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AHOTALIA
MaricrepcbKoi podooTu
JlamkoBoi AHHH
«ITapoHiMiYyHi KOHCTPYKIIiI B TEKCTi AHIJIOMOBHOI PeKJIaMM»
(HayKOBHIi KepPiBHUK — KAHAMAAT Mel. HAyK, Aou. ['opoBenko O.A.)

Po6oTa npucBsueHa nTUTaHHIO Ta (PEHOMEHY MapOHIMIYHUX KOHCTPYKIIIH B
aHTJIOMOBHIN peKiIaMi, iX OCHOBHUM (PYHKIIISIM, BU/IaM T4 BUKOPUCTAHHIO PEKIaMU
SK CITOCO0Y 3aJTydeHHS CTIOKUBAYiB.

AKTyalbHICTh POOJEeMH Ta 11 HEIOCTAaTHE BUBYCHHS 3yMOBHIIM BHOIp TEMU
JTOCITIIKEHHS.

Mera HaykoBOi po00OTH- BH3HAUUTH, TEOPETUYHO OOIPYHTYBaTU Ta
MPAKTUYHO JTOCJIIUTH MAPOHIMIYHI KOHCTPYKIIIT B TEKCTI aHTJIOMOBHOI PEKJIaMHu.

JIns qocsrHEHHS 1€l METH OYyJIM MOCTaBJICH] Taki 3aBAaHHS

1. Ha ocHOBI aHamizy HayKOBUX JKEepes PO3KPUTH 3arajibHi BIJOMOCTI MPO
HOHSTTS «PEKJIaMay, «CIOTaH», «IIAPOHIMI»; AOCIIAUTA TEOPETHUYHI acHeKTH Ta
0COOJIMBOCTI TEKCTY aHIJIOMOBHOI pEKJIaMH.

2. BusHauntu crenudiky MparMaTHYHOTO acCMeKTy PEKJIaMHHX CIIOTaHiB,
BUOKPEMHUTH THUIH Ta OCOOJIMBOCTI PEKJIAMHOTO CJIOTaHy SIK OJHOTO 13 OCHOBHMX
CTPYKTYPHHUX €JIEMEHTIB aHTJIOMOBHOT'O PEKJIAMHOTO TEKCTY.

3. Hochiaut mapoHIMIYHI KOHCTPYKINI y TEKCTI aHTJIOMOBHOI pEKJIaMmH;
3’sICyBaTH POJIb Ta BU3HAUUTU OCOOJIMBOCTI MOBHOT I'PH Y PEKJIAMHUX TEKCTaX.

4. 3pificHuTd JO00IpKy BHpaB JJisi HABYAHHS CTBOPEHHS PEKJIAMHUX
OTOJIOIIEHb Ha YPOKAaX aHIJIIChbKOI MOBH.

O0’€eKT 10CJTIIZKEHHS — AHTJIOMOBHI PEKJIAMHI TEKCTH Ta CJIOTaHHU.

IIpeaMer gocJaizKeHHS — BU/IM TAPOHIMIYHUX KOHCTPYKIINA Ta OCOOIMBOCTI

HaykoBa HOBH3HAa poOOTH MOJISATa€ B TOMY, IO XOMA1 JOCHIIKEHHS Oyi0
YTOYHEHO CYTHICTh MOHSTTS «apOHIM», 3’5ICOBAHO POJIb BKUBAHHS MAPOHIMIB Y
aHTJIOMOBHUX PEKJIAMHHMX TEKCTaX, 3IMCHEHO KOMIUIEKCHUI aHai3 0COOIUBOCTEN
aHTJIOMOBHOTO PEKJIAMHOTO TEKCTYy, 30KpEeMa pEeKJIaMHHUX CIJIOTaHiB; BHU3HAYEHO
pOJIb 1 MiCIIe PEKJIaMH Y >KUTTI CYCIUIBCTBA; PO3KPUTO ICHYIOU1 BUAM PEKIAMHHUX

CJIOTaHIB y Cy4YacHI aHTJIIHCHKII MOBI.



IIpakTuyHe 3HAYEHHS OJEPKAHMX PE3YJbTATIB JOCIIIKEHHS TOJSTAE y
MO>KJIMBOCTI BUKOPUCTAHHSI MMAPOHIMIB Y HAYKOBUX JOCTIPKEHHSAX 13 aHTIHCHKOT
MOBH, CTHJIICTHKH; MOXJIMBOCTI 3aCTOCYBAHHSI METOJMYHUX ACMEKTIB CTBOPEHHS
pEKJIaMHUX OTOJIONIEHh Ha YPOKax AaHTJIWChKOI MOBH Y 3aKiajax 3arajibHOi
CepelIHbO1 OCBITH.

Maricrepcbka poboTa CKIAIA€eThCS 31 BCTYMY, TPhOX PO3/1IiB, BUCHOBKIB JI0
KOXXHOTO PO3JUTYy, 3arajlbHUX BHCHOBKIB, CITUCKY BHKOPHCTAaHHMX kepen (52, 13
HUX 17 — 1HO3eMHOIO MOBOIO). 3arajibHui 00csT poOoTH ckianae 70 CTOPIHOK.

Y mepuioMy po3aiuti po3TSAAIOTHCS TEOPETHKO-METOMOJIOTIUHI  3acaau
BUBYCHHSI AaHTJIOMOBHHX PEKJIAMHHUX TEKCTIB

Y npyromy po3auii IpelcTaBiieHl MapOHIMIYHI KOHCTPYKIII y MOBHIN
CUCTEMI aHTJIIMCHKOI MOBH.

Tperiit po3ain BKIIOUYae B ce0€ METOJAMYHI aCTIEKTH CTBOPEHHS PEKJIaMHUX

OT'OJIONIEHb Ha YPOKaX aHTJIIHCHKOI MOBH.



ABSTRACT
of the master’s degree thesis
«Paronymic constructions in the text of English advertising»
(Kharkiv, 2023)
written by Dashkova A.D. (research advisor - candidate of pedagogical
sciences O.A. Horovenko)

This diploma is devoted to the concept and the phenomenon of the
Paronymic constructions in English advertising, its main functions, types and use
of advertising as a way to attract consumers.

The relevance of the problem and its insufficient study led to the choice of
the research topic.

This thesis aims to identify, theoretically substantiate and practically
investigate paronymic constructions in the text of English advertising.

In order to achieve this aim, the following objectives have been set:

1. Based on the analysis of scientific sources, reveal general information
about the concepts of ™"advertising”, "slogan”, "paronyms"; to investigate the
theoretical aspects and peculiarities of the text of English advertising.

2. Determine the specifics of the pragmatic aspect of advertising slogans;
distinguish the types and features of an advertising slogan as one of the main
structural elements of an English-language advertising text.

3. Investigate paronymic constructions in the text of English-language
advertising; find out the role and determine the features of the language game in
advertising texts.

4. Make a selection of exercises for teaching the creation of advertisements
in English language classes.

The object — matter of the research is English-language advertising texts
and slogans.

The subject — matter is the types of paronymic constructions and their
features.

The scientific novelty of the work is that in the course of the research the



essence of the concept of "paronym" and the role of the use of paronyms in
English-language advertising texts were clarified, a comprehensive analysis of the
features of English-language advertising text, in particular advertising slogans, was
carried out; the role and place of advertising in society is determined; existing
types of advertising slogans in modern English are revealed.

The practical value of the research is the possibility of using paronyms in
scientific research on the English language and stylistics; possibilities of applying
methodical aspects of creating advertisements in English language classes in
institutions of general secondary education.

The diploma consists of the introduction, two chapters with conclusions,
general conclusions and the biography list (52 entries). The textual part of the
paper comprises 70 pages.

The first chapter provides theoretical and methodological principles of
studying English advertising texts.

The second chapter introduces patronymic constructions in the language
system of the English language.

The third chapter contains methodological aspects of creating advertising

announcements in English lessons.



