality and expressiveness of language forms, tendency towards colloquialization of the
advertising language, strengthening of illocutionary force. It has been shown that explicit presentation of
information tends to be obtrusive whereas implicit way foresees drawing the addressee into more intensive
decoding of information, increases attractiveness of advertising and its effects on the addressee. The structure of
the cognitive model of the advertising discourse consists of motives and inducements and can be explicit or
implicit. The implication of the inducement helps sender to avoid being categorical. The discourse of advertising is
characterized by complex intentions. The indication of implication is realized by different types of discourse,
lexical, grammatical and nonverbal markers. Th e decisive role in explication of implicit information belongs to the
cognitive meaning of the advertising discourse. The implicit information, which is marked by explicit verbal and
nonverbal means is part of the cognitive model, evaluation component, pragmatic meaning of text and word. The
representation of the cognitive model can be complete or partial, which depends on the explicit or implicit
rendering of its parts. The investigation has proved that it is partial representation of the cognitive model that
dominates in the discourse of commercial English advertising.
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1. Crapukosa Osnena MukosaiBHa

2. Crapukosa OsieHa MuKoJiaiBHa

KBasigikanis: 1.¢inon.n., 10.02.04
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JoparkoBa indopmamnist:
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VII. BizomocTi npo odilliiHUX OTIOHEHTIB Ta pelleH3€eHTiB
OdiuiiiHi OTIOHEHTH

Baacwue IlpizBume Im'a Ilo-6aTbKOBI:

1. JleBuupkust Augpint Enyapnosuy
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KBasidikanis: 1.¢pinon.n., 10.02.04
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Cdepa ynpasiriHHS:

InenTudikarop ROR: He zacrocosyerscs

Baacue IlpizBumie Im's Ilo-6aTbKOBI:
1. Conomyk JlrogpMmuna BacuiiBHa
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KBasiikanis: k.¢pinonn., 10.02.04
InenTudgikarop ORCID ID: He 3acrocosyetscs
JoparkoBa indopmamnist:
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