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Jlexcuueckue cpeacTBa CO3aHuUs PEKIaMHBIX COOOIICHHIMA
Ha Ounbopaax r. Butebcka

Bopoobesa O.U.
Yupesicoenue obpasosanus « Bumebckuil 2cocyoapcmeennsiti ynusepcumem umeru 11.M. Mawepoeay
Bumebck

Peknama — couumanbHO OOYCIOBICHHBIH CEMHOTHYECKHH 3HAK, KOTOPBIH 3a4acTylo OTpakaeT Bce
M3MEHEHNS, POUCXOJSIINE B COIMyMe. JTO HEOTHhEMIIEMbIH (PEHOMEH MAacCOBOH KOMMYHUKALIUH M
HE3aMEHUMBIH CBHUETENb PEYEBOM KYJIBTYPHl COBPEMEHHOTO BPEMEHH.

Llenb cTaThy — aHAIHU3 COCTOSHUS SI3bIKA PeKiiaMbl Ha Ounbopaax r. Burebcka, BhIsSBICHHE KOMILIEKCA
JEKCHYECKHX CpPEICTB M IPHEMOB, HANpPaBICHHBIX HA CO3JaHHE MAaKCHMAJIbHOTO PEKIAMHOTO
BO3EMCTBHS.

Marepuaj 1 MeToAbl. MaTepualioM I UCCIIEI0BAHUS IIOCIY>KWINA TEKCTHI PEKJIAMHBIX ITPOLYKTOB
Hapy>KHOH peKiamsbl T. ButeOcka.

Pe3yabTaThl M ux o0cy:xkaenme. Hapyxknas pexnama MHOTOOOpasHO IPHBIEKAET BO3MOKHOCTH
yroTpeOIeHUs CIIOB B Pa3HBIX 3HaueHHUAX. C X TIOMOMIBIO cOo3/1aeTcs 00pa3 peKiIaMUpyeMOoro mpeaMera,
KOTOpBI Mo31Hee (OpMHUpPYET B CO3HAHMM 4EIOBEKa TMpEICTaBICHHE O ToBape. JIeKCHKa peKiIambl,
3a4aCTyIO MOJIOKHUTEIHHO OKpAIlIeHHAsI, He TOJIBKO 00pa3yeT OYKBalbHBIM CMBICII, HO B HH(pOpMHpYeET 00
OKOHOMHKE, KyJIbType, OOIIECTBEHHOM YyKiaae couuyma. IIMpoko HCHONB3yrOTCS HKCIPECCHBHBIC
0COOCHHOCTH CUHTaIr MATHKH.

3aknawuenue. Takum 00pa3oM, aHamW3 S3bIKa PEKIAMHBIX COOOIIEHUH OMIOOPAOB, BBIABICHHE
MEXaHU3MOB €r0 BO3ICHCTBUS, OINpEIETICHHEe KOMIUIEKCA S3BIKOBBIX, B TOM YHCIIE U JIEKCHYECKUX,
CPEIICTB U TPHEMOB CO3AaHUS PEKIaMbl MOXET CIHOCOOCTBOBATh JENy MPOJIBHKEHHUS OTCUECTBEHHOTO
PEKJIaMHOTO MPOAYKTA.

KiroueBble cjioBa: HapyXXHas pekiaMa, OMIOopIbl, pa3sHOYPOBHEBBIC €AWHHIIBI S3bIKa, JICKCHYECKHE
cpencTBa, SQGEKT KOMMYHHKAIINH.
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Advertising is a socially conditioned semiotic image, which often reflects the changes taking place in
the society. It is an essential phenomenon of modern mass communication and an indispensable witness
of the national speech culture.

The purpose of the article is to analyze the state of advertising language in Vitebsk billboards, to
identify a set of lexical tools and techniques designed to create maximum advertising effect.

Material and methods. The study is grounded on texts of outdoor advertising in the City of Vitebsk.

Findings and their discussion. The outdoor advertising reveals inexhaustible possibilities of variation
of words in different senses and meanings. They help to create the image of the advertised product which
later shapes an image of goods in the person’s mind. Advertising language, which is often positively
colored, not only shapes literal meaning but also informs about economics, culture, social condition
background of the society. Expressive syntagmatics is widely used.

Conclusion. Thus, the analysis of the language of billboards messages, detecting mechanisms of its
action, the identification of the complex of language units, including vocabulary, means and methods of
creating advertising can contribute to the promotion of the national advertising product.
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