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Jlana I'aauna, Cemuciok Aas0uHa. JIMHrBOomparmMatu4yecKne 0CO0EHHOCTH HeMeUKOSI3bIYHOTo GapMaueBTHYe-

CKOI0 peKJIaMHOIo Auckypca. Ilesb nceae0BaHUsA — PAaCCMOTPETh JIMHTBOIIParMaTHYECKUEe 0COOCHHOCTH HEMEIIKOSI36IYHOTO
(hapMaIeBTHIECKOr0 AUCKYypCa PEKIaMbl C TOUKH 3PEHHS €€ POJIM U 3HAYCHHS KaK COCTABIAIOIICH KOTHUTHBHON OCHOBBI HHO-
SI3BIYHON IPO(ECCHOHANIBPHOM KOMMYyHHMKanuu. M3ydeHue poim M MecTa HEMENKOS3BIYHOTO (hapMarieBTHYHOTO AUCKYpca B
COBPEMEHHOM JIMHI'BUCTHYECKOM KOPITyCE, €ro Lelb, (OpMBI, JIMHIBOIPAarMaTHIeCKue OCOOCHHOCTU COCTAaBIIOT HAYYHYIO
HOBU3HY. B cTaTbe HCIONB30BaHbl TaKUe HAy4HbIe METOAbI: OIMCATENIbHbINA, CTPYKTYPHO-CEMaHTUUECKUI, METO CTUIMCTHU-
YECKOIo aHajiu3a. AKTYaJbHOCTb TE€MbI CBA3aHa C TE€M, YTO BO3pacTaeT HEOOXOAUMOCTb U3yUCHUs JUCKYPCa A3bIKOB LIS IIPO-
(becCHOHANBHBIX LIeJIeH ¢ YUETOM HX MparMaTH4ecKux ocoOeHHocTel. Ha ocHOBe akTyann3anuy oHOM U3 OCHOBHBIX (DYHKIMI
A3bIKa — (PYHKIX BO3JCHCTBHSA HAa YYACTHUKOB KOMMYHHKAIIUH, BOSMOXKHO C/EJIATh BBIBOJ O CTPOrOOPHEHTHPOBAHHON IIpar-

MaTHYECKOH YCTaHOBKE, pa3HO0Opa3uu GopM U 0COOCHHOCTEH! €& A3BIKOBOTO BOILIOIICHHSI.
KuaioueBsle cioBa: ouckype, ghapmayesmuyeckuil pekiamHulil OUCKYPC, NPACMATUHSBUCMUKA, TUHSBOKYIbMYpPA, npoghec-

CUOHATIbHBIL COYUYM, Jcanpoeas peaiusayusl.

Introduction. The linguistic and pragmatic features of
the German-language pharmaceutical discurse of advertising
are considered from the point of its role and importance as a
constituent cognitive basis for foreign-language professional
communication. The study of this purpose is carried out
from the standpoint of pragmalinguistics and the increase in
the proportion of pharmaceutical discurse in social commu-
nication, aimed at a wide range of communicants. As a kind
of institutional discurse, the German pharmaceutical adver-
tising discurse is characterized by objectivity, information,
logicality, professional orientation and spcial functions, is a
dynamic phenomenon for enriching knowledge of languages
for special purposes.

The purpose of the article.The purpose of the study is
to describe the mechanisms for the formation of German
pharmaceutical advertising discurse to reveal the nature of
its qualitative certainty, to identify lingual-pragmatic pecul-
iarities, on the basis of the isolated characteristics of adver-
tising texts for disclosure of the addressing specifics of adv-
ertising information, which is still not sufficiently studied
aspect in the linguistics of the specialized text taking into
consideration specifics of its organization and socio-
communicative tasks.

The object. Authentic promotional texts of various
genres (instructions for medical use of medicines, messages,

information, television pharmaceutical presentation of mod-
ern pharmaceutical products, complaints, announcements)
served as the research material.

Topicality. Discurse is a language immersed in life;
advertising discurse is a targeted professional information
(text) E.P. Isakova'. This is also a communicative activity
that is carried out in the context of a social situation. The
linguistic component of advertising statement (text) is the
completed linguistic communication, which in various ways
guides the audience to certain actions, and constitutes the
content basis of the advertising discurse and has a targeted
orientation (different groups of people, patients, users, spe-
cialists). All this makes it possible to outline this as a feature
of the studied discurse, its metadiscursiveness, that is, when
its structure is spoken about, then its communicative signi-
ficance, lying in the aspect of the meaning expression, is
distinguished. Its metadiscurse parameters are aimed at foc-
using the users on the content of the advertising text and
provide the process of speech interaction. As to the detailed
analysis of possible speech situations, we believe that the
vertical division of professional languages, proposed by the
German linguist L. Hoffmann®, who defines the notion
"specialized language" as a plurality of lexicogrammatical
and stylistic means,which provide communication in a parti-
cular professional field, and are implemented in the texts in

!Isakova E.P. “Gramatychna organizatsiya tekstiv reklamnogo ta instruktyvnogo kharakteru v ergonomichnomu aspekti” [ Text grammati-
cal organization of advertising and structural character in ergonomic aspect], Problemy semantyky slova, rechennia ta tekstu: Zb. nauk. pr.
[Problems of the word, speech and text semantics: the collection of scientific works], K.: Vyd. Tsentr KNLU, 1999, Vyp. 2, P. 70-77 [in

Ukrainian].

?Hoffman L., Kalverkamper H. Wiegand Fachsprachen: ein internationals Handbuch zur Fachsprachenforschung und Terminologiewis-

senschaft, Berlin: Walter de Gruyter, 1998, P. 10—-12 [in German].
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specialty, should be addressed to. The combination of profe-
ssional texts in a complex with numerous accompanying
background factors creates the discurse of a certain industry
(in our case, pharmacy). Thus, taking into account such lin-
guistic factors as the degree of abstraction of the professi-
onal language, its forms, the scope of use and the contingent
of users, L. Hoffmann® distinguishes the following types of
communication: between a scientist and a scientist, a scien-
tist and scientific-technical personnel, specialists of various
branches of the material production, representatives of tra-
de , consumers.

In addition to a clear distribution of social statuses and
roles for institutional discurses, a peculiar variety of com-
munication themes is also distinctive, which depends on the
specific purpose of communication within the given institut-
ion. The general purpose of the scientific discurse is the
formation of new knowledge about the surrounding world,
which is presented in a vertical form and stipulated by com-
municative canons.

An important element in the structure of advertising
discurse is a speech event, which reflects the content of the
advertising speech act, the peculiarity of which is the infor-
mational content of the presented knowledge (in our case,
knowledge about the diseases, their manifestation, warnings
to protect health, statements of different formats to prevent
uncontrolled use of drugs, fighting with bad habits, use of
certain tested drugs, and their therapeutic actions, etc.). The
feature of German-speaking pharmaceutical advertising
discurse is its interdiscursiveness - the interaction of diffe-
rent types of discurses, that is, when the integration of diffe-
rent branches of knowledge (pharmacy, medicine, chemistr-
y, botany, pharmacology, sociology, psychology) is used.
The minimum unit of the studied discurse is a speech act
aimed at linguistic interaction with communicants for the
achievement of the goal, which is based on the social-
programme aspect of the statement.

The expediency of choosing German-language pharm-
aceutical advertising discurse is the object of our study sti-
pulated by the need to consider this particular type of com-
munication taking into account the versatilitry of its tasks,
the diversity of genres and the presentation of elements of
professional information for communication with users of
pharmaceutical services and other professionals.

Research methods. Linguistic description, structural
semantic analysis, elements of stylistic analysis to characte-
rize the linguistic and pragmatic peculiarities and the genre
specificity of the lexical and terminological units of adver-
tising texts were used to make it possible to state the fact
that the German-speaking pharmaceutical advertising discu-
rse is a part of medical discurse and enriches its professional
orientation .

Analysis of scientific research and publications on

the problem under investigation. The theory of discurse in
linguistics is connected with the name of the French scien-
tist E. Benvenist, who for the first time proposed the inter-
pretation of discurse as "any expression that determines the
existence of the Communicants and theirinfluence on them."
Thus, he consideres discurse as a communicative event bet-
ween the speaker and the user of information. N.D. Aruti-
unova® believes that discurse is a linked text in its combinat-
ion with pragmatic factors. Within the problem under study,
we considered it expedient to use the V.I. Karasik® approach
to the dicurse classification, namely, to include the pharm-
aceutical advertising discurse to the mass-information varie-
ty, which envisages professional communication.

The theoretical and methodological foundations of our
study are also the main principles of pragmalinguistics
(N.D. Arutiunova®, M.N. Makarov’, G.G. Pocheptsovs,
J. Lich), cognitive linguistics (O.S. Kubryakova®, O. Zalev-
ska), sociolinguistics (V.I. Karasik)'®. We also take into
account some of the research positions of J. Cook,
0.S. Ivanova, A. Botsman'' concerning communicative
characteristics and features of genre realization in the adver-
tising discurse of the above specialty.

Adpvertising discurse is a special kind of communic-
ation. Formally, the advertising discurse, taking into consi-
derationversatility of its tasks, has significant varieties of
means, options and elements of the presentation system of
its communicative directions for contacts with the users of
pharmaceutical services.

Adpvertising today is an integral part of a wide range of
contemporary media (the term "advertising" from the Latin
"reclamare") appeared in the second half of the XVIII centu-
ry.

Today there is a large number of definitions of this
concept, we share the view of V.M. Avrasin, who considers
advertising discurse as one of the models of social and dyn-
amic communication process. A discursive approach to the
study of advertising allows us to expand the understanding
of the subject of our study.

N. N. Koptev characterizes advertising discurse asa
variety of the institutional, organized by a set of typical
situations of communication (speech events) for the given
sphere, presented in typical models of speech behavior, def-
ined by a limited subject of communication, a specific palet-
te of intentions and and followed from them speech strategi-
es.

Using the previously mentioned definition, we support
the view of this linguist and, proceeding from it under the
pharmaceutical advertising discurse we understand the text
stipulated by the situation of advertising communication
within the professional speech. That is, discurse is a compl-
eted message, which has a clearly directed pragmatic point
containing the distinct signs of the oral speech and written

3 Ibidem, P. 10-12.

* Arutiunova N.D. Diskurs. Lingvisticheskii entsyklopedicheskii slovar’ [Discurse. Linguistic Encyclopadia dictionary], M., 1990, P. 136—

137 [in Russian].

° Karasik V. 1. Yazykovoi krug: lichnost’, kontsepty, discurs [Language circle: personality, concepts, discurse], Volgograd: Peremena,

2002, P. 47-51 [in Russian].

® Arutiunova N.D. Diskurs. Lingvisticheskii entsyklopedicheskii...op. cit., P. 136-137.

"Makarov M. L. Osnovy teorii diskursa [Fundamentals of discurse theory], M.: ITDGK “Gnozis”, 2003, P. 191-193 [in Russian].

8 Pocheptsov G. G. Teoriia ob kommunikatsii [Theory of communication], M.: Refl-buk, K. : Vakler, 2001, P. 201-203 [in Russian].

? Kubriakova E. S. “Evolutsiia lingvisticheskikh idei vo vtoroi polovine XX veka” [Evolution of linguistic ideas in the 2™ part of the XX
century], Yazyk i nauka kontsa XX veka [Language and science of the late XX century], M.: RAS, 1995, P. 87—89 [in Russian].

Karasik V. I. Yazykovoi krug: lichnost’... op. cit., P. 47-51.

! Botsman A. “Structural, Semantic and Pragmatic Peculiarities of English Patient Instruction Leaflets”, 6" National Tesol Ukraine Con-
ference: “The Way Forward to English Language and ESP Teaching in the Third Millenium” January 23-24, 2001. Conference Papers,

Kyiv, 2001, P. 14-15 [in English].
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The forms of existence of advertising discurse are div-
erse, constantly evolving and enriching, there is also a mix
of advertising genres.

Verbal and non-verbal components of advertising texts
in the formation are characterized by the functional orientat-
ion of the text. Graphic presentation of pharmaceutical adv-
ertising information is accompanied by a verbal unit, since
the verbal sign clearly represents the content of the image,
its function and essence, the main purpose of information
advertising in general (Roy P.K)".

Such kind of advertising discurse as advertising adver-
tisement occurs in lexicographic pharmaceutical publicat-
ions. In the study of the advertising discurse, investigated by
us, we use the following definition of this phenomenon as a
brief statement of any fact in order to induce the addressee
to take any action (linguistic and pragmatic motivation).
This genre is characterized by a standard form of presenta-
tion of advertised information, the use of terminology units,
language clichés, nomenclature names, stating slangs, lack
of imagery and non-personal style. Advertising is multifun-
ctional, informative and pragmatic, however, this genre for-
ms a positive response of the addressee to the advertisement,
since all its parts (title, introduction, main text, suggestion)
draw attention to a particular group of people.'®

One of the language functions is the function of influ-
ence on communicants, which is clearly manifested in the
pharmaceutical advertising discurse. Following E. L. Dotse-
nko'* we keep to the definition of advertising discurse con-
cept as a completed message, which has a purely oriented
pragmatic purpose (attention to the subject and purpose of
advertising). Advertising message is inherent in its style of
consistent teaching of information that distinguishes it from
other styles, and is characterized with pragmatic orientation

The increase in the proportion of pharmaceutical discu-
rse in social communication contributes to the diversif-
ication of the text forms communication, oriented to a broad
-based media, and determines the genre composition of pha-
rmaceutical discurse within a communicative-functional
paradigm"’.

Models of the scientific communication taking into
account grammatical and lexical means are shown in their
implementation and communicative-pragmatic aspects.

Adpvertising texts are the texts of the broad sphere fun-
ctioning from the point of the necessity of disclosing the
presentation of professional information relevant to professi-
onals and users of advertisements'®.

Such approaches of domestic and foreign linguists to
the determination of the pragmatic and linguistic features of
the pharmaceutical advertising discurse as a part of the med-
ical discurse are theoretical grounds for the further elaborat-
ion of the theory of professional discurse development.

Exposition. Advertising today is an integral part of a
wide range of contemporary media (the term "advertising" -
from the Latin language, "reclamare" appeared in the second
half of the century).

Today there is a large number of interpretations of this
phenomenon. In our study, following Kozhedorova M., we
consider the pharmaceutical advertising discurse as one of
the models of social communication, the specifics of which
are the presence of terminology and commonly used vocab-
ulary, where the professional stratum forms the following
basic concepts: Pharmazie, Gesundheit, Krankheit, Mensch,
Arznei"”," Arzneimittel”"," Hygiene"," Schmerz"," Medikame-
nt"," Sauberkeit”, "Therapie”,"Wirkstoffe", etc., which are
used for cognitive terminology and lexical units of the spe-
cialty. A discursive approach to the study of German-
language pharmaceutical advertising allows to broaden the
understanding of the subject under study, the linguistic and
pragmatic features of this discurse.

The research material served as authentic promotional
texts of various genres (instructions for medical use of med-
icines, messages, information, television pharmaceutical
presentation of modern pharmaceutical products, complain-
ts, announcements).

These genres are texts of a broad scope for the prese-
ntation of professional information (in our case, pharmace-
utical), relevant for professionals and users in an optimal
structural-semantic way: Sedaston ist Formel des Gleichge-
wichts, Antral fiir die Gesundheit der Leber, Kleine Herzc-
hen fiir grosse Herzen, which is one of the forms of manif-
estation of the pragmatic direction of advertising discurse.

Advertising TV news is characterized by its style of
information presentation (more extensive information with a
video presentation), which distinguishes it from other styles
(for example, instructions).

In the advertising pharmaceutical discurse the function
of the language influences on communicants, therefore each
informational zone should be modeled taking into account
the indicator of addressability (age, professional, amateuri-
sh, general public). The set of indicators forms a model of
text perception, providing the addressee with the most effec-
tive orientation in the information. In the linguistic aspect
we define stylistic features of the combination of discursive
forms of scientific and official-business styles. Substylish
variability is connected with the functioning of specialized
professional languages in advertising texts, the semantic
space of which is united into one conceptual network - inf-
ormative, advice, and caution'®.

The space of the connotative range is connected with
the significance of the nominative units, the variety of their
forms, the variety of shades of lexical means. Advertising
(including a specialist) is perceived at the associative level.

2Roy P.K. “Stochastic Resonance as an Emerginy Technique for Neuromodulation and Pharmacolinguistics: Using Nonlinear Dynamics to Ana-
lyze Drug —Induced Language Translation and EEG”, Journal of Quantative Linguistics, 2004, Vol. 11, N 1-2, P. 49—77 [in English].

BKosilova M. F. “Instruktsi k medikamentam: lingvistika na sluzhbe praktiki” [Instructions to medicine: linguistics in practical work], Vestnik
Moskovskogo un-ta. Seria 9. Filologiya [ Moscow State University Bulletin. Series 9. Philology], M., 2003, N 2, P. 100-117 [in Russian].

" Dotsenko E. L. Psychology Manipulation: Phenomena, Mechanisms and Protection, M.: Retch, 2003, 304 p. [in English].

BPodolkova S. V. “Realizatsiya komunikatyvnosti u teksti tehnichnoi reklamy i anotatsii naukovo-eksperymentalnyh statei” [Communication
implementation in texts of technical advertisement and annotations of scientific-experimental articles], Visnyk Kharkivskogo nats. Un-tu im.V. N.
Karazina [Bulletin of Kharkiv State University named after V.N.Karazin ], Kharkiv, 2001, N 536, P. 145-152 [in Ukrainian].

' OkhrimenkoV. I. “Reklamnyi tekst iak vyd globalnoi kauzatsi” [Advertising text as a type of global causation], Problemy semantyky slova, re-
chennia t tekstu: Zb. Nauk. Pr. [ Problems of the word, speech and text semantics: the collection of scientific works], K.: Vyd. Tsentr KNLU,
2000, Vyp. 4, P. 129-138 [in Ukrainian].

"Kozedyorova M. Lingvuostylistic Peculiarities of German Advertsing. [Electronic resource], Marina Kozedyorova. Site - Access Mode: htpp://
Marina02051986.Narod.com - Date of use 27.12.2010 [in Russian].

8 pilnick A. “The interactional organization of pharmacist consultation in a hospital setting: A purative structure”, Journal of Pragmatics, 2001,
Vol. 33, N 12, P. 1927-1945 [in English].

39



German languages

Verbal advertising in the professional language of pha-
rmacy is a slogan, a linguistic unit that contains a term enr-
iching the connotative fragment of the nomination.

Advertising in the above-mentioned sublanguage is a
form of communication between pharmacists, pharmace-
utical chemists, leading specialists, pharmaceutical producti-
on, doctors, clients and patients for the education of a healt-
hy lifestyle, cautions from the consequences of self-
treatment, etc. It offers services to a targeted audience throu-
gh the use of various lexical constructions, which are marke-
d by the precision of style, logic of expression, attracti-
veness (if there is an artwork available), a trademark of a
pharmaceutical company, universal verbal pharmaceutical
symbols, clear to a wide range of communicants.

Integration of the information space leads to the conso-
lidation of the information flow, therefore, advertising refle-
cts this process and affects the development and organiza-
tion of communication in a figurative form, taking into acc-
ount the different levels of its specificity'®. Briefness of in-
formation content, although each element carries a meani-
ngful load, with a diverse range of professional orientation,
despite the shortage of advertising messages, distinguishes
the studied discurse among the others. The most complete
features of advertising are manifested in television publicity,
in advertising information, in pharmacies, medical institut-
ions (influenza, AIDS, tuberculosis, smoking, etc.), onthe
clothes of doctors and pharmacists, stationery, automobile
transport of pharmaceutical companies, the nomenclature of
medicinal products and means for medical use and so on.

Advertising has a psychological effect on users® for
example, harmfulness of smoking which has a mortal imp-
act on human health - Rauchen totet, is written on tobacco
products. Advertising is also aimed at the necessity of treat-
ment - Tbc ist heilbar, as well as the successful result of
timely treatment, information correctness in medical educa-
tion and the promotion of knowledge about hygiene and
disease prevention. Linguostolic means of expression in the
discurse under study must be clear to everybody, clearly and
for a long time, intervene in the minds of communicators, as
they carry information important to life and health, and exp-
lain the use of pronouns in this discurse: dein, wir, ich, die-
ses: Deine Gesundheit ist in deinen Hinden. Selbstbe-
handlung schadet der Gesundheit, Impfungen schiitzen das
Leben.

The saturation of the pharmacy information field with
advertising products has the following forms: literature,
newspapers, magazines, modernly illustrated, clearly profe-
ssionally oriented, with high-quality design, the main aspect
of which is the advertising image, standard compositional
schemes®'. The advertising framework should be dynamic,
and the information is modern, sometimes partially updated
- Festal - Neofestal, Doppelherz - Kraft zwei eir Herzen, that
is, advertising information should create complete knowl-
edge about the advertising object, adding new design eleme-
nts and pragmatism of the message parameters.

All this allows to create an advertising concept for the
purpose of pharmaceutical advertisement (medicines and
their therapeutic effect, care for hair, skin, teeth, eyes, nails,
etc., vitamins, hygiene products, baby food).

Conclusions: The linguistic potential of the advertising
portal in the German-speaking pharmaceutical discurse is

extremely diverse; there are different variations that allow a
clear presentation of the information to the user in order to
familiarize him with the state of modern pharmaceutical
production, to make a choice in favor of the most effective
means for medical application for the prevention and treat-
ment of diseases in branches of immunology, ophthalm-
ology, pediatrics, diseases of the cardiovascular and respi-
ratory systems, personal hygiene.

Advertising in pharmacy is a special kind of commu-
nicative activity of pharmacists, pharmaceutical chemists,
commodity experts, pharmacist managers who work in the
pharmaceutical industry, which develops intensively, and
requires communication actions depending on the purpose
and object of advertising, means of advertising arrangement,
its functional purpose, influence and the degree of effectiv-
eness that creates an advertising discurse as a system that
allows you to consider its pragmatic, stylistic and linguistic
features. We have recorded the following types of advertis-
ing discurse in the German pharmacy sublanguage: TV
commercials, printed brochures, internet advertising, adver-
tising services, advertising of goods, advertising of compa-
nies, service of drugs’order promotion. They are one of the
manifestationforms of the society medical culture. Here we
observe a specific style of information presentation that dis-
tinguishes it from the styles of other advertising genres: use
of ellipsis, phraseologisms, affirmative and questioning sen-
tences, determining the form of communicative contact with
the addressee, which realize psychological influence on it
and has a pragmatic orientation. As to the cognitive funct-
ion, an advertisement generates an attitude towards the obj-
ect of advertising and is directed to behavior after the infor-
mation perception.

Basic principles of advertising discurse are: accessib-
ility for users; the language of the advertisement must conta-
in maximum of the facts provided the verbal minimum; cau-
se positive emotions (negative information is desirable to
avoid; duplicate objections should not be used - nicht ohne
Vergniigen, nicht ohne Schmerzen, nicht ohne Nebenwir-
kungen); the use of “you”appealin advertising information,
as a way of approaching the communicant. Available forms
of appeal to a wide range of communicants. It is advisable to
use slogans, peculiar for the national culture, in advertic-
ements.

The most extensive portal for pharmaceutical advertis-
ing is pharmacy pharmaceutical windows, stained-glass
windows, windows, cabinets, doors of premises, computer
equipment with various variations of advertising products.

A discursive approach to the research ofadvertising in
the genre of pharmacy allows us to consider this problem as
a kind of institutional, which is formed by means of typical
for this sublanguage of speech situations, imagination about
typical models of linguistic behavior, a specific set of inten-
tions and such speech strategies, coming out of them, that is,
advertising discurse is a complete message with a clear pra-
ctical orientation, presented in a variety of ways: (use of
nominative sentences, terminology units, appeals, stating
character of advertising speech Rauchen ist schadlich, Sorge
fur deine Gesundheit. The linguistic features of the German
pharmaceutical discurse under study are the part of the med-
ical discurse that has an information value and actively int-
eracts with other layers of lexical and terminological thesa-

“Mokshantsev R. I. Advertising of Psychology, M.: Infra, 2009, 230 p. [in English].

P Tbidem., 230 p.

' Repiev A. P. “Advertising Text” and “Advertising Language” [Electronic resource], The School of Alexandr Repiev. — Access Mode:

http:/repiev.ru — Date of use 17.03.2011 [in Russian].
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esaurus, it has functions that perform lexical units of the
commonly used language, vocabulary terminology of the
related branches of medicine and pharmacy, narrow-branch
terms, borrowed terms from English, Latin, French languag-
es. The Bank of Terminology is represented by the names of
international pharmaceutical companies of trademarks, dis-
eases, medicines.

Jlama I'annna, Cemuciok Aub6ina. JliHrsonparmaruysi
0c06IMBOCTi HIMENIbKOMOBHOTO (hapManeBTHYHOIO PeKJIaMHO-
ro JUCKYpCYy. AKTyaJbHiCTh HayKOBOI PO3BiIKYU IOB’SI3aHA 3 THM,
IO Y 3B’A3KY 3 MOSBOIO Cy9acHHUX TEHJEHILIH JOCIKeHb MEaNd-
HOI'0 TUCKYPCY 3pOCTaE HEOOXiIHICTh BUBYCHHS IHMCKypca (axo-
BUX MOB 3 ypaxXyBaHHAM IXHiX JIIHTBOIParMaTHYHUX OCOOIMBOC-
Teil. MeTa 10CIiIKeHHsl — BUBUYCHHS JIIHIBOIIParMaTUYHUX 0CO0-
JIMBOCTEH HIMEIIBKOMOBHOTO (papMaleBTUYHOTO PEKIAMHOIO JHC-
Kypcy, BepOanpHOI komudikanii, omuc MexaHi3MmiB, (pOpMyBaHHS
JIOCTIKYBaIBHOTO AUCKYPCY 3 OIJISLY Ha HOTrO pOJIb Ta 3HAYEHHS
SK KOTHITMBHOI CKJIaJOBOi iHIIOMOBHOI (paxoBoi KOMyHiKaIii.
JocnimkeHns wiel 1podaeMu IPOBOAUTHCS 3 MO3ULIT MparMainr-
BICTUKH Ta 3 ypaxyBaHHIM 301JIbIICHHS TUTOMOI Bark 3a3Ha4eHOTO
JIUCKYPCY B COLIAJILHOMY CIIUJIKYBaHHI. Y CTaTTi BUKOPHCTaHI TaKi
HAYKOBi MeTOJH: ONNMCOBHUH, CTPYKTYpHO-CEMaHTHYHMIH, METO.
CTHJIICTUYHOTO aHai3Yy.

HaykoBa HoBu3Ha. CrnpoOa BHOKPEMHTH, MiIKPECIHTH
00’€KTHBHICT 3MICTy HOTr0O TEKCTOBOI iH(popMaLil i 3acobu Mmoo
30araueHHs 3HaHb NIPO MOBH 32 NPOQECIiHUM CIpSIMyBaHHSIM,
HAroJIOCUTU Ha TOMY, IO HOT'O JKaHPU BiJI3epKAIIOIOTh KOMYHIKa-
TUBHY JISTIBHICTB, SIKA 3IIHCHIOETBCS y KOHTEKCTI COLIaIbHOI CH-
Tyauii. [lizcymMOByI04YH BCe CKa3zaHe, MOXKHA JTIATH BHCHOBKY, 1110
JIHIBONpPAarMaTu4Hi 0COOJIMBOCTI HIMELILKOMOBHOTO (hapMareBTH-
YHOTO PEKJIAMHOTO JMCKYpPCY aKTUBI3yIOTHCSI B OCHOBHIN (yHKIIT
(axoBux MOB — (PyHKLIl NCHXOJIOTIYHOrO BIUIMBY HA YYacCHHUKIB
KOMYyHiKalii y pi3HOMaHITHUX (OpMax JIHIBICTHYHOTO BiATBOPEH-
mst. oo mojanplinx MepeneKTHB BHBYEHHs wiel mpobiemy,
BB2XXAEMO 32 JIOLUIbHE MPOJOBXKHUTH JOCIHIKYBaTH HOBITHI JKaH-
pH, siki GOPMYIOTh HIMEIILKOMOBHHI (hapMalleBTHYHUH PEKIaMHHI
JIUCKYpC, HOro MeTaJuCKypCHBHICTb, CydacHi MOJeNi 3 ypaxyBaH-
HSM JIHTBICTHYHUX 3aco0iB peaii3awil mparMaTHYHUX acHEKTiB B
MeXaxX KOMYHIKATHBHOI COLIaJIbHOI MapajurMu Ui 31HCHEHHS
3B’S3Ky 3 KOpHCTyBadaMy (HapMareBTHYHHX IMOCIYT Ta IHIIHX
(axiBuiB.

Knrodosi cioBa: puckype, ¢dapMmaneBTHYHUI peKIaMHUM
JTUCKypce, (haxoBa MOBa, MparMaliHIBICTHKA, KOMYHIKaTHBHHN
npodeciiiHuii COIiyM, XKaHp, )KaHpOBa peatizarlis.

Jana I'anuna — cmapwiuil ukiaday kagheopu iHo3eMHUX MO8
Byrosuncekozo Oeparcagnozo meduunozo yHigsepcumeny, 6UKOHA-
seyb naanosoi HAP kagheopu, asmop MidDcHApoOHUX, GIMYUIHAHUX
ma HAasuaAIbHO-MemoOouyHux nyonikayiu. Kono naykosux inme-
pecis: 61ACHi HA36U Y MEOUYHIl MepMIHON02IL, 2any3e6i MepMiHO-
cucmemu. A8mMop 4OMUPbOX HABYATbHUX NOCIOHUKIB, 77 HAYKOBUX
nyonikayii.
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