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JIMCKypCHBHBIE HHCTPYMEHTBI COLIMAIBHOM,
KOMMEPYECKOH M MOJUTUYECKOMN peKIambl |

Cogonosauxosa T.B.
Benopyccruii cocyoapcmeenuwiii ynusepcumem, Munck

Jluckypc coyuanbHoU, NOAUMUYECKOU U KOMMEPYECKOU peKaidmyl, npedcmasisis cobol ycmoudugoe
cucmemnoe 0bpazosanue, 061A0AOWUL KAK 0OWUMY, MAK U PA3TUYHBIMU YePMAMU, A6Aemcs 0cobblm
BUOOM COBPEMEHHOU KOMMYHUKAYUU, OKA3BIBAIOWUM CYuWecmeenHoe 6o30elicmeue Ha NoOCO3HaHUe
Maccogozo adpecama. Imom mun OUcKypca obnadaem onpeoeyieHHbiM QYHKYUOHANbHBIM, NPEOMemHO-
MeMamuyeckum U JCaupoBbIM C80e00pasueM, yuem KOmopoz2o cnocoocmeyem e2o 60CmpebosaHHoCmu
20Cy0apcmeom, 0OWeCmMBEHHbIMU U HEKOMMEPUECKUMU OP2aHU3AyUaAMU U OU3Hec-cooouecmeom 6
Kauecmee 3pexmusnozo cpedcmea ynpasneHus COYUALbHbIMU, NOIUMUYECKUMU U IKOHOMUUECKUMU
npoyeccamu.

Lenv uccnedosanus — packpvlms OUCKYPCUGHBIE UHCTHPYMEHMbL COYUANbHOU, NOAUMUYECKOU U
KOMMepYeCKOU peKi1ambl.

Mamepuan u memoovl. Mamepuaniom nOCIYHCUTU COBPEMEHHbIE pabombl ucciedosamenell 6
obnacmu CoyUanbLHOLO, NOMUMUYECKO20 U KOMMEPUECKo20 OUCKYPCO8 U pPeKIdMbl KAK 0c00020
UHCMUMYYUOHATBHO20 (heHoMeHa. s uniocmpayuy UCHOIb308aHbL NPUMEPDL PEKIAMHBIX COOOWEHUL
20poockux 6unbopoos (oxono 200 eounuy). Ilpu smom npumensiucs maxkue ooujeHayunvie Memoovl, KaxK
CUCTNEMHbIL,  COYUATLHO-UHCIUMYYUOHAIbHBIU,  CPABHUMENbHO-UCIOPUYECKU, a MAaKdce Memoo
peaucmpupyemoco HabaooeHus.

Pesynomamot u ux oocyycoenue. Manunynsayus — 00HA U3 PoOpM COBPEMEHHOU COYUANLHOU
NPAKMUKU OOMUHUPYIOWUX SDYNN, HANPABIEHHAS HA 80CHPOU3BOOCHBO COYUANLHOZ0, NOIUMUYECKOZO,
IKOHOMUYECKO20 OOMUHUPOBAHUSL NOCPEOCBOM

NOBCEOHEBHbIX NPAKMUK U, 8 YACTMHOCMU, OUCKYPCA COYUATLHOU, NOIUMUYECKOU U IKOHOMUUECKOU
pekaamvl. JJUCKYPCUBHbIE UHCHMPYMEHMbl COYUATbHOU, NOIUMUYECKOU U KOMMEPYEeCKOU peKIambl
PACKPBIBAIOMCSL  CKBO3b  NPU3MY NPOYecca MeXHOMOUZAYUU CaMO20 OUCKYPCA, YMO HO380A5em
PA3epaHutdumeb  NOHAMUA «MAHUNYAAYUA», «Cmpamezusy U «MexXHOIo2usy. YcmanoeneHo, umo
OUCKYPCUBHbIE UHCMPYMEHMbL GKAI0UAOmM 6 cebsi U MexXHOIo2uU, U pasiuyHvle cmpamesuu, u
MAHUNYAYUYU, 8 OCHOBE KOMOPbBIX IeHCUM NepCydsu8HOCMb KAaK Haubolee ONMUMATbHLIL CNOCoO
6030eticmgust Ha adpecama. Paccmampusaromes uepmul, xapaxmepuvie 0751 PeKIAMHO20 OUCKYPCA 8
yenom u 01 OUCKYPCO8 COYUANbHOU, NOTUMUHECKOU U KOMMEPUECKOU peKiamvl 8 YACHHOCHU.
Ananuzupyromes Haubonee peiiesanmHble KlacCupukayuy nepCeyasurvlx cmpame2uti, Ha 0CHOBAHUU 4e20
denaemcsi  6b1600 O  KOMNIEMEHMAPHOCMU — PACCMOmMpeHHblx  Kaaccuguxayui. Ilpednacaemcs
Kaaccugurayust OUCKYPCUBHBIX UHCIPYMEHMO8 KAK NOIUMUYECKOU, MAaK U KOMMEPUecKoll, a maxice
COYUANBHOU PEKIAMbL HA OCHO8E HOHUMAHUSL MOMUBO8 NOMPeOUMeisl peKiambl (6He 3a8UCUMOCU O ee
muna,).

3axnwuenue. Hcxoos u3 MOMUBAYUOHHOU CMPYKMYpPbL, Hpucywel nompebdbumento, 6bls16/1eHbl
caedyrouue UHCMpYyMeHmsl (cmpameeuu) OUCKYPCA HOAUMUYECKOU, KOMMEPYECKOU U COYUANbHOU
pekaamvl. ungopmupyrowue, noodepicusarowue, nodyoumenvtble;, CHMUMyIUpyrowue. YcmanosieHo,
YUMo UHMEPMEKCMYAIbHOCMb, 67515 CODOU NOAUKOOO0BLI UHCMPYMEHM PEKIAMHO20 OUCKYPCa, 0bpazyem
ocobblll  cmpamezudeckull 00K, 6 apceHale KOMOpo2o Cmamucmuyeckue OaHHble U NoOCYembl,
napemuu, yumayuu, oopaujerue K peaucsuo3sHomy OUCKYPCY, CCbLIKU HA Npasosoe 3aKOHOOAmenbCmeo,
UCNONIL30BAHUE NPEYCOCHMHBIX UMEH, (Dakmos, codblmuill, NPou36e0eHUll UCKYCCMEA.

Knwueevle cnosa: oOuckypc-ananus, pekiama, UHCMPYMEHM, KOMMYHUKayus, 6o30eticmaue,
MEeXHON02U3AYUS, MAHUNYIUPOBAHUE, CIPAME2Usl, MOMUSE.
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The discourse of social, political and commercial advertising, representing a sustainable system
phenomenon, possessing both common and different features, is a special kind of modern communication
that has a significant impact on the subconsciousness of the mass recipient.

This type of discourse has a certain functional, subject-specific and genre originality, the
consideration of which contributes to its relevance by the state, public and non-profit organizations and
the business community as an effective means of managing social, political and economic processes.

The purpose of the study is to reveal the discursive tools of social, political and commercial
advertising.

Material and methods. The material of the study was the modern works foreign researchers in the
field of social, political and commercial discourses and advertising as a special institutional
phenomenon. For illustration, we used examples of advertising messages of city billboards (about 200
units). The study used such general scientific methods as a systemic, socioinstitutional, comparative-
historical, as well as the method of recorded observation.

Findings and its discussion. Manipulation is one of the forms of modern social practice of the
dominant groups, aimed at reproducing social, political, economic domination through everyday
practices, and, in particular, the discourse of social, political and economic advertising.

Discursive tools of social, political and commercial advertising are revealed through the prism of the
process of technologization of the discourse itself, which makes it possible to distinguish between the
concepts of ‘“‘manipulation”, “strategy” and ‘“technology”. It has been established that discursive
instruments include technologies, and various strategies, and manipulations, which are based on
persuasiveness as the most optimal way of influencing the addressee. It have been considered the features
that are characteristic of advertising discourse in general, and for discourses of social, political and
commercial advertising in particular. The most relevant classifications of persuasive strategies have been
analyzed, on the basis of which it has been drawn the conclusion about the complementarity of the
considered classifications. A classification of discursive instruments of political, commercial and social
advertising based on an understanding of the advertising consumer’s motives (regardless of its type) is
proposed.

Conclusion. Based on the motivational structure inherent in the consumer, the following tools
(strategies) of political, commercial and social advertising discourses have been revealed: informing;
supportive; inducing; stimulating. It has been established that intertextuality, being a polycode
instrument of advertising discourse, forms a special strategic block, in the arsenal of which statistical
data and calculations, pararemias, citations, appeal to religious discourse, references to legal
legislation, use of case names, facts, events, works of art.

Key words: discourse analysis, advertising, tool, communication, impact, technologization,
manipulation, strategy, motive.



