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TI'opoodeuvkal. B.,
acucmenm xageopu aH2JIlCbKOL MOBU

Yeprigeupro20 HaLIoHAIbHO20 YHIgepcumemy imeri Opis Qedvrosuua

CUHTAKCNYHA OPTAHIBANIIA PERJTAMHOI'O TERCTY
ROCMETNUYHMX 3ACOBIB

AHoOTalifA. Y CTaTTi MOJAHO OIS CMHTAKCHYHHX OCO-
OJMMBOCTEH TEKCTIB peKJIaMM KOCMETHYHHX 3ac00iB Ha TPhOX
KOMIIO3UIIIHHUX PIBHSIX — CJIOTaHi, 3ar0JIOBKY Ta OCHOBHOMY
TEKCTI; MPOaHAIi30BaHO YacTOTY BKMBAHHS PI3HUX THIIIB pe-
YCHB 1 CIIOBOCTIONYYCHD Y CTPYKTYPI TEKCTY.

Kuro4oBi cjioBa: pexiiaMHU TEKCT, CHHTaKCHUC, PEUCHHS,
CJIOBOCIIONYYEHHSI, CJIOTaH, 3aT0JIOBOK, OCHOBHHUH peKIIaMHHI
TEKCT.

IocranoBka mpodmemu. [lompu Toi (akt, mo pexiama cho-
TOJHI HACTUMBKHM YBIHIIIIA B HALIE XKHTTS, II0 YaCTO BUKIUKAE He-
CTIPUIHATTS # HABITb PO3IPATYBAHHS, MH 3MYLICH] KOHCTATYBATH,
1O 1IeHi BUJ MacoBOi KOMYHIKAIIi{ Ta BILTHBY Ha CBIJOMICTb JOIEH
Bilirpa€ BOKIMBY POIb Y JKUTTI Cy4acHOTo cycriibeTsa. [Ipobmema
aHaNTi3y peKiaMu BioOpakeHa B HU3II HAyKOBHX PO3BIIOK BiTUM3-
HSHNX 1 3apyOiKHIX JIHTBICTIB. PeknaMHuil IMCKypC HOCTipKyBa-
mu L. Asneenxo, A. Tonnapn [3], P. Tonaman [4], I Kyk [2]; MoBy
pexamu ananizyBam M. Koxres, H. Jluca, JI. [lkonbHik, . Oringi
[5]; pexnmamuuii coran ormcysamu X. Kadrammxues, H. Koanen-
K0, A. JIuTBUHOBA; pekamHi 3aronoBku po3risaam @. xedkinc,
K. Isanosa, A. Kosanenxo i iH. He3Baxaroun Ha Heoc1a0Hui 1HTE-
pec HayKOBL{iB JI0 ABHLIA PEKIaMH, HASBHI HEPO3B’S3aHi MUTAHHS
B JOCII/KEHHI CHHTAKCHYHUX 0COOMMBOCTEH PEKIAMHOTO TEKCTY
KOCMETHYHHX 3aco0iB 1 iX pori B peanizauii KOMyHIKaTHBHUX TaK-
THK 1 CTpaTeriii peKIaMHoro TEKCTY.

MeToto CTarTi € BU3HAYEHHS CHHTAKCHYHUX XapaKTEPUCTHK pe-
KJIAMHOTO TEKCTY KOCMETHYHHX 3ac00iB, BUOKPEMJIEHHS Ta aHali3
fioro 0ocoOnMBOCTEH Ha PI3HUX KOMIO3ULIHHIX PIBHAX PEKIAMHOTO
TEKCTY (y CIOTaHi, 3aroNOBKY it OCHOBHOMY TEKCT).

Bukaax ocHoBHOro marepiamy mocaitkenns. OfuHULAMU
TPAIULIIHOTO CHHTAKCHCY BBAXAIOTh PEYCHHS Ta BUCIOBICHH,
X042 CHHTAKCHC CIIOBOCTIONYYEHb ONePyBaB BIACHOI0 OTMHHIIEI0 —
CIIOBOCIIONYYEHHSM SIK IO AHAHHAM JBOX CITiB Ha MiJICTaBi IEBHOTO
CEMaHTHYHOTO i TPaMaTHYHOTO 3B°513KY. PedeHHs € cTpykTypHO-Ce-
MAHTHYHOIO IHBAPIaHTHOKO OJMHHLEI0 MOBHOT CHCTEMHU I XapakTe-
PU3YETHCS KOMYHIKATHBHOIO, 3MICTOBOIO Ta IHTOHALIHHOI0 3aBep-
menicTio [1, ¢. 544-546)].

JlpykoBana pekama mporoHye ocodmuBo Oararuii Habip 3aco-
01B 17151 pO3yMiHHS TOTO, SIK PEKIAMOJIABILi HAMAraloThCs JOCATHY-
TH TIEPEKOHAHHS i TaK MOTHBYBATH OTEHIIHHUX TOKYIILB Nepei-
TH 710 aKTHBHUX Aiil. TBOpHi OiMBIIOCTI APYKOBAHMX PEKIAMHIX
TEKCTIB TIOEAHYIOTh Bi3yali3oBaHe MOJAHHA MaTepiany 3 I0CTaTHIM
00cATOM JIHTBATLHOTO MaTepiaiy 3a1s MaHimyIsLii.

CuHTakcnc Bifiirpae 3Ha4Hy porb TIij| yac peanmizaii cTpare-
riii HaBilOBAHHS Ta BILTMBY HA EMOILIHY c(epy yepe3 IHTHMI3aIli0
KOMYHIKATHBHOTO ITPOCTOPY M ajjpecatoM i apecantom. Posris-
HEMO OCHOBHI XapaKTEpPHCTHKH PEKIAMHOTO TEKCTY Ha CHHTAKCHY-
HOMY piBHI.

CrioraH Ha CHHTAKCHYHOMY PiBHI. AHAI3 PeYeHb 3¢ Memoro G-
CHOGTIO6AHHS B CIIOTaHI 3aCBiumB, 10 13 1 039 peueHb OLbLICTh — 1ie

CIIOHYKANbHI CTPYKTYpH (58%), OCKLTHKH BOHH TIPSMO BILTHBAKOTH HA
TOKyMus. €1Ha mpodieMa, 110 TOCTAE Mepe] TBOPLSIMH PEKIaMH, —
YHUKATH HAAMIPHOTO IMIIEPaTHBY, OCKLTHKH Ie MOE BUKIHKATH HEra-
THBHI €MOITii B TIOTEHIIiHHOT0 TIOKYTIIs: Go fresh (Dove).

PosnoBinai pedenns (41%) BUKOPHCTOBYIOTH UL TIONAHHSA #
3anam’ ToByBaHHs ToBapy: Nature becomes you (Burt’s Bees).

[Turanbhi pedenns Oymn 3adikcoBani y BKpail piKICHIX BH-
nankax (1%): Don t you feel it? (Lancome. Feel Mascara).

Pexmamui crorann B 6inbmocti HeokminyHi (76%): Health is
beautiful (Vichy); Science knows (Clearasil), mame 24% pedenpb
e oxmmunumMu — Prove it to yourself! (No Gray); This changes
everything! (imPRESS).

Okpemo BapTO 3a3HAYUTH, 110 CTBEPIKYBANIBHI PEUCHHS 3HAY-
HO mepeaxatoth (93,3%): It’s colour that moves you (Feria); We
keep our promises (RoC), a 3amepeui pedeHHs TPAIUILIOTHCS B
6,7% cnorauis: Never stop caring (Vaseline); Perfection has never
been so simple (Chanel), 10 MOXHA TIOSCHUTH IHTEHIIIEK PEKIIa-
MOJIABII[iB [0 peaizallii cTpaTerii BUKTHKAHHS JOBIPH B UATAYIB.

AHani3 pedeHb 3a cmpykmypoio 3aCBITINB YKUBAHHS TPOCTHX
peuens (100%). Croras He OBHHEH OyTH HAATO JOBTUM, TOMY HiJl
yac HOro CTBOPEHHSI BUKOPHCTOBYIOTH KOPOTKI MPOCTI peyeHHS.
BoHu rnerme 3amam’STOBYIOTECS, @ OCHOBHOIO METOIO CJIOTaHY K-
pa3 i € JieTke 3amaM’ STOBYBAHHS Ta TIBHJIKE BiTTBOPEHHS.

BuKopuCTaHHS PO3MOBHUX PEUEHb Y PEKITAMHOMY TEKCTI MOJKE
BIIIrpaTé BaXJIMBY POJb, OCKUIbKM TaKi PEYCHHS IIBUIKO MOIY-
JNSPU3YIOThCS. Bapro Takok BIMITHTH, W0 YACTHHA CJIOTAHIB
TIOCITyTOBYEThCS JIMIIE TIEPEIUCICHHAM KITbKOX CIiB: easy breezy
beautiful (Covergirl), pure and simple (Organix).

Bapro 3a3naunty, mo y 18,07% Bix 3araibHOT KiMbKOCTI IO~
TaHIB YKHBAKOTBCS C10B0CHOTyUeHHA. 31eOLIbIIoro mepesaka-
101h cyOcTanTuBHI (54,71%), 3 HUX: CYOCTAHTHBHI 3 IMCHHUKOM
(22,71%): Hair Therapy (Dove); cyOCTaHTHBHI 3 IPHKMETHUKOM
(13,64%): Natural instincts (Clairol); cyOCTaHTHBHI i3 3aiMEHHH-
koM (14,03%): This hair! (Kiehl's); cyOcTaHTHBHI 3 iEOPUKMETHU-
koM (4,33%): Transforming beauty (Sephora).

Y 13,84% cnoranis (yHKIIOHYIOTh aji €KTHBHI CIOBOCTIONY-
YeHHS, 3 HHX:

— an’exTuBHI 3 iMeHHUKOM — 4,75%: Happy about health
(Aussie);

— an'extuBHi 3 mpuchiBaukoM — 9,09%: Passionately
Professional (Wella).

BepOanbHi c10BOCTIONYUEHHS 3 IMCHHIKOM BUKOPHCTOBYIOTH Y
18,16%: To fulfill the Dream (SallyBeauty), a ansepOianbHi 3 mpu-
criBaukoM — y 13,29%: Quite surprisingly! (OGX). Taki cnoBoc-
TOMyYCHHS MAOTh OLIBITY I[IHHICTh JUIS CIIOTaHY, HIK PeUeHHs, 00
BOHHM HACTUTBKM CTHCII, MO iX He MOTpiOHO po3mmiproBatu. Came
TOMY B CIIOTaHAX BUKOPUCTOBYIOTh MPOCT 32 CTPYKTYPOIO PEUCHHS
a00 CIOBOCTIONYYCHHS.

3aronoBOK Ha CHHTAKCHYHOMY PiBHI. 3/IHCHIOKYN CHHTAKCHY-
HUi1 aHaJli3 pedeHb Y 3ar0NOBKaX PEKIAMHUX TEKCTIB KOCMETHIHHX
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3ac00iB, MU BCTAHOBHLITH, 1[0 34 MEMOI0 BUCTO8TI08AHHS B 3aTONIOB-
Kax HaifyacTille BKMBAIOTH PO3MOBiAHI peyeHHs (63,48% 3 ycix
nibpanux 3aronoBkis): All facial zones appear visibly tightened
(Lancome).

CrionykanbHi pedeHHs 3adikcoBano y 23,68% 3aronoskis: Free
your energy (Lacoste).

[lpuHariHO 3a3HaYMMO, 10 BUKOPUCTAHHS Bi3yasi3allii AeIo
TOM’SIKITYE CTIOHYKANbHUI XapakTep pedeHb. Yci HOCTiIKyBa-
Hi TEKCTH TaK YW HAKIIE BUKOPHCTOBYIOTH 3ac00M Bisyanizarii y
CBOilf CTPYKTYpi: Bill POCTOr0 300paXeHHs TOBApY J0 JCTaIbHO
TPOIyMaHOT Bi3yanbHOT YacTHHU pekiamul. CroHyKanbHUi Xapak-
Tep PeuCHb € THIOBUM I PEKIaMH, OCKIIbKH BOHA 3000B’s3aHa
CTHMYTIOBATH YHTAYiB JI0 IOKYTKH PEKIAMOBAHOTO TOBAPY.

[InTanbhi peyenHs BUKOpHUCTOBYIOTh Y 12,84% 3aronoBkiB:
Doesn t it sound better now? (Head&Shoulders).

[InTanbHi peyeHHs B 3aroNoBKax € He3BUYHMMH, TIOPIBHSHO 3
PO3MOBITHAM THIIOM 3ar0JIOBKIB. BOHH CTBODIOIOTD BiUyTTS TEB-
HOTO JIaNory, aJyke aBTOpH PEKIaMu 3BEPTAIOThCS JI0 KOKHOTO 3
YNTAYiB 13 3AMUTAHHAM. SIK MPABHIIO, 3AMUTAHHS MAIOTh PHTOPHY-
HUii XapakTep 1 He oTPeOyIOTh BiAMOBIAI 200 X BIANOBIAb CIiye
onpasy 3a samutanusim: Soft, damaged nails that won't grow? Get
30% longer nails in 5 days (Sally Hansen).

[HKOMH B TaKMX PEUYECHHSX MICTHTBCS HEMPSMUIA HATSK Ha THII
TOBAPH 3 AHAJIOTIYHUM 3aCTOCYBAHHAM, SKi, OJHAK, MAIOTh Tipiii
SKOCTI, € MEHII JIiEBUMHE 200 K KOIITYHOTh HAZITO IOPOT0. BiblricTh
(86%) peueHs € HeokUUHUMY: 11§ easy on your skin (Neutrogena),
e 14% — oxmmanumu: Stand out of the crowd! Get colour that s
as vibrant as you! (Nutrisse).

Takok (QikcyeMo nepeBakaHHS CTBEpIKYBATBHUX pEYCHb
(86,8%). Hocutb pigko, mpoTe BUKOPHCTOBYIOTHCA i 3amepedHi
peuenns (13,2%). Lle TpamseTses y ABOX BUMAjKaX: KON aBTOP
PEKIAMHOTO TEKCTY HaMaraeThes MiKPECTUTH OpUTiHATbHE, TPH-
TATANbHE 3HAYCHHS TEKCTY, 0a3yI0unCh Ha MPUHIMII KOHTPACTY —
YIM PiILIE MOCh YKUBAETHCS, THM OUTBIION € HMOBIPHICTB TOTO,
IO [e TIOMITATb, 1 KO 3amepedni KOHCTPYKIii BAUBAIOTHCA B
arpecuBHUX BapiaHTax MOPIBHAIBHOT pekiamu. TyT KOMyHiKaTHB-
HA CXeMa Taka: HETaTWBHI KOHCTPYKI] 3amepedyioTh SKOCTi KOH-
KYPEHTHUX TOBAPIB i MIC/s [IBOTO CTBEP/KYETHCS SAKICTh BIACHOTO
ToBapy [6, c. 269]: Your blonde colour and your money won t fade
away (TRESemmé).

Taxi pedeHHs BUTIIHO BUALIAOTHCS Ha YOHI iHIIIX. Bonu mpu-
BEPTAOTh OLNbIIE yBAard, BUKIMKAKTh OLIbIIE eMOIil, HEPIMO,
ane Ji€Bo MOPIBHIOIOTH PEKIaMOBAHy MPOAYKLIIO 3 ToBapoM (ip-
MH-KOHKYDPEHTa, aKIIEHTYFOUH YBAry Ha O3UTHBHUX SKOCTSAX Bilac-
HOTO TIPOJYKTY.

AHani3 CTPYKTYpH peueHb Y 3aroloBKaX 3acBiTYMB, IO Tie-
peBaxkatoTh pocTi pedeHHs (67,5%), a ckmagni Mu 3adikcyBamm
muie B 32,5% JOCHITKEHUX 3aronoBKiB: We know what you 've
been dreaming of, and we can give it to you (Nutrisse), OLIbIICTh
13 KX Oy;M MOEHAHHAM CYpSTHUX 1 MIAPSIHIX pedeHs (45,6%).

V 16,8% ckagHux peyeHb MiIpsIHa YaCTHHA € 03HAYANBHOO:
., This is the best cream I've ever tried!” — Salma Hayek (Olay).

OOGcrasunHi migpsaHi peyenus dikcyemo B 36,3% Bix 3arans-
HOI KUbKOCTI cKIajHomiApsanuX. Hafinomupenimmmu 3 HuX Bu-
SBUIHCS MipsIHI pevenHs npuuunn (26,1%), metu (31,2%) Ta
yMmoBH (34,9%):

Since cosmetic problems can be rather bothering, we have created
a new technology to help your skin (Vital Radiance) — npuansn,

We have made it possible so that you can simply enjoy your life
(Barry M) — metn.
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If you're not satisfied with the result, we’ll return your money
(Pupa) — ymoBu.

B inmux 6,5% 3acTocoByBanMCh OOCTABUHHI MOPIBHSIBHI
(4,1%) Ta wacy (2,4%): You'll see the results sooner than you can
imagine (Crest) — nopisusibae; You can party as long as you want
(Smashbox) — acy.

[linmerosi peuenns Oymu 3adikcoBani B 1,3% cknajguux pe-
ueHb: What we want to offer is to help you (Palmer ).

YV 21,92% 3aronioBKiB BHKOPHCTOBYIOTh CIOBOCHOTYUEHHS.
Y 3aronoBkax peKkiamu crocTepiraeMo Oinblie Bapialiii c1oBocmo-
TyYeHb, IOPIBHSAHO 31 CIOTAHOM, A CaME:

— cyocrantui (39,47%): 3 imennnkom (11,62%): Salon
results (Veet); 3 npuxmernukoM (18,60%): Perfect Clean (L oreal);
13 aiimennnkoM (4,65%): That brightness! (Wella); 3 indinituBoMm
(4,60%): Ability to change (Selsun);

— BepOanbHi (23,12%): 3 imennnkom (6,97%): To live the dream
(Nizoral); 3 indinituBom (9,35%): To learn to live (Old Spice); 3
npucniBaukoM (2,15%): To live happily (Jhirmack); i3 3aiiveHHu-
koM (4,65%): To respect yourself (Aveeno);

— anpepOianbHi (13,95%) 3 mpucmiBaukoM: Incredibly bright!
(MaxFactor);

— yncniBHuKoBi (9,32%): 3 uncnipaukoM (6,83%): Three in one!
(Gilette); 3 imennukoM (2,49%): Two brushes (Maybelline);

— 3aiiMeHHuKOBI 3 mpukmetHHKoM — 9, 30%: Something
interesting (L oreal);

— a’eKkTHBHI 13 3aiiMeHHuKOM (4,84%): Known by everyone
(Neutrogena).

OcHOBHHIT peKTaMHUil TEKCT Ha CHHTAKCHYHOMY piBHi. ITpo-
aHaII3yBABIIM PEUCHHS 30 MeMOl0 GUCIO6TI08AHHS B OCHOBHOMY
PEKIAMHOMY TEKCTi, poOMMO BHCHOBOK, IO PO3MOBIIHI peueH-
H (64,58%) TpeBanio0Th, MPOTE TPAMIAIOTHCS i CIOHYKAIbHI
(19,35%), 1110 10MAIOTH KOHTPACTY i MOTHBALLii B PO3TOBI/Ib TEKCTY
[2, c. 45]: Give your mood a boost with JOHNSON”S Melt Away
Stress daily moisturizer, clinically shown to reduce tension and
leave the skin baby soft. In fact, 4 out of 5 women felt more relaxed
after using it. Go ahead, let stress melt away (Johnson's).

Taxi peyeHHs CIPAMOBYIOTH YHTaYa JI0 KYMiBi TOBapY, 00ils-
104H IPH LIbOMY 3HAYHHI, IBHAKMH 1 Oaxkaruii eQexr. Haituactime
aKIEHTYETCS PE3YIIBTAT, IKOTO [OCATHE TOKYIEIb MCs mpri0aH-
HS peKITAMOBAHOTO TOBAPY, A Ta Po0IeMa Ui HeMPHEMHA CHTYAILIS,
sIKa ICHY€ Ha LIeH MOMEHT, IPOCTO 3HUKHE ab0 K MpUHaiMHI Haba-
TaTo MOKPAIHTHCS.

[nranbhi pevenns GyHkuionyoTs y 16,07% 0CHOBHEX TEKCTiB
peKiIaMu KocMeTHYHUX 3aco0iB: Does washing your hair tend to
fade your colour? Does your hair lack the strength to lock it in?
Garnier Fructis Color Resist nourishes and fortifies coloured hair.
Its new innovative formula containing a UV filter protects the hair
fiber and keeps it stronger; shinier and more resistant to the effects
of repeated washing. Keep that just coloured look longer (Garnier).

3a cmpykmypHoio opeanizayieio peYeHb B OCHOBHOMY peKiam-
HOMY TEKCT] HaifyacTime (ikcyemo mpocti peyenns (66,28%), in-
KON YCKMaIHEH! OTHOPITHAME WICHAMH. Y)KHBAHHS TPOCTHX pe-
YeHb MOACHIOEMO OaXaHHIM JIOHECTH 1H(OPMAIIII0 JIETKO, IBUIKO
i TaK, 00 YMTaY HE 3aILTyTaBCS B MOBIJOMJICHHI T MaB OaxaHHs
JIOYUTATH TEKCT JI0 KiHus: It leaves a fine seal of pure protein on
the hair-shaft to moisturize and detangle the hair. It helps combat
flyaway hair and seals split ends (Regen).

1Ti pedyeHns HaiibinbIne HArATYIOTH TOH PO3MOBH, IO TMCHXO-
JOTIYHO HE MOXKE He BIUTHBATH HA CIPUIHATTS PEKIAMHOTO TEKCTY
TIO3UTHBHO. 3aBISKH [[bOMY 3aC000BI BCsl IH(OpPMAILis OJIUIEHa Ha
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KOPOTK i OCHOBHI MOMEHTH, SIKi HE CTBOPIOIOTh TPH 1[bOMY THCKY
Ha PEIUITEHTA TIOBITOMJICHHS. B OCHOBHOMY TEKCTi peKiamu BH-
KOPUCTOBYIOTH TAKOK CKIATHOCYPS/IHI T CKIaIHOMIAPSIHI peUcH-
s (33,72%), mpote ayxe uacto (48,3% Bij 3aranbHOi KibKOCTI
CKIIAJTHUX PEUCHB) MOKHA M100a4MTH KOMOIHAIIIKO IIUX JIBOX THIIIB:
When you're young, skin cells continuously renew themselves,
which helps keep your skin looking smooth and wrinkle-free and
you feel good. As time passes, however, your skin’s ability to
renew itself gradually slows down, and skin loses its elasticity and
wrinkles become more evident. RoC RETINOL diminishes these
signs of aging to complement your skin’s renewal process. The
result — younger-looking, more beautiful skin (RoC).

Cepet CKITATHOMIIPSAIHAX TPEBANIOKTh 00CTABUHHI PEUCHHS
(43,6% Bix 3arambHOi KUTBKOCTI CKIATHOMIAPSHUX PEUCHB), Ce-
pex Akux QikcyeMo miapsani pedenns yacy (21,3% Bix 3aranbHoi
KIIBKOCTI 00CTABMHHKX MiIPSIHUX pedeHs): You can wait till the
miracle happens. Or you can use our cream (Neutrogena); mpudu-
mu (19,6%): You don't have to worry because this skincare really
cares (Vaseline); nomycroi (17,9%): Although it seems almost
impossible, we present a new reality (Aveeno); Haciinkosi (13,7%):
You'll feel so happy that you'll forget about control (Nivea); metu
(11,5%): 1 called the consultant so that I should not be mistaken
(HD Complexion); ciocoOy ii (8,4%): We mixed the ingredients
exactly as the dermatologist had recommended us. For the best
results (Biotherm); nopiensibHi (7,6%): Women felt relaxed and
rested, as if there were no sleepless nights (RoC). O3HaqanbHi mi-
ApsaHi peyeHHs Oymu BusiBneHi y 8,1% Bix 3aranpHOi KiTbKOCTI
CKIATHOMIAPSHIX peueHb: There is no reason why you shouldn t
wear it (Dior Addict).

OCHOBHHUIT PEKTAMHHIA TEKCT, Tak K 1 3aroMoBOK, i COTaH,
€ nepesakHo HeoknmanuM (81,39%): Finally hair that speaks
volumes. Discover noticeably thicker, more full-bodied hair with our
innovative line that delivers 3 dimensions of volume. Breakthrough
shampoo and conditioner with strengthening technology create
fullness from the inside, while ultralight stylers build thickness and
lift on the outside. It’s the biggest thing in haircare (John Frieda
Collection).

Oxmausi peuerns (18,61%) sk He3BUUHI €IEMEHTH CHPUSIOTH
npuBepTaHHi0 yBaru untaua: Natural radiance made easy! Just
brush on this lightweight, blendable powder blush. Each classic
shade sweeps on cleanly, evenly, and comes in a beautiful mirrored
compact, for a little lift, a natural glow, effortlessly-and anywhere
(Classic Color).

Tak camo K i iHI KOMIOHEHTH PEKIaMd, OCHOBHI TeK-
CTH PEKIaMH TOCITYTOBYIOTBCA CTBEPKYBATHHUMU PEUCHHSIMH
(72, 61%), mamme y 27,39% — 3anepeunumu: When others can t stop
touching your hair you'll be glad it's up to 100% flake free (Head
and Shoulders).

Taki THIH peKmamu, K PeKIaMa-CIHCOK, PEIyKOBAHHMH OC-
HOBHHUIT TEKCT, @ TAKOXK MillIAHWIT THIT BUKOPUCTOBYIOTh OACKY/IHN
CIIOBOCIIONYYEHHS, 3aMiCcTh pedeHb (9,4% Bifl 3aranbHOT KUTbKOCTI
TeKCTiB). DiKCYeMO TaKi THIN CIOBOCIIONYUEH:

1) cyOcranTuBHi (73,6% Bijt 3aranbHOT KUTBKOCTI CIIOBOCIIONY-
YeHb):

— 3 iMeHHuKOM (36,2% Bix 3arabHOT KITbKOCT] CyOCTAHTHBHIX
crnoBocnonyyens) — Skin relief (Head&Shoulders),

— 3 pukMeTHUKOM (29,7%) — Amazing results (Wella);

-3 mienpukmetnukoM (18,1%) — Creating magic (L oreal),

— 3 indinituBoM (16%) — Chance to change (Pantene Pro-V);

2) a’extuBHI 3 pucTiBHUKOM (26,4%): Absolutely irresistible
(Nexxuss).

BucnoBku. Cuntakcuuna OyfoBa peueHb € OTHHM i3 BaKeNiB
BILTHBY Ha YHTAYIB, & OTHKE, JI€BOIO TAKTHKOIO JUIs peaizallii Komy-
HIKATHBHHX CTpaTeriil pexnamu. CIiTbHAM Ui TPhOX KOMIIOHEHTIB
PEKIAMHOT0 TEKCTY BUSBUJIOCH BUKOPUCTAHHSA MPOCTHX 32 CTPYKTY-
poio peuerb. OCHOBHHUII TEKCT PEKIIAMH 1 3aroN0BOK Y OLIBIIOCT] BH-
TAJIKIB 0(OPMITIOIOTECS POSTIOBITHAMH PEUYEHHSMH, TOJ] SIK CIIOTaH
— CTOHYKaMbHUMHU pedeHHsMH. OKpiM 1bOT0, YKUBAHHS CTOBOCIIO-
Ty4eHb Oyno 3a)iKCOBAHO B YCIX TPbOX ENIEMEHTaX TEKCTY PeKIaMy,
TpOTe HAyKMBAHILIMMH Ta HAHPI3HOMAHITHILIMMH 32 CBOIM THTIOM
BOHH B 3aronoBky (21,92%). HaiiMeHIa KiTbKICTh CJIOBOCIIONYYEHb
Oyma 3adikcoBasa B ocHoBHOMY TekcTi peknamu (9,4%). Ilepcmex-
THBHHMM YB2KAEMO MOPIBHAHHS CHHTAKCHYHHX XapaKTEPUCTHK Jpy-
KOBAHOIO PEKIAMHOTO TeKCTY i [HTepHeT-pexiamMu SK akTyaabHOro
Ta TOMHPEHOT0 3ac00y MAcOBOT KOMYHIKaLIii.
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Ioponenxas M. B. CuHTakcuyeckass OpraHu3anus
PeKJIAMHOI0 TEKCTa KOCMeTHYEeCKHX CPeICTB

AHHOTanus. B crarbe mpenacraBieH 0030p CHHTAKCH-
YeCKHX OCOOECHHOCTEH TEKCTOB peKJIaMbl KOCMETHUYECKHX
CpeACTB Ha TPEX KOMIIO3UIMOHHBIX YPOBHSX — CJIOTaHe, 3a-
TOJIOBKE ¥ OCHOBHOM TEKCT€; MPOaHAIM3UPOBaHa YacTOTa HC-
TI0JTb30BaHMS Pa3HBIX THIIOB IPEATIOKEHUH 1 CTIOBOCOYETaHUH
B CTPYKTYpE TEKCTa.

KuioueBble cioBa: pexkiaMHBINA TEKCT, CHHTAKCHUC, TPEJ-
JIO)KeHHUE, CIOBOCOYETaHNUE, CIIOTaH, 3aT0JI0BOK, OCHOBHOM pe-
KJIAaMHBIHA TEKCT.

Horodetska I. The syntactic organization of the adver-
tising text of cosmetics

Summary. The review of the syntactic peculiarities of the
advertising texts of cosmetics on three compositional levels —
slogan, headline and the body copy is presented in the article.
The frequency of the usage of different types of sentences and
word combinations in the structure of the text is analyzed.

Key words: advertising text, syntax, sentence, word com-
bination, slogan, headline, body copy.
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