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AHHOTammsi: Pa3BuTie MeIMHHOrO NPOCTPAHCTBA OHJAMH M 3HAYMTEIBHOE pPAaCIIMpEHUE
ayIUTOpHH TONb30Bareneil cetn MHTepHET Hen30eKHO MOBIEKIO 332 COOOW TOSBICHHE HOBBIX
GopM M KaHPOB, MHOTHME W3 KOTOPHIX IEPBOHAYAIBHO BOSHUKIM B AHIIOS3BIYHOM BEpCHUH
KOMMYHUKaIuH. B npodeccnoHansHOi cpejie HeOTheMIIEMOH YacThio OM3HECA CleqyeT NPU3HATh
BEJICHHE CaiiTa KOMITAHWH, TJIABHBIM KOMIIOHEHTOM KOTOPOTO CTAaHOBHTCS paszien “About us”, roe
KOMITaHUs pefocTaBiser nHdopmarmio o cede. TexcTsl Masioro opmara, pa3MeIieHHbIE B TAaHHOM
pasnerne, ¢ TeUeHHEM BPEMEHH CTalld UMETh HE CTONMbKO MH(OPMHPYIOIIEE, CKOJIBKO PeKIaMHOe
npeaHa3HaueHKe, YTo0 OTPa3HIOCh Ha UX CTPYKTYPHO-COZIEPIKATENbHBIX XapakrepucTukax. Llebio
JIAHHOTO WICCIETIOBAHMS CTAJIO U3yUeHHE S3BIKOBBIX OCOOCHHOCTEH TAaKHUX TEKCTOB. AKTYalbHOCTh
paboThI 3aKiodaeTcsi B 00pAlIeHUH K aHIIOA3bIYHOMY MEIUIHOMY TPOCTPAHCTBY KaK CPEICTBY
TIPOJIBIDKEHHS] TOBAPOB ¥ YCITYT, HOBBIE (POPMBI KOTOPOTO TPeOYIOT HayqHOTO OCMBICIeHNs. HoBr3Ha
paboTbl 00yCIIOBIEHA 00pAIIEHIEM K AHATU3Y U3y4aeMbIX TEKCTOB B ACTIEKTE AMHAMHUKH HX S3bIKOBBIX
XapakTtepucTuk. B pesynbrare mpoBeseHHON paboThl CHOPMYIMPOBAH BHIBOL 00 H3MEHEHUH
(yHKIMOHAIBHOTO TIOTEHIHANIA UCCIIETYEMbIX TEKCTOB, TMHAMHUKE OT COOCTBEHHO MH(OPMATHBHON
(GYHKIMM K pEeKIaMHOM, 4TO BIeYeT 3a CO0OH WM3MEHEHHWE B CTPYKType, COIEp:KaTelIbHOH
HarOJHEHHOCTU U 00beMe TaKuX TEKCTOB.
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1. BBEAEHHE

HACTOsIIIIee BPEMS Ha PhIHKE TOBAPOB M YCIYT HACUMTHIBAETCS OONBIIOE KOIUYECTBO

KoMmanuii 1 OpeHaoB. JIro0as KoMnaHus 3aMHTEPECOBAHA B TIPUBJICYCHUN KaK MOKHO

OOJIBIIIEr0 KOJTMYECTBA MOKYMATENIEH, B TOM YHCIIE MOCTOSHHBIX KIUEHTOB. DPHEKTUB-
HBIM CpPEJCTBOM YIPaBICHHUS MACCOBBIM MOTPEOUTEIbCKHM CO3HAHMEM SBIISIETCS peKiama, IT0-
CKOJIbKY OHa He MPOCTO «y4acTBYeT B (HOPMUPOBAHUH KOJIIEKTUBHOTO MACCOBOTO CO3HAHHMS Yepes3
pacimpeHne CoaepKanus MHIUBUAYaTbHOTO co3Hanus» [Kymukosa, 2009, c. 28], HOo M3HAYaIBHO
HarfpaBJieHa Ha «ynpasieHue co3Hanuem» [ComnonoBuukosa, 2021, ¢. 85], uTo, B CBOIO Ouepe/ib,
3HaYUMO 7 Bcex wieHoB obmiecTsa: “the intention of influencing people is vitally important”
[Evans]. Pekiama crana HeOTheMIEMBIM aTpuOyTOM COBpeMeHHOTo Mupa: “Advertising is part of
the culture and economics of a society and, therefore, part of our every-day lives” [Johannessen,
2010, p. 2].

CoOTBETCTBEHHO, peK/IaMa HAYMHAET MIPOHUKATH BO BCE CQepbl AeATeNIbHOCTH denoBeka. Co-
BPEMEHHBIN MOTPEOUTENb B ONPEICNEHHON CTENeHH MPUBBIK K PEKIaMHBIM POJIMKAM Ha TeJeBH-
JeHuH, Oerymiei cTpoke, yIuuHbIM OanHepaM 1 OundopiaM, IPOMKHM U 3alIOMHHAIOIINMCS CII0-
raHam, TIOYTOBOM PacChUIKE — MHOT00Opasue GopM 1 KaHpPOB, a TAKKE MX MOCTOSHHAS YBOJIOLHS
yXke oTMevaIuch yueHbiMu [bose, Apenc, 1995, c. 15-17]. JluBepcudukarys cpeicTB MacCoBOi
MH(OPMALIMU U aKTUBHOE OCBOCHHME MHTEPHET-NPOCTPAHCTBA IIMPOKUM KPYTOM IOJB30BaTENeH
BJICYET 32 CO0OIi MOSBICHNE HOBBIX BHIOB PEKJIaMbl (BCILIBIBAIOIINE YBEJOMIICHHUS, PEKIaMHbIC
CTPOKH | T.II.), BO3ACHCTBUE KOTOPBIX YCHUIMBAETCS 3a cueT 3 QexTa HEeOKUIAaHHOCTU. B amek-
TPOHHBIX CPEACTBAX MACCOBOW MH(OPMALMK BOSMOKHBIM CTAHOBUTCS U3YUEHUE MOJIENEH MOBe-
JIeHUS TIOIb30BATENeH, a Takxke n3MepeHne d3QEeKTUBHOCTH PEKIaMHbIX KaMIIAHUA, B pe3yIbTaTe
4ero BO3HUKAET TapreTUPOBaHHAS pekiaMa. [ paHuIlbl U OPMBI PEKIAMHON KOMMYHHUKAIIUK Pac-
MIUPSIOTCS, TOCKOIBKY (DYHKIIMOHAIBHBIE BOSMOYKHOCTH OHJIAIH PEKIIaMbl OKa3bIBAIOTCS HAMHOTO
00bEMHEE 110 CPABHEHUIO C TPAJULHMOHHBIMU CPEICTBAMU MAacCOBOM MH(POPMAIHH.

AKTyanpHOCTb JIAHHOTO HCCIIEJIOBAHUS MPENOIpe/eneHa MOTPeOHOCThI0 M3y4eHHUsSI HOBBIX
(bopM pexsaMbl, TOSBISAIOIINXCS B ceT VIHTepHET, Tak Kak COBPEMEHHBIN PHIHOK THKTYET 0CO-
Oble TpaBMIIa TPOJIBIKEHHSI TOBAPOB M YCIYT WHIMBUIYAILHBIM NPEANPUHUMATENSAM 1 CaMo3a-
HATBIM TpakJaHaM, MajoMy, CpeHeMy U KpymHoMmy OusHecam. [IpoxBuxenue Openna ceituac
HEBO3MOXKHO MPEACTAaBUTH 03 00s3aTebHOT0 BeeH s caiita. [Ipoananu3upoBaB aHIIOA3BIYHbIC
CaWThI KOMIIAHUH, MO’KHO 3aMETUTh, YTO BCE OHU COCTOST MIPUMEPHO U3 OHUX M TEX JKE Pa3/IeioB,
r7Ie eHTpalbHBIM siBisieTcst pazaen “About Us” / “Our Company”. [lanHbIid pa3aen oOnagaeT
HE TOJIbKO MH(OPMATHBHOM (yHKIMEH, 3HAKOMS OTEHIATLHOTO WM PEANbHOTO NOTPeOuTENs
C UCTOpHEH KOMIaHUH, €€ PYKOBOASAIIMM COCTaBOM, OCHOBHBIMH OpeHIaMu, HO M BOCIOJHSET
NOTPeOHOCTh KIIMEHTa B 0E30MacHOCTH, MCUXOJIOTHYECKOM KoM(opTe, YOeknas B HaJeKHOCTH
BBIOPAHHOW UM OpraHu3aiu. Eciiu KIMeHT He YBepeH B KOMITaHUH, TIPOM3BOAAIICH TPOIYKT WK
npe/yIararolel yciyry, Hi pekiiama, Hi BU3yajibHoe 0(opMIIeHHE caifTa He TOMOTYT 3 (HEeKTHBHO
B IIPOJIBHYKEHUU TOBAPOB U YCIIYT AaHHOH KOMIIAHUH.

HoBuzHa paboThI 3aKIII04aeTCs B M3yYESHHUHN SI3BIKOBBIX OCOOCHHOCTEH aHTIIOA3BIYHBIX METHH-
HBIX TEKCTOB O MPO(HECCHOHATBHOM IS TENbHOCTH KOMIIAHUH, pa3MELIEHHBIX Ha UX CaiiTax B pa3-
nene “About Us”, a Takke B aHAIN3€ UX COAEPKATEIbHBIX, KOMIIO3UIIMOHHBIX U (YHKIIMOHAIb-
HBIX XapaKTEPHCTUK, ONMPAIOIINXCS Ha PEKIAMHbIN MOTEHIMAN TAKUX TEKCTOB.
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Llenp nccnenoBanus 3aKTI0YAETCS B U3YUEHUH SI3BIKOBBIX 0COOCHHOCTEH TEKCTOB-TIPE3EHTA-
IUH JeATEeNbHOCTH KOMIAHHMN, Pa3MEIICHHBIX B aHIIOSN3BIYHOM MEIUHHOM mpocTpancTBe. O0b-
eKTOM HCCIIE/IOBaHUs CTajdu ManodopmarHble TeKCThl pas3nenoB “About Us”, pa3melieHHble Ha
AHIVIOSA3BIYHBIX CAlTaX MHOCTPAaHHBIX KoMmaHui. [IpenmeToM nccnenoBanus sBIAIOTCS UX A3BIKO-
BbI€ XaPAKTEPUCTHKH.

2. MATEPHUAJI U METO/bI HCCIIEJOBAHUS

Marepuanaom uccienoBaHus MOCTYKUIN CAlThl 3apyOSKHBIX TPAHCHAIMOHAIBHBIX KOMIIA-
HUIA, TIPEI0CTABIISIONINE HH(OPMAITHIO HA AaHTTIMHACKOM s3bIKE. TEKCTHI, pa3MEIIEHHbBIC Ha TaKHUX
caifTax, mpeTHa3HaYeHbl MAKCUMAIILHO MIUPOKOMY KPYTY PELUNUEHTOB, COOTBETCTBEHHO, TIPEI-
CTaBISIIOT COOOH OTpeeNeHHy0 (OpMy THATOTHYECKOTO JUCKYpCa, B TPAHUIIAX KOTOPOTO aB-
TOp OOIIAETCS C YUTATENIEM TIOCPEACTBOM XOPOIIO TMPOIYMAHHOTO TEKCTA, M3JIOKEHHOTO C yue-
TOM KOTHUTHBHBIX MOJIEJIEH, MMPUCYIIX MAaCCOBOMY CO3HAHUIO, UCTIONB3YS MPU ATOM TIIATEIBHO
0TOOpaHHbIE A3BIKOBBIE CPEICTBA. B paMKax JaHHOTO MCClIeIOBAaHUS pacCMaTPUBACTCS IUHAMUKA
M3y4aeMbIX TEKCTOB, co3aaHHbIX ¢ 2000 roza mo HacTosIIee Bpems.

B wm3ydeHnm smmumpuueckoro marepuana ObLTH 3aeHCTBOBAHBI METOIMbI (DYHKIMOHAIb-
HO-TIParMaTUYECKOTO aHAIIN3a, CTUIIUCTHUECKOTO aHAJI3a, KOHTCHT-aHaJIH3a.

3. PE3VJIBTATBI U OBCYKJIEHUA

[TockomnbKy M3ydaeMble HAMHU TEKCTHI, Pa3MELIEHHBIE B MEIUIHOM MPOCTPAHCTBE, 00IaTal0T
BBICOKMM PEKJIAMHBIM MOTEHIIUANIOM, CJIELYeT OTMETUTh, YTO UX OCHOBHBIMH (DYHKIMSMU MOXKHO
CYMTATh MHPOPMATUBHYIO U Bo3zieicTBYtoIIy0. FO. M. Tpodumona u M. C. MocsriHa 0TMeqaroT,
9TO Ha COBPEMEHHOM JTale OpPTraHu3aIis KOMMYHHKAIIMK B PaMKaX aHIIOSA3BIYHOTO MEITUIHOTO
JMCKypCca «HOCUT Mpo(heCCHOHANBHO BhIpakeHHbINH xapaktep» [Tpodumona, Mocsruna, 2022,
c. 32]. CoOoTBETCTBEHHO, aBTOPbI TEKCTOB O MPO(ECCHOHANBHON AEATEILHOCTH KOMIIAHUM Tpa-
JUIUOHHO CTaBAT I1eNIb MHPOPMHUPOBATH KAK MOJKHO OoJiee MUPOKUI KPYT PELUNUECHTOB O 3HA-
YUMBIX JIJT KOMITAHUH COOBITHSX M JIOCTIKEHHUSX, & TAKXKE O B3IVIAAAX aBTOPA Ha 3TH COOBITHUS.
Wudopmarys, mpeacTaBieHHas B TAKUX TEKCTaX, HE TOIBKO 0TOOpaxkaeT (akThl, HO U OTPaXKaeT
MHEHUS, HACTPOCHUSI, COIEPIKUT KOMMEHTApUH M Pa3MbIIUIEHUs aBTOPOB / pyKOBOJCTBA / paboT-
HUKOB KOMITAHUM WJIM TTOCTOSIHHBIX KJIMEHTOB.

MoxHO yTBep)KaaTh, 9TO MHPOPMATUBHAS CTPYKTYpa TAaKMX TEKCTOB 3HAYMTEIHHO OTIMYA-
eTCsl OT, HanmpHMep, TeKCTOB HAyYHOW HampaBIeHHOCTH. [Ipexkie BCero Takue TEKCThI CIETyeT
paccMarpuBaTh C MO3UIMI TEKCTOB Manoro ¢gopmara (“minitexts” [Kharkovskaya et al., 2017,
p. 62-63]). Ilepen aBTropamu Mano(hOpMaTHBIX TEKCTOB JAHHON Pa3HOBUAHOCTU HE CTaBUTCS 3a-
Jlaya TIOJTHOTO BCECTOPOHHETO OMMCAHKS TOTO MIIM MHOTO siBieHus. Co31aBasi peKJIaMHbIN TEKCT,
aBTOP CTPEMUTCS TIHUCATH TPEXKJIEC BCETO O TOM, YTO BBI3BIBAET MHTEPEC y OMPEAEIEHHBIX 00IIe-
CTBEHHBIX TPy, POKYCHPYS BHUMAHHE Ha T€X aCMEKTaX UCTOPHUH, OpraHu3aluy, QyHKIMOHUPO-
BaHMs KOMIIAHUHU, KOTOPbIE BaXHBI U1 €r0 NOTEHIMATIbHON ayautopuu. Takum 00pa3om, aBTOpbI
TEKCTOB, pa3MEIICHHBIX B pasaene caifta kommnanuu “About Us”, cTpemMsaTcst cOOOIHTh 1eNeBOM
aymuTopun 000 BCeX HOBUHKAX B 00JNACTH TOBAPOB U YCIYT, MPE/IaraéMbIX KOMIIAHHEH, C OJTHON
CTOPOHBI, & C APYTON CTOPOHBI, — CO3/1aTh 00pa3 HaeKHOU opranu3anuu. [IoCKoIbKy Takue TeK-
CTBI MTPEIHA3HAYEHBI JUI CaMOINPE3EHTAllMY KOMIIAHUHU, OHU 110 YMOJYAHUIO SIBJIAIOTCS PEKIaM-
HBIMU: «JUISl TOTO, YTOOBI OOBSBICHNE MOTJIO CHYUTATHCS PEKIAMOM, PEKIIaMOIaTeNlb TOJDKEH ce0st
npencraBuTh» [bose, Apenc, c. 13].
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[IpenocraBnenye HPOPMAIMT O KOMIIAHUU B TAKUX MAO(OPMATHBIX TEKCTaX COMPOBOXK/IA-
eTCsl OHOBPEMEHHBIM OCYILIECTBICHHEM BTOPOW 3HAUMMON (DYHKIUH — (YHKIIMU BO3JCHUCTBUSL.
Llens PR-MeHemkepa 3akitouaeTcs He TOIbKO B TOM, YTOObI paccKas3aThb O MOJI0KEHUH e B cfe-
pe, NpeICTaBIISIOIEH HHTEpEC ISl LIEJEBOM ayIMTOPUH, HO ¥ B TOM, YTOOBI yOEAUTh yuTaTene B
HEO0OXOMMOCTH ONPEIETIEHHOTO OTHOIICHUS K M3JIaraeMbIM (JakTaM M PerIaMeHTHPYEMOTO MOBE-
JICHUS U BOCIIPUATHS KOHKPETHOW NEUCTBUTENBHOCTH. DYHKIMA BO3IEHCTBUSA SABIACTCS U pe-
KJIaMHOT'O T€KCTa CUCTEMO0OPa3yIolel, ITOCKOIbKY OHA pH3BaHa C(OPMHUPOBATH OOIIECTBEHHOE
MHEHHUE, aKTUBHO MOBIMATH HA LEJEBYIO ayJUTOPHIO, MOOYAUTH MPUOOPECTH TOBAPHI MU BOC-
THOJIb30BaThCS yCIyraMu onuchiBaeMoii komnanuu [Ledeneva, 2018].

be3ycnoBHO, n3ydaembie TEKCTHI BBHITIOIHSAIOT U BCE OCTAIBHBIC MPHUCYIINE S3bIKY (YHKINU:
KOMMYHHUKATHBHY0, SKCIIPECCUBHY0, 3CTETUYECKY10. CllelyeT OTMETUTb, UTO KOJIMYECTBO U COOT-
HolIeHne (QYHKIMH peKIaMHOTO TEKCTa Pa3HUTCS B MHTEpIpeTaly uccnenosareneil. Hanpuwmep,
A. M. MakenoHiieBa BCie/ 3a APYTMMH YYEHBIMHU BBIJICISACT IIEJIbIA KOMIUIEKC (YHKIHA: «BO3-
JENCTBYIOIIYI0, SMOTUBHYIO, 3CTETUYECKYI0, HHPOPMUPYIOIIYIO, YOSKIAIOIIYI0, BHYIIAONIYIO,
HAIlOMUHAIOIIYIO0, aTTPAaKTUBHYIO, MOMYISPU3UPYIOIIYIO, Tu(hepeHIupyomyo <...>, OleHOY-
HYI0, apTYMEHTATUBHYIO <...>, MOZEIUPYIOLIYIO <...>, 00pa30BaTenbHyI0 U Apyruey [MakenoH-
nesa, 2010, c. 186-187.] B paMkax HacTOSIIEro MCCIENOBAHMS HET HEOOXOMMMOCTH TOIPOOHO
paccMarpuBaTh acmekThl (DYHKIMOHUPOBAHUS PEKIAMHBIX cOooOImeHuid. bonee Toro, Hemb3s He
cornacutbes ¢ M. FO. Mopo30BbIM, KOTOPBIN OTMEYAET, 4TO «(PYHKIHUU PEKIaMbl BApbHPYIOTCS B
3aBUCUMOCTH OT crieliu(uKH pexnamupyemoro oorexkray [Mopozos, 2009, c. 232]. B cBs3u ¢ 3Tu-
MH JIOBOJIAMH TIPE/ICTABISETCS 1I€I€CO00PA3HBIM OCTAHOBUTHCS TOJIBKO HA OCHOBHBIX (DYHKITHSIX.

KommyHukaruBHast QyHKIMS SBISETCS TaBHOUM (DYHKIIHEH S3bIKa M TPOSIBIAETCS BO BCEX €0
¢dopmax. KomMyHHKaTHBHAS HANPABIEHHOCTb CaliTa 3aKJII0YAETCs B TOM, YTO €r0 TEKCThI CO3/1a-
I0TCSI HE JUISl BHYTPEHHETO MOJIb30BaHUsI M HE JJIs €IMHCTBEHHOTO ajipecara (XOTs U B 3THX CIyya-
X KOMMYHHKATHBHbII aCIEeKT MPUCYTCTBYET), & Il MAKCUMAJIbHO IIMPOKOI ayIMTOPHHU, TO €CTh,
HaXO/SICh HA 3HAYUTEIILHOM PACCTOSHUM B POCTPAHCTBE, aBTOP PEKJIAMHOIO TEKCTA CTPEMUTCS
NpHOIM3UTHCS K aJpecaTy Mo BPEMEHHU, TEMAaTHKE COOOLIEHHH, a TAaKKe PEYEBbIM CTHIUCTUYE-
CKHMM 0COOEHHOCTSIM.

OxcnpeccrBHas (QYHKIUS MO3BOJISIET aBTOPY BBIPA3UTh COOCTBEHHBIE YYBCTBA: PEKIAMHBIN
TEKCT OOBIYHO OTIMYACTCS SBHO BBIPAXEHHBIM, SMOIIMOHAIBHO OKPAIICHHBIM OTHOUICHUEM aB-
Topa K u3naraeMbiM (pakram. OHAKO B paMKax TEKCTOB O MPO(ECCHOHATBHOM JesITeNbHOCTH
KOMIIAaHUH OTHOIICHHE aBTOPA K OIMHMCHIBAEMBIM (DaKTaM OKa3bIBAETCS JOBOJIBHO CIEPKAHHBIM, HO
HPUCYTCTBYET, MO3BOJISISI MOJIEIUPOBATH €CTECTBEHHYIO KOMMYHHKATUBHYIO CUTYALHIO.

Ocrernyeckas QyHKIUS PEKIAMHOTO TEKCTa MPEICTABISIET CO00M YCTaHOBKY aBTOpa Ha BOC-
NPUATUE TEKCTA aPecaToM. DCTETUUECKUE XapaKTEPUCTUKK BAXKHbI JJIsl CAUTOB KOMIIAHUH, T10-
CKOJIBKY MO3BOJISAIOT CO3aTh UMUK HA/ICKHOM, IPOBEPEHHON OpraHu3alliy, KOTOpasi T0ToBa yJie-
JIATh BHUMAHUE B TOM YHCIIE SCTETUUECKUM TTOTPEOHOCTSAM KIIMEHTOB, a 3HAYUT MPEICTABISCTCS
KOMITAHUEW, TOCTOMHOW UX JIOBEPHSL.

AtTpakTiBHas QyHKLHS SBISETCS 0a30BOW IS PEKIAMHOIO JMCKYpCa, MOCKOIBKY «HaJH-
Yue aTTPAKTUBHBIX AIEMEHTOB 00JIeT4aeT CKphITOE yrpasieHue oobekrom» [Hukomnaesa, 2010, c.
141], B cBs3u ¢ ueM Bble0003HAUEHHAS (PYHKIHS TIOABISETCS Uy MEUHHBIX TEKCTOB O Ipodec-
CHOHAJIBHOM NIeSITEILHOCTH KOMIIAHHIA.

O6001mKUB BBIIIEU3NIOKEHHbIE (DAKTBI, MOXHO OINpPEAETUTh OCHOBHYIO (DYHKLHMIO TEKCTOB,
coaepkamumx uHGOpMauio 0 NpodhecCHOHATFHON NeATEeNbHOCTH KOMIAHUH, KaK COIMaIbHO-0-
PUEHTHPOBAHHOE OOIIEHUE, MPEIIOaraIiee BO3ACHCTBIE HA MAacCOBOE CO3HAHUE M (hOPMH-
poBaHKE 00IIeCTBEHHOTO MHEHUs. Kak mpaBuio, Takue TeKCTHI XOPOIIO CTPYKTYPHPOBAHBI, YTO
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nonTeepkaaercs B padorax [l. C. XpaMyeHKO O CTaHAApTHU3AIUK ¥ KOHBEHIIMOHAIHLHOM Xapak-
Tepe TEKCTOB HAa AHIVIMICKOM S3bIKE, TPEACTABIAIONINX MPOPECCHOHANBHYI0 KOMMYHHUKAIHIO:
“English professional and business communication has always been considered one of the most
regulated kinds of verbal interaction” [Khramchenko, 2019, P. 12]. B Takue TekcThI 110 Tpaaumuu
BKJTIOUAETCS cieyromas nHpopManus: 1) 1ara co3nanus KOMIIaHUM; 2) HANPaBJICHUS AESTEIBHO-
CTH; 3) OTJIMYMTEILHBIC YEPThl KOMITAHUU H €€ TOBAPOB / YCIIYT.

TexcTsl 0 mpodeccroHaNbHON ESITEIbHOCTA KOMITAaHUH TUHAMUYHO Pa3BUBAJIUCH HA MPOTS-
’KEHHUE JIBYX MOCIEHUX JIECATHICTHH. B Hauase HOBOTO THICSYEIIETHSI OHU OTJIMYAIIHChH Pa3pado-
TAaHHOCTBIO TE€MBI, HO TIPH 3TOM MX XapaKTEPHOH YepTOH SBISIACH OJHOTHITHOCTD, MPAKTUUECKH
MOJIHOE OTCYTCTBHE rpadudeckux cpeacts. Pazmen “About Us” ObUT MmpeiCcTaBiIeH CILIOIIHBIM
TekcToM. [IpuBenem npuMep caMmorpe3eHTauun KoMnanuy, Bozaukuien B 2005 rony u coxpaHus-
IIeH TIepBOHAYATbHBIN 00pa3el] TEKCTa O CBOCH JeATEIbHOCTH:

“Different. Just like you.

Centaur Guitar started in the spring of 2005 when longtime friends and bandmates
Kelly Manahan and Jason Snell decided to open a small, community-oriented rock and roll
guitar shop. We're a full service, owner operated music store with great prices, friendly
service and lots of cool stuff.

Hundreds of bands have played in our store and in our parking lot. Bands have
formed here. Relationships have started here. Rock stars shop here. Neighbourhood kids
buy their first guitars here. We are proud members of the community that we serve. We are
a community of music lovers, musicians and guitar collectors and we’d like you to join us.

Everyone should own a guitar. They change lives. Really. It happens every day.
Whether you 're buying your first, next or best guitar we 're here to help and we 're different.
Just like you.” (Centaur guitar).

[Ipumep mpencrapiser coOoi (GparMeHT pa3BEpPHYTOrO TEKCTA, ONMUCBHIBAIONIETO MCTOPHUIO
KOMITAHHH BO BCEX BO3MOXKHBIX MOipoOHOCTIX. MHbOopMaTiBHAs QYHKIMS ABISCTCS IS JAHHO-
r0 TeKCTa JOMUHHUPYIOIICH, B TO BpeMs KaK OCTaJbHbIC (DYHKI[MH MPEACTABICHBI CKynHO. Hau-
OoJiee 3aMOMUHAMOIIMMUCS SJIEMEHTAMU TEKCTa TpeICTaBiseTcs cioran komnanuu (“Different.
Just like you™), psin mapasuienbHbIX KOHCTPYKIWMH ( “Bands have formed here. Relationships have
started here. Rock stars shop here. Neighbourhood kids buy their first guitars here”), mapuemnns-
st (“They change lives. Really”). [locnennuii mpumep mpu3BaH BOCCO3/1aTh YePThI PA3rOBOPHOI
peu, 9ToObl HaJIaIUTh KOMMYHHKATHBHBIN KaHAJ C LEJCBOM ayJUTOPUEH, TAKKe KaK pPasroBop-
HbIe JieKceMbl ( “cool stuff”, “kids”’). OmHAKO TEKCT OKa3bIBACTCS JOBOJBHO OOBEMHBIM, HMEHA
OCHOBATEJICH He HECYT JOTOIHUTEIILHON aCCOMMATUBHOM HArPY3KH JJIsl OOJIBIINHCTBA YATATEIICH,
arTpakTHBHAs QYHKIIUS HE PeaM30BaHa B TIOJTHOM 00bEME B CHITy OTCYTCTBHS BU3YaJIbHOTO Psi/a.

Haubonee TpaJuIiMOHHBIM BHIOM TEKCTOB, PACCKA3BIBAIONIMX O MPOPECCHOHATILHOU es-
TEILHOCTH KOMIIAaHUH, MOJKHO CYMTATh MAJIO(OPMATHBIN TEKCT, COICPIKAIINNA KPATKY0 HH(OP-
MaIMI0 O KOMITAHMU — OCHOBHBIC (DaKThl U3 MCTOPHH, JOCTHIKCHHS, BHIPAXKEHHBIC B IIU(PPOBBIX
MOKa3aTelsiX, CIoCcoObl B3aUMOICHCTBHS ¢ KiMeHToM. [IpuBenem nmpumep:

“Turner
Turner is a North America-based, international construction services company and
is a leading builder in diverse market segments. The company has earned recognition
for undertaking large, complex projects, fostering innovation, embracing emerging
technologies, and making a difference for their clients, employees and community.
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With a staff of 10,000 employees, the company completes $ 12 billion of construction
on 1,500 projects each year. Turner offers clients the accessibility and support of a local
firm with the stability and resources of a multi-national organization.

OUR VISION
To be the highest value provider of global construction services and technical
expertise.” (Turner).

[IpencrapieHHbIN BbILIE TEKCT HE POCTO HHMOPMUPYET UUTATEINS O CTATyCe U IOCTHKEHU-
X KOMIIAHHHU, HO 00NafaeT Ompe/eleHHbIM PEeKIaMHbIM MOTEHIMAIOM, B YaCTHOCTH Oiaromaps
TOMY, 4TO BepOaibHas COCTABIAIOIAs COMPOBOKAACTCS MOAKPEIUIAIONINM BH3yaIbHBIM PSAIOM:

Ha caiiTe mpencTaBieHO (GoTo odrca KOMIAHMM — COBPEMEHHOTO MOHYMEHTAJIBHOTO 3/IaHHMS
(Puc. 1):

Iurner About Us Our Experience Careers Office Network

Home => About Us
About Us

Who We Are
What We Do

Where We VWork

History

Turner Innovation o ==

Management Team 1 iy - T B: i
safety e

Turner is a Morth America-based, international construction services company and is a leading
builder in diverse market segments. The company has earned recognition for undertaking
Turner Prize Ialrge. complex pr_Uie,:ls. fostering innowvation, embrqcing emerging technoloegies. and making a
difference for their clients, employees and commumnity.

Sustainability

ABOUT YOUR With a staff of 10,000 employees, the company completes $12 billion of construction on 1,500
LOCAL OFFICE: projects each year. Turner offers clients the accessibility and support of a local firm with the

stability and resources of a multi-national organization
New York

OUR VISION
To be the highest value provider of glebal construction services and technical expertise.

Puc. 1

C NUHrBUCTHYECKON TOUKH 3PEHHS, aBTOP TEKCTa CTPEMHTCS CO34aTh 00pa3 OIaromnomyqHoi
KOMIIAHWH, YTO BBIIOJIHSETCSA 3@ CUET COOTBETCTBYIOLIEH CEMAaHTUUYECKOM CTPYKTYpBI JIEKCEM
“international”, “multi-national”, “leading”. JlaHHBIC SNHUTETH CO3MAIOT 00Opa3 KPYIHOMH, BbI-
JIBUHYBILIEICS HA MUPOBOM PBIHOK, a CJIE0BATEIbHO, HA/IE)KHON KoMIanuu. Vcrionb30Banue Bpe-
Mmenu Present Perfect cBueTenbcTByeT 00 ycTosIBIICHCS pemyTaliu opranuszaiuu: “The company
has earned recognition...”. VIcionb30BaHUE KPYIHBIX YHUCEN U YUCIUTEIBHBIX TAKKe OApa3yMe-
BAaET 3HAYUTENBHBIN pa3Mep KOMIIAHUH.

C Touku 3peHus OpraHu3aluy TEKCT pacnaiaeTcs Ha JBa ad3aia. B nepBom ab3alie peus ujer
0 CrielMaNu3alui KOMIaHUH, ee pacronokeHut, cdepe paboTel. Bropoit ab3ai conepkuT Komu-
YECTBCHHBIC JAaHHBIE O COTPYIHUKAX, IPOEKTaX, MHBECTULUAX. B acmekre conepxaHus Halmo-
JaeTcs ONMMCaHue COOCTBEHHO MOCTHKCHHH KOMITAHUH, C OHOW CTOPOHBI, U OMHCAHUS 0COOEH-
HOCTEW B3aMMOJEHCTBUS C KJIMEHTAMU — C IPyroi. B 3Toii 4acTu COCTaBUTENb TEKCTA PeaIn3yeT
MHOU TIOAXO0J1 K M3JI0KEHUI0 HH(OPMAIMH, YKa3bIBasi HA JOCTYITHOCTh YCIYT U TOTOBHOCTH TIEPCO-
HaJla KOMITAaHUH TIOMOYb: “making a difference for their clients”, “offers clients the accessibility
and support”.

Crieyronum 3TarnoM pa3BUTHs TEKCTOB, MPEICTABISIOMNX HHOOPMALIMIO O KOMIIAHUH, CTaJI0
e€ pasbuenue Ha moapaszensl. OQHAKo JaHHBIN GopMmaT, Kak U MpeablIyIe 00pasiibl, OKa3aics
TPOMO3IKMM M MOCTETICHHO BBIIIEN U3 UCIIOIb30BAHUS B CBA3U C U30BITOUHOCTHIO MPEACTABICH-
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HOli B HEM HHpopManiu. CoBpeMeHHBIN NOTpeOUTEb HE TOTOB YEIATh BPEMs CaliTy KOMIAaHUH,
4uTas AETAIU3UPOBAHHBIE TEKCTHI 0 €€ ucTopuu. OTCIONa MOSBIAETCS HEM30eKHOE COKpAICHIE
TEKCTa, TIOCKOJIbKY €ro 00beM OTHOCHUTCS K «(akTopam, BIUSIONIMM Ha MOJTHOTY O3HAKOMJICHHS
anpecara ¢ coobrmennem» [Jlenenena, 2017, c. 97-98].

PaszButie TeXHOJOrHMi caenano BO3MOXKHBIM pa3OuenHue 0onpIioro odbema HH(OpMAIUu
Ha mojpasziensl ¢ Busyanusaiued. Hampumep, xommanus “Wells Fargo” mocumTana neobxo-
JUMBIM BbIIENUTH B pazzaene “About Wells Fargo” takue tematudeckue Onmoku, kak: “Investor
Relations”, “Leadership and Governance”, “Newsroom”, “Working at Wells Fargo”, “Corporate
Responsibility”, “Responsible Lending”, “Social Media”, “Who We Are” (Wells Fargo). Kaxmprii
U3 Pa3IesioB COMpoBOXAaeTCs hororpadueii, n300paxaromiel Iaei B MpoIecce KOMMYHUKAIINH,
NprYeM KOMMYHUKATHBHBINM MPOLECC MPEACTABIAETCS YCIEIIHBIM, HACKOJIBKO MOXKHO CYAUTb MO
MHUMHUKe ero yuacTHukoB (Puc. 2):

About Wells Fargo

Who We Are Newsroom

Wells Fargo Stories wells Fargo reports fourth
> quarter results

<

Explore our stories of how we're helping customers succeed and communities thrive. Learn More >

See News Release (PDF) >

fs

Leadership and Governance Newsroom Working at Wells Fargo

Corporate Responsibility Responsible Lending Sorial Media Who We Are

Puc. 2

Komnanwusi, o4eBUIHO, HE pacCMaTPHUBAET JaHHBINA TEKCT KaK CIOCO0 MPUBJICUEHHUS TOTECHIIU-
aNbHBIX KJIMEHTOB: Takas MHPOpPMAIHS CKOpee OKAKETCS MHTEPECHA KOHKYPEHTaM WU JIHOMISIM,
NOJBICKKBAOIIUM BakaHcHIo. [lonoOHbIi (opmar npeacTaBienust UHGOPMAILMU O KOMIAHHU BO3-
MOYKEH B CIyyae KpYIMHOU OpraHu3alliy, XOPOIIO U3BECTHOM NOTPEOUTENAM, HE HYKJAIOLIEHCS B
0c00OM TIPE/ICTABICHUH.

CoBpeMeHHBIE TEXHOJIOTUH TAK)Ke MO3BOJISIOT ciaenarh pasnuen “About Us” OGonee MHTEpaK-
THBHBIM 3a CUeT 100aBJIECHUS aHMMALMH, UCTI0Ib30BaHus opmara “Stories”, THIIMYHOTO /IS OH-
JNailH KOMMYHHMKalUH, 100aBIeHNS BUJEO, B KOTOPOM paccKa3biBaeTcs 00 OpraHu3aluy, e€ mpo-
AYKIUH, TensiX. Bee 3To moMoraer cokpaTtuTh KOJIMYECTBO TEKCTA M OPTAaHM30BaTh MH(POPMAITHIO
0 KOMITaHWH B 00JI€€ MHTEPECHOM U KHBOM (hopmare.

Haubonee nocemaeMpiMi OKa3bIBAIOTCS CalThl KOMIIAHUM, I1e HHpOpMaLus Npe/cTaBiIeHa
MakcuManbHO éMKo. TpeGoBaHue K MamoMy 00beMy TEKCTa XOpOIIO OTOOPaKeHO B MPE3eHTa-
n komnanuu “The Coca-Cola”, caiit kotopoii comepkut B pazaene “Our Company” HECKOIb-
Ko mozpaszaenoB: “Brands”, “Sustainable Business”, “Better Shared Future”, “Careers”, “News”,
“Investors”. HecmoTpst Ha TO, 4TO y KOMIAHUM Ooraras UCTOPUs, TEKCT, BIHECEHHbIH Ha IIE€H-
TPaJIbHYIO CTPAHUILY, OTINYAETCS KPATKOCTBIO:
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“On May 8, 1886, Dr. John Pemberton served the worlds first Coca-Cola at Jacob's
Pharmacy in Atlanta, Ga. From that one iconic drink, we 've evolved into a total beverage
company.

More than 1.9 billion servings of our drinks are enjoyed in more than 200 countries
each day. And it’s the 700,000 individuals employed by The Coca-Cola Company and
225+ bottling partners that help to deliver refreshment across the globe.” (The Coca-
Cola).

JlaHHBIH TEKCT MpeACTaBiseTCs Oosiee EHHBIM ¢ XYJ0KECTBEHHON TOUKHU 3PEHHs, YeM Jpy-
rue 00pasiibl, IPUBEICHHBIC BBIIIE: B 3TOM CIIy9ac MCIOIb3YEeTCS HHBEPCHS, YTOOBI TOTYEPKHYTh
Ooraryto ucroputo komnanuu (“On May 8, 1886, Dr. John Pemberton served ...”"), MOSABIAIOTCS
snuTeThl ( “iconic drink”, “total beverage company ). JlaHHbIE SI3BIKOBBIE CPEACTBA CO3/IAIOT 00-
pa3 JIereH1IapHoro HAITMTKA, B TO BPEMs KaK BTOPOH a03al] IepeHOCHT YUTATeNs B PEIbHOCTb, T/e
MaTeMaTHIeCKHe MOKa3aTel Iy MPH3BaHbI OKAa3aTh MACIITA0bI KOMITAHUH, IPHYEM e MaclITa0-
HOCTH Ha CTWJIMCTUYECKOM YPOBHE MOJKPEIUIsieTcs runep0ooit ( “to deliver across the globe™).

MHTepecHBIMI TIPEICTABIAIOTCS MHTEPTEKCTyalIbHBIC CBS3H, BO3HUKAIONIME MEXIY pasie-
namu caitta. CnoBocoueranue “Total Beverage Company” BBIHOCUTCS B 3aIVIaBHE CIICIYIONIETO
paszena, Tae CONEPKUTCS TEKCT, XapakTepu3ytonui Operpl kommanun: “Our beverage portfolio
has expanded to more than 200 brands and thousands of beverages around the world, from soft
drinks and waters, to coffee and teas. Learn more about our brands and our commitment to quality
products.” (The Coca-Cola). Tekct comnpoBoxaaeTcs sipkoi, 3a10pHO# (hoTorpadueii 1 CChITKOH,
HpHIIIANIAONICH y3HATh 00JbIne 0 OpeHiax. Takke MPUCYTCTBYET BO3MOKHOCTD MPOCMOTPA BH-
neo (Puc. 3):

Total Beverage Company

Our beverage portfolio has expanded to more

+ than 200 brands and thousands of beverages
around the world, from soft drinks and waters,
to coffee and teas. Learn more about our brands
and our commitment to quality products.

EXPLORE OUR BRANDS

Q Refresh the World. Make a Difference: The Coca-Cola Company

13

S \We shiv%) < » herightthing
older8across the world

for stakeh

[ N

MocmoTpeTs Ha (8 Youlube

Puc. 3
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Taxum o6pazom, cobcTBenHo TekeT o komnanuu “The Coca-Cola” omnyaercst ocoboit a-
KOHUYHOCTBIO M COJCPKUT TOJNBKO OCHOBHYIO MH(OpMAIWiO 00 MCTOPUM OCHOBAHHUS M pa3Me-
pe KOMIaHuH. B TeKcT OpraHnyHO BIMCAHBI TIPEIEICHTHBIC HMEHA, YHCIIA U YUCTUTENbHBIE. BO
(parMeHTe TEKCTa, CoAepKaIieM HHGOPMALIMIO O PACIIUPEHUH aCCOPTUMEHTA HAIIUTKOB, TAKKE
COJIEPIKATCS YMCITUTEIBHBIE, & IOCTHIKEHHS 0TOOPAKAIOTCS €IIE M 33 CUET UCTIONIb30BAHMUS BpeMe-
uu Present Perfect (“has expanded ). HecMoTps Ha TO, 9TO TEKCT JIAKOHUYEH, HEJIb3sl HE OTMETUTh
ero éMKoCTb. Bueo koMneHcupyeT 00bEM HAMCAHHOTO TEKCTa, HO HE €T0 COIEpIKaHNe, TI0ITOMY
BHICOPOJIUK TIO-TIPEKHEMY COMPOBOKIACTCS TEKCTOM, KOTOPBI CYMMHPYET COJICpIKaHHUE BUICO U
OJTHOBPEMEHHO BBITIOJIHACT aTTPAKTHBHYIO (DYHKIIHIO.

Crnemyromuii mpuMep HArISIHO JEMOHCTPUPYET UCTIONB30BAHNE MAHHUITYJIATUBHBIX TAKTUK B
paMKax U3y4aeMbIX TEKCTOB:

“Craft Matters.

Since 1997, we've seen the digital landscape change dramatically. Our industry has
transformed, our clients’ businesses and their challenges have become more complex,
consumer behavior has shifted and we as a company have evolved with some changes.

Twenty-two years ago, we were founded on the belief that smart ideas and rich
interactive experiences built with craft and creativity would move our clients’ businesses
forward. We still believe that today.

We believe bleeding-edge companies drive deeper, more meaningful connections with
their consumers. We help our clients realize the full potential of being a modern brand
that moves at the pace of culture by exploiting the last unfair competitive advantage any
brand has: craft, design, and creativity.” (Firstborn).

B npuBeeHHOM TEKCTE aKTHBHO UCIOJB3YHOTCS TAKTHKH MPUCOSAUHEHHS M OTCOCIMHEHUSL.
Cpenu s3bIKOBBIX OCOOCHHOCTEH CJIelyeT OTMETUTh YIIOMHUHAHWE JIaThl OCHOBAHHS KOMITAHUH B
COYETaHUH C MCTIONB30BaHUEM BpeMeHH Present Perfect, 4To BHOBB MO3BOIISIET C/IeNaTh aKI[CHT Ha
nocTkeHUsX. [IpuemM aHalnoruu u KOHTpacTa, NPUMEHsIEMbIN BO BTOPOM ab3arie, Oa3upyercs Ha
npoTtuBonocrapieHnn BpemeH Past Simple u Present Simple. MHTepecHO Taxke MCIONB30BaHIE
MmeTtadopbl B HauaabpHOM ab3ate “we 've seen the digital scenery change dramatically”.

[TocTeneHHOE MOHNMAHNE PEKJIAMHOTO TIOTEHIINANIA TEKCTOB, Pa3MEIICHHBIX Ha MEPBOM CTpa-
HHUIIE caiiTa KOMIIAHWUH, TIPUBEJIO K TOMY, YTO aBTOPHI Hayaad KOMOMHUPOBATH HECKOIBKO TEM B
paMKax Takux TeKkcToB. OHHU TEIeph HEe TONBKO COIepKaT MHYOPMAIIMIO 0 KOMITAHUH, €€ UCTOPHH,
PYKOBOJICTBE, paOOTHHKAX, HO BKIFOYAIOT HH(OPMAIIMIO O KOHKYPEHTHBIX MPEUMYIIECTBAX:

“Since 2011 we offer Web Development and Digital Marketing services. We work with
vocation and our success is the direct result of helping our clients improve and achieve the
objectives set, through a long-term relationship and agreements based on professionalism
and results.” (Kiwop).

B nanHOM TekcTe cOXpaHEHO aBTOPCKOE BbIIEIEHHUE KUPHBIM MIPU(PTOM Haubosee 3HaYUMOi
C TOYKH 3peHus cocTaButens nHdopmanuu. [padudeckuil cnocod BeIAENeHHUS MPUHIUNUATLHO
BKHBIX KOMIIOHEHTOB TEKCTa MPEACTABIACTCS HANOOIEe TPOCTHIM CPEACTBOM NPHUBIICUCHNS BHU-
MaHHs. ATTpaKkTHBHAs (YHKIHS HA COBPEMEHHOM 3TAIe MOXKET BBITIOIHATHCS TAKKE 3@ CUET IKC-
TPAJMHTBUCTHYECKUX CPEJICTB, KAK yKE YIIOMHHAIOCH BBIIIE, YTO 00ECIEUNBACTCS HHTEHCUBHBIM
pa3BHUTHS TEXHOJOTHH. B Hamieil BEIOOpKe eCTh MPUMEPHI TEKCTOB O PO(ECCHOHATBHOM JeATeNb-
HOCTHU KOMITaHHH, TJI€ COMCPIKUTCS aHUMAIHs, TpaduKa v IeIeHNe Ha Pa3ielbl, TIPU 3TOM IIPH TIPO-
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JIMCTHIBAHUHN CTPAHUIIBI TEKCT M N300PaKEHUS PA3MBIBAIOTCSI, TPH BBIICICHUH TEKCT MEHSIET IIBET,
aKTHBHO MCIIONB3YIOTCS BapHaIly MPU(TOB 1 IBETOBBIX COYeTaHuil. bonee Toro, coBpeMeHHbIe
TEXHOJIOTHHU MO3BOJISIOT COMPOBOXKIATH TEKCTHI O MPOPECCUOHATBHON JIEATENbHOCTH KOMIIAHUH
snementoM SEO-onTuMusaimu (KI0ueBoi 3ampoc, KOTOPBIi A0MKEH MPUBJIEKATh KIMEHTOB).

HcnonpzoBanue SEO-onTUMH3aluy M03BOMISAET HE IPOCTO paccKas3arh 0 cede, HO M OpraHny-
HO 100aBUTH B Marepuai OOHyCHBbIE 3ampochl. Kak mpaBuiio, BHyTpU TEKCTa TaKhe KITIOUEBBHIC
cloBa U (hpa3bl MOTYyHaIOT BbIIEIECHHE JKUPHBIM LIPU(TOM MM IIBETOM. YCIEX TaKOro TeKcTa Oy-
JIeT BO MHOTOM 3aBHCETH OT KOMUpanTepa, Tak Kak M30bITOK KIFOUEBHIX (hpa3 MOKET OTTOIKHYTh
PELUNUEHTa, a CIEA0BaTeNbHO, U MOTEHIHAIBHOTO KINEHTa, MOCKOJbKY TEKCT OyleT CIOoXKHee
yutats. [IpuBenem npumep SEO-Tekcra, pa3menienHoro Ha caiite SEO-areHTcTBa:

“About WordStream
WordStream has been helping small businesses with online advertising for over 12
years — providing actionable (and fun to read!) tips and strategic advice, along with the
tools to reach their biggest goals.
What started as a keyword research tool expanded into a full suite of advertising

services and solutions with even more (awesome) free tools, including our award-winning
Facebook Ads and Google Ads Performance Graders.” (WordStream).

SEO-k1t0ur 00BIYHO BBIICISIOTCS IBETOM, OHH TTIO3BOJISIIOT CO3/IaTh JIOTIONHUTENIBHBIC H3Me-
PEHUS TEKCTa, MPUYEM BEKTOP Pa3BEPTHIBAHUS MH(POPMAIMH [IETUKOM M MOTHOCTHIO 3aBUCHUT OT
WHIUBUIYATbHBIX XapPaKTEPUCTUK YnTaTelNsl. TaKUM 00pa3oM, MOXKHO TOBOPHTH O TOM, YTO U3HA-
YaJIbHO MAaCCOBBIH PEIIHIIUEHT TEKCTOB O MPOPECCUOHATBHOMN IS TETbHOCTH KOMITAHHU CTAHOBHT-
cs1 OoJiee MHIMBHYaIU3HPOBAHHBIM, YTO TIOBBIIIAET PEKJIAMHBIN MOTEHIMAT TAKOTO TEKCTA.

CrpemiieHne K MHIMBHIYaTbHOCTH HOATBEPIKIACTCS MOSBICHUEM BAPUATUBHOCTH (HOPM U3Yy-
YaeMbIX TEeKCTOB. [IprMepoM MOKET MOCIYXUTh OMMCaHNE UCTOPUH KoMranuu Renault yepes ee
(armaHcKue TOBApPHI:

“The Group’s ambitions

When you think of us you probably think about iconic cars, an international company
bolstered by a unique Alliance with Nissan and Mitsubishi Motors, a presence in Formula
[ and futuristic concepts.

But do you know what goes on behind the scenes in this uniqgue human and industrial
adventure? More than 111 000 employees in 38 countries propelled by a single driving
force: passion. Where does this energy come from? From our shared mission: providing
sustainable mobility to all around the world. Take a ride into the heart of Renault Group.”
(Renault).

CTpyKTypa TPHUBEICHHOTO BBIIIE OTPHIBKA, B LIEJIOM, HATOMUHACT MPEbITYIINE BapHAHTHI
NOMOOHBIX TEKCTOB: MPUBOJMUTCA MH(OPMALIUS O KOMIIAaHHH, €€ pa3Mepax, YTo MOAKPEIUIseTCs
YUCIOBBIMU JaHHbIMH. OOpalaeTr Ha ce0si BHUMaHKE MOBBIILICHHAS HHTEPAKTUBHOCTD TEKCTA: Ye-
peloBaHKMEe MECTOMMEHHI BTOPOTO M MIEPBOTO JIUIIA, UCTIONB30BaHUE BOIPOCOB, BBIIETEHNE OCHOB-
HOI nH(OopManuu xupHbIM mpuhToM. bonee Toro, TekcT HE MPOCTO HHOOPMHUPYET PEIUNUCHTA
0 KOMITaHUH, B HEM TPUCYTCTBYIOT MeTaOpsbl, UK 00pa3bl 0A3UPYIOTCS HA TPOQECCHOHATHHON
JeATeNbHOCTH OpraHu3auuu: “a single driving force: passion”; “sustainable mobility”; “take
a ride into the heart of Renault Group”. Cneayer 3aMeTHTh, YTO IMEHHO s3bIKOBas MeTadopa
paccmaTpuBaeTcs JIMHIBUCTaMU Kak Haubonee 3pQeKTUBHOE «CPEeICTBO apIyMEHTATHBHOTO BO3-
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neiictBus» [bapanos, 2000, c. 130]. TexkcT npogomkaer pyOpuka, NpeACTaBIsIONas OCHOBHbIC
MOJIeNTH KOMITaHHUH (TEKCT Ha CalTe COMPOBOXKIAETCS COOTBETCTBYIOIMME (hoTorpadusiMu):

“Climb aboard our 4 brands
History, performance and style. Feel the connection with one of our brands.
Renault. Dacia. Alpine. Mobilize.” (Renault).

Kak BuiHO U3 IpUBEICHHBIX TPUMEPOB, MaJIbIii ()OpPMAT BOMELIAETCS 3a CUET UCTIONB30BAHUS
TPEICICHTHBIX UMEH — Ha3BaHUI ITIABHBIX aBTOMOOMIIBHBIX MEPOTIPUSATHH, 0003HAYEHHS OPEH/I0B
1 Mapok. Takas nogada nHpOpMaIUK HaleJeHa Ha (JOPMHUPOBAHNE YCTOMYMBBIX aCCOIMATHBHBIX
CBSI3EH MEXy KOMITaHHEH U aTpuOyTaMu ycriexa.

Mexy Ha3BaHMEM KOMIIAHMU M BBIIYCKa€MbIM €d TOBAPOM HHOIZA BO3HUKAET HACTOJIBKO
CUJIbHAS aCCOLMALMSL, YTO POUCXOIUT NEPEHOC UMEHU KOMIIAHUM Ha caM ToBap. [Ipumepom Mo-
KET CIIY’KUTbh UCTOpUs KoMIaHuH “Pampers”:

“About Us
Pampers is dedicated to every baby’s happy, healthy development. Learn more about us, our
products and our commitment to you.” (Pampers).

HHTEepecHbIM MapKETHHTOBBIM XOOM MOXHO CUMTATh HEXapaKTEpPHOE pa3MeIleHue HH(Op-
Maluu 0 MpodeccuoHaIbHOM JesTeNbHOCTH KOMIaHuH. Pa3Menienyie TeKCTa-npe3eHTalul KoM-
MIaHUU HE Ha OT/EJIbHOU CTpaHMIIE, a Cpa3y Ha IVIaBHOM MO3BOJSAET 3asBUTh O ceOe U, OUEBHIHO,
COKOHOMUTH OIOIDKET, 3aJI0KEHHBIN Ha pa3paboTKy caiita. Takas mojada xapakTepHa A KOMITa-
HUH, TPEJIAraloliX OTPAHNYEHHBINA CIEKTP YCIyT. JIOTHUHBIM MpeCTaBIseTCs TOT (PakKT, 4TO BO
n30eKaHue N3NUIIHEHN 3arpy>KeHHOCTHU [TIaBHOW CTPAHHILIbI, COCTABUTEIb TEKCTa OYJIET CTPEMHTh-
sl K MAaKCUMAJIbHOW JTAKOHUYHOCTH:

“Lorem ipsum is placeholder text commonly used in the graphic, print, and publishing
industries for previewing layouts and visual mockups.” (Lorem ipsum).

Maunblit popmar TeKCTa Ha rPaMMaTHYECKOM YPOBHE MOAEPKUBAETCS CKATHIMU KOHCTPYKIIU-
SIMH — IIAPOKO MCTIONB3YIOTCS TPUYACTHBIE 000POTHI, O0BSIBICHHUE COAEPIKUT TIEPEUHCIICHUE BCEX
JOCTYIHBIX TOBAapOB / yciyr. [IpuMeuarensHo, uTo 6osee moapoOHas nHOpMAIHI MOKET COep-
’KaTbCs B JIPYTUX paszenax caifra. B wacTHocTH, ynomsHyTas Bbllie komnanus “Lorem ipsum”
OYEHb MOJAPOOHO MPUBOAUT UCTOPHIO MOSIBIEHUS CAMOTO TIOHATHS, BBIHECEHHOTO B Ha3BaHUE Op-
raHU3alnK, TAaKUM 00pa3oM TOAMEHSS HEMPOJOKUTEIbHYIO UCTOPHIO CYIIECTBOBAHUS CaMOM
KOMITAHUH BHYIIUTEIHHBIMU AaTaMHu TOABICHUS NOHATHA “Lorem ipsum”.

MapkeTonoru OTIeNBHO BBIICNSAIOT TEKCT, pa3MeIleHHbIN Ha 1ieneBoii crpanune (“‘Landing
Page”), Ha KOTOpOIi OCHOBHOE BHMMaHHUE (POKYCUPYETCS Ha BBINOJIHEHUH KOHKPETHOTO ICHCTBUSL.
[IpuBenem npumep KOMIIAHUH, pa3padaThIBAIONIEH CallThI:

“Build Your Online Store, Your Way
Try it free for 14 days — no credit card required. Free 24/7 support” (Volusion).

ABTOp OOBSIBIISET BBITOAHBIE YCIOBUS TPEATIOKEHHS, TIPEIarasi B JajJbHEHUIIEM OMpe/ieNeH-
HBIN AJITOPUTM JIEUCTBUM:
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“Everything You Need for Ecommerce Success
Create Stunning Storefronts
Sell With Ease
Expand and Scale” (Volusion)

C NMHTBUCTUYECKOW TOUKHU 3PEHUS TAKOH TEKCT BKIIIOYAET B ce0st OPOCKHIA CIOTaH ¢ UCHOIb-
30BaHMEM KaKOTO-JIMOO CTHJIMCTHYECKOTO MpUeMa, B JANBHEHIINX BKIAJIKaX HAXOMUM OOWITHE
MMIIEPATUBHBIX KOHCTPYKIMIA, OOy natomux K aeicteuto (“Try it Free for 14 Days”; “Create
Stunning Storefronts”; “Sell With Ease”; “Expand and Scale’), a npu onmcaniu cOOCTBEHHO TO-
BApOB U YCIIYT UCTONB3YIOTCA EMKHE OHOCOCTABHBIE MIMEHHBIC Mpeiokenust: “Smart Themes.”;
“Beautiful Sites.”; “Seamless Checkout Experiences” (Puc. 4):

Everything You Need

Create Stunning Storefronts Sell with Ease Expand and Scale

Enjoy powerful ecommerce features—including inventory Reach more customers and grow your sales with built-in Viith responsive themes and a comprenensive site builder,
management, payment callection, and unlimited product SEO management, newsletters, a CRM system, and more. you can create a unique store without code in just a few
options—in one place. minutes.

CREATE YOUR STORE = SELL YOUR PRODUCTS - GROW YOUR BUSINESS =+

Puc. 4

Taxoro pona TekcT HauboIEe MOTHO 0TOOPAXKAET €r0 PEKIAMHYI0 HAIPaBIEHHOCTb, CTPEMIIe-
HUE MaHWIYJIUPOBATh, MOOYXKAATh K JICHCTBHIO, OJHAKO, CIOCO0 TMoAaYy MHPOPMALK TPOTHBO-
PEYUT MBICIIU HEKOTOPBIX YUEHBIX, TTOJATralONINX, YTO MPU3HIB, BRIPAXKEHHBIA HMIUIUIIUTHO, «3HA-
YUTENHHO TOBBIIIAET 3PPEKTUBHOCTH peKnamMHoro coobmenus» [Aunukus, 2006, c. 176]. Takoe
NPOTUBOPEYHE CBUAETENBCTBYET O SPKO BHIPAKEHHBIX JMHAMUYECKUX MPOIECCax, 3aTPOHYBLINX
TEKCTBI, IPEJICTABMAIONINE B HHTEPHET-TIPOCTPAHCTBE MPO(ECCHOHATBHYIO IeITeIbHOCT KOMIIa-
Huu. @opma, KoTopas B Hayajle BeKa Ka3ajach HEIOMYCTHMOM, CTana BOCTPEOOBAHHOM CITyCTS
BCETO OJHO-/1Ba fAecsaTmwieTus. CiemyeT eme pa3 moa4epkHyTh, 4YTO MHOTUE U3 YKA3aHHBIX BBIIIE
U3MEHEHMH B JIMHIBUCTUYECKUX MapaMeTpax Mano(opMaTHBIX TEKCTOB O MPo(eCCHOHATBHOIM Jie-
ATENBPHOCTH KOMIIAHUM CTall BO3MOXHBIMH OJarojiaps pa3BUTHIO TEXHOJOTHH, 3a CYET 4Yero B
TEKCT BHEJPSIETCS SKCTPATMHTBUCTUYECKAs COCTABIIAIONIAs, a TaKxke Onaroapst COOCTBEHHO 0CO3-
HAHUIO PEKJIAMHOTO MOTEHIIMAIA TAKUX TEKCTOB.

4. BBIBO/JIbI

YuuThiBas NPOBEJEHHBIH BBILIE aHATN3, CIIEAYET OTMETHTb, YTO TEKCT O NPO(eCcCCHOHATBHOM
AEATEIbHOCTY KOMITAHUHY IIOCTETICHHO Pa3BUBAJICA B OT/AENIBHBIN KAHP PEKIAMHOIO TEKCTA, PACILIH-
pAst Kpyr QyHKIMI OT 4MCTO MHQOPMATHBHOMN K aTTPaKTUBHOM, KOMMYHHKATHBHOM, SKCIIPECCHB-
HOIA. B 1enoM, B HacTOAIINI MOMEHT y TaKUX ()parMEHTOB aHTIOA3bIYHOTO MEJUITHOTO TUCKypca
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MPOCIIEKUBAIOTCS BCE 0COOCHHOCTH PEKJIAMHBIX TEKCTOB, 0003HaueHHbIe J[3Bumom Kpucramom:
“Despite the impact of the glossy format, the memorable image and the famous personality, it is
language which can make or break an ad. <...> Commercial advertising stands out stylistically
on several counts. Like literature, it can employ other varieties of language in its service <...>.
Lexically, it tends to use words which are vivid, concrete, positive, and unreserved. Grammatically,
it is typically conversational and elliptical — and often, as a result, vague. It uses highly figurative
expressions, deviant graphology, and strong sound effects, such as rhythm, alliteration, and rhyme,
especially in slogans” [Crystal, 1995, p. 388].

Wrak, 3a 1OCTaTOYHO KOPOTKHH MEPUOI] BPEMECHH, OXBATHIBAFOIINH J[BA MOCICIHUX JECATH-
JIeTHS TIPOM30IIIO 3HAUYMTENIBHOE PA3BUTHE TEKCTOB O MPO(PECCHOHANBHON AEATENIBHOCTH KOM-
nanuid. [Ipexzie Bcero mpou3ouuio nepeocMbICieHne UX (YHKIMH U OCO3HAHHE PEKIAMHOTO
TOTeHIMaNa. Pa3BuBainch 0COOCHHOCTH KOMIO3UIMOHHOTO PEUICHHsS: YETKO MPOCICKUBACTCS
JIBIKEHHE OT MOJHO(DOPMATHOTO TEKCTA, MOCBSMICHHOTO MCTOPHU PA3BUTHUSI KOMIIAHWH C y4e-
TOM BCEX JIeTaleil, K TeKCTy Manoro oobema. CTpemiieHne K Mano(hOpMaTHOCTH TIPOCISKUBACTCS
HE TOJIbKO Ha YpOBHE 00hEMA TEKCTa, HO M B UCHOIB30BAHUU 0oJiee EMKHUX SI3BIKOBBIX CPEIICTB.
[TonmHbIe ABYCOCTABHBIC MPEIVIOKEHUS ¢ PA3BUTON CETKOW BPEMEHHBIX OTHOIICHWH 3aMEHSIOT-
Csl KOHCTPYKIUSIMH, OJJHOCOCTABHBIMH TIPEUIOKCHUAMH, TEPEUUCICHUEM TIPEIIEICHTHBIX HMEH.
TexHuveckue cpeicTBa MO3BOJISIOT 3aMECTUTh TIEYATHBIN TEKCT 00JIee IPKUM BU3YaIbHBIM PSIIIOM,
XOTS IOTPEOHOCTh B TEKCTOBOM COMPOBOMKICHUH OCTAETCS. TEKCT, MApPKUPYIOIINKA (OTO U BHIEO
MaTepHua’bl, B TIEPBYIO OYEPE/Ib BHIMOIHACT aTTPAKTHBHYIO (QYHKIMIO. Takue TEeKCThI BCerma OT-
HOCSTCS K Mano()OpMaTHbIM, OJJHAKO, CO BPEMEHEM YMEHBIIAETCS HE TOJIBKO COOCTBEHHO 00BEM
TEKCTa, HO POMCXOIUT KOMIPECCHS ColeprKalieiicss B HeM HH()OPMAILINK — UCTIONB3YIOTCS Ooree
EMKHe TpaMMaTHYeCKUe CTPYKTYPBI: IPUYACTHBIE 000POTHI, KOHCTPYKIIUH, OTHOCOCTAaBHbIE MPE/I-
noxeHust. Cxarre HHPOPMAIIUH TIPOUCXOIUT 33 CYET UCTIONB30BAHMS TEXHUYECKUX CPEICTB, a Ha
S3BIKOBOM YPOBHE — OCPEICTBOM BHEPECHHS B TEKCT MPEICACHTHBIX HMEH.
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2. Pazmen “About us” xommanuu Turner construction. Retrieved from https://www.turnercon-
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4. Paznen “Our Company” komnanuu Coca-Cola. Retrieved from https://www.coca-colacompa-
ny.com/company (accessed: 1 September 2022) — (The Coca-Cola).

5. Paznmen “About us” komnanuu Firstborn. Retrieved from https://www.firstborn.com/what-we-
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SAMPLE SOURCES AND ACCEPTED CONTRACTIONS

Section “About us” of the site of the company “Centaur guitar”. Retrieved from https://cen-
taurguitar.com/pages/about-us (accessed: 1 September 2022) — (Centaur guitar).

Section “About us” of the site of the company “Turner construction”. Retrieved from https://
www.turnerconstruction.com/about-us (accessed: 1 September 2022) — (Turner).

Section “About Wells Fargo” of the site of the company “Wellsfargo”. Retrieved from https://
www.wellsfargo.com/about/ (accessed: 1 September 2022) — (Wells Fargo).

Section “Our Company” of the site of the company “The Coca-Cola”. Retrieved from https://
www.coca-colacompany.com/company (accessed: 1 September 2022) — (The Coca-Cola).
Section “About us” of the site of the company “Firstborn”. Retrieved from https://www.first-
born.com/what-we-do/ (accessed: 1 September 2022) — (First Born).

Section “About us” of the site of the company “Kiwop”. Retrieved from https://www.kiwop.
com/en/about-us (accessed: 1 September 2022) — (Kiwop).

Section “About us” of the site of the company “Wordstream”. Retrieved from https:/www.
wordstream.com/aboutus?camplink=mainfooter&campname=Company (accessed: 1 Septem-
ber 2022) — (WordStream).

Section “Our Company” of the site of the company “Renault group”. Retrieved from https://
www.renaultgroup.com/en/our-company/ (accessed: 1 September 2022) — (Renault).

Section “About us” of the site of the company “Pampers”. Retrieved from https://www.pam-
pers.com/en-us/about-us (accessed: 1 September 2022) — (Pampers).

Section “About us” of the site of the company “Lorem ipsum”. Retrieved from https://lo-
remipsum.io/ (accessed: 1 September 2022) — (Lorem ipsum).

Landing page of the company “Volusion”. Retrieved from https://volusion.com/ (accessed: 1
September 2022) — (Volusion).
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Abstract: The development of online media and the growth of the number of Internet
users provoke the rise of new forms and genres, which initially appeared in the English lan-
guage. In the sphere of business, it has become essential to have a website, the main compo-
nent of which is the “About Us” section. Minitexts placed in this section in the course of time
changed their focus from being merely informative to becoming advertising. This transfer of
its functional value has led to the change in structural and semantic features of the text. The
research aims at analysing linguistic features of the texts of the type mentioned. The research
seems to be relevant because it deals with the media discourse which offers new ways of pro-
moting goods and services. Such new forms require scientific treatment of their structure and
content. The scientific novelty of the study lies in treating the above-mentioned texts from the
point of view of their dynamics. The authors claim that there has been a functional change in
the texts under consideration from them being informative to becoming promotional which
caused the changes in their structure, contents, and volume.
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