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Konuenmnus pexjamuoii kommynukanuu JlI. ne Coccropa:
KJII0YeBble MOHSATHS U B3AUMOCBS3H

Coaonosuukona T.B.
benopyccxuti eocyoapcmeenuwiii ynusepcumem, Munck

Jlynu me Coccrop — KpYyIHBIA MIBEHIIAPCKWIN IJIMHTBHUCT, BHYyYaThlii mieMsHHUK DepamHanma e
Coccropa (1857-1913), 0CHOBOIMOJIOKHHUKA CEMHOJIOTHHA W CTPYKTypaJi3Mma, HUIEed KOTOPOro OKa3ayld
OTPOMHOE BIIMSTHHUE Ha JajbHENIIee pa3BUTHE HAYKH O SI3bIKE.

Ilenp cTaTbm — paccMOTPETh KIIOYEBBIE TOHATHS W B3aUMOCBS3M KOHLENIMM PEKIaMHOM
xommyHukanuu Jlyn ne Coccropa.

Marepuan u Meroabl. llockombky B JaHHOHW MyONMKAanWMU MPEACTAaBICHBI TEOPETHKO-
METOJ0JIOTHYECKHE MOIXObI K TPAKTOBKE KJIIOUEBBIX MOHATHI peKJIaMHOH KOMMYHUKAIMU B KOHLIETILIUU
mBeinapckoro auHreucta JI. me Coccropa, TO MaTepualoM Ul IPOBEACHHSA aHANIN3a MOCIY)KHIH €ro
¢bynaaMenTanabpHble padoThl. Ilpu 3TOM MpUMEHSITUCH 00LIeHayYHbIE METObI CUCTEMATU3ANH U aHATIH3a
MaTepuaia.

PesyabTarbl M uX o0cyxnaeHue. L[eHTpaJbHBIMM MOHATUSMUA B KOHLENLHUUA PEKIaMHOU
kommyHukanuu JI. Jle Coccropa sSBISIOTCS NPECYNNO3ULINN, MaHUIYJIUPOBAaHUE M aHTA)KHPOBAHHOCTE.
CraTbst mpecTaBIsAeT cOO0M 3CKU3HBIN 0030p JaHHBIX MOHITUH B TPAKTOBKE MIBEHIAPCKOTO JTMHTBUCTA.
B cBoux tpymax JI. ne Coccrop mpeijiaraeT OXBaTHUTh MapagUrMoil Mpecynmno3uiuil (IMCKYypCHBHBIX
NPECYIIO3ULHI) HE TOJIBKO YaCTh YK€ UMEIOLIErocsl y coOecelHUKa 3HaHUs, HO U TOT KOHTEHT, KOTOPBIN
BO3HHUKACT B BBICKA3bIBAHMHW KaK IPCAIOCLHIJIKA 3HAUCHHA U €TI0 PCIICBAHTHOCTH. B cBoeit KOHICITIINHU
JI. ne Coccrop Ha mpuMepe AMCKYPCHBHBIX MPECYMIIO3UINN AEMOHCTPUPYET, YTO MOHUMaHue, OyIydn
€CTECTBCHHBIM  CIOHTAaHHBIM  KOTHUTHBHBIM  IIPOLIECCOM,  3aKaHYMBAaeTCs  (OPMUPOBAHHEM
YMO3aKJIIOUEHHH 10 MOBOLY TOIO, YTO MPEACTAaBIISETCS MPAaBAONONO0HBIM MM 3aCIy’KHUBAET COIJIACHSL.
O00CcHOBBIBaETCS MOJIXO/ K MOHITUIO aHTAKUPOBAHHOCTH C TMO3MIIMHU CIYNIAIOUIETO, & HE TOBOPSIIETO.
[MonoOHOEe TONOKEHHE TPHUBENET, KaK CIEACTBUE, K BBIABICHHIO MEXaHW3MOB IPOIYIUPOBAHUS
A3BIKOBBIX (DOPM TOBOPSAIINM, KOTOPBIA (OPMYIHPYET BBICKA3BIBAHUE B COOTBETCTBHH C M3BECTHBIMHU
EMY IpUHOUIIAMHW UHTEPIIPETAIUN, IPUMCHIACMBIMH CIYIHATCIIEM.

3akmrouenue. [Ipecynmo3unmy, 4acTe yKe UMEIOLIErocsl Y cOOeCeTHUKOB 3HAHUA, 3aTParuBaloIIero
UCI0 3HAYEHUs, MHKOPIIOPUPOBAHbI B KOTHUTHBHOE OKPYXXEHHE aapecara U IO3BOJISIOT OOBSICHUTDH
MHOTHE 3((dexTsl BepOaJbHOM KOMMYHHMKALUMHM, Hpouecc (OPpMHpPOBaHUS YOSKICHHUH, HACOJIOTHH,
noctpoeHue crpateruii ManunynupoBanus. [loxxox JI. me Coccropa k mpobieMe MaHHUITYJISTHBHOTO
JUCKypca PasHUTCS C OOIICTIPUHATHIMH IOJOKEHUSIMH, CIOXKHBIIMMHUCS B paMKax IOUCKypC-aHaIN3a,
KOTHUTUBUCTHUKM W COLMAIBHBIX HAyK: INpPH aHAIN3€ MaHUIYJISATHBHOIO JUCKypca HCCIEN0BaTENhb
JIOJDKEH 0o0pamiatbesi He TOJLKO K IMpolleccaM MOHWMAaHUS, HO aHaJM3MpOBaTh KOMIUIEKCHBIH MyTh OT
IMOHMMAaHUA K BEPEC. HCCJ’IGI{OBaHI/Ie BJIMAHUA aHTAXKUPOBAHHOCTH ABJIACTCA OAHUM U3 KIITOYEBBIX TMOHATHH
MIPU U3YYEHUH PEKIAMHOTO JUCKYpPCa, MOCKOIBKY CO3/IaTENN PEKJIAMBI HE MOTYT HECTH OTBETCTBEHHOCTh
3a €€ CKPBITBIA CMBICI, TaK KaK €r0 BBISBICHHE CBS3aHO C OCOOCHHOCTSMH TPOYTEHUS W 00pabOTKH
WHOPMAITUH, TIPEJICTABICHHON B peKllaMe, CAMUMH TIOTPEOUTEISIMU PEKIIAMBI.

KuoueBble cioBa: pexnamHas koMmMmyHukanus, JI. me Coccrop, mpecynmo3uiys, MaHHUITYJISLUS,
MaHUIYJISITUBHBIN TUCKYPC, aHTQ)KHPOBAHHOCTb.
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Louis de Saussure is a major Swiss linguist, the great-nephew of Ferdinand de Saussure (1857-1913),
the founder of semiology and structuralism, whose ideas had a huge impact on the further development of
the science of language.

The purpose of the article is to consider the key concepts and relationships of Louis de Saussure’s
concept of advertising communication.

Material and methods. Since the article presents theoretical and methodological approaches to the
interpretation of the key concepts of advertising communication in the comprehension of the Swiss



linguist L. de Saussure, the material for the analysis is his fundamental works. At the same time, general
scientific methods of systematization and analysis of the material were used.

Findings and its discussion. The central concepts in the comprehension of advertising
communication by L. de Saussure are presuppositions, manipulation and engagement. The article is a
sketch review of these concepts in the interpretation of the Swiss linguist. In his works, L. de Saussure
proposes to cover with the paradigm of presuppositions (discursive presuppositions) not only a part of the
knowledge already available to the interlocutor, but also the content that appears in the statement as a
prerequisite for meaning and its relevance. In its concept, L. de Saussure, using the example of discursive
presuppositions, demonstrates that understanding, being a natural spontaneous cognitive process, ends up
forming conclusions about what seems plausible or worthy of agreement. The author substantiates the
approach to the concept of engagement from the position of the listener, not the speaker. This situation
will lead, as a consequence, to the identification of mechanisms for producing language forms by the
speaker, who formulates the statement in accordance with the principles of interpretation known to him,
applied by the listener.

Conclusion. Presuppositions, a part of the existing interlocutor’s knowledge that affects the idea of
meaning, are incorporated into the addressee’s cognitive environment and allow explaining many effects
of verbal communication, the process of forming beliefs, ideologies, and building manipulation strategies.
L. de Saussure’s approach to the problem of manipulative discourse differs from the generally accepted
positions that have developed within the framework of discourse analysis, cognitive science and social
sciences: when analyzing manipulative discourse, the researcher must address not only the processes of
understanding, but also analyze the complex path from understanding to faith. The study of the influence
of engagement is one of the key concepts in the study of advertising discourse, since, as L. de Saussure
notes, the creators of advertising can not be held responsible for its hidden meaning, since its detection is
associated with the peculiarities of reading and processing information presented in advertising by the
advertising consumers themselves.
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