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I. O. Velyka
FUNCTIONS OF LINGUISTIC PERSONA IN VIRTUAL DISCOURSE
(ON MATERIAL OF GERMAN LANGUAGE)

The phenomenon «linguistic persona» and «virtual linguistic persona» are considered
in the article, the functions of virtual linguistic persona are described. The new type
of masculine virtual linguistic persona is investigated in the article.

Under the notion «linguistic persona» we consider totality of abilities and
characteristics of a person that conduce creation and perception of texts that are different
in their structure and language, display reality with different depth and accuracy, have
different goals. «Virtual linguistic personay is the next important notion that is considered
in our research. Under this phenomenon we understand common form of presentation of some
participant of virtual discourse, unity of his real and fictitious characteristics.

In the article it is pointed out that virtual linguistic persona has different goals in virtual
discourse. It depends on the intention of a real person who has created it. There are some
virtual persons that are created to reach certain marketing goals, for advertizing of some
people, their advancement in the Internet space, the advancement of their creation. They can
also be used for anti-advertizing of some personalities. The other type is created like a form
of existence of a real person in the Global network. The goal of this type of linguistic persona
is to reach its own interests, to get respect and attention of other network users. The functions
of this type of virtual persona are manipulation, creation of intrigue that is often reached with
the help of irony and humorous style of message. Virtual persona gets someone’s attention
first, and then it begins to guide the recipient of message in the right direction where
we speak about manipulation.

It is emphasized in the article that virtual persona differs from real persona who has
created it. Virtual persona is used like a «mask» in order t0 reach some goals, to live
the other life in Global network. It gives an opportunity to behave in other way, to show
characteristics that real persona doesn’t have, and sometimes even t0 break the rules that
exist in real life. In this case we speak about some art of therapy that allows to feel better and
to choose the other better way of life.

The new type of human virtual linguistic persona ‘“Manipulator” is investigated
on the material of German virtual discourse of marriage announcements. Under this notion
we understand the unity of marriage announcements that are located in the German-speaking
space of the Internet.

Key words: linguistic persona, virtual linguistic persona, German virtual discourse
of marriage announcements, masculinity, masculine virtual linguistic persona.
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KATET'OPISI IEPCYA3UBHOCTI TA MOBHI 3ACOBHA
IT BEPBAJII3BAIII B PEKJIAMHUX TEKCTAX

Y cmammi posensdaemvca  pexnamuuu  mexkcm  AK - 00 °'€Km  NiHSBICMUYHO20

O0CNIONCEHHS, WO MAE 34 Memy NPUsepHymu y6azy 00 00 '€Kma peKkiamy8anHs, 3ayikagumu
HUM, NPOOEMOHCMpPY8amu nepegazu 00 €Kma peKiamy8anHs 3-NOMINC THWUX | CHOHYKAmu
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NOMEHYIUHUX CNONCUBAYI6 00 aKmueHoi 0ii y 6i0nogiov. IlIpedcmaesneno niHeGICMUYHULL
AHAI3 MOBHUX 3aC00I8, AKI pedlizyloms Kame2opilo Nepcyasu8HoCmi 8 peKiamMHOMY MeKCM.

Knrouoei cnosa: xamezopis nepcyasusnocmi, cmpamezis nepekoHanHs, MOGHI 3acoobu,
PEKNAMHUL MEKC.

AKTyadbHicTb  cTarTi OOyMOBJEHAa  3arajJibHOI0  CIPSMOBAHICTIO  CYyYacCHHX
JIHTBICTUYHUX JOCII/KEHb Ha TIOTJIMOJICHE BUBUCHHS MOBHUX 3aC001B BUPa)XCHHS CTpaTETiil
NEPEeKOHAHHSI B PEKJIaMHHUX TEKCTaX Ta OCOOJMBOCTEH iXHBOTO NeEpeKiIaay Ha YKpaiHCBKY
MOBY. IcHyroTh mparii HaykoBIliB, 30kpema lO. bepnanceka, A. lemroxin, FO. Iluporosa,
1O. llImura Ta iHIMX, SKI BUAUIAIOTH PI3HOMAHITHI (OPMH MOBHHUX CTpaTeTiii B peKIIaMHHUX
TEKCTax: NepeKOHAaHHs, TBEPLKEHHS, NPOIO3UILIisl, apryMEeHTallis, BUMOIa TOLIO, POTe 1032
yBaror HAayKOBIIB 3aJHMIIAETHCS JIHIBICTUYHHMNA aHalli3 MOBHHX 3ac00iB, sIKi peai3yroTh
i cTpaTterii, 30KpeMa CTpaTerito INepekoHaHHA. ToMy MeTOl CTaTTi € BCTaHOBJIEHHS
0CcOONMMBOCTEH B3a€EMOIl MOBHUX 3ac00iB, fKi peali3ylOTh CTpATETil0 IEePEKOHAHHS.
3aBAaHHAM CTATTi € MpoaHali3yBaTH KaTEropilo MepCya3uBHOCTI B PEKIAMHUX TEKCTaX,
Ta MOBHI 3ac00H, 5IKi ii BepOati3yIoTh.

PexknamMHuii TekCcT — 1€ KOMYHIKaTHMBHA OJMHUIA, sKa (QYHKIIOHYe B cdepi
MapKETHHTOBUX KOMYHIKAaIil 1 MpU3Ha4YeHa JJIsi HEOCOOMCTICHOTO OIJIAYeHOT0 MPOCYBaHHS
ToBapa (mociyru), igei abo comianeHOi miHHOCTI [1, c. 3]. IcHYIOTH Taki BUAM peKIaMHUX
TEKCTiB sK: iHpopmaTuBHa pekiama (informative advertising), mnopiBHsJIbHA pekiama
(comparison advertising), migkpimmoBansHa pekiaama  (reinforcement  advertising),
Haraayroda pekimama (reminder advertising). Jlocuth 4acTo MeXi MK BHIICHABEICHUMU
BUJAMHU PEKJIAaMH PO3MMTI, TaK SIK OJIHE pEKJIaMHE IOBIJOMJIEHHS MOKE MOEIHYBATU KiJIbKa
TakuX BUIIB [2, c. 7].

PexknamHMI TEKCT CTaBUTh 32 METy NPHUBEPHYTH yBary A0 00’€KTa peKjIamMyBaHHSI,
3al[lIKaBUTH HHUM, HPOJEMOHCTPYBAaTH IepeBarM 00 €KTa pPEKJIaMyBaHHS 3-IIOMDK I1HIIUX
1 CIOHYKaTH TOTEHIIIWHUX CIIOKMBAYiB — 10 aKTUBHOI dii y BiAmoBias [6, c. 10]. Mety
KOMYHIKAI[il 4aCTO OTOTOXXHIOIOTH 13 MOHSATTAM IHTEHILIl — Mapa-BepOalbHUM OCMHCICHUM
HaMipOM MOBIS, 110 3yMOBJIOE KOMYHIKAaTHBHI CTparerii # cmocoOuM IXHbOTO
3aiticHenHst [7, ¢. 605]. CyTHicTh pekiaMHOI MepCya3HBHOI CTpaTerii mojsrae HacamIiepen
y ToMy, 100 coKycyBaTH yBary pEIUIIEHTIB HAa MPHUBAOJIMBOCTI 00’€KTa peKJIaMyBaHHS
!l HAWMOBHILIIE MPEJICTaBUTH MOro CHMBOJIIYHI MO3UTHUBHI XapakTepucTuku. Crpateris
B pEKJIaMl € KOMIUIEKCOM EKCTPaJIiHTBaJbHUX YMHHMKIB, L0 BIUIMBAIOTh HA MPOTIKaHHS
KOMYyHIKalii, 1, BIANOBIAHO, JETEPMIHYIOTh CHEHU(IKy PEKIaMHOIO  JUCKYpCY
Ta TeKkcTy [6, c. 8]. I3 mporo BHIUIMBae, IO KIOYOBOK 1JI€EI0 PEKIIAMHOI CTparterii
€ KOHIENIIisl TO3UIIOHYBaHHS, (YHKIIS SKOi MOJArae B TOMY, II00 JOHECTH 10 LIIbOBOL
ayIUTOPii CyTh PEKJIIAMHOTO TTOB1IOMJICHHS.

A. O. [leqtoxiH 3a3Havae, 010 (YyHKLIOHAJIbHA €IHICTH METH W cTparterii peKiIaMHoOi
KOMYHIKAI[ll JIeKUTh B OCHOBI 3aAyMy $K 3MICTOBHOTO (CMHCIOBOIO) YTBOPEHHS,
sKe 0a3yeThCsl Ha YSBIIEHHI MPO T€, IO MOBMHHO BXOJIUTH B iH(OpMaliliHe MOBiIOMIICHHS
npo pexiamoBaHuit ToBap [3, c. 11]. B 3B's3ky 3 mum lO. C. bepnaaceka, A. O. [earoxin
Ta IHII BYEHI  BUJIULIIOTH PI3HOMAHITHI TaKTUKM MOBHHUX CTpaTeriii: NepeKOoHaHHS,
TBEP/’KEHHS, MPOMO3HUILisl, apryMEHTallisl, BUMOTa TOIIO.

PosrnsiHeMo mnepekoHaHHS SK OJAMH 13 BHUJIB CTpaTerii pPeKJIaMHOTO TEKCTY.
[lepexoHanHs Mae moABiMHUI xapaktep: 1. MoxHa po3yMITH K TBEpAY BIpy B ICTUHHICTh
CBOIX TNOIVIAJIB, HEMOXUTHY BIEBHEHICTh B YOMYCh; 2. | MOXHa pO3YMITH SIK MOBHY
CTpaTerito KOMyHIKaHTa, 1110 Ma€ HaMip TpaHC(OPMYBATH CIIPaBXHIM CTaH CBITY PEIUIIIEHTA,
CXUJISIFOUM Horo 3poOUTH SIKiCh BepOaIbHI UM HeBepOasIbHI Aii.
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Bubip 3aco06iB MOBHOTO BIUIMBY JETEPMIHYETHCS B IEBHIH Mipl XapaKTepUCTUKaAMHU
KOMYHIKQTHBHOTO aKTy Ta KOMYHIKaHTaMH, a TaKOX JIOTIYHOIO CTPYKTYpPOIO, SIKy 0oOHpae
aZipecaHT, To0TO pekiiamozaBelb. JloriyHa CTpyKTypa MEepeKOHYIOUHUX TEKCTIB B OCHOBHOMY
o0yMOBJIEHA THUM, IO TEPEKOHAHHA MO CYTi € OCOOIMBHUM iH(OPMAIITHUM MPOLECOM,
110 MpHUiiMae y4acTh y Iepeaadi MeBHUX 3HaHb [4, ¢. 45].

Crpateris mepekoHaHHs BepOami3yeTbcs 3a JOMOMOTOK  JIEKCUKO-CTHIIICTHYHHUX
(CHHOHIMHM, aHTOHIMH, OMOHIMH, MOBHa Tpa, CMITEeTH, MOPIBHAHHI, MeTadopa,
nepcoHigikaris, METOHIMis, rinepbona, Jitora, npodecionanizmu, GipMOHIMHU, AaHTPOTIOHIMH)
i nekcuko-rpamarnyaux (mpedikcu super-, extra-, ultra-; ckmagaHHs CIiB, JIi€CIOBO
y HaKa30BOMY crnocoOi, 3aiMEHHHKH, PUTOPUYHI NMUTAHHS, NHUTAJIbHI PEUYEHHS, PO3IMOBiIHI
pEYCHHS, HETIOBHI PEUCHHS, IMapajesibHI KOHCTPYKIIii, TOBTOP) MOBHHX 3aC0O0I1B.

B xoni mocmimkeHHs Oylio BHSIBICHO, IO HAMOLIBII YacTO BKUBAHUMH JICKCHUKO-
CTHJIICTUYHUMU 3acobamu € meTadopa Ta rirmepOosia. Po3rissHEMO KOXHY 3 HHUX OKpPEMO.
Mertadopa cTaBUTh 32 METy KOHKPETH3YBAaTH YSBIICHHS PO TPEAMET, MPO SIKUH i1eThCs,
[UIIXOM BKa31BKU Ha MEBHY HOT0 O3HAKY, 110 BUCYBAEThCS HA MEPUINH TUTaH. Y PO3TISHYTUX
pEeKIIaMHUX TIOBIJOMJICHHSAX 3ycTpidaemMo HactymHi npukiamu: (1) Taste the rainbow —
cmaxyu eecenxy. Metadoporo € ciioBo «rainbowy, sSike BXKUBAETHCS HE B IMPSIMOMY 3HAYEHHI,
aB TEPEHOCHOMY — a/DKe pekiaaMoBaHe npaxke «Skittles» Take X pi3HOKOILOPOBE
sk 1 Becenka. (2) Thirst for new experience — JKaea nosux epajicenp. B 1boMy NpHKIaIi
coBO «thirsty Takox Mae He TpsMe 3HAYCHHs, a rmepeHocHe. Thirst (bkara) — e BiAUYyTTH,
KOJIM XOYeThCsS YOroCh BUIUTH. B HaBeneHOMY peKliaMHOMY TEKCT1 BUKOPHCTaHO MeTadopy,
100 MepPeKOHATH PELUITIEHTa B TOMY, 10 MPUI0ATH PEKIaMOBAaHHUH MPOAYKT 1 OTPUMATH HOBI
BPaXEHHS BiJl HOTO — II€ SIK 3pOOMTH KOBTOK BOaHM B crieky. (3) Capture the truth with a 24.6
megapixel Alpha 900 — Critimait npaedy 3 24,6-meeanixcenvroio Anvgha 900. Metadopa
BHUpa)XKE€Ha CIIOBOM «capturey», npsMe 3Ha4eHHsI SIKOro — criiimaru. PexinamoBaHuil mpoayKT —
doroanapar Alpha. Metadopuunuii BuchiB «capture the truth» mnepexonye crnoxuBaua
B TOMY, 1110 (poTOanapaT Moxe 4iTKO COKyCyBaTH 300pakeHHS — TOOTO «CIIMMaTH IPaBIy».

[mepOony B pekiami  3aCTOCOBYIOTh, THparHydd IHiJAKPECIUTH  OCOOJMBOCTI
PEKJIaMOBAaHOTO TOBApY YM TOCIYTH, IXHIO BUHSTKOBICTB; MJICHJINTH SKOCTi, MOXJIHUBOCTI,
cuiy, OakaHHs. Taki BHCIOBIIOBAHHS BXHBAIOTHCSA Y peKyiaMi Ui TOro, 100 MPUBEPHYTH
0COOJIMBY yBary peluIlieHTa, HaroJOCHTH Ha sKiiichk HecroaiBaniii: (4) No one grows Ketchup
like Heinz. — Hixmo ne supowye kemuyn mak, sixk pooums ye Heinz. T'inepOona mpeacTaBieHa
BHUpa3oM «no one». BciM BIOMO, IO KETYyn BUTOTOBIAEThCA 3 ToMariB, npore Heinz
pEeKJIaMOBAHUN TaKUM UYHMHOM, LI00 NEpeKOHATH CIOXKMBaya B TOMY, IO LEH KeTdyn
HE TaKWi, K BCl 1HII, a ocoOnuBuid. (5) You won'’t find more herbs anywhere else, except
perhaps in Amsterdam. — Bu ne 3natioeme Oinvwie mpas Hide, xiba wo 6 Amcmepoami.
I'inep6onow «anywhere» miaKpecaeHO BUHATKOBICTh MICTa, B SIKOMY HIOMTO Oliblie Tpas,
HiX B Oy/Ib-IKOMY 1HILIOMY.

MeHIl BXMBAaHUMHU JICKCUKO-CTUJIICTUYHUMHU 3ac00amu, SKi peajizyloTh CTpaTeriio
NEpEeKOHAHHs, BHABMIMCA TNepcoHigikamig, emiteTw Ta JjditoTa. llepcoHidikamis — 1e
3aMillleHHsT HEXXUBOTO KHUBUM, TOOTO yocoOieHHs, Hampukiaa: (6) Even cups are talking
about it! — Haeims uawku cosopame npo ye! B 1bOMYy peKIaMHOMY TEKCTI CTpaTeris
NepeKoHaHHs BepOai3oBaHa BHcIOBOM «cups are talking». PexnamoBaHuit mpoayKT
HACTUIBKHM BiJIOMUH, II0 «HABITh YaIlIKA TOBOPATH MPO II€», & OTXKE 1 PELHUIIEHTY BXKE Yac
fioro npuadaTu.

SckpaBi, eMoIliifHO 3a0apBieHI MOBHI OJMHUIN MiJACUIIOIOTH BHPA3HICTh PEKIAMHOIO
obpasy. o QyHKIit0O y MOBJICHHI peKjlaM{d HalYacTilie BUKOHYIOTh CMITETH. Y peKiiami
eMiTeTH BUKOPUCTOBYIOTH 3 pi3HOIO MeTor. OcoOIMBY TIpyly CTaHOBIATH TakK 3BaHi
INpUKpallalbHl eMiTeTH, SKI 30arayyioThb 3MICT BHCJIOBIIOBAHHS, HAJal0Th MOBIJICHHIO
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peKJIaMHd TIO€THYHOCTI, MUJI03BY4YHOCTI [5, ¢.209]. 3ae0UIbIIOoro Taki €mTeTH BHpa)KeHi
skicHumu nipukMetHukamu: (7) Genius design for a better everyday. — lenianvnuii ousaiin
Ha koocer Oenw. (8) The premium quality. — Ilpemianvua sxicms. (9) The fastest, most
powerful iPhone yet. — Hattweuowuii, naiinomyoscnivuii iPhone, nixe 6yov-xonu. (10) Pure
and natural. Squeezed from fresh oranges. — Yucmuii i npupoonuii. Buuaenenuil 3i ceixcux
anenvcunis. (11) A life companion for a richer, simpler and fuller life. — JKummesuu
KOMHNAHBUOH OJis1 6A2amui020, NPOCMIUO20 | NOBHIUO20 HCUMMAL.

VY pekaMHHX TEKCTaxX BUKOPUCTOBYIOThH WIE JITOTY — TPOI, MPOTUJICKHUHA rinepOoi:
(12) Only one gesture to cleanse, nourish deeply and protect. — OQuuwenns, enuboke
JHCUBTIEHHA | 3axucm Juuie OOHUM dicecmom. Pekiiama TepeKoHye CIIOKMBaya B TOMY,
110 oOpaBIIM came el 3acid UIst JOTIsiny, CHOXKHUBa4d 3MOKE JOCSATTH aX TPHU Pe3yJbTaTH
Bchoro oxauuM xecrtoM. (13) Heavy as a feather. — Baorcki six nepo. 3a 101OMOToI0 JTOTH
HaroJIOUIYETHCS Ha BIIACTUBOCTI PEKJIAMOBAHOTO IPOAYKTY — BaXKKHI SIK TIEPO, 110 B MPSAMOMY
CCHCI 03Havae — HaBmaku — jayxe Jerkuit. (14) One sheet is enough. — Jocmamuvo oonoco
nanipys. Jlitotroro «one sheet» MiAKpECTIOEThCS, 1[0, OOpaBIIM JaHUNA PEKIAMOBAaHUMN
MPOYKT, CIIO’KUBAYCBI BUCTAYUT JIMIIIE OJTHOTO MAITIPIlS 3aMiCTh KiIJTbKOX.

AKTHBHO (QYHKI[IOHYIOTh y MOBJIEHHI PEKJIaMU TaKOXX aHTOHIMH, MOPIBHSIHHS, MOBHA
rpa. OCHOBHHM KpUTEPiEM aHTOHIMIYHOCTI CIIiB € MPOTHJICKHICTh IXHIX 3HAYCHb, HATIPUKJIIAI!
(15) It is hard to protect yourself from hail. But easy to ensure. — Baowcko saxucmumucs
8i0 epady. Ane nerko 3actpaxyBaTucs. AHTOHIMamu «hard — easy» MepeKOHYIOTh PEelHITi€HTA
B TOMY, 110 BiH HE MOX€ BIUIMHYTH Ha MOTOJHI YMOBH, aJie MO>KE€ 3MEHIIUTH 30UTKU BiJ HUX,
3acTpaxyBaBiii cBoe MmaitHo. (16) Pepsi MAX. Maximum taste, no sugar. — Pepsi MAX.
0 xanopitt, maxcumym cmaxy. AHTOHIMIA «maximum — no» Mepenae, Mo MPU 3MEHIICHHI
KaJopiil B peKJIaMOBaHOMY HaIloi 30epircsi cMax, a, OTXKe, CIIOKHBA4Y MOKE HACOJIOIKYBATUCS
yIIO0JIEHUM CMakoM 0e3 IKOAM CBOIH (irypi.

VY pekilaMHUX TEKCTaX BUKOPHCTOBYIOTh MOPIBHSHHSA — 31CTaBIEHHS JABOX SIBUI IS
TOTO, MO0 MOSICHATH OJHE 3 HHUX 3a JOMOMOTroo iHmoro. TyT ciig BpaxyBaTH, IO aapecar
peKJiaMu MOBHHEH J100pe 3HaTH TOil 00’€KT, 3 SKMM MOPIBHIOIOTH I10Ch HOBe. Hampukman:
(17) Lifebuoy clini-care 10 with its revolutionary Active Natural Shield technology offers
10 times better germ protection and 10 times more skin care than leading hygiene soap. —
Lifebuoy clini-care 10 3 pesomoyitinoio mexnonocicio Active Natural Shield nponomye
6 10 pasie xkpawuii 3axucm 6i0 obaxmepiu i 6 10 pazie Kpawuti 002150 3a WKIpoIo,
HIDIC 2i2IEHIYHEe MUTO NPOGIOHUX BUPOOHUKIG. 3a JONOMOIOI0 MOPIBHSIHHS PEKIAMHHUM TEKCT
NEPEeKOHY€E CIIOKMBavya MpUI0aTH came el peKJIaMOBaHUM MPOJYKT, BHCBITIMBIIK HOro
nepeBaru nepe; IHILMUMHU TOJI0HUMHU MTPOTyKTaMH.

[ToMiTHUM SIBHILEM Yy peKJIaMi € TaKk 3BaHe BUKOPUCTAHHS MOBHOI I'pu. ToOTO y TekcTax
peKJiaMH BXXHBAIOTh OJIHOKOPEHEBI CJIOBa, SIKI HE € HACIJKOM HEOXaWHOTO CTaBJICHHS
710 1060py CIiB, @ HABIAKH, BOHU MOCWIIOIOTh €MOIIIHUN BIUIMB HA YUTaya Ta MiABHILYIOTh
BUpA3HICTh TeKkcTy, Hanpukiaa: (16) Pepsi MAX. Maximum taste, no sugar. — Pepsi MAX.
0 xanopiti, maxcumym cmaxy. 3aBasgku MOBHIN rpi «MAX — maximumy pekJiaMHEe Tracio
JIeTIIIe 3amaM’ ITOBYEThCS 1 JIOBIIE «IIEPECTiTye» dnTaya.

['oBopsiuMm Mpo  JEKCHKO-TpaMaTW4Hi  3aco0H, sKi BepOami3yloThb  CTpaTerito
MEPEeKOHaHHs, XOTUIOCS O BHUAUIUTH JI€CIOBA B HAaKa30BOMY CIIOCO0i, SIKI 3yCTpIHarOThCS
B peKJIaMHHX TeKcTax Haivacrime. HaBenemo mpuknaau: (1) Taste the rainbow. — Cmaxyii
secenxy, (18) Think different. — [Jymai inaxwe; (19) Just do it. — Ilpocmo 3pobu
ye; (20) Make fitness a part of your life. — 3pobims ¢imnec uacmunoio ceoco
acumms; (3) Capture the truth with a 24.6 megapixel Alpha900. — Cnitimau npaedy
3 24,6-mecanixcenvroro Anvgha 900. Takuii pekIaMHUN TEKCT CIIOHYKA€E CIIOKUBAya JI0 Jii.
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BukopucranHs ocoOMCTHX 1 NPHUCBIMHMX 3aiMEHHHKIB € 3HAKOM Oe3mocepeaHbol
aJIpecOBaHOCTI MOTCHIIITHOMY criokuBaueBi npoaykuii: (21) The future is in your hands. —
Maiibymne ¢ meoix pykax. (22) You're not you when you're hungry. — Tu ne mu, xou
20100Huil. TakoXX BUKOPHUCTaHHS 3aiMEHHUKIB MEPIIOi 0COOM CTUII3y€e PEKIaMHHUH TEKCT
mig npsimy MoBy: (23) L’'Oreal Paris — Because I'm worth it! — Jlopeans [Tapuoic — Tomy wo 5
eéapma yvboco!

[ToBTOp MO’KHA BITHECTH JIO OJTHOTO 13 CIIOCOOIB, IO SKOTO BIAIOTHCS KOMIpaUTepH s
TOTO, 00 MiJICHIINTH BUPA3HICTh PEKIAMHOTO TeKcTy. J{o mpenmeTHO-10ri4HOI iH(popMartii
MOBTOP 3a3BHUYail HIYOro HE [0jae, aje I[epelae 3HauHy JOJaTKOBY iH(opmallio
EMOIIIHHOCTI, EKCIPECHBHOCTI, OIiHKK Ta cTwmisamii [2, c.61]: (24) Best choice!
Best breakfast! Best fruits and berries! — Kpawuii subip! Kpawuii cnioanox! Kpawi ¢ppyxmu
i sicoou! (25) TopFit. Be at the top. — TopFit. byos na eéucomi. (26) Have a break... have
a Kit Kat. — 3po6bu naysy ... 3’ixc Kit Kat.

Bapro 3ayBaxuTH, 110 B JIBOX OCTaHHIX mpukiamax — (25) ta (26) — npu nepekiai
He 30epircs 3aCTOCOBaHUI B TEKCT1 OpHUriHATY MOBHHI 3aci0 MOBTOP.

JlocuTh BXXMBAaHMM MOBHHM 3acO00M TIEPEKOHAHHSI BHUCTYIA€ PO3MOBIIHE pEUCHHS.
B Takux pedyeHHsX NMEpEeKOHaHHs MEPENaEThCs 3aBASKH TOMY, II0 BOHM BHCIOBIIOIOTH ab0
nopany, abo Bxke mepeBipeHwil (akr, abo cyO0'eKTUBHY IOyMKY 1 T.I., HampHKIAI:
(27) Palmolive Naturals is specially formulated for dry hair. Enriched with key ingredient
extracts for their enriching properties. It leaves your hair manageable and soft. — Palmolive
Naturals cneyianbHo pospobnenuii 01 cyxo02o 6onoccs. 3b6azaueHull eKCmpaxkmamu
KAI0408020 [HepedicHmy 3a80AKU IXHIM 30azayyrouum eracmusocmsam. lle 3anumiae Bamie
BOJIOCCS CIYXHSHUM 1 M'SKMM. B pekimamMHOMY TEKCTI PO3KpUTO BCl BIIACTUBOCTI
PEKJIaMOBAHOTO TPOAYKTY Ta BKa3zaHO, SAKOro e(eKkTy Moxe JJOCATTH CIIOXKHUBay,
CKOPHCTaBIIUCh HUM — Ili€l iH(opmamii JOCTaTHRO, MO0 MEPEKOHATH CIIOKHMBAada KYIUTH
came Lel MPOyKT.

3 METOI0 TEpPEeKOHAHHS B PEKJIAMHOMY TEKCTI TaK0X BHKOPHCTOBYIOTHCSI TMHTAJbHI
peueHHs: (28) What's the secret of speed? Ask the master. — YV uomy cekpem weuoxocmi?
3anumaii maticmpa. (29) You know who could use a car like this? Everyone. — 3uaeme,
Xmo mie 6u kopucmysamucs maxkum aemo, ax ye? Kooicen.

OTxe, 3aId JOCSATHEHHS METH pPEKIaMHOTO TEKCTy — 3alliKaBUTH peIHITi€EHTa
1 IepeKoHaTu Horo mpuAOaTH PEeKIIaMOBaHY HPOAYKIII0 YU CKOPHUCTAaTHCA PEKIaMOBAHOIO
MOCJIYTOI0 — BUKOPUCTOBYIOTHCSI JIEKCUKO-CTHUIICTUYHI Ta JIGKCUKO-TpaMaTUYH1 MOBHI 3aCO0MU.
Mertadopa cTaBUTh 3a METy KOHKPETH3YBaTH YSABICHHS PO IMpeIMET, NMPO SKUH 171eThbCs,
IUIIXOM BKa31BKM Ha MEBHY MOro O3HaKy, L0 BUCYBae€TbCs Ha mepunil niad. [Iparmyum
HiAKPECIUTH OCOOIMBOCTI PEKIAMOBAHOTO TOBapy YW TMOCIYTH, IXHIO BHMHSATKOBICTD,
3aCTOCOBYIOTH TimepOoiry. Y pekiiaMmi emiTeTH 30aradyroTh 3MICT BUCIIOBIIIOBAaHHS, HA/IalOTh
MOBJICHHIO PEKJIaMU MOETHYHOCTI, MUJI03BYYHOCTI. [IOMITHIM SIBUIIIEM y peKiIaMi € TaK 3BaHe
BUKOPUCTAaHHS MOBHOI T'PHM — OJIHOKOPEHEBI CJIOBAa, SIKI MOCWIIOIOTh E€MOLIWHUN BILJIMB
Ha yUTaya Ta IMIJBUILYIOTh BHUPA3HICTh TEKCTy, TOMY peKJIaMHE Tacjio Jeriie
3amam’sITOBYEThCA 1 JIOBIIE «Iepeciigye» dYuTada. HaifgacTime cTpareris HepeKOHaHHS
B PEKJIAaMHOMY TEKCT1 peajli3yeThCsl IIISIXOM 3aCTOCYBaHHA JI€CTIB Y HaKa30BOMY CIOCO01 —
a/pKe 1€ HaMOUIbIe CIIOHYKAa€e perumieHTa A0 i y BiANoBiaAb. BukopuctanHs 0coOMCTHX
1 IpUCBIHHUX 3aliMEHHUKIB € 3HAKOM O0€3MOCepeaHbOl aaPEeCOBAHOCTI MOTEHIIIHHOMY
CIO’KMBa4yeBl MPOJYKIIi, a 3aliMEHHHKIB MepuIoi 0coOM — CTHIII3Y€E pPEKJIaMHHM TEKCT
nig npsiMmy MoBy. [1oBTOp Hagae peklaMHOMY TEKCTY €MOILIHHOCTI, €KCIIPECUBHOCTI, OLIHKU
ta ctumizanii. [logajabmoro noc/igeHHs BUMarae rnepekiajalbkuil aHami3 B yKpaiHChKiN
MOBI1 3ac00iB MEepCya3UBHOCTI B peKJIaMHIA KOMYHIKAIil Ui JOCSATHEHHS €KBIBAJIEHTHOCTI,
BUKOPHCTOBYIOUN KOMYHIKaTHBHY MOJIEIH TTEPEKIIay.
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I. P. Voloshchuk
M. V. Tsap
THE CATEGORY OF PERSUASIVENESS AND LINGUISTIC MEANS
OF ITS VERBALISATION IN ADVERTISING TEXTS

The article deals with the category of persuasiveness as the object of linguistics study
which aims at attracting attention to the object of advertising, at avoking an interest to it and
demonstrating advantages of advertising object among others as well as at encouraging
potential consumers to act in response. Informative advertising, comparative advertising,
reinforcement advertising and reminder advertising are the sources of distinguishing
persuasiveness. The main idea of advertising persuasive strategy is the concept of positioning,
whose function is to convey the essence of an advertisement to the target audience.
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This article is devoted to the strategy of persuasiveness. Detailed linguistic analysis
of language means that implement the strategy of persuasiveness in the advertising text
is presented. The category of persuasiveness is verbalized by lexical-stylistic and lexical-
grammar linguistic means.

The most commonly used lexical-stylistic means are metaphor and hyperbole.
Metaphor’s aim is to specify the notion of the subject, which is referred to by pointing out
some of its feature which comes to the fore. Hyperbole in advertising category
of persuasiveness is used to emphasize the features of the advertised product or service, their
exclusivity. Less used lexical-stylistic means that implement the strategy of persuasiveness,
are personification, epithets and litotes. Personification is a stylistic method, the essence
of which is the transfer of the properties possessed by living things to inanimate objects
or phenomena. Epithets enrich the text and increase the expressiveness of the advertising
image. Litotes is the trope, opposite to hyperbole. There are also antonyms, similis and play
on words in advertising texts. The main criterion of the antonymic words is their opposite
meanings. Simile which realizes the category of persuasiveness in advertising texts is used
in order to explain one phenomenon via another. The use of play on words enhances
the emotional impact on the recipient and increases the expressiveness of the text.

The most commonly used lexical-grammar linguistic mean that implements the strategy
of persuasiveness in advertising texts, is a verb in imperative mood. The imperative mood
in advertising texts motivates the consumer to act. Less used lexical-grammar means
is pronoun. The use of personal and possessive pronouns is a sign of direct addressee
to the potential consumer of products; the use of the first person pronouns stylizes
the advertising text in direct speech. Repetition conveys significant additional information
of emotionality, expressiveness, evaluation and stylization. Fairly commonly used linguistic
mean of expressing persuasion is a narrative sentence: such sentence expresses either advice,
or a verified fact, or a subjective opinion.

Key words: category of persuasiveness, strategy of persuasion, language means,
advertising text.

YK 811.14°06°373
O. B. I'apraesa
JEKCHUKA 3 KYJbTYPHUM KOMIIOHEHTOM Y HOBOTI'PELIbKII MOBI

Cmamms npucesuena 6UUeHHIO0 JNeKCUKU 3 KVIAbMYPHUM KOMNOHEHMOM 3HAYEHHs.
HOBO2PEYbKOI MOBU 5K MOBHO20 Odcepend IHpopmayii npo OyX08HY KyIbmypy KpAaiHu.
Ananizyromecs  J1iH2BOKYIbMYPONOSIUHI  0COOIUBOCMI MA Micye JNeKCUKU 3 KVIbMYPHUM
KOMNOHEHMOM cepeo iHWUX Mmunie HayloHaIbHO-MAPKOBAHUX NTeKCUYHUX OOUHUYb.

Knrouogi cnoea: xynomypa, MidcKyIbmypHa KOMYHIKAYis, JAEKCUKA 3 KYAbMYPHUM
KOMNOHEHmMOoM, (hOHOBI 3HaAHHA, POHOB8A NeKcuKa, peaii, be3eK8isaienmHa J1eKcuKa.

MixHapoJHI KOHTAaKTH Ta MDKKYJIbTYpHa KOMYHIKAIlisl, IHTEHCUBHICTh SIKMX 3aBJISIKH
HaYKOBO-TEXHIYHOMY TIIpOrpecy, 3HAYHO 3pOcCiia 3a OCTAHHE JECATWIITTSA, BHUMAararmTh
BiJl YYaCHHUKIB CIUJIKYBaHHS HE TUIbKM BOJIOJIIHHA 1HO3EMHOI0 MOBOIO, aje i 3HaHHS
HaIlllOHAJIBHOI crienuQiku, TpaauLiid KpaiHU CIIBPO3MOBHHUKA, 1[0 3YMOBIIIOE€ AKTYAJIBHICTh
TEMH HAIIOTO TOCIiKSHHS.
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