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3micT aHOTalil

VY muceprauii po3poOnieno HOBUM KOTHITUBHO-AMCKYPCUBHUM MIAXiA 10
nocaimkeHds 6azopux koHientiB TRADITION/TPA UL, FAMILY/POJIHA,
HEALTH/3JOPOB’AA SUCCESS/YCIIIX y aHrmo- Tta yKpaiHCbKOMOBHHX
TEKCTaxX, 30KpeMa KOMEpIIWHOI peKiaMu. YTOYHEHO BHU3HAYEHHS TEPMIHY
OUCKYPCUBHUL KOHYenm y WOT0 KOTHITUBHOMY PO3YMIHHI (Ha TJI1 TAKUX CYMI>KHHUX
TEPMIHIB, SIK KOHYenm, KOHYenmyaivbHe YMEOPEeHHs, MemaKoHyenm) s
BCTAHOBJICHHS 1  XapaKTepUCTUKH  MEXaHi3My  yTBOPEHHS  BTOPHUHHOTO
CUTHI()IKATUBHOTO 3HAYCHHS, IIOB'S3aHOTO 13 BHCBITJICHHSIM CTPYKTYypHHUX
KOMIIOHEHTIB JIOCIAKYyBaHUX KOHIICTITIB y 3iCTaBHOMY BuUMipi. OOrpyHTOBaHO, 110
y IUIONIMHI BTOPUHHOI CUTHi(iKalii HaliMEHyBaHHS TOBapy ab0 TOCIyTH Mae
acoIlIFOBAaTUCS 13 CHMBOJIOM YCIHIIIHOCTI, yOCOOJEHHAM pOJWHU, BTUICHHIM
370pOB’SI; BIAMOBIIHO, MPUAOAHHS TOBapy — 13 3aCO00M HAOYTTS MEBHUX SIKOCTEH
a00 311JiCHEHHS JOCATHEHD.

Y  po3polbIi  KOMIUIEKCHOI ~ METOJUKH  JOCHIKEHHS  3aJy4eHO
IHCTpYMEHTapii  MUKAMCIUIUIIHADHUX — CICIiadbHUX METOMIB 1 MNpUHOMIB
JIHTBICTUKH, y TOMY YHCJl 31CTaBHOTO, KOMIIOHEHTHOI'O, KOHIICNITYaJbHOTO,
CEMIOTHUYHOTO aHaiizy, 3700yTKIB TeOopii peIeBaHTHOCTI, TEOpii MOBICHHEBUX

aKTIB 1 IHIIUX MPArMaJiHTBICTUYHUX HAMPSMIB, Y TO€IHAHHI 3 METOJIUKOIO



KOHIIETYaIbHO1 1HTerpariii, eJIeMEHTaMu IUCKYpPCUBHO-CEMIOTHYHOTO,
APXETHUITHOTO 1 IHTEePTEKCTYyaIbHOTO aHaJI3Yy.

Busnaueno BiAMIHHI 1 CHUIBHI OCOOJMBOCTI Yy peani3aiii KOHIIETITIB
TRADITION/TPAIULILA, FAMILY/POAVHA, HEALTH/30POB’A
SUCCESS/YCIIIX y KOXHIA 13 JOCHPKyBaHMX MOB Ha BepOaIbHOMY,
IparMaTHYHOMY, CTHJIICTUYHOMY, CEMIOTHYHOMY, Yy TOMY YHCII Bi3yaJbHOI
CEMIOTHKH Ha PIBHAX IXHBOI €KCILUTIKAIIIT.

ba3zoBe MOHATTST poOOTU OuCKypcomsipHUll KOHYenm ITHTEPIPETYETHCS SIK
KOH(DIrypamisi IIHHICHUX CMUCJIB, II0 BH3HAYalOTh KOHLENTYaJlbHUU MPOCTIP
JUCKYpPCIB  KOMEPIIHHOI peKiaMu 1 amneiiolTh 10 LUIbOBOITO KOMIIOHEHTY
MOTHBALIAHUX NOTPEd ajgpecara 3 METOI0 (POPMYBAHHS IMEBHUX THUIIIB CIOKHBYMX
1IEHTUYHOCTEN SIK IMCKYPCUBHUX KOHCTPYKTIB.

Yemanosneno, 1Mo 3anmydeHHs y peKJaMl  JOCHII)KYBaHUMU MOBaMu
JUCKYPCOTBIPDHMX KOHLENTIB CHOPSIMOBAHO Ha JIOCATHEHHS JApPYroro piBHA
curHiikamii abo Midosorizamii — KoJIM HailiMEeHyBaHHsS ToBapy Oyle
OTOTOXKHIOBATHCS Y TOTEHI[IMHUX KIIE€HTIB 13 IUJIICHUM KOHIIETITOM, WOTo
KOHIIETITYaJIbHIMH O3HaKaMH a00 JECKPUITOPAMH.

HoBum y ngucepramiiiHii mpami € JUCKYPCUBHO-CEMIOTUYHUN aCHEKT
BUABJIEHHS  CTpPYKTypHuUX  o3Hak  koHuenTiB  TRADITION/TPAIAMLILA,
FAMILY/POANHA, HEALTH/3I0POB’S i SUCCESS/YCIIIX 3 ormsgy Ha
npo0eMy TMCKYPCUBHOIO KOHCTPYIOBAHHSI CIIOKMBUYUX 1ICHTUUHOCTEH.

Ob6rpynmosano  TPUJIAHKOBY  MOJeNb  CHUTHIdIKaIlii, sKa BKJIIOYAE:
1) akTyanizaliro KOHIENTyallbHOi O03HakuM abo JecKpunTopa SK BTOPUHHOI
KOHOTATHUBHOT O3HAKH, HE MOB’SA3aHOI 13 (PYHKI[IOHAJIbHUM MPU3HAYEHHSM TOBapy,
nocinyru abo OpeHay, 2) Apyrui piBeHb cUTHi(iKalii, 3) KOHCTPYIOBaHHS MIEBHOTO
MOTHBAIIAHOTO KOMIIOHEHTY CIIOKMBYOI 1I€HTUYHOCTI.

Ha ocHoBi gediHiniitHOr0 Ta KOMIOHEHTHOT'O aHalli3y BUSBJIEHO ONEpPATHBHI
OJIMHUIIl JIOCHI/DKEHHS, SIKUMH OOpaHO KOHIENTYyallbHI O3HAaKW, OOTpYyHTOBaHI
y Tpaili K SAEpHI CTPYKTYpPHI €JIEMEHTH KOHLENTIB (0a3uCHI B IXHIM 1€epapXiyHii

CTPYKTYypi), a TaKOX JECKPUITOPH 3iCTABIIOBAHMX KOHICHTIB, IO IIOB'sI3aHi



3 IHTEpIpETAIl€El0 KOHLENTYalbHUX O3HAK, CKJIAAalOTh IHTEpHpeTaliiHe IoJie
KOHIIETITIB 1 € iXHIMU nepudepitHUMU KOMIIOHEHTaMH.

Bcmanoeneno  i3omopdizm  konmentiB  TRADITION/TPAIUIILA,
FAMILY/POIIMHA, HEALTH/3JOPOB’S SUCCESS/YCIIIX 3a sgepHuMH
CTPYKTYPHUMHU O3HAKaMH, a TaKOX CIIUIbHI ¥ BIAMIHHI PUCH TXHIX JECKPHUIITOPIB
AK nepudepiiHuX 03HaK.

Obrpynmosarno, 1Mo 130MOpHI KOHUENTyaldbHI O3HAKU 1 JECKPUIITOPHU
kounentiB TRADITION/TPAIUIILA, FAMILY/POAVHA, HEALTH/3/I0POB’ A
1 SUCCESS/YCIIIX BuUSBIAIOTH OCOONMBOCTI KOHLENTyami3alli TakKuX MHOHITh
TpaHCHAIIOHAJILHUMU CIIOKMBYUMHU 1JIEGHTUYHOCTSIMU Y MIKKYJIbTYPHOMY aCHEKTI.

Jlosedeno, 1O 130MOPYHUMHU KOHUENTYAJIbHUMH O3HAaKaMU KOHILENTY
TRADITION/TPAJUILIIA, 1110 BUCBITIIOETHCS B @aHTJIOMOBHOMY Ta YKPaiHCHKOMY
peKJIaMHUX JUCKypcaX, € ‘cTaOUIbHICTB’, ‘HACTYMHICTH , ‘CHAJKOEMHICTH’,
‘KyJpTypa’, ‘3B’S30K 13 MUHYJIUM , ‘JIlereHaa’, ‘1ocBia’, ‘Ha0yTi 3HaHHS , ‘BMIHHS,
‘aBTEHTUYHICTH’, 110 YTOYHSIOTHbCS J€CKPUIITOpaMHu ‘‘SIKICTb TOBapy , ‘“cMak’,
“Mpo11eC BUTOTOBJIEHHA , “pO3BUTOK, “BAOCKOHAJIECHHS.”

loenmughixoearno, MO arOMOP(PHOI XapPaKTEPUCTUKOI aHTJIOMOBHOTO
PEKIIaMHOTO  JUCKYpPCY € Takl KOHIENTYaJlbHI JECKPUIITOPH  KOHIIENTY
TRADITION, six “irnosayitinicms 1 36 930K 3 MauOymuin’”.

Bcmanoeneno, mo anoMophHUM 711 YKPaiHCHKOTO PEKJIAMHOTO AUCKYPCY €
SKCIUTIIIUTHE BUIJICHHS TaKMX KOHIENTyaIbHUX 03HaK KoHIenty TPAINIIIA, ax
‘3B’SI30K 13 JYXOBHOI KYJBTYpOI Hapojay’ 1 ‘HamlOH&IbHI I[IHHOCTI’, IO
EKCIUTIKOBAHO JIGKCMYHO W PEKJIAMHMMH HapaTUBAMH, SIKI MICTSITh apXETUITHUN
KOMIIOHEHT, TOB’SI3aHMM 3 ETHIYHUM MIATPYHTSIM YKPAiHChKOi HAaIllOHAJIBHOI
1IGHTUYHOCTI, a TAaKOX 13 CHMBOJIaMH I'€pOTYHOI'0 MUHYJIOTO.

Jlogeodeno, mo 130MOp(HOIO IJIsI 31CTABJIIOBAHUX MOB € HAsBHICTh TPbOX
pakypciB BucpitiienHa koHuenty FAMILY/POAMHA: y “rpaguuiiinomy”
3HAYEHHI ‘CIM’s’ K METOHIMIYHE y3araJlbHeHHs 32 KpPUTEPIEM 30BHIIIHS Tpyrna —

rpyna ‘“cBoix”, siKa TMO€IHYE€ BCIX KOPHUCTYBayiB PEKIAMOBAHUM IMPOJAYKTOM,



a TAKOK KOMaHJy KOMIIaHli; K MeTadopuyHa MepcoHidikaiis ToBapy SK dJieHa
JOJCHKOT CiM 1.

CrneundiuHuM UIsi aHTJIOMOBHOTO TUCKYPCY KOMEPIMHOI pekiaMu €
MeTapOopuIHO-TIepCOoHI(iKOBaHE YOCOOJCHHA MEBHOI TPYyNU TOBApiB SK OJHIET
cimM’1.

Hosedeno, mo 130MOpGHUMH KOHIENTYaJbHUMHU O3HAKaMU KOHIENTY
SUCCESS/YCIIIX y TekcTax 3ICTaBIIOBAHUMHU MOBaMU € ‘JOCSTHEHHS ,
‘YCHIIHUNA pe3yabTar’, ‘HACHiIOK’, ‘yCHIIIHUN cy0’ekT’ a00 ‘00’€KT’, CHIIBHUMHU
KOHIIENTyaIbHUMU  JECKpUIITOpaMH €  “rpomni”, “Braga”, “3aMOXHICTBH”,
“craTycHICTh”, “ioBara’”.

[IporoTumaMMU A1 PEKJIAMHOTO JUCKYpPCy aHTJINHCHKOI0O MOBOIO 32
pe3yabTaTamMu JOCHI/DKEHHS € Takl cTpyKTypHi o3Haku koHuenty SUCCESS, sk
‘onTuMI3M’, ‘Xapu3Mma’, ‘3JaTHICTB , ‘pyX ynepea’, ‘pyx Bropy’, ‘camopeanizaiis’,
‘mepeMora Haja co00w0’, ‘YHIKQJbHICTh’, ‘CaMOBUpPaXXKEHHS , ‘HECTaHJApPTHE
mucieHHs’.  [loomwHOKI  BUMAQAKM  3allydeHHS  TaKUX  KOHIENTyaJbHUX
JECKPUIITOPIB XapaKTEePHI ISl YKPATHCbKOMOBHOTO PEKJIAMHOTO IUCKYPCY.

[IpoToTHUmHUMHU TSI PEKIAMHOTO AMCKYPCY YKPaiHCHKOIO MOBOIO € TaKi
uiHHICHI aeckpunropu konuenrty YCIIX, sk “HanonsernuBicTs”, “IipogyMyBaTu’,
“npaBuiibHE pimreHHs” 1 “cTarycHicTh”. OCTaHHINH JECKPUNTOP Yy MOOAMHOKHUX
BUIMAJKaX BHKOPHUCTOBYETHCS Y aHTJIOMOBHHMX TEKCTaX KOMEPIIMHOI peKIaMu AJis
no3HaueHHss SUCCESS.

Jlosedero, MO CHOUIBHUMH JJs PEKIAMHOIO JTUCKYPCY 31CTaBIIOBAaHUMU
moBamMu y 00'extuBamii koHmenty HEALTH/3JIOPOB’Sl € konuenTtyaibHi
JECKPUIITOPH  ““3a]I0BOJICHHA”, “KOPUCTH , ‘“TapHE CaMOMOYyTTs , ‘‘310pOBHI
CroCi0 KHUTTS’, “BITHOBJICHHS’, 10 YTOYHIOIOTH Taki 130MOp(HI KOHIENTyalbHI
O3HaKH, AK ‘(PpI3MUHMM, DYMIEBHUU / TICUXOJOTIYHUM CTaH 370pOB’S JIOJIUHU ,
‘3M0pOB’S SIK IIHHICTH’, ‘aTpUOyTHBHUUN T'paayalbHUIl KOMIIOHEHT , ‘370pOB’S /

HE310pOB’s’.



Biominnowo pucoro yKpaiHCHKOT peKJIaMH € HalllOHAJIbHO-KYJIBTYPHUU BUMID
KOHIIENTyami3amii “IuUTIomoro”, B TOMY YHCII 3 BHKOPUCTAaHHSM apXETUITHUX
CUMBOJTIB.

ATOMOPQHUM CMHCIOBUM JECKPUIITOPOM AaHIJIOMOBHOTO PEKJIAMHOTO
TUCKYpPCY € cmpax, TOB’sI3aHUN aCOI[IaTUBHUMH TMPUIHMHHO-HACIIIKOBUMH
3B’A3KaMU 13 TOHATTSAM Hebesneka, y TOMY YHCIl 3a JOMOMOTOIO Bi3yaJbHOI
MeTadOpUKH.

VY nparmMaTU4HOMY BUMIp1 1I€HTU(IKOBaHI TakKi 130MOP(HI XapaKTepUCTUKU
B aktyamzamii koHuentiB TRADITION/TPAAUIIA, FAMILY/POIANHA,
HEALTH/3/I0POB’A, SUCCESS/YCIIIX y pekiaMHOMY AUCKYPCl aHTJIiHCHKOIO
1 YKpaiHCbKOIO MOBAaMH, SIK B)KHBAHHS NPSIMUX JTUPEKTUBIB, SKI 3aJIy4alOTh
IUJILOBOIO ajpecara J0 CHIJIBHOI JISUIbHOCTI, BTUIIOIOUM CTPATETiI0 BBIYJIMBOCTI
“on-record”.

Busnaueno, M0 IHIIOK CHUIBHOK XapaKTEPUCTHKOIO PEKIAMHHUX TEKCTIB
31CTaBIIOBAHUMU MOBaMH € CKJIQJHICTh 1JIOKYTHBHOI CHJIM y MOBJICHHEBHX aKTaX,
HE3BXAIOYM HA iXHIO EKCIUILIMUTHICTh a00 IMIUILMTHICTb. Y OyIb-SKOMY aKTI
000B'SI3KOBOIO € HAsIBHICTh €KCILTIKATYPH K JIOJJATKOBOTO 1LIOKYTUBHOTO CMUCIY,
OB’ 13aHOTO 13 3aKJIMKOM MPHUI0aTH TOBAP a00 MOCIYTY.

Ob6rpynmosano, 1m0 aTOMOP(HOIO PHUCOI0 AHTJIOMOBHUX PEKIAMHUX TEKCTIB
€ YacTOTHE BIJXWJIEHHS BiJ KOOINEPATUBHUX MAKCHM KIJBKOCTI 1 MPO30pPOCTI
iH(dopMailii (criocoOy), 10 € TPUTEPOM TUCKYPCUBHOI IMILTIKATYPH.

Bcmanoeneno, mo TOpYIIEHHS MakKCUM KOOMEpallii CTae OCTEHCUBHUM
CTUMYJIOM, SIKUM MOTpeOye I1HTepIpeTalii 3 BWIYYCHHSM, MIITBEPHKCHHSM,
MOCHJICHHSIM, CIIPOCTYBAaHHSM 1H(QEPEHIIIHUX T1M0Te3 CTOCOBHO KOHIENTYaIbHUX
omHak ab6o gneckpunrtopiB konmentTiB TRADITION/TPAJULIIA, FAMILY/
POJIMHA, HEALTH/3/IOPOB'sl, SUCCESS/YCIIIX 'y  Bi3yaJbHOMY,
BepOaIbHOMY a00 eKCTpPaJIiHIBaJIbHOMY KOHTEKCTI pEeKJIaMH, TIOB’SI3aHOMY
13 OHOBUMHM 3HAHHSIMHU PO TUCKYPC TIEBHOI PeKIaMHOI KOMMaH1i, OpeH/T TOIIIO.

Josedeno, 1O anoMOppHOIO OCOOJNMBICTIO PEKIAMHOTO  AUCKYpPCY

aHTJIIMCPKOI0 MOBOIO € HEMpsMi JUPEKTHUBHI MOBJIGHHEBI aKTH 31 CKJIAIHOIO



IJIOKYTUBHOIO CHJIOIO, sSIKA MICTUTh BOJHOYAC EKCIUTIKaTypy Ta IUCKYPCHUBHY
iMIuTiKaTypy. Taki aktu, 3 0AHOrO OOKY, MICTSAThH 3aKJIMK J0 MEBHHUX N1 abo 10
HaOyTTs MEBHUX SIKOCTEH, a, 3 1HIIOTO OOKY, — mependadaroTb He0OXiAHICTh TOTO,
mo6 UUIHOBHM aapecaT MpuaAOaB TOBApH UM MOCIYyTH SK YMOBY HaOyTTs 4u
HiATBEPHKEHHSI KOHKPETHUX SKOCTEH.

Busnaueno, 10 BIAMIHHMUMH TPAarMaTUYHUMHU OCOOJIMBOCTSIMU PEKJIAMHUX
TEKCTIB YKpPAaiHChKOIO MOBOIO B akryanizamii konnentis TPAJIUIIA, POANHA,
310POB’A 1 YCIIIX € 6inblnii CTyNEHb, MOPIBHAHO 3 aHITIOMOBHOIO PEKIIAMOIO0,
EKCIUTILMTHOCTI, EpeBaKaHHSI aCEpPTHUBIB, 110 32 CBOEK IJIOKYTUBHOIO CHUJIOKD €
HENpSIMAMH JUPEKTUBAMH, a TaKOX JOTPUMaHHS MaKCHUM Koomeparii i,
BIJIIOBIJTHO, BIICYTHICTh TPUT€PIB JUCKYPCUBHUX IMILTIKATYP.

Jlosedeno, 10 B aHIJIOMOBHIM pekjami, Ha BIAMIHY B1J YKpaiHCBKOI,
nepeBaxkae x00osa, ToOTo MeraopruuHa ab0 CUMBOJIIYHA Bi3yaJibHAa CKJIaJ0Ba Ha
MO3HAYEHHSI KOHIENTYaJlbHUX O3HaK 1 AeckpuntopiB KoHuentieB TRADITION,
FAMILY, HEALTH 1 SUCCESS, 1uio BUKOHYy€ IHTEpNpPETaTHUBHY (PYHKINIO SIK
peleBaHTHUN KOHTEKCT 1HTephpertaiii BepOadbHOI YacCTUHU  PEKIAMHOIO
IMOB1JOMJICHHSI.

VY pesynbTari MPOBENEHOTO AOCIIKEHHSI 3p00JICHO BHCHOBOK, IO JIJIs
aZipecaTiB K aHIJIOMOBHOI, TaK 1 YKpaiHCbKOI pEKJIaMH OJHAKOBO BAKJIUBUMH €
Takl IIHHOCTI, K TpPaJMIlis, POJAUHA, 3A0poB’s, ycmix. OpHak, aMepuKaHIl 1
aHTIININ, SK TIPEJCTaBHUKH JIHIMHUX 1 I1HIUBIAYATICTUUYHUX  KYJIBTYP,
HaroJIONyIOTh Ha TaKUX I[IHHOCTAX, K IHHOBAYIUHICMb, 368’ 30K i3 MAUOYMHIM,
ONMUMI3M, Xapuzma, 30amHicCmb, pyX ynepeo, pyx 620py, camopeanizayis,
nepemoza Hao cobow, VHIKAIbHICMb, CAMOBUPANICEHHs, B TOW Yac SIK YKpaiHIl
OUTbIIE 3BEPTAIOTh yBary Ha Taki IIHHOCTI, TOB’s3aHl 13 CTPYKTYpYBaHHSIM
3a3HAUYCHUX KOHIICNTIB, SIK OYX08HA KYIbMypd HAPOoOy, HAYIOHANbHI YIHHOCMI,
HanoJ/e2nugicmo, npooymMy8amu, NPaguibHe pilleHHs 1 CmamycHicmb, TOIIO.

OTpumaHi pe3ysibTaTH CBIYaTh MPO TEBHI JIIHTBOKYJIBTYPHI OCOOJIMBOCTI
KOMEPIIIHHOT peKIaMu y JOCHIKYBaHUX MOBax, IO BI3EPKAIIOIOTh Oa3uCHI

KOHIICTITU-KOHCTAHTA aMEPHUKAHCHKOI 1 aHTJIMCHKOI KYJIbTYp SK MOHOAKTHBHHX



JTHIRHUX KynbTyp, y Tomy umcai Effort-Optimism (onTuMicTHYHI 3yCHILIS),
Progress (mporpec), Change (3mina), Individualism (immuBimyamizm), Privacy
(mpuBatHicTh), Competition (konkypenirsi), Cult of Health (kymbT 3m0pOB's)
Tomo. Taki IIHHOCTI YacTKOBO TMPOTHCTABIEHI KOHIIENITaM YKpaiHCHKOI
JIHTBOMEHTAJIBHOCTI, 10 BTUTIOIOTH LIHHOCTI OLIbII TPaaULIAHOI KyJIbTypH, —
Taki K 100poOyT rpymnu, CiBOpars, KOJIEKTUBI3M, OIip 3MiHaM TOIIIO.

Y nepcnexmusi T1aHyeMO 3alyddTH J0 JOCHI/DKEHHS 1HIN TUIHU
IHCTUTYUIMHUX JUCKYPCIB, 30KpE€Ma OCBITSIHCBKMH 1 MEIWYHUN, 3 METOI0
ampoOarfii po3poOJEeHOr0 HaMHM aArOpUTMY aHamidy 00 e€KTHBaIii pi3HUX
JUCKYPCOTBIPHMX KOHLENTIB, IXHIX CTPYKTYPHUX KOHIENTYaJIbHUX O3HAaK 1
JIECKPUIITOPIB.

Kniouosi cnosea: KOTHITUBHO-IMCKYPCHUBHA Mapajaurma, JUCKYypCOTBIPHI
KOHLEINTH, PEKIaMHUH JUCKYypC, CEMIOTUYHMH, BTOPHMHHA CHUTHI(IKaIis,
IMIUTIKaTypa, MOBJICHHEBUU  aKT, PEJIEBAHTHICTh, MDKKYJbTYPHUI  BHSB,
anoMopdizm, 130MopPi3M, KOHUENTYalbHI O3HAKH, KOHUENTYalbHI JAECKPUITOPH,

Bi3yajbHa MeTadopa.
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Abstract content
The dissertation introduces a new cognitive-discoursive approach to
the study of the basic concepts TRADITION/TPAIANLIISA, FAMILY/POAVHA,
HEALTH/3IOPOB'Sl, SUCCESS/YCIIIX in English and Ukrainian texts,



including commercial advertising. The study defines the term discoursive concept
in its cognitive framework against such related terms as concept, conceptual
formation, metaconcept to reveal the mechanism of formation of secondary
connotative significative meaning associated with the structural components of
the concepts under consideration.

It is substantiated that due to the secondary signification the name of
the product or service is attributed the meaning of the symbol of success,
the personification of the family, the embodiment of health; accordingly,
the purchase of goods is associated with the means of acquiring certain qualities or
achievements.

A comprehensive research methodology involves a set of interdisciplinary
special methods of linguistics, including comparative, componential, conceptual,
semiotic analyses, added by the method and means of relevance theory, the theory
of speech acts and other pragmatic theories, combined with methods of conceptual
integration, archetypal, discoursive-semiotic, and intertextual analyses.

The research has identified distinctive and general features of the concepts
TRADITION/TPAJIILIIA, FAMILY/POITHA, HEALTH/3]I0POB'4,
SUCCESS/YCIIIX in each of the studied languages at the verbal, pragmatic,
stylistic, semiotic, including visual semiotics, levels of their objectivation.

The basic concept of study is the definition of the discourse-forming concept,
which 1s specified as a configuration of value meanings that determine
the conceptual space of commercial advertising discourse by appeals to the target
component of a person’'s motivational needs to form certain types of consumer
identities as discoursive constructs.

It is established that the involvement of discourse-forming concepts in
advertising in the studied languages is aimed at achieving the second level of
signification or mythologizing — when the name of the product will be identified by
potential customers with a holistic concept, its conceptual features, or descriptors.

New in the dissertation is the discoursive-semiotic aspect of identifying

the structural features of the studied concepts TRADITION/TPAJIMILIA,



FAMILY/POAWUHA, HEALTH/3/IOPOB’s1, SUCCESS/YCIIIX given the problem
of discoursive construction of consumer identities. The three-tier model of
signification is substantiated, which includes: 1) actualization of a conceptual
feature or descriptor as a secondary connotative feature, not related to the
functional value of a property, service or brand, 2) the second level of signification,
3) construction of a certain motivational component of consumer identity.

Based on the definitional and componential analysis, the operational units of
analysis are identified, that is the nuclear structural elements of concepts, which are
basic in their hierarchical structure, as well as conceptual descriptors that are
related to the interpretation of conceptual features and constitute the interpretive
field of concepts as their peripheral components.

The  isomorphism of the concepts TRADITION/TPAJUIILA,
FAMILY/POJINHA, HEALTH/3IOPOB’S, SUCCESS/YCIIIX in their nuclear
structural features, as well as common and distinctive features of their descriptors
has been established.

It is substantiated that the isomorphic conceptual features and descriptors of
the concepts TRADITION/TPA AVLIIA, FAMILY/POJIMHA,
HEALTH/3JOPOB'Sl, =~ SUCCESS/YCIIIX reveal the peculiarities of
conceptualization of such concepts by transnational consumer identities in
intercultural aspect.

It is proved that the isomorphic conceptual features of the concept
TRADITION/TPAANILIA in English and Ukrainian advertising discourses are
‘stability’, ‘continuity’, ‘continuity’, ‘culture’, connection with the past, legend,
experience, acquired knowledge, skills, authenticity, specified by the descriptors
“product quality”, “taste”, “manufacturing process”, ‘“development”,
“improvement”.

It has been identified that descriptors “innovation” and “connection to
the future” are allomorphic characteristics of English-language advertising

discourse.



It is established that an allomorphic feature of the Ukrainian advertising
discourse is the objectification of such conceptual features of the TPAIMIILA
concept as ‘connection with the spiritual culture of the people and national values’,
which is explicated lexically as well as by advertising narratives with an archetypal
component associated with ethnic basis of Ukrainian national identity and symbols
of the heroic past.

It is found that three perspectives of revealing the concept of
FAMILY/POIMHA is isomorphic for the compared languages: in the “traditional”
meaning ‘family’ as a metonymic generalization according to the criterion of
external group, which unites all users of the advertised product, as well as
the company's team; as a metaphorical personification of a commodity as a
member of the human family.

Specific to the English-language discourse of commercial advertising is
the metaphorically personified personification of a certain group of goods as one
family.

It is proved that isomorphic conceptual features of the concept of
SUCCESS/YCIIIX in discourses of contrasted languages are ‘achievement’,
‘successful result’, ‘consequence’, ‘successful subject or object’, and common
conceptual descriptors include “money”, “power”, “wealth”, “status”, “respect”.

Prototypical structural elements of the concept of SUCCESS in discourse in
English are such conceptual features as ‘optimism’, ‘charisma’, ‘ability’, ‘forward
movement’, ‘upward movement’, ‘self-realization’, ‘self-victory’ ‘uniqueness’,
‘self-expression’, ‘non-standard thinking’. Isolated cases of attracting such values
are typical of Ukrainian-language advertising discourse.

Prototypical structural characteristics of the concept of VYCIIIX in
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the Ukrainian discourse include such value descriptors as “persistence”, “thinking

over”, “the right decision and status”. The latter descriptor in isolated cases is used
in English-language texts of commercial advertising for identifying the concept of

SUCCESS.



It is identified that common in the objectification of the concept of
HEALTH/3JIOPOB’Sl in the discourses of English and Ukrainian are
the conceptual descriptors “satisfaction”, “benefit”, “well-being”, “healthy
lifestyle”, “recovery”, which specify such isomorphic conceptual features, as a
‘physical, mental / psychological state of human health’, ‘health as a value’,
‘attributive gradual component’, ‘health / ill health’.

A distinctive feature of Ukrainian advertising is the national-cultural
dimension of the conceptualization of the “healing”, including the use of archetypal
symbols.

The allomorphic semantic descriptor of English-language advertising
discourse is fear, associated with the concept of danger, including through visual
metaphors.

The pragmatic dimension of the study identifies such isomorphic
characteristics in the actualization of the concepts TRADITION/TPAJUIILA,
FAMILY/POANHA, HEALTH/3JJOPOB’Sl, SUCCESS/YCIIIX in advertising
discourse in English and Ukrainian, as the use of direct directives that involve
the recipient into target activity, thus embodying the on-record politeness strategy.

Another common characteristic of texts in comparable languages is
the complexity of the illocutionary force in speech acts, despite their explicitness or
implicitness. In any act, it is mandatory to have an explicature as an additional
illocutionary meaning associated with the call to purchase a product or service.

It is proved that the allomorphic feature of the advertising discourse in
English is the indirect directive speech acts with a complex illocutionary force,
which contains explicature and discoursive implicature. Such acts, on the one hand,
contain a call for certain actions or the acquisition of certain qualities and, on the
other hand, imply the need for the target addresser to purchase goods or services as
a condition for acquiring or confirming specific qualities.

It is substantiated that the allomorphic feature of English-language
advertising texts is the frequent flouting the cooperative maxims of quantity and

transparency of information, which is a trigger of discoursive implicature. Violation



of the cooperative maxims has been found to become an ostensive stimulus that
needs to be interpreted by removing, confirming, reinforcing, refuting inference
hypotheses regarding the conceptual features or descriptors of the concepts
TRADITION/TPAJINLILA, FAMILY/POANHA, HEALTH/3I0POB'/,
SUCCESS/YCIIIX, in the visual, verbal or out-of-text context of advertising
related to background knowledge of a particular advertising company, brand, etc.

It is determined that the distinctive pragmatic features of advertising texts in
the  Ukrainian language in the actualization of the concepts
TRADITION/TPAJINLILA, FAMILY/POANHA, HEALTH/310POB'/,
SUCCESS/YCIIIX is a greater degree, compared with English advertising, of
explicitness, predominance of assertive — indirect directives, compliance with
cooperative maxims and, accordingly, the lack of triggers of discoursive
implicatures.

It has been proved that in English-language advertising, in contrast to
Ukrainian, the “code” metaphorical or symbolic visual component predominates to
denote the conceptual features and descriptors of the concepts
TRADITION/TPAJIILIIA, FAMILY/POITHA, HEALTH/3]I0POB'4,
SUCCESS/YCIIIX. The visual part of the advertisement performs an interpretive
function as a relevant context for the interpretation of the verbal part of
the advertising message.

As a result, it was concluded that values such as family, health, success and
traditions are equally important for the recipients of both English and Ukrainian
language advertising. However, Americans and British, as representatives of linear
and individualistic cultures are more oriented to such values as innovation,
connection with the future, optimism, charisma, ability, forward movement, upward
movement, self-realization, self-victory, uniqueness, self-expression, while
Ukrainians pay more attention to such values related to the structuring of these
concepts as the spiritual culture of the people, national values, perseverance,

thinking, the right decision and status, etc.



The obtained results testify to certain linguistic and cultural features of
commercial advertising in the studied languages, which reflect the basic concepts
of American and English cultures as monoactive linear cultures including Effort-
Optimism, Progress, Change, Individualism, Privacy Competition, Cult of Health.
In part, these concepts are opposed to the dominant concepts of Ukrainian linguo-
mentality, which embody the values of a more traditional culture, such as the well-
being of the group, cooperation, collectivism, resistance to change, and so on.

The prospects for further research we consider to involve other types of
institutional discourses — in particular, educational and medical, for approbation of
created algorithm for analysis of objectification of different discourse-forming
concepts, their structural conceptual features and descriptors.

Keywords: cognitive-discoursive paradigm, discourse-forming concepts,
advertising discourse, semiotic, secondary signification, implicature, speech act,
relevance, intercultural, allomorphism, isomorphism, conceptual features,

conceptual descriptors, visual metaphor.



