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1. Bep6asizalisi ClIOHyKaIbHOI iHTEHIIii Y pOCifiCbKOMY peKJIaMHOMY T€KCTi

2. Verbalization of the inducement intention in Russian advertising text

Pedepar:

1. Incepralito IpUCBSIYEHO BUBYEHHIO BepOalbHUX Ta HEBEPOaJIbHMX 3aC00iB BIIJIMBY POCIIICBKOI peKjlamMu Ha
CBiIOMICTb CIIO>KMBa4a 3 METOIO CIIOHYKaHHS 10ro 110 pubaHHs ToBapy. Ha ocHOBI aHasi3y npykoBaHUX
PEKJIaMHMX OTOJIOIIEHb TOPEBOJIIOLITHOTO, PaITHCHKOTO Ta CYy4aCHOTO NEPiofiB PO NPoJax Xap4OBUX IPOAYKTIB
BUSBJIEHO TE€HJIEHIlii PO3BUTKY POCIIICbKOTO PEKJIaMHOT0 TEKCTY, BU3HAUEHO BIJIUB €KCTPAIiHIBaJIbHUX YMHHUKIB
Ha CTPYKTYPY Ta CJIOBHUKOBUI CKJIaJ, PEKJIAMHOTO TEKCTY B Pi3Hi iCTOpUYHI NIepiofy, BUSABJIEHO IIOTEHLia
CHCTEMHO-CTPYKTYPHUX €JIEMEHTIB PEKJIAMHOTO IIOBiJOMJIEHHS Y IIPOLIEC] BIIJIUBY HA CBiJOMICTb PELIUITIEHTA,
PO3p006JIEHO JIIHFBOCEMIOTUYHY MOJI€JIb PO3BUTKY POCIICHKOI0 PEKJIaMHOTO TEKCTY. Y NOCiIKeHHi
[IPOaHali30BaHO OCOOJIMBOCTI Pi3HUX PiBHIB PEKJIAMHOIO TEKCTY - Bif] rpaiyHOro 4O TEKCTOJIIHIBiCTUYHOTO,
BUSIBJIEHO CIIiJIbHI Ta PO30DKHI prcH LUX PiBHIB Y pi3Hi iCTOPUYHI €110XH, TaKOK BU3HAYEHO POJIb HEBEPOAJIbHOTO

KOMIIOHEHTA PEKJIAMHOTO TEKCTY y MPOLIEC] BIJIMBY Ha CBiJOMICTb Ta MiICBiIOMICTD penumnieHTa. Pe3ynbratu



[IPOBENIEHOTO AOCiI>KEHHS NO3BOJISIIOTh CTBEP/KYBATH, 1110 PEKJIaMHE OroJjIoLIeHHS (POPMYBasioCh K OCOOIMBUN
>KaHp MacMeIifiHOro TEKCTY, iCTOTHO 30ibIINIOCh CEMAaHTUYHE HAaBaHTAXXEHHs BepOaJIbHOIO KOMITOHEHTA 32
PaxyHOK CKOPOYEHHSI JOBXUHY PEYEHHS i TEKCTY 3arajioM, a TaKoX yepe3 3MiHy QyHKIii peksaMHOoro
NOBiOMJIEHHS Bif iHpopMaTUBHOI 10 QyHKIUIi BIJIMBY i nasi - HaBiloBaHHS. [I71s1 peasisalii ClIOHyKalbHOI iHTEHIi
PEeKJIaMiCTU TPbOX iCTOPUYHUX NEPiOAiB BAABAINCS 0 Pi3HUX 3aC06iB, BAKOPMCTOBYIOYM BCE OisblLI MIMPOKUI
CIIEKTP 51K BepbasbHUX, TaK i HeBepOasbHUX 3aCO0iB BIVIUBY Ha CBiJOMICTb CIIOKMBayiB. 3arajom, CIIOHyKaJIbHA
iHTeHis Moau@iKyBaacs Bifi BIGKPUTUX 3aKJIUKIB 10 IPUXOBAHUX, HENiJKOHTPOJIbHUX CBiOMOCTi (popm

HaBilOBaHHS.

2. The thesis is devoted to studying verbal and nonverbal means of influencing the consumer's consciousness with
the purpose of inducing him to make a purchase in Russian advertising texts. The analysis of pre-revolutionary,
Soviet and modern printed foodstuff advertisements revealed the tendencies of Russian advertising text
development, the influence of extralinguistic factors on the advertising text structure and vocabulary in the course
of history, the influence potential of the advertising message's structural elements on the recipient's
consciousness. The results of the research also allowed the elaboration of the linguistic-semiotic model of the
evolution of Russian advertising texts. The paper analyzes the features of different advertising text levels, reveals
the generic and distinctive features of these levels within the three historical periods, ascertains the role of the
nonverbal component of the advertising text in influencing the recipient's consciousness and subconsciousness.
The results of the research prove, firstly, that the advert had been formed as a specific genre of mass media text,
secondly, that the semantic load of the verbal component has essentially increased through reduction of sentence
and text length and also through the change of the advertising message function - from informative to influential
and, eventually, to the function of suggestion. Advertising experts of the three historical periods resorted to
different means in realizing the inducement intention, using an ever expanding spectrum of both verbal and
nonverbal means of influence on the consumer's consciousness. On the whole, the intention of inducement to

make a purchase modified from open appeals to latent forms of suggestion.
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