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CUHTAKCHUYECKHUE OCOBEHHOCTHU PEKJIAMHBIX TEKCTOB
O0beKT ucci1e0BaHNUs — SI3bIK PEKIJIAMBI.

He.]'lb HCCIICAOBAHUA — IIPOAHAJIM3UPOBATHL CHHTAKCHYCCKHC 0COOCHHOCTH
SA3bIKA PCKIIAMBI.
METOI{bI HCCJICI0OBAHHUA: OIMCATEIbHO-aHATUTUYCCKUM MCTOA,

COIIOCTABUTEIbHBIA aHATH3, PUEMBI PATOPHUYECKOTO M CTUIIMCTHYECKOTO aHAN3a.

IMosryuyeHHble pe3yabTaThl. BOJBIIMHCTBO TMPEIOKEHUH B PEKIAMHBIX
TEKCTaX W cJoraHax — MpocThie npesioxkenus. Cpeau BUIOB CIOXKHBIX MPEITI0KESHHHI
HanOoJiee PacIpPOCTPAHEHBI CIOKHOIOAYUHEHHbIE U 0ECCOI03HbIEC MpeIoKeHus. B
pekiiaMe HauOoliee pachpoCTpaHEHbl IMOBECTBOBATENbHbIE U IMOOYIUTEIbHBIC
npemioxkeHus.  Yame  ynmoTpeONIOTCS  yTBEPAMUTENIbHBIE —MPEMJIOKCHHUS, YeM
oTpullaTeIbHbIe. B pekilaMHBIX TEKCTaX MIMPOKO PACTIPOCTPAHEHBI OJTHOCOCTABHBIC
npemioxkenus. Jyig npugaHus IUHAMHU3Ma B PEKJIAMHBIX TEKCTAaX HCIOIb3YIOTCS
TaK)K€ HEIOJIHbIE TPEIJIoKeHUs. B pexiiaMHBIX TEKCTaX MIMPOKO HCIOIb3YIOTCS
MpUEMBbI JUHAMUYECKOTO cMHTaKkcuca. Cpejiv HUX: Mapuesuisiiusa, CerMEHTUPOBaHUE,
BOIIPOCHO-OTBETHBIC ~ KOHCTPYKIIMH, -~ I'pajaius, MOBTOPbI, CHHTAKCUYECKUN
napajien3M, aHTUTE3a, PUTOPUUECKUI BOITPOC.

Hayuynasi HOBM3Ha WHCCIEJOBAHUS COCTOMT B IIMPOKOM HCCIEJOBAaHUU
CUHTAKCHUCAa PEKJIAMHBIX TEKCTOB, BKJIOYAIONIMIEM HE TOJBKO KIIACCHU(UKAIUIO
PEKJIAMHBIX TPEIOKEHHUI T10 CTPYKTYpe, IEIH BBICKA3bIBAHUSA, JKCIPECCUBHO-
OMOIIMOHAJILHON  OKpAIlIGHHOCTH, MOJAIbHOCTH, HO M KJIacCUPUKAIMIO B
3aBUCUMOCTH OT UCHOJIb30BAaHHBIX CHHTAKCUUYECKHUX (DUTYP.

Ob6aactb nipuMeHenusi. BeiBoabsl 0 Hanbosiee 4YaCTOTHBIX M A(PPEKTUBHBIX
CUHTAaKCUYECKUX  CTPYKTypax, CJICIaHHbIE B  pE3yJbTaTe  MPOBEICHHOTO
WCCJICIOBAHUSI, MOHO HCIIOJIb30BaTh B TMOCTPOCHUHM HOBBIX  «IIPOJAIOIIUX)
PEKIIAMHBIX TEKCTOB M CJIOTaHOB. Takke TEOPETUYECKUE U MPAKTUUECKHE MaTePUAIIBI
paboThl MOXKHO HCIIOJIb30BaTh KaK OCHOBY IS JIaJbHEHIIET0 HWCCIICIOBAHMS

CUHTAKCHUCA A3bIKA PEKIIAMBI.
ABTOp paOOTHI TOATBEPKIAET, UTO MPUBEACHHBIN B HEW MaTepHall MPaBUILHO

1 00BEKTHBHO O0TpPaKaCT COCTOAHUC UCCIICAYEMOI'O ITPOoIECCa, a BCC 3aMMCTBOBAHHBIC
N3 JIMTCPATYPHBIX U APYTUX UCTOYHUKOB TCOPECTUICCKUC, MCTOJOJIOTHICCKUC U
MCTOJUYCCKHC MOJOKECHUA M KOHOCIIIHUH COIMPOBOXAAIOTCSA CChIJIKAMU Ha UX

aBTOPOB.
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SYNTACTIC FEATURES OF ADVERTISING TEXT

The object of study - the language of advertising.

The purpose of the study is to analyze the syntactic features of advertising
language.

Research methods: descriptive-analytical method, comparative analysis,
methods of rhetorical and stylistic analysis.

The results obtained. Most of the proposals in advertising texts and slogans —
simple sentences. Among the types of complex sentences the most common and
conjunctionless compound sentences. In advertising, the most common narrative and
imperative sentences. Often used in the affirmative sentences than negative. In
advertising texts are widely distributed and one-piece offers. To impart dynamism in
the advertising texts are also used incomplete sentences. In advertising texts of the
widely used techniques of dynamic syntax. Among them: parceling, segmentation,
question-answer constructions, gradation, repetition, syntactic parallelism, antithesis,
rhetorical question.

Scientific novelty of research is the wide research of syntax of advertising
texts, including not only the classification of advertising proposals for the structure,
purpose (function) remarks, expressive of emotions, modality, and the classification
depending on the use of syntactic figures.

Scope. Conclusions about the most frequent and effective syntactic structures,
made as a result of this study, it is possible to use in building a new advertising texts
and slogans. Theory and practical work materials can be used as a basis for further
study of the syntax of the language of advertising.

The author of this work confirms that all the results in her analytical part of the
given material reflect all the data correctly. Theoretical , methodological and
methodical concepts are given with the references of authors whose books and
articles have been used.
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