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Peanusanusa nHCTUTYLIMOHANIBHOTO AUCKYypca B TemaTuke BKP no
oOpazoBaTenbHOM porpamme «Peknama u cBsi3u ¢ 00LIECTBEHHOCTHIO
(mpoduns «KoMmepueckas pekiiamar)»

B cratbe B KayecTBEe INOKa3aTeNs peaau3aliy PEKIAMHOTO JHCKypca
aHaJIu3y TMOJBEPraeTcsl TeMaThKa BHIMYCKHBIX KBanudukanuoHHbXx padoT (BKP)
nmo oOpa3oBaTeabHON mnporpamme «PekimamMa M CBSI3U € OOIIECTBEHHOCTHIO
(mpopuns «Kommepueckass pexnamay). [lo Mpiciu aBTOpOB, KMMEHHO JTa
KOMITOHEHTa TeKCTa B HAMOOJBIIEH CTENEHN OTPaKaeT HE TOJIbKO TUIMYHYIO IS
TAKOro >KaHpa KaTeroOpui0 AaKTyaJlbHOCTH, HO W B 3HAUYUTEIBHOM CTEIEHU
KOHIENTYAJIM3UPYET COOCTBEHHO SI3bIKOBETUECKOE U3YUEHHE PEKJIaMbl B TPAaHUIIAX
0a30Boil mapaaurMel «TekcT — guckypc». ChopmupoBannas B HazBaHusix BKP
TEMaTUKa OTTEHSET OCOOCHHOCTH $3bIKa PEKJIAMHBIX TEKCTOB B KOHTEKCTE
JUCKYPCHUBHBIX ITapaMETPOB, OTHOCSIINXCS K KOMMYHUKAaTUBHOW, CEMHUOTHUYECKOMN
u conuanbHOU cdepam. Kpome Toro, temarvka IMO3BOJIIET C OONBINEH aoJel
TOYHOCTH CYIUTh 00 YpOBHE ITUCKYPCHOHHOM pPEIEBAHTHOCTH, MpHUAaBas TEM
CaMbIM BCEMY UCCJIEIOBAaHHIO TaK HEIOCTAIOU[yl0 TMOpo  (QopMajbHO-
COAEPKATEIBbHYIO LIEIIOCTHOCTD.
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KOHLIENITYaJu3alusl, «IIPE3yMIUUs  pealu3aluu», PbIHOYHBIE  HHTEHLUH,
COLIMOKYJIBTYpHAs  aKTyanus3anusi, Oaliep, MHCTUTYIMOHAIBHBIA  JIUCKYPC,
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Implementation of institutional discourse in the themes of final qualification works
for the educational program «Advertising and Public Relations (the educational
program specialization «Commercial Advertising»)»

In the article, as an indicator of the implementation of advertising discourse,
the themes of the final qualifying works for the educational program «Advertising
and Public Relations (the educational program specialization «Commercial
advertising»)» are analyzed. According to the authors, this component of the text
mostly reflects not only the category of topicality typical for this genre, but also to
a large extent conceptualizes the actual linguistic study of advertising within the
framework of the basic paradigm «text — discourse». The themes formed in the
titles of the final qualifying works highlight the peculiarities of the language of
advertising texts in the context of discursive parameters related to the
communicative, semiotic and social spheres. In addition, the themes allows the
authors to judge with a greater degree of accuracy the level of discursive relevance,
thereby giving the entire study a formal and meaningful integrity that is sometimes
lacking.
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«presumption of realization», market intentions, socio-cultural actualization, buyer,

institutional discourse, educational program, advertising, public relations, text.



