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OCOBJIMBOCTI BUKOPUCTAHHSA MOBTOPY SAK EKCHHPECUBHOT' O
CUHTAKCHYHOT O 3ACOBY Y CJIOTAHAX AHIVTTIOMOBHOI1
TYPUCTUYHOI PEKJIAMHU I'OTEJIIB

Cmammio npuceayeHo NiHSGICIMUYHOMY OOCHIOJNCEHHIO AH2IOMOGHUX DEKIAMHUX Clo2auie. Y cmammi oKpecieHo
NOHAMMSA CI02AHY AK KI0Y08020 elleMenmy pekiamnozo mekcmy. OCHOBHA y8a2a 30cepeddicena Ha 0COONUBOCIAX GUKO-
PUCMAHHSL NOGIMOPY SIK eKCHPECUBHO20 CUHMAKCUYHO2O0 3ACO0Y Y CLO2AHAX AH2TIOMOBHOI MYPUCIUYHOT pEKIAMU 2OMENIE.
Axmyanvricmos 00CAi0NHCeHHs BUNIUBAE 3 MO20 PAKMY, W0 peKiama idiepac GeludesHy poib Y HCUMmi KOWCHO20 iHOU-
8i0a, Momy nocmae HeoOXiOHICMb AHANI3Y GUKOPUCTIAHHS CUHMAKCUYHUX KOHCMPYKYIU Y PI3HUX MUNAx noemopie 0.
00Cni0dCeH S IXHbO2O BNAUBY HA CBIOOMICb CNONCUBAYIE.

Mema cmammi nonseac 6 momy, wob dociioumu 0coOMUBOCME BUKOPUCIAHHS PISHOMAHIMHUX MUNIE NOBMOPIE y
CNI02aHAX aH2NOMOBHOI MYPUCMUYHOT PEKTIAMU 20MENIS.

Y ecmammi nioxkpecneno, wo 3a60saxu excnpecusHocmi npoyec KOMyHikayii cmae Oinvu 4imkum, Ha0ineHUM OilbUUM
cmynenem eMOYiuHocmi, i 6i0N0GIOHO CRPUAIMUME YMEEPONCEHHIO NOSUMUBHO20 CINABILEHHS CRONCUBAYA 00 NPeOMenty,
wo pexnamyemucs. [ocepenvhoio 6a3o10 00CHiONCEHHA CY2YIOMb GH2IOMOBHI CIO2AHY THMePHem cailmie ma JCypHAaie
Travel+Leisure nepioo 202 1-2023 poxis. Aemopom cmammi 008e0eH0, Wo CRPUUHAMMS PEKAaMU AyOUmMopicio 3HA4HOI0
Miporo 6yde 3anexcamu 8i0 KOPEKMHO20 3ACMOCY8AHHA 0OUHUYb MOSU HA Pi3HUX pieHaX. [osedeno, ujo be3 Hadinenna
DPEKNAMHO20 NOBIOOMAEHHA CIYNeHeM eKCHPeCUeHOCHI, npoyec PekiamHoi KOMYHIKayii ma nepeurHuil 3a0yM pekaiamo-
0a6yis 3a3HAE HeBOAYI.

Y mpoyeci ananizy crnoeamnis, 3aghikcoganux na inmepHem caumax ma J’CypHanax, 6yni0 3’sCO8AHO, WO HAUOLILUL
3aCMOCOBYBAHUMY MUNAMU NOBMOPIB 66ANCAIOMbCA IEKCUYHUL, CUHOHIMIYHUL Mma cunmakcuyHull. IIJo0o cunonimiunozo
nogmopy, mo Hauvacmiuie Mmpaniaemovca anagopa ma enipopa. AHani3yIOUU PeKIAMHI CI02AHU 3 NO2TAOY UKOPUCHIAH-
HA CUHMAKCUYHO20 MUNY NOGMOPY, MU NPOCHIOKY6ANU 3ACMOCY8AHHA NAPYEIbOBAHUX SPAMAMUYHUX KOHCMPYKYILL.
Taxum uunoM, 8i0 61Y4HO20 NOEOHAHMNS SPAMAMUYHUX KOHCINPYKYINL Y PEKNAMHUX CLO2aHaX, Oyoe 3anexcamu AKull eghexm
peKama cnpasums Ha KIEHmMa, ma yu 3axoye 6iH CKOpUCMamucs Ne6HUM 8UOOM NOCILYe.
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THE PECULIARITIES OF THE USE OF REPETITION AS AN EXPRESSIVE
SYNTACTIC DEVICE IN THE SLOGANS OF ENGLISH TOURISM
HOTEL ADVERTISING

The article is devoted to the linguistic study of the advertising slogans in English. The concept of slogan as a key
element of an advertising text is outlined in the article. The main focus is based on the peculiarities of the repetition usage
as an expressive syntactic device in tourism advertising hotel slogans in English. The topicality of the research lies in
the fact that advertising plays a huge role in the life of every individual, so there is a need to analyze the use of syntactic
constructions in various types of repetitions in order to study their impact on the minds of consumers.

The purpose of the article is to investigate the peculiarities of various types of repetitions usage in tourism advertising
hotel slogans in English.
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In the article is emphasized that due to the expressiveness, the communication process becomes clearer, endowed with
a greater degree of emotionality, and will, accordingly, contribute to the establishment of the consumer positive attitude
towards the advertised item. The source base of the study are the websites and magazines Travel+Leisure in English for the
period of 2021-2023. The author of the article proved that the perception of advertising by the audience will largely depend
on the correct use of language units at different levels. It has been proven that without giving the advertising message a
degree of expressiveness, the process of advertising communication and the original idea of advertisers will fail.

In the process of analyzing slogans recorded on the Internet websites and magazines, it was found that the most
utilized types of repetition are lexical, synonymous and syntactic. As for synonymous repetition, anaphora and epiphora
occur most often. Analyzing advertising slogans from the point of view of using the syntactic type of repetition, we
revealed the use of parceled grammatical constructions. Thus, t.he effective combination of grammatical constructions in
advertising slogans will depend on the effect the advertisement will have on the client, and whether he will want to use a

certain type of service.

Key words: advertising, advertising slogan, expressiveness, expressive syntactic constructions.

MocTranoBka npodaemu. ChOroqHI CyCHiJILCTBO
nepedyBae y Tpomeci MIBHIKOIUTMHHOTO CaMo-
BIIOCKOHAJICHHSI Ta 3MiH TMPAaKTHYHO Y BCIX cde-
pax JKHTTeHISUTBbHOCTI. | BIOMOBIAHO, pekiIama SK
HEPO3UIbHA YacTWHA i€l KUTTEMISUTBHOCTI TaKOXK
BUIO3MIHIOETECS Pa3oM 3 yciMa MpolecaMu, B SKUX
BOHA (DYHKIIOHYE.

Pexnama sk ofMH 13 pe3yNbTaTHBHUX CIIOCOOIB
PO3ITOBCIOKEHHS PiI3HOTO BUIY iHGOpMAITii, 3aBXK TN
nepeOyBaTHMe y IIEHTP1 yBar, OCKUTEKA 3a/I0BLIBHSE
iHTepecn Oi3Hecy, MOTpPeOM CIIOKUBAYiB, a TaKOK
TBOpUicTh. 11010 pekIaMHOro TEKCTY, TO OCHOBHUM
Horo 3aBIaHHAM € POiH()OPMYBaTH CIIOKUBAYiB PO
HasBHI TOBapH 41 MOCIYTH, Ta MEPEKOHATH iX MPH/I-
0aTu TOBap YM CKOPUCTATUCS IEBHUM BUJOM IOCIIYT.
TakuMm 4nHOM, IPOAYKTHUBHICTH LHOTO IpoLecy Oyzne
3aJie’kaTu Bil MOBHOI penpeseHTauii pexnamu (Kap-
nieHko, 2019: 108).

OnHUM 13 BaXJIMBUX CIIEMEHTIB PEKIAMHOIO
TEeKCTy € cioraH. Ha myMmKy 6ararbox HayKOBLIB,
cloraH — 3aci0 BHUpaKCHHS KIIOYOBOTO 3aayMy
pexiamHOi kammaHii. 3okpema, I. Mopo3osa y mpaiii
«CxJtagarouy cioranm» 3a3Havana, mo «Ciorad — 1e
KOPOTKE CaMOCTiliHE peKIaMHE MOBiIOMIICHHS, IO
MOXKE ICHYBaTH 130JbOBaHO Bijl IHIIUX peKIaM-
HUX TPOAYKTIB 1 TpeacTaBisie cOOOI0 3TOPHYTHH
3MicT pekiamHOi Kammadii. Ilpm mpomy ocHOB-
HUMH 3aBAAaHHSIMH BHKOPHCTaHHS CJIOTaHa €: 3ajy-
YeHHS (30aTHICTH) CJIOraHa BUKJIMKATH palliOHaJIbHE
MO3UTUBHE CTaBJICHHA A0 PEKIaMOBAaHOTO TOBApY 1
3aram’sitatucey (Kapnenko, 2019: 107).

Sk 3ayBaxkye I. M. KaprieHko, OCHOBHUM 3aBJIaHHSAM
CJIOTaHy Y PEKIAMHOMY TEKCTi € KOIiIOBaHHS OCHOB-
HOT'O PEKJIAMHOTO TBEPIDKEHHS Ta HaIUJICHHS peKJaM-
HOTO TEKCTy MOBHOTOI0. B Hacminok uporo, ToBapu Ta
MOCITYTH, SIKI TIPOTIOHYIOTHCS ayIUTOPil, BUPI3HAIOTHCS
cepel IHIIKX 1 3aKapOOBYIOThCS Y MaM’STi CTIOKHBAYIB.
TakuM 9UHOM, CJTIOTaH € HAHBAKJIMBIIIIFIM €JIEMEHTOM Y
PpeKIIaMHOMY TEKCT1, 1 BIIMIOBITHO MOYKE MICTUTH Y CBOTH
OCHOBI IpaMaTHYHi Ta iHIII XyJOXKHi 3aCO0M MOBH, SIKi
BJIACHE 1 CTAHOBUTHMYTh METY HAIIOTO JOCIIKEHHS
(Kapmienxo, 2019: 108).

AHaJji3 gociinxedb. EXCipecuBHI CHHTaKCHYHI
KOHCTPYKIIIT cTajax 00’ €KTOM JOCIIPKEHHS 0ararbox
MOBO3HABIIIB IPOTATOM TPHUBAJIOTO TEpioAy dacy.
3o0kpema, JOCIiKEHHSIMH X KOHCTPYKIIiH 3aiima-
JINCSL Takl BITYM3HSHI MOBO3HaBII SIK A. 3arHiTKo,
JI. M’sacusukina, T.JliBmmmne Ta iHmi. Y CBOIH
moHorpagii A. 3armitko (2014) oxpeciauB THIIO-
JIOTII0 CKJaJHUX CHHTAKCHYHHUX KOHCTPYKIIH Ta
IHIITI TEOPEeTWYHI THUTaHHSA cHUHTakcucy. OmHak He
BCI MOBO3HABIli 30CEPEMKYBalld CBOIO YBary came
Ha BHKOPUCTaHHI EKCHPECUBHUX CHHTAKCHYHHUX
KOHCTPYKLiH (TIOBTOpiB) Yy PEKIaMHOMY TEKCTI.
Jlume JI. M’sicusiakina (2012), T. JliBmuns (2012)
MpaLoBaii HaJ JOCHIPKEHHSM JaHoi mpobiema-
Tikd. KoykHa HayKOBHIlS TOfana JeTalbHUN aHaJi3
3aCTOCYBaHHS IIEBHOTO TUITY MTOBTOPY Y PEKIAMHOMY
TEKCTI.

HesBakatoun Ha uuMany KiIbKICTh HayKOBHX
mpailb, MPUCBIYCHUX JOCIIHKCHHIO BUKOPUCTAHHS
€KCIIPECUBHUX CHHTAKCUIHHUX KOHCTPYKIIIH, TUTaHHS
0COOIMBOCTEH 1X 3aCTOCYBaHHS CaMe Y PEKIaMHOMY
TEKCTI 3aJUIIAETHCS BIKPUTHM, 30KpeMa, Y TypHUC-
TUYHOMY PEKIAMHOMY JAMCKYPCi TOTEIBHOTO Oi3HECY,
10 BJIACHE 1 3yMOBJIIOE aKTYaJIbHICTh HAIIOTO JIOCIi-
JOKCHHS.

Merta crarTi moyITaE B TOMY, ITIOO TOCHTIAWTH
0COOIIMBOCTI BUKOPHCTAaHHS PI3HOMAaHITHUX THIIIB
MOBTOPIB y CIIOTaHaX aHTIIOMOBHOI TYPHCTUYHOI
pEeKJIaMU TOTEIIB.

Buknax ocHoBHoro wmarepiany. Jlo kito-
YOBHX (YHKIIHA pEKIaMHOTO TEKCTy BITHOCATH
iH(hopMarliiiHy Ta ekcripecuBHY. PexiramMa mokimkana
MpHUBaOIIIOBaTH CIIOKWBadiB, BUKIUKATH IHTEpeC,
3MYCHUTH MPHI0ATH TOBAp UM CKOPUCTATHUCS TTEBHUM
BHJIOM IIOCIYT. ToMy, SIKIIO pEeKJIAaMHUN TEKCT JIMLIE
iHPOPMY€E CIIOXKHBAYiB IMIOAO0 AKTYaJILHHX TOBapiB
YU TOCHYT, aje He 3a0X04y€, HE € Pe3yJIbTaTHBHIM.
AJpKe Ha BIATYK CTIOKHBaviB Oy/ie BIUTMBATH €KCIIpe-
CHMBHA 3a0apBJICHICTh PEKIAMHOTO ITOBiJOMJICHHS,
KOPEKTHa 3aMiHa THIIOBUX CKJIaJIOBUX YacTHH Ha
eKCTIpeCHBHI Ta HaBMakd. ExcrpecwBHI mnpuiiomu
HAIUISIFOTh  TIPOLIEC KOMYHIKalii YiTKiCTIO TOMY,
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IO TapaHTyIOTh B3a€MOBIUIMB OAMHHUIL MOBH Ta
EMOLIIIfHOTO BIAHOWICHHS YYacHUKA KOMYHIKaIIii.
TakuM YMHOM, 3aCTOCYBaHHS TaKHX KOHCTDPYKIIH
CIPHUATAME TIepenadi IO3UTUBHOTO BiIHOIICHHS
0 TIpeAMETy peKJaMH, 3aKIUKAloud CIIOKHBadiB
nisitTi.  EKCIIpecWBHICTD TPHUCYTHS Y  OTUHHIISIX
Ha BCiX piBHsAX MOBH. [Ipore ogHMMHU 3 HaiOiNbII
MOLIMPEHUX 3aco0iB, SKi HAagUIAIOTH pEKIaMy
YITKICTIO € EeKCIPECHUBHI CHHTAKCUYHI KOHCTPYKIIii
(M’sicasakina, 2012: 400).

Tak, A. 3arHiTko 3a3Hayae, 110 J0CIIIKEHHS CUH-
TaKCUYHUX KOHCTPYKIIA Ta TPOCITIIKYBaHHS iXHIX
(hopManIbHO-TpaMaTHYHUX XapaKTEPHCTUK BKa3ye
Ha Pi3HOOAPBHICTh IIMX YTBOPEHb 1 CHpPSMYBaHH:
LbOTO IIMUTAHHS 3/1€01IBIION0 Y HOBITHIO MaHEPy OI10-
Bijll, sIKifi BJIacTHBI OaraToMaHITHI Jiana3oHU 3MIHH
IyMKH, HerependavdyBaHi acomiamii i 30aradeHHs
pedeHHs. Biaminsroum KIFOYOBI BHIM CHHTAKCHY-
HUX KOHCTPYKLiH, Ha JYMKY aBTOpa, A€ MOXIIHU-
BICTh TPOCIIJIKYBaTH PO3MaiTiCTh IXHIX BHIO3MiH
(3aruitko, 2014: 318).

3okpema T. JIiBOUIE CTBEPIIKYE, IO OMHIEIO 3
HaHOUTBII TOMIHYFOUMX €KCIPECUBHUX KOHCTPYKIIIH
€ TIOBTOp. SIK BBaka€ HayKOBUIIs, IOBTOPH MPHUCYTHI
y BCIX THIAX PEKJIAMHUX TEKCTiB. PO3pi3HSIOTH Taki
BUJIM TIOBTOPIB SIK JIGKCUYHUH, CHHOHIMIYHHH Ta
CUHTaKcHYHUHA. Po3risHeMo yci MOXIWBI BapiaHTH
3aCTOCYBaHHS KO)KHOTO THITy TIOBTOpPY B aHIJIO-
MOBHHUX CJIOTaHaX TYPUCTUYHOI PEKJIaMU TOTEIiB
(M’sicusiakina, 2012: 401).

3rigHo 3 norsaamu T. JliBoIuih, HalyKWBaHi-
IIUM € JIEKCUYHHWH TMOBTOP, 33 JIOMOMOTOIO SIKOTO
BiIOyBa€eThCA TOBTOPHE 3BEpHEHHS A0 iH(opmarii
Yyepe3 TorepeHi ciaoBa abo K CIIoBa, MO € CKIA-
HUKaMU OJHI€T CIIOBOTBIPHOT mapagurMu. Y pekiam-
HOMY TEKCTi JI0 TaKH CJiB BiIHOCATHCS B OCHOBHOMY
BJIaCHI IMEHHHKH, IO € Ha3BOIO TOBapy 4u (ipMHu.
s Ha3Ba «mpamoe» y peKkIaMHOMY 3aroJIOBKY 4H
CJIOTaHi, a 3r0JJOM HEPiAKO MOBTOPIOETHCSI B TEKCTI
(M’sicastakina, 2012: 401). PosmisiHemMo HacTymHI
npuknanu: “Its all about location, location, location”
(Hotel Chain Slogans);, “Home away from home”
(Hotel Chain Slogans); “Nice people taking care
of nice people” (Hotel Chain Slogans); “A home to
write home about” (Travel+Leisure, 2023: 9).

Sk BBakae JI. M’sAcHSIHKIHAQ, CHHOHIMIYHHI
MOBTOp 30arady€e peKJaMHUN TEKCT OiNBLIOI eKc-
npecuBHICTIO. OHUM 13 HAWOUIBII BXXUBAHUX THUIIIB
TaKOTO MOBTOPY Y peKiiami BiTHOCATH aHadopy, siKa
MIOJISITa€ Y TIOBTOPEHHI OJHAKOBHX CKJIAJIOBUX MOBH
Ha II0YaTKy KOXXHOTO psiaka, crpodu abo abzarmy
(M’sicastakina, 2012: 402), manpuknan: “‘Perfect
home with perfect space” (Hotel Slogans: 450 +
creative And unique Slogans For Hotel); “Heavenly

AKTyaAbHI IMTaHHS IyMaHiTApHMX HaykK. Bum 65, Tom 2, 2023

Mogo3zHaBcTBO. AiTEpaTypO3HABCTBO

...............................................................................

bed. Heavenly bath” (Hotel Slogans: 450 + creative
And unique Slogans For Hotel); “Stay for your health
and stay for ours” (Hotel Slogans: 450 + creative And
unique Slogans For Hotel); “So clean... So good!”
(Hotel Slogans: 450 + creative And unique Slogans
For Hotel); “Choose us once, and you will choose
us always” (Hotel Slogans: 450 + creative And
unique Slogans For Hotel); “The high-standard place
for high-standard people” (Hotel Slogans: 450 +
creative And unique Slogans For Hotel); “Great
offers and great stays” (Hotel Slogans: 450 + creative
And unique Slogans For Hotel); “Unique hotels,
unique vacations” (Hotel Slogans: 450 + creative
And unique Slogans For Hotel), “Be the guest. Be
the artist” (Travel+Leisure 8, 2021: 31), “The best
of a hotel with the best of home” (Travel+Leisure 1,
2022: 105).

TakuM YHHOM, 6aYMMO, 1[0 OCHOBHOIO IPUYHUHOIO
3aCTOCYBaHHS aHAQOpH Yy PEKIaMHOMY TEKCTi € Te,
IO TIepIIi eJIEMEHTH CIIOTaHy Kpaile IPHBEPTAIOTh
yBary CIOXKMBadiB O TOTEJIBHOTO CEPBICY.

Jo Haily>)KWBaHIIIOr0 THITy CHHOHIMIYHUX MOBTO-
piB y pekiaMi MOKHA BIIHECTH TaKoX 1 emidopy, sKka
TOJISITa€ y MOBTOPEHH1 OTHAKOBHX CJTiB 200 CJIOBOCIIO-
ny4deHb y KiHmi pedeHHs (M’scHsaHkina, 2012: 402),
Hanpuknan: “The best surprise is no surprise” (Hotel
Chain Slogans); “Whatever you want. Whenever you
want it” (Hotel Chain Slogans); “There’s no place
like this place anyplace else” (Hotel Chain Slogans);
“The Right Way. The Wyndham Way” (Hotel Slogans:
450 + creative And unique Slogans For Hotel),
“Worry-free, fourth night free” (Travel+Leisure 5,
2021: 25).

om0 CHMHTAKCHYHOTO IOBTOPY, TO y peKiami
9acTO TPAIUBIETHCS TapIeNbOBaHI KOHCTPYKIL st
TOTO, MO0 BHIITUTH XapakTEpHI O3HAKH 00 €KTa
pEeKIIaMH, TPYHTYIOTBCS HA IHTOHAIIIHHOMY BHOKPEM-
JIeHH1 coBoGopMHU ab0 CIOBOCHOIYYEHHS, 3aBASIKH
SKOMY BHOKpEMJICHA OJIMHHMIIS Jlocarae iH(opmamiii-
HOi Baru camoctiiiHoro BupaxeHHsi (M’sCHsHKiHA,
2012: 404). Po3rsHeMO HACTyIHI Tpukiamad: ‘“You
Don't Need More Vacation Days. You Need Better
Ones” (Hotel Slogans: 450 + creative And unique
Slogans For Hotel); “Ifit’s happening in London, it s
happening at The May Fair” (Hotel Slogans: 450 +
creative And unique Slogans For Hotel); “Always
included. Always Unlimited” (Hotel Slogans: 450 +
creative And unique Slogans For Hotel); “Something
for them. Something for you” (Hotel Slogans: 450 +
creative And unique Slogans For Hotel); “This is not
a resort, this is an experience”’ (Hotel Slogans: 450 +
creative And unique Slogans For Hotel).

BHCHOBKH Ta nepcneKTHBH MOAAJIbIINX 10C.Ti-
JmkeHb. OTXe, piBeHb EKCHPECHBHOCTI PEKIAMHOTO
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TEKCTy Oyzae 3aiexard Bil MOBHUX OIMHHLB Pi3HUX
piBHiB. [IpoTe CHMHTaKCHMYHI KOHCTPYKILii, 30KpemMa
MOBTOPH € OIHUMH 13 HAMOUIBII 3aCTOCOBYBAaHHX Y
PEKJIaMHHX CIIOTaHaX TyPUCTUYHOI PeKIIaMU TOTEiB.
3 X TOITOMOTOI0 PEKIIAMHHI TEKCT MOCTIHHO Tepedy-
BaTHMeE B TIOJIi 30py TYPHCTIB Ta BiJl BTIyYHOTO BHKO-
pHUCTaHHS SIKUX Oyzae 3aliexaTu KUl e(eKT pexiaMa
CIpaBHUThH Ha HUX.

...............................................................................

[Moganbme HOCTIIKEHHS OCOOIMBOCTEH BHUKO-
pPHUCTaHHS MOBTOPY SK EKCHPECHUBHOTO CHHTAKCHY-
HOTO 3aco0y y cjoraHax aHIJIOMOBHOI TYpPUCTHYHOT
peKJIaMy TOTEIBHOTO Oi3HEeCy, MPEICTaBICHOIO B3a-
€MOZIE€I0 PI3HOOIYHUX TPaMAaTHIHUX KOHCTPYKIIIM,
Oyzne 6a3yBaTHCs Ha MUPIIiK 0a3i peKIIaMHIX TEKCTIiB
1 Oyzme crnpsiMOBaHE Ha MiATBEPIKECHHS Y CIPOCTY-
BaHHS BUCHOBKIB, SIKMX MU JIIHILUIU B [IbOMY aHaJIi31.
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