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O0num 3i cnocobie peanizayii eghekmu6HO20 PeKIAMHO20 6NIUEY € NOOYO08A PEKIAMU 3 VPAXYEAHHAM 2eHOepHOI Ougrepenyiayii
YIHHOCMEN Yinboeol ayOUumopii, 30KpemMa 4epes 36ePHEeHHs 00 CMEPEeOMUNIs MACKVIIHHOCMI ma deMinnocmi, moOmo opieHmosanocmi Ha
40108iKi6 a00 JHcinox. Cmammsa npuceaHeHa OOCTIONCCHHIO AHCIOMOBHUX PEKAAMHUX NOGIOOMACHL HA npeomem GeminHoi eeHOepHOi
Mapkoganocmi ixnbo2o eepbaubiio2o komnonenma. Mema pobomu — onucamu cnocobu eupaxcennsi peminioi cnpsanosanocmi pexiamu i
BUABUMI 3AKOHOMIDHOCHI, WO 0OYMOBTIOIOMb GUOID MUX i IHULLX 3aCc06i6 2ceHOepHOT opicHmayil.

Kuiouosi crosa: cenoep, 2endepri cmepeomunu, QeMinHicms, pekiamMHuil OUCKYPC, PEKTAMHULL MEKC, 2eHOEPHA MAPKOBAHICHb,
JAiHesanizayis.

YEHOROVA Olesia, KOROTUN Anastasiia. SPECIFICS OF VERBALIZING FEMININE GENDER STEREOTYPES IN
THE ENGLISH ADVERTISING DISCOURSE

Over the last decades, it has become especially clear what an influential driving force in society is advertising. Advertising as a
conductor of up-to-date information and a tool for influence on and appeal to the mass audience and directly the advertising discourse
itself have been long attracting the attention of researchers. The purpose of any advertisement is to strive for the best outreach i.e. the
fullest coverage of the target audience in order to achieve specific commercial goals. To solve such problems, advertising practice has
developed many methods, techniques, and strategies of influence on the target audience which increase the effectiveness of advertising
communications. One of such approaches to effective advertising is influencing on consumer buying behavior by organizing the
advertisements with a view to gender differentiation of the target recipients, in particular, through appealing to the stereotypes of
masculinity and femininity; thus, due to the consideration of value orientations it is possible to predict and fto trigger the necessary
associations. The article represents a study of English advertising messages on the subject of feminine gender labeling of their verbal
component. In relation (o the orientation either on male or female audience, the perceivers of an advertisement as well as the gender-
oriented text itself are being formed. The referral to the aesthetic-erotic profile of the woman and the comfort of her environment is
typical of “feminine” texts. The research puts forward the idea that the structure, content, and stylistic means of the ad text differ
depending on the gender of the very addressee of this ad text. The paper focuses on describing the ways of expressing feminine gender
orientation in advertisements and on identifying the regularities that make for the choice of verbal means of gender orientation. The
potential future direction of the research is the study of the masculine profile verbalizing of the modern English advertising discourse.

Keywords: gender, gender stereotypes, femininity, advertising discourse, advertising text, gender marking, verbalizing.

3a ocTaHHI JACCATHIITTS CTAJO0 OCOOIHMBO 3PO3YMINTIM, HACKIILKH BINIMBOBOIO Ta PYIIIIHOIO
CHJIOIO B CYCHIJILCTBI € pekitama. Pexiama sk MpOBIMHWK akTyaidbHOI iH(popMArii Ta iHCTpyMEHT
BIUINBY Ha MAacOBY ayIHTOPiI0 i, 0e3MOcepemHbo, caM pEKIaMHHIl JUCKypc BXE JOBIMH dac
OPUBEPTAIOTh MWIBHY YBary JOCHIHUKIB. YCIiJ 32 MPOBIAHMMH JIOCTIIHUKAMHU CY4YaCHOCTI B
PIYHAII KOMYHIKATUBHO-JIISUTEHICHOTO ITITXOMY BH3HAEMO TIOMIACTIEKTHICTh TUCKYPCY, KU MOXKHA
PO3TIIANATH K TEKCT, 3aHyPEHUIl B CUTYaIlilo CIIIKYBaHHSA [3, ¢. 5], SIK KOMyHIKATHBHY ITOII0, IO
3MIHCHIOETHCS B TIEBHOMY KOTHITUBHO Ta THUIIOIOTIYHO OOYMOBIEHOMY KOMYHIKATUBHOMY TIPOCTOP1
[6, c. 14], a TakoX fK JIHTBICTHYHY ONWHHUIIIO CIIUIKYBAHHS, IO peIICKTye IU(CpeHIiiiHe
po3MaiTTs KapTUHHM CBITY W 30KpeMa THITI30BaHI CHTYaIllil colliaibHOl B3a€MOMIIi, YYacCHUKIB
comiapHOl B3a€MOIii, COMiaibHI HOPMH Ta KOHBEHIII], KyIETYPONOTIUHI ySBICHHS Ta (DOPMH TOIMIO
[2, c. 11]. 3a TakuxX mepeayMOB aKTyali3yeThCs OCOOIHBA PONb TEKCTY (TPOAYKTY) Ta KOHTEKCTY
(yMOB mopokeHHs TeKeTy). OCTaHHIN IHTEPIPETYEThCs B HAHOUIBII IIMPOKOMY CEHCI W OXOTLIIOE
JIHrBICTUYHI, EKCTPAJIHIBICTUYHI 1 MparMaTH4YHI [apaMeTpH, SK-OT: HOCIS TEKCTY, CHUTYalito,
IHTEPTEeKCTYalbHICTh, YYAaCHUKIB CIUIKYBaHHS TeMy Ta (YHKIO TTOBIIOMIICHHS TOINO. Takum
YHHOM, LeH MIXia MOXXHA BUPA3UTH (HOPMYIIOIO: «IHUCKYPC = TEKCT + KOHTEKCTY.

Pexnamuuii auckypc € CKIaAHUM TiOpUIHUM YTBOPEHHSIM 13 BIACHOIO CIEH(IKOIO
(YHKLIIOHYBAHHSA, MUCICHHEBO-MOBICHHEBUM (DCHOMCHOM, IO OXOIUTIOE Bl  CKJIAJIOBI:
KOMYHIKaTHBHY B3a€MOJiI0 ¥ cepi MacoBoi pekiIaMy, CHpsIMOBAHY Ha TPOCYBaHHS ToBapy abo
MOCITYTH MOBHWMHM 3ac00aMH 32 BiACYTHOCTI KOHTAKTy KOMYHIKaHTIB, a TAKOX CaM pEKJIaMHUII
TekcT [7, ¢. 13]. OcraHHil € CTPWKHEBUM €IIEMSHTOM PEeKJIaMHOTO TIOBIJOMIICHHS, 1110, SIK ITPABHIIO,
BHKOHYE JIBa OCHOBHHX 3aBJIaHHA: IMIJPKOTBOPEHHS (CTBOPECHHS TapHOI peryTallii) Ta CTHMYNIAIlis
30yTy peKIaMOBaHUX MPOAYKLIT UM IOCIYT.

Merta Oynb-K0i peKIaMU MONATAE B ParHeHHi 1O MAaKCHMAaJIbHO TOBHOTO OXOMJICHHST HUTEOBOL
ayauTopii 3aiis OCATHEHHS KOHKPETHHX KOMepIIMHWX wmiteil. s BupimieHHS TakWx 3amad
PEKIIAMHOIO IIPAaKTHKOIO HalpallboBaHO Oe3ilid coco0iB i MpUHOMIB BIUIUBY Ha LUIbOBY ayIUTOPiIO,
10 MiIBUILYFOTh €pEeKTUBHICT peKIaMHOI KoMyHiKamii. OqHAM 13 TaKUX € MiIXig Io opraHizamii
PEKIIAaMHUX TIOBIJIOMIICHb, SIKHH BpaxoBye OCOONMBOCTI TeHJEpHOI an(epeHIiamnii mMiboBOi
ayauTopii.
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HaiiBa)xnmmBinmmM KpuTEpieM YCHIIHOCTI TeHJIEPHO-OPIEHTOBAHOI PEKIaMH € Te, 10 BOHA
Oy/1y€eThCsl 3 OMOPOIO HA JIIHIBO-MEHTAJIbHI 0COOIIMBOCTI YONOBIKIB 1 XKIHOK, OCKUILKY CaME 3aBJISIKA
BpaxyBaHHIO IIIHHICHUX OpPIEHTUPIB MOXKHA CHPOTHO3YBAaTH HEOOXiNHI acomiamii B JIIOIUHHU
[8, c. 175]. B paMKkax mpOro migXxoXy BinOyBaeThCs 3BEpHEHHS IO CTEPEOTHINIB MACKYINIHHOCTI Ta
(heMIHHOCTI, MO CBOEYEPTOBO BILIMBAIOTH Ha KYIMIBEIbHY IOBENIHKY PENUITIEHTIB peKaMu. 3
THIITOTO X OOKY, TEHJIEPHO-OpPIEHTOBAHA PEKIIaMa «CTIOBIAYE» ITEBHI MOJIENi COMIaTbHOT MOBEIHKH.
VY JoBrOTpHBaNii TIEPCIEKTHBI aKTHBAIA TCHACPHUX CTEPCOTHITIB MPU3BOANUTH JO JUCKpUMIHALIIT
Ta YKPIUICHHSI CEKCUCTCHKUX MOINSAIB B CYCHITLCTBI, a00 > HABIIAKH CIIPHSE MOACITIOBAHHIO Ta
MJIKPIIICHHIO T€HIEPHOT IICHTHYHOCTI.

[eHyepHi crepeoTny SIK EICMEHTH OCOOMCTICHOrO Ta CYCILIBHOrO JIOCBLY JIFOJIMHU
(biKCYIOTHCSl Ha MOJOTHI MOBHOT KapTUHU CBITY MepeayciM uepe3 reHSpHO-MapKOBaHI OJAMHULI,
M7 SKEMH PO3YMIiIOTh HOMIHATHBHI OJUHUII, MO TEMAaTH3YIOTh OCHOBHUX AKTAaHTIB TE€HAEPHO
peneBaHTHOI TpeaMeTHO-pedepeHTHol cuTyamii — pedepeHTtis donoBika i kiHky [5, c. 61]. ¥V
PEKIAMHOMY IUCKYpCi TeHAepHO-MapKOBaHI ONWHUI BHUKOHYIOTh aTPaKTHBHY (YHKIIIIO,
CErMCHTYIOTH ayIUTOpito W OepyTh yuacTh y 3a0e3NeveHH! PeryJSTHBHOTO BIUIMBY Ha CyO’€KT
Juckypey [4, c. 226].

ANTIIOMOBHUH peKIaMHHI JUCKYpC IIOMITHO TSDKI€ O CTCPCOTHINI3AII] KIiHOK. Y pEKIaMHUX
MOBIJIOMIICHHSX, [MOTCHI[IMHUMH OJICPIKYBAYAMH SIKUX € UYOJOBIKH, JKIHKA THIIOBO TIOCTA€E
CEKCYaJIbHUM 00’€KTOM a00 3K TpeICTaBHMICK cIa0Kol Ta Heqasieko30poi CTaTi, iICTOPUYHO
HaTTeHOT TEBHUMHU COLIaTbHUMH POJISIMH, SK-OT:

(1) xiHka Mae TIKITYBAaTUCS PO YUCTOTY Ta MOPANOK B Oceli (PEeKIaMHHUH TEKCT 3aco0y yIs
yutneHdst Mr. Clean: This Mother’s Day, get back to the job that really matters);

(2) xiHka Mae MKITyBaTHCA Tpo AiTel, ixHe BuxoBanHs Ta MaiiOyTHe (Huggies Elite Soft: Our
best care! As soft as mom’s hands!);

(3) xiHKa — ceKcyallbHUH 00 €KT W cTBOpeHa s 3ajoBosieHHs yonoBika (Fiat 500 Abarth
Cabrio: Small, Wicked & Now Topless);,

(4) xinxu venyukryansui (IWC Watch: Almost as complicated as a woman. Except it’s on
time).

HatoMicTs y JKiHOYMX pEKIaMHUX MOBITOMIICHHSX CHOTONEHHS JKiHKa BCE YACTILIE MOCTAE
VCHIITHOIO Ta CaMONOCTATHBOIO, TIPOTE TaK caMo MepeliMaeThCs CBOEIO 30BHIIIHICTIO Ta IIparHe
mono0aTucst YOMOBIKaM, K IIe IeMOHCTPYIOTH IPOIIOHOBAHI JUCKYPCUBHI YPUBKH:

(5) Nivea: BE FAIR. BE FIRM. BE FABULOUS; Panthene: Strong is beautiful,

(6) Aussie Heat Hair Protectors: Heat Damaged Hair? It’s Time To Look Hot Again;

(7) Revitalift L’Oreal Paris: Smoother, firmer skin in 4 weeks. All day hydration.

[Tpu cTBOpEHHI peKJiaMu, IO alenroe 10 KIHOYOI ayauTopil, TPaJUIHHO 3BEPTAIOTHCS O
CIIEMEHTIB eMOLIMHOCTI Ta OOpa3sHOCTI, CTUIICTMYHO-3a0apBICHOI JIEKCHKM Ta CUHTakKcucy. Tax,
Juist opraHizanii «(peMiHHIX)» TEeKCTIB aKTUBHO 3a/1y4atOThC:

e sKiCHI OLIHHI JIEeKCHYHI OAWHWII (TepenyciM TPHKMETHWKH Ta TPHUCITIBHUKH), IO
CTHMYIIOIOTH O0Pa3HICTh Ta «ICKPABICTB) TCKCTY, HAPHUKIIA:

(8) Estee Lauder Beyond Paradise Eau De Parfum: A fascinating blend of tropical wetness,
zesty freshness and floralcy. Rare, radiant, intriguing... an intoxication of the senses!

(9) Maybelline: 4 natural colour, firesh texture like in a very simple gesture and a delicious
Sfruity scent. A sensational mouth!

e KBAaHTHTATHBHA JIEKCHKA, 30KpeMa YUCITIBHUKH, IO CTBOPIOIOTH epeKT CTATHCTHYHOCTI Ta €
CBOEPLAHOIO «IICUXOJIOTTYHOIO TAPAHTIEI0» e(DEeKTHBHOCTI TOBAPY:

(10) La Fior Cream: For skin impurities, especially for young skin. Speeds up the healing of
spots 79 %... First signs of ageing... Lines are visibly reduced; the complexion is fortified and
radiant — with results in just 8 days,

(11) Maybelline Superstay 24 Liquid Lipstick: Our long-lasting liquid lipstick formula with
Micro-Flex technology stays fresh through 200 bites, 120 sips, and countless kisses.

e TpuifoMu (HOPMATBHOTO (EKCILTIATHOTO) Ta CEMAaHTHIHOTO (IMILTIUTHOTO) TTOPIBHSIHHS, a
TaKOXK CIIOHYKaJbHI peUeHHS:

(12) Maybelline New York Volume Express The Rocket Mascara: Explosive volume in rocket
time! 8x bigger. Smoother. Even;
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(13) Olay Pro-X skin cream: For skin as smooth as a peach;

(14) Palmolive soap: Keep that school girl complexion!

(15) Brickell Face Scrub: Come alive with blend of five. Firmer, smoother skin. Go ahead, rub
it in!

e HOMIHATHBHI Ta HEMOBHI a00 CMNTHYHI PEUCHHS, MaPLETLOBAHI KOHCTPYKIIiT, MO CBITINTE
PO TSHKIHHS «(PEMIHHOTO CHHTAKCHCY» PEKIAMHUX TEKCTIB IO MPOCTOTH Ta PO3PaxOBaHICTh Ha
IIBH/IKE CIIPUAHATTS PELUITIEHTAMH:

(16) Rimmel: Colour vitality. Pure, radiant shades. The London look. Hot colour. Cool lips.

(17) Nivea DNAge Firm & Glow Care: Everyone remembers her birthday but no one her age.

[MpotsiroM cTOMITH CTHIICTHYHI (Irypyd MOBIIEHHS BUKOPHCTOBYBAlM SIK Ji€BUH 3acid
OpUBEpPHEHHs YyBaru Ta HepekoHaHHs. Cepel NOTYKHOTO apceHaly CTAIICTUYHUX 3aco0iB
PEKIAMHMX TEKCTIB, OPIEHTOBAHUX HA JKIHKY, OCOOIHBE MiCIl€ BiABEIEHO:

e TIPOTHCTABJIICHHIO Ta aHTHUTE3i, IO TOCTYIIOIOTH BiAMIHHOCTI uepe3 MOpiBHSHHS (edekTn
«JT0 Ta MICIIs», «IHIII MPOAYKTH 1 el IpoAyKT»), ab0 K i1er0 chMO103y KOHTPACTIB, 30KpeMa uepes
nojiauy TeKCTOBOTI'O MaTepialy y He3BUUHIN (OKCHOMOPOHHII) Gopmi:

(18) Maybelline Fit Me Make-Up System: Don’t change me, don’t hide me, don’t mask me,
fit me;

(19) Carolina Herrera Good Girl: Reveal your good side through the luminous facet of
tuberose and the best quality Sambac Jasmine. Dare your bad side through addictive notes of
roasted Tonka.

e TpuiloMy TIOBTOPCHHS, IO MOKIWKaHWH c(hOpMyBaTH BiTIyTTs OOI3HAHOCTI TIOKO
PEKIaMOBAaHOTO MPONYKTY 4r OpeHaa. 3HaloMi MOTEHIIHHAM cHOXHBadaM OpeHAN Ta NPOAYKTH
NOPO/KYIOTh KPEAUT JIOBipH, 1 y pa3i WOro BuIpaBAaHHS CTWIICTUUHI (irypu MOBTOPEHHS,
BHUKOPHCTOBYBaH1 B pEKJIAMHHX TEKCTaX, MACUIIOIOTH 110 TOBIpY:

(20) Adidas Hydrating Shower Gel for Women: Feel good! Feel in shape!

(21) Maybelline slogan: Maybe she’s born with it. Maybe it’s Maybelline.

e wMmeradopi, MO CIAYrye AOMATKOBUM TiCHITIOBAYEM MOTHBAMIi PCHUMI€HTa PEKIIAMH MO
npujbaHHs TOBapy. Y Tporeci CHpuHHATTS MeTaopu BiIOYBA€ThCS CBOEPLIHUN 3aITyCcK
HEOOX1IHMX acoliarliif, o € OiUTBII TUIIOBUM JIjIsi MOBJICHHEBOI IIOBEIIHKM KIHKW: BOHA aKTUBYE
o0pa3He MHCJIEHHA, ysABY, 00’ekTuBye (paHTasii KiHKM, CIYrye CBOEPIHOK MIJKAa3KOW JUis
OPUIRHATTA «ITPABUIBHOTO PIlICHHS:

(22) Palmolive Aroma-Vitality: Experience the rich and creamy formula with the essential oils
of Rose Petals and Bamboo extracts that helps bring back hair’s vitality by smoothening hair's
surface, so it moves and sways with life.

(23) Maybelline Superstay 24HR Makeup Foundation: Finally, a longwear foundation that
stays flawless beyond any stretch of imagination. Resisting: heat, humidity, sweat, dryness, motion,
touch, life.

3ane)XHO Bij oOpieHTAIil Ha 4YONOBIMY YW HaA JKIHOYY ayIUTOpilO-CIpUiiMada peKIamu
dopMmyeTbcst # caM TeHJICPHO-OPIEHTOBaHUM TekcT. Tak «(peMiHHUM» TEKCTaM NpUTaAMaHHe
BIICHIIAHHS /O ECTeTHYHO-epOTUYHOro mpodimo xiaku T1a koMmdopry ii orouenus. Deminna
COPSAMOBAHICTh PEKJIAMU JOCATAETbCS Uepe3 IIMPOKE BUKOPUCTAHHS JEKCUYHUX ONUHHULDL 13
SKICHOIO Ta OI[IHHOI0 CEMaHTHKOIO, 3BEPHEHHS O KBAaHTUTATHUBIB i3 pedepenticio 1m0 cryneHs
eeKTHBHOCTI TOBAPIB, 3TyHICHHS KOMITAPATHBHNAX (POPM Ta MOPIBHUILHIX KOHCTPYKIIiH, a TaKOX
Yyepe3 pO3MAITTA JICKCHYHHUX Ta JICKCHKO-CHHTEKCHUHWX CTHICTHYHUX (opMm. Taki pesynbraTh
JOCIDKCHHS JAalOTh 3MOTY TOBOPHTH, IIPO T€, IO CTPYKTYpa, 3MICT Ta CTIIIICTHYHI 3aco0u
PEKIIAMHOTO TEKCTY Pi3HSTHCS 3aleKHO BiJl TEHIEPHOI 03HAKM ajpecaTa PeKIaMHOTO TeKcTy. Tox
MEPCIEKTUBAMY  [10/IabIIMX JIOCHI/PKCHb BBAXXAEMO BHBUCHHS JIIHIBami3anii MacKyJaiHHOIO
npodiiio Cy4acHOi aHIIIOMOBHOT peKiamMHu.
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EME/IbAAHOBA Onena, YEPHUIII Mapuna. Kamezopia Moodansnocmi B Oceimuvomy JJuckypci

Cmamms npuceauena 6uGYeHHIO 3ac00i6 GUPAIICEHHs Kame20pii MOOAIbHOCII 8 AHZIOMOBHOMY OCGIMHbOMY OUCKVDCI. BuasneHo,
WO 6 HAYKOGO-NEOACOIMHUX MEKCMAX AHSMIICLKOI MOSAMU 6 SKOCMI HODPA MOBHUX Denpe3eHmayiil ¢yl ekmusHoi MoOaisHOCmi
sucmynaioms pisnoMarnimui Mmodarvui diecnoed. It eracmusi xapaxmepucmuxu, no6 a3ani 3 ix QYHKYIOHYSAHHAM 6 AKOCTI CUSHATY
Cy6 EKMUBHO20 CMABTEHHA aA8mMopa 00 GUKIAOY NeOd202iMHUX (PeHOMeHis, ioell, npoyecis;, Cnocoby GUPANCEHHS CY6 EKMUBHO20
aBMOPCHKO20 CMABNEHHA | PAOY CNeyupiunux 06 €KMUSHUX 3AKOHOMIPHOCIHET CYUACHUX Ne0A202INHIUX NPOYECIE.

Kniouosi croea: oceimuiu OUcKypce, Kameeopis 36 s3Hocmi, ¢y0 eKmusHa MOOAIbHICMYb, 00 €KMUBHA MOOANbHICNG, MOOATbHI
oiccrosa.

YEMELYANOVA Olena, CHERNYSH Maryna. THE CATEGORY OF MODALITY IN EDUCATIONAL DISCOURSE

The article deals with the studving the means of expressing the category of modality in English educational discourse. The
conducted research shows that one of the most important text categories is modality. In the course of the study, it was found out that
there are two main types of modality are differentiated in linguistics: objective and subjective. In the first case, we mean the expression of
the relation of what is reported to reality from the point of view of the speaker; in the second — the ways of speaker’s qualifying the
objective content of the message. In the theory and practice of translation, the problem is mainly focused on subjective modality
rendering, that is, on the speaker’s point of view as to the relation of the utterance to reality. The specifics of the use of language
representations of subjective and objective modality in the Ukrainian and English languages and their linguistic diversity are connected
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