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JOKAIMSA KAK JIEMEHT MO3UINOHUPOBAHUA OTEJISA
B AHIVIOA3BIYHOU PEKJIAME
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CTaThst NOCBSIIICHA TMHIBUCTUYCCKOMY aHAIM3Y JIOKALNK (PACIIONOKEHHS) KaK OCHOBHOMY JJIEMCHTY IIO3H-
LIMOHUPOBAHHUS OTEJIsl B aHIVIOA3BIYHOI pekiame. [IpoBe/ieHHOE HCCleI0BaHNE MO3BOIIIIO BBIIBUTH HANOOJIEE YacTO
yIoTpeOIsieMble SI3BIKOBBIE CPEACTBA MPH PEKIAMUPOBAHHY JIOKAHHU oTelst. OKa3bIBast BIUSHIE Ha TICHXO0-IMOLH-
OHAJIBHOE COCTOSHUE TOTCHIMAIBHOTO OTPEONTENS, OHM TEM CaMbIM 3aCTABIISIOT €ro MPHOOPETaTh Ty WIH HHYIO
ycayry wi ToBap. ©@opMUPYIOLIMMH COCTABIISIOIIMMU MAPKETUHIOBOI KOHLIEIIINH, CBI3aHHOMW C JIOKAIMeH oTels,
SIBJISIFOTCS CIIEAYIONHe (PaKTOPBI: JOCTYITHOCTE (II0 BPEMEHH) K JJOCTOIPHUMEYaTeIbHOCTIM, HAXOUSIIUMCS BOIU3H,
1 OCHOBHBIM MECTaM OT/bIXxa. Bee BhimenepeuncieHusie (akTophl 00yCIaBINBAIOT HEOOXOAMMOCTD yIOTPeOICHHUS
ONpEJIETICHHBIX CPEJICTB BBIPAKEHUSI SI3bIKA JUIS JOCTHUIKEHUS TIOCTABICHHBIX OTeleM Leleil. O0nacTh NpuMeHeH s
PE3yIIBTaTOB MCCIECAOBAHNUS: JINHTBICTHKA, HHIYCTPUS TOCTEIPUIMCTBA, cdepa Typu3Ma.

KuroueBbie cjioBa: MAPKETUHIOBAasi KOHUECNIMS, MO3UIIUOHUPOBAHUE OTEJIA, AHIVIOA3SBIYHAS PEeKJIaMa,

JIMHTBUCTHYECKHU I AHAJIN3, A3BIKOBbIC CPE/ICTBA BHIPAXKECHUSA

LOCATION AS THE PRINCIPLE ELEMENT OF POSITIONING A HOTEL IN

ENGLISH-LANGUAGE ADVERTISING

Davydenko L.G., Zhigatova M.H.
Pyatigorsk State Linguistic University, Pyatigorsk,
e-mail: linguist 07@mail.ru, zhigatoval 995@mail.ru.

The article is devoted to the linguistic means of expression of the hotel location as the principle element of
positioning a hotel in English-language advertising. The carried out investigation gave us a possibility to reveal
the linguistic means used most frequently in advertising the location of a hotel. These linguistic means impress
a potential customer in such a way that he is made to purchase the advertised service. The components of the market
concept of the hotel are its accessibility (in time), the nearby places of interest, leisure areas. The linguistic means
are identified to achieve the goals set up by the hotel. The scope of the research results are: linguistics, hospitality

industry, tourism.
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[IpaBunbHBI TOMOOP JIMHTBUCTHYECKUX
CPEICTB B CO3JaHMM PEKIAMHOIO TEKCTa
JUIsT MAaKCUMAJIBHO BBITOJHOTO MO3ULMOHHUPO-
BaHMs JII0OOOT0 TOBapa WM YCIIyTH, BKIOYas
cthepy orenmpHOTO OM3HECA, SBISCTCS OTHUM
13 BaXKHEHIINX TMOKa3areneil 3QpPeKTHBHOCTH
pexiamsl. [ocTuHIYHAS pekiama JOKHA Kpa-
TKO, C)KaTo, HO BMeCTe C TeM EMKO OTpaXkaTh
MpenMyIIecTBa MPOAYKTa [ TOTO, YTOOKI O~
TpeOuTenbp 00paTHi HAa HETO BHUMAaHHUE.

JlaHHast cTaThsl ABIAETCS HMONBITKOM oIpe-
JIeJICHNUSI OCHOBHBIX SI3bIKOBBIX HHCTPYMEHTOB,
WCTIONB3YEMBIX TIPH CO3MAHUH IPPEKTHBHOTO
PEKIaMHOTO TEKCTa TOCTHMHUYHBIX IpeaIpH-
SATUH Ha 0a3e MX MECTOPACIIONOKEHHUS (B 1aJTb-
HeimeM Mbl OyeM HCIONb30BaTh KajibKy C aH-
DIUHCKoOTO location — TOKaIus).

ensro Hamei pa®OTHI SABISACTCS aHAN3
A3BIKOBBIX ITPHEMOB TIO3UIIMOHUPOBAHUSA 3apy-
OEKHBIX TOCTUHUI] B aHIJIOS3BIYHON peKIIame.

MarepuaJibl 1 METOABI HCCIETOBAHUSA

Pexiama B TOcTHHHYHOM Ou3Hece — IeNCHANpPaB-
JEHHBIH IIpoLecC pacHpocTpaHeHHs HH(opManuu
O TOCTHHUYHOM IIPOAYKTE C IEJbl0 MH(POPMATHBHOIO
BO3/ICHCTBHS Ha MOTPEOUTENS JUIS IPOABMXKEHUS U IIPO-

KU TOCTHHUYHOTO MPOAYKTA, CIIOCOOCTBYIOIIETO IMO-
SIBJICHUIO y TIOKYIIaTeNs 3aMHTEPECOBAHHOCTH 1 XKETaH s
KYIIUTh TAaHHBIA TOBAp (YCIyTH).

ApceHan OTeNBHBIX YCIyr IIPEACTABIIOT COOOM
OrPOMHOE KOJTMYECTBO Pa3IMYHbIX KoMOMHaIWil. B o6mem
U 11e5oM 0a30Basi MApKETUHIOBasE KOHLSTILMS TTO3HIIMOHH-
POBAHHUsI OTEIISI COCTOUT U3 TISTH AJIEMEHTOB (PHCYHOK).
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[pu pexiaMUpOBaHUY TOCTUHUYHOTO MPEAPUSITHUS
YUYMUTHIBAIOTCS MMEHHO IIPEJCTAaBICHHbIE HAa PHCYHKE
(daxTopel: MecToHaxoXxnaeHue otens (location), cpen-
cTBa obciyxuBaHus (facilities), cepa oOCITyKUBaHHS
(service), 00pa3 (image) v 1ieHa (price). PaMKu cTaThi HE
MIO3BOJISIIOT HaM PACCMOTPETh BCE NEPEUHCIICHHBIC BBILIE
MO3ULHU ACTaNbHO. ITOCKONBKY MECTOPACIIONOKECHHIE
OTeIsl paccMaTpUBAETCsl B Ka9eCTBE JOMUHAHTHOTO 3JIe-
MEHTa NIPU BBIOOpPE CPEACTB Pa3MEIICHUs TOCTSMH, MBI
MIOCTABHIIN CBOCH LIEIIBIO HCCIIEI0BATh TMHIBUCTHYECKHI
cTaryc IMEHHO 3ToH no3unui (location).

[pu Bo3BeneHun otens OepyTcs BO BHUIMAHHE, ITpe-
XKJIIe BCEro, JOCTYIMHOCTh U YTOOCTBO PAaCIIOJIOKCHUS
C y4ETOM TPaHCIIOPTHBIX KOMMYHHMKAIHMI, HCTOPUYECKUX
MaMATHHKOB M JIPYTHX JIOCTOIpUMedaTenbHocTel (B 3a-
BHCHMOCTH OT II€JIEBOTO acIlieKTa PhIHKA TOTpeOUTeIeH).

Jlrobo¥i BUA ycCHENHOW TOCTHHUYHOW JAEATENbHO-
CTH BO3MOXKCH JIMIIb B TOM Clydyae, KOrna KIMEHT pac-
rojlaraeT JOCTAaTOYHOW M JOCTOBEpHOW HH(pOpManuein
0 JIesITeNbHOCTH npeatnpusTys. CiaenoBaTensHo, Kax o
TOCTUHUIIC HYXXHa NpoAayMaHHas, 3((EeKTHBHAs peKIa-
Ma, HalleJIeHHas Ha Ty WJIH MHYIO TpyIIy HoTpeOuTe-
neit. Ho ayauTopusi pexkiambl OObEKTHBHO HE SIBISETCS
OJTHOPOITHOM TOCKOJIBKY KayK/IBIi MOTPEOUTENh HH/MBH-
JyaJieH M [0-CBOEMY BOCIPHHHMAET PEKJIAMHBII TEKCT,
1 €70 MHTEPIPETALNS Pa3IMYHBIMH LIEJICBBIMU IPYIIIIAMI
MOXKET CYIIECTBEHHO Pa3sHUThCSA. TeM He MeHee, Cylie-
CTBYIOT OIIPEAEIEHHBIE TPYIIIbI, KOTOPBIE CXOJHO pearu-
PYIOT Ha HACHTUYHOE OOpaleHue.

Kak ormeuaer I'H. JIuu, “the reader or listener
must give it some thought and the result is manipulation
with him in order to buy the product. Leech sets
following principles of advertising texts: Attention value,
Readability (by means of simple, personal, and colloquial
style), Memorability (most important in the process
of advertising is to remember the name of the product)
and Selling power” [3, p. 27]. Takum o6pazom, yoeTuTh
KJINEHTa BOCIOJIb30BaThbCs TOW WIM MHOM YCIIyro OT-
elsl — OCHOBHas 33j1a4a peKyiaMbl. Pexiamonarento He-
00X0ANMO POAEMOHCTPHPOBATh YHUKAIEHOCTE JAHHOTO
npoaykra. J{Jist ToCTHKeHNs 3TOH [eTIH MapKEeTHHIOBOMY
OTJeNly TOCTHHUIBI caenyeT ydects, no I.H. Jluuy, He-
CKOJIBKO JIMHTBHCTUYECKUX NPHHLMUIIOB IPH CO3JaHHU
PEKJIAMHOTO TEKCTa: BHAMAaHHE, «IHTa0eTBHOCTE» TEK-
CTa, 3alIOMHHAEMOCTh — BCE TO, YTO IOBBICUT BO3MOXK-
HOCTB nponax. [lanee aBrop, cceitasck Ha JaBuna Orui-
BH, nponoiwkaet: “The last principle is crucial. David
Ogilvy in his book says: “I do not regard advertising
as entertainment or an art form, but as a medium of
information. When I write an advertisement, I dont want
you to tell me that you find it ‘creative’. I want you to
find it so interesting that you buy the product” [Tam xe].
ITo MHEHHIO aBTOPA, TIOCICIHU TPUHLIUII SIBIISETCS KO-
YeBBbIM, IOCKOJIbKY IJIaBHAs 3ajada JIoOOTO HpearpH-
STHS TOCTHHMYHOTO OM3HEeca — MaKCHMAJbHO BBITOJHO
IIpoaaTh CBOM yciryrH. J[»Bun OTHIIBH HE BOCIIPUHUMAET
pexiiaMy Kak pa3BiedeHHE MM KaK XyJI0XKeCTBEHHOE UC-
KyCCTBO, AJIsl HETO 3T0 cpeacTBo uHdopmanuu. Korga on
CO3/1aeT HOBYIO PEKJIaMy, OH HE KT, YTOOBI eMy CKa3a-
M, 9YTO OHA OPUTHHAJbHAs, OH XOYeT MaKCHMAaJbHO 3a-
HMHTEPECOBATh MOTCHIMAIBHOTO NOTPEOHUTEISI, YTOOBI OH
Kynui Tosap [7, p. 7].

Hcxonst U3 BBILIECKa3aHHOTO, B HAIIeH cTaThe OyaeT
JlaH KpaTKuil aHaIN3 JOCTYIHOW HaM aHIIOS3bIYHOM Te-
OpETUUECKON JINTEPaTyphl IO TeMe HCCIeI0BaHus. MBI
HE CTaBUM CBOCH LEJIbIO NIPOBEICHHUE MOJHOTO aHAIU3a
JIMHTBUCTHYECKUX CPEJICTB BBIpaXKCHUs peknambl. Hac
OyIlyT MHTEPECOBaTh TOJIBKO JIMHT BUCTHUECKHE CPEIICTBA,

UCIIONB3yeMble B aHINIOS3BIYHON peKiiaMe, ¢ aKLEHTOM
Ha €0 JIOKALHUIO.

Wide Use of Nouns in Brand Names / lllupoxoe
HCMOJIB30BAaHHE CYHIECTBHTENBHBIX B OpeHI0OBBIX
Ha3BaHmsix. HeocriopuMm ¢akt, 4TO CyIIeCTBUTENBHEIC
HanboJsee MIMPOKO HCIOMb3YIOTCS B PEKIIAMHBIX TEKCTAX.
OHH SBISIFOTCS KITIOUEBBIMH CIIOBAMH U UTPAIOT BAXKHYIO
pois. CaMoe Ba)KHOE HCHOJIB30BaHUE CYIECTBUTEIBHBIX
B peKJIaMe 3aKJII0YaeTcs B (PUPMEHHBIX HA3BAHUSX YCIYT.
Xopolee Ha3BaHHE MOXKET OMOYb PA3BUThH JOSIIBHOCTh
TOTPeOUTEIIS K ONPEIeNICHHOH MIPOXYKINH U yCIIyTe, 9TO
HOoKa3ajl Hall (JaKTUYeCKUH MaTepHall.

Extensive Use of Monosyllabic and Simple Words /
IInpokoe ucnoab30BaHNE OJHOCTOKHBIX H MPOCTHIX
caoB. ['H. Jluu B cBoeil (yHIaMEeHTaIBHOH XpecTo-
MaTuiHO#i pabore “English In Advertising: Linguistic
study of Advertising in Great Britain” oTMedaet, 4TO
OIHOCJTOXHBIE M TIPOCTBIE CJIOBA IPEANOYTHTEIBHEE
B peKJIaMe, MOCKOJIbKY JIETKO BOCIIPHHHMAIOTCS. ABTOD
nepeunciam 20 caMbIX pacHpOCTPaHEHHBIX IJIAroJioB
B aHIVIOS3BIYHOM PEKIAMHOM TEKCTe: make — JIeiaTh,
get — TIOy4ath, give — NaBaTh, have — UIMETh, Ssee — BU-
nets, buy — mokymars, come — IPUXOIUTh, g0 — UITH,
know — 3Hath, keep — XpaHHTh, l0ook — cMOTpETb, need —
HY)XKIaThCsl, love — TIOOUTD, use — UCTONL30BaTh, feel —
YyBCTBOBaTh, like — HpaBUTHCA, choose — BBHIOUPATH,
take — Oparts, start — HaUUHATb, taste — MPOOOBATH [4, p.
2(0]. DT Tarossl SBISIOTCS NPOCTHIMU U MOHSITHBIMH,
OZIHOCJIOXKHBIMH II0 COCTaBY, U HUCIIOJIb30BaHHUE UX B pe-
KJIaMHOM TEKCTE JIUIIb YIy4IIaeT BOCIPUSITUE U, CIEIO0-
BaTeIbHO, YQPEKTHBHOCTD PEKJIAMEL.

Bulk Use of Compounds |/ lllupokoe HcnoJib30-
BaHHeE CJIOJKHO-COCTABHBIX CJIOB. [IoCKONBKY pekiama
HaIpaBJIeHa Ha Mepenady Kak MOXKHO OOJBILIETO MOTOKA
nH(GOpPManUN MOTPEOUTENI0 B MAaKCHMAIBHO CXKaToM,
KOHIIEHTPUPOBAaHHOM BHJE, COCJUHCHHE HECKOJIBKHX
CJIOB B OZIHO (Compounds) KaK HENb3s JIydllle CIoCO0-
CTBYET MOCTABJICHHOM LeIH. DTOT BUI CIOBOOOpa3oBa-
HHUS, TAKUM 00pa3oM, SBISCTCS MICATbHBIM CPEICTBOM
nepenauu nadopmanuu [2, p. 40].

Comparative and Superlative Adjectives /| CpaBun-
TeJIbHAas M MPEBOCXO/HAS CTeNeHH NMPHIararejbHbIX.
C nenpio yOeaUTh TOCTA B TOM, UTO PEKJIAMUPYETCS ca-
MBI JIy4qIIHH TYpUCTCKHI MPOAYKT, B TOCTUHUYHOM pe-
KJIAMHOM TEKCTC IIUPOKO MCIIOJIB3YIOTCA CPaBHUTECIIbHAA
U IIPEBOCXOHAS CTEIICHH MpuarareabHbiXx. OcoObli HH-
Tepec B 9TOM acleKTe NMPEACTABIAIOT MpUIarareibHbIe,
HE HMEIOIUE CTEICHEeH CpPaBHCHWS, TaK Ha3bIBaeMbIC
“non-gradable adjectives”, KoTOpbIC, MO H3BECTHOMY
ompeneneHuto “have the meaning which is extreme or
absolute”. B HalIuX TEKCTaxX OHH YHNOTPEOISAIOTCS B Ka-
YecTBE THIepOOoIIbl M ISHCTBYIOT Ha PELMITEHTa B BEIC-
niel CTerneHu yoeuTesbHO.

Statements /| YTBep:kaeHusi. X0pOIIO COCTABICH-
HBIC YTBEPXKICHUS IPOHU3BOAAT HA IOTEHIHAIHHOTO
KJIMeHTa TIIyOoKoe BHedaTieHwe. Bce moctymHble Ham
peKJIaMHbIe HPOCHEKThl ObUIN MpPEACTaBIeHbl B (opMme
yTBepkaeHu. [IpocThie yTBEpANTENbHbIE TPEITOKEHUS
BCeT/[a ABISIOTCS YAOOHBIMH AJISI BOCIIPUSTHS HH(OpMa-
IIUX U, TAKUM 00pa3oM, CTaHOBATCS Ooiee G PeKTHBHEI-
MU 1IPU JOCTHUIKECHUU LICIIN.

Simile & Metaphor /| CpaBHenue u Metadopa uc-
MOJIb3YIOTCI B TOCTHHHYHBIX PEKJAMHBIX TeKCTaxX
AJs TOro, 4YTo0bl NPOMJLIIOCTPUPOBATL 0COOCHHOCTHU
peKJIaMupyeMBbIX TOBapoB W ycayr. CpaBHEHHE SBIIs-
eTcs GUrypoil peun, JaroLii XapaKTePUCTHKH JBYX OT-
JMYAIOIIUXCS TOBAPOB, HO HMEIOIINX, 110 KpalHel Mepe,
ozHO obmiee kayecTBo. MeTadopa, B CBOIO Ouepe/b, SBIIS-
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eTcsl «BBICIIEH (OpMOit cpaBHEHHs» U TpeOyeT OT penu-
nueHTa OonplIell CHOCOOHOCTH K BOCTIPHATHIO CKPBITOM
uzen. biaaronaps Takum QUrypam pedu MoTeHIUAIbHBINH
KIIMEHT B COCTOSTHHH KPacOYHO BOOOPAa3HUTh TaHHBIH TO-
Bapy WIN YCIIyTy Ha IOJCO3HATEIFHOM YPOBHE.

Hyperbole /| 'mnep6oaa. “Longman Dictionary of
Contemporary English” omnpenenser rumep0Ooiay Kak
«CHOCO0 ONMUCAHUS YEro-TO JUIS TOTO, YTOOBI 3TO BBITII-
neno 6oJblie, MEHbIIe, Jydile, XyKe U T.A.» (“a way of
describing something in order to make it sound bigger,
smaller, better, worse, etc, than it really is”) [5, p. 751].
Lens ynoTpe6neHus TunepOoIIB! B peKJIaMe OTelIst — IIpo-
W3BECTH Ha PEIMIHMEHTa TaKOe MCHXO0-dMOIMOHAIBHOE
BIICYaTIICHHE, YTOOBI IIPAKTHUECKU chabcUPUIPOBATH
00BEKTUBHOE MOJIOXKEHHE Bellel U yOenuTh / 3acTaBUTh
€ro KyIHTh TOT TYPUCTCKHI MPOAYKT, KOTOPBIil IpH Jpy-
THX 00CTOSATEIBCTBAX OH OBl M HE IPHOOPEI.

Craenyer oTMETUTh, YTO rumnepboia JOKHA OBITH
HaJJIeXKaIMM 00pa3oM HCIONB30BaHa B pEKiIaMe, B IIpO-
THBHOM CITy4ae 3TO BBI30BET COMHEHHS YHTaTelel B Ka-
YECTBE TYPUCTCKHUX IPOIYKTOB WU YCIIYT.

Numerals /| Yncautenbnbie. Bo MHOTHUX pekiam-
HBIX TEKCTaX TOCTHHHI[ YacTO HCIOJB3YIOTCS LHQPBI
IUIsL TOTO, YTOOBI MOKa3aTh KOJHYECTBEHHBIC ACTICKTHI
TOBapa WK yCIyTd. YnorpebneHue nudp oueHb yoemu-
TEJIFHO BBUAY TOTO, YTO HUGPHI MPEACTABIAIOT coOOH
O0BEKTUBHYIO pealbHOCTh. UTO KacaeTcsi MO3HIMOHH-
POBaHHUS OTEJsSl, TO YHCIUTEIbHBIC YIOTPEOISIOTCS IpaK-
THYECKH B KaXJIOM PEKJIAMHOM TEKCTE JUIsl 0003HAYCHUSI
KOJIMYECTBA BPEMEHHU, HEOOXOOMMOTO AJSl TOTO, YTOOBI
J00parhesi 10 JOCTONPUMEYATEILHOCTH.

Affixation | Apduxcanus — >bpdexTHBHBIA (1 Han-
6oJsiee MPOJYKTHBHBIN) CIOCOO CIOBOOOpPA30BaHUS, U B
PEKJIaMHBIX TEKCTaX IO3ULHOHUPOBAHMS OTeNell OH
YCIEIIHO UCHOJIB3YEeTCsl.

Pe3yabTathl Hccjie0BaHus
U UX o0Cy:KIeHne

B kopmyce Haiero 3KCrepuMEHTAIBHOTO
Marepuana 3aperucTPUPOBAHBI  CICAYIOIIUE
Cpe/icTBA TO3WIIMOHUPOBAHUS OTENsI B pe-
KJIAMHBIX TEKCTaX C TOYKU 3PCHUS €ro MECTO-
HaXOXJICHUSL.

Jyis Toro 4TOOBI TMOKa3aTh, HACKOIBKO
OJM3KO OTENIb HAXOJMTCSA OT JOCTONPHMEYa-
TENLHOCTEH, B HallleM (aKTHYECKOM MaTepha-
Jie BBISIBIICHO JIBa OCHOBHBIX criocoba: paccro-
SITHME M3MEPSETCs JTUOO B Mepax JUIMHBI (KM/
MUJIM, METPHI), JIMOO B €IMHUIAX BPEMECHH,
HEOOXOMMBIX JIJISl TOTO, YTOOBI J100OpaThes 10
JIOCTOMPUMEUATEIbHOCTH.

OueHb YacTo MPU 3TOM HCIONB3YETCS TH-
rep6ona. ITockonpKy TumepOoiia — 3TO «CIo-
co0 OMHUCaHUs Yero-To JJjIs TOTO, YTOOBI 3TO
BBIDJISAZIENIO OOJIbIlle, MEHbINE, Jy4YIle, XyXKe
U T.J.», B PEKIAMHBIX TPOCIECKTAaX ICIACTCS
BCE BO3MOXKHOE JIJISl TOTO, UTOOBI YOS TUTh KITH-
€HTa: BCE CaMOe MHTEPECHOE HAXOMUTCS JTHOO
MPSIMO PSIIOM C OTeJIeM, JTHOO0 B IAroBOM J0-
CTYITHOCTH, JTNOO TpedyeTcs BCero HECKOJIBKO
MUHYT IS TOTO, YTOOBI IPEOJIONETh ATO Pac-
CTOSTHUE. AHAJIM3 JTUHTBUCTUYECKOTO MaTepH-
aya mokasain ClIeayrolee:

— PacctosiHne w3MepsieTcss B eIUHHIAX
BPEMEHHU, HEOOXOMUMOTO ISl TOTO, YTOOBI 10-

Opatbcst 10 00bekTa: within 10 minutes on foot,
3-minute walk, 4-minute walk, 15-minute walk,
around 45 minutes, just a 12-minute walk,
5 minute stroll, 25-minute walk, 10-minute
walk, 6 minutes away on foot, 5-minute away
taxi ride, just a 10-minute walk, 5 minutes ' walk
from the hotel, 10 minutes, 10-minute walk,
5 minutes by bus, within a 10-minute walk of
the hotel, 10-minute walk away, 15-minute
drive, 15-minute walk, just an 8-minute walk
away, a S-minute walk from the Pansionat
Kuban, 15-minute drive, only 5 minutes walk,
7 minutes, 8 minutes away on foot, 9 minutes
on foot, within a 10-minute walk, 30 minutes
walk, take a short subway ride, 10-minute walk,
just a 15-minute walk, about 45-minute drive,
4-minute walk away, 5-minute walk away.

— PaccrosiHue yka3bsIBaeTCsl B KUIIOMETpax/
munsx: 0.1 km, 0.5 km, about 0.7 km (0.5 mi)
away, 4 miles away, just over two km, 14 km
away, within 15 km, less than 3 miles, less than
a mile, within two miles, 1.1 km, 16 km away,
1.5 km away, 1 km away.

—PaccrosiHue yka3blBaeTCs B MeTpax:
500 m away, 200 m away, around 400 m away,
400 m from the hotel, just 50 m from the hotel,
just 250 m from the hotel, 100 m from the hotel,
100 m from the hotel, 300 m, 300 m.

— Paccrosinre u3MepsieTcss B KBaprajax:
just a few blocks from Grand Plaza, 2 blocks,
1 block, 3 blocks, within two blocks.

— Psanom ¢ orenem: directly at the hotel, near,
located next to the One Room, just around the corner:

— B maroBoii moctymHOCTH (Steps): only
a few steps away, just steps away.

Yamie BCEro pacCTOSHHUE  U3MeEpSET-
C1 B CIUHUIIAX BpPEMEHHU, HEOOXOAMMOTro
JUTSL TOTO, YTOOBI J0OpaThCst 10 OOBEKTA, MIPH-
4yeM, Kak mpaBwio, rnemkoM (77 % ot obmiero
Yycia MPEJCTAaBICHHBIX B PEKJIaMe paccTos-
HUH 10 JOCTONPUMEUATEILHOCTH).

IIpu sTom Hambosee PEKyppeHTHO YIIO-
TpeOJieHHe CYyIIEeCTBUTEIbHOTO/Tarona walk
JUTS TOTO, YTOOBI yOEIUTh TYPUCTOB B IIArOBOM
JOCTYITHOCTH O0BEKTa, a Takke (pexe) (ppasbl
on foot. YToOBI yCHIINTH BIIEYaTIeHHE U 100a-
BUTh 3JIEMEHT BaJIbSKHOCTH, YIOTPEOIACTCS
maron stroll miist 0003HaYCHUS HETOPOILTUBOM
MeNIel POTYJIKH, a TaKXKe CoueTanue a short
walk. B octanpHbIX ciydasx (23 %) mpenna-
raercsi Moes3aka Ha TaKcH, aBToOyce, MeTpo,
a TaKKe YIMOMUHAETCS] OCTAaHOBKA OOIIECTBEH-
HOTO TPAHCIIOPTA PAIAOM C OTEJIEM.

Haubomee 9acTOTHBEI CIIOKHO-COCTaBHEIE
npujiararesibibie. B OCHOBHOM OHM ymoOTpe-
OnstoTcs Tpu 00O3HAYCHHWU BpPEMEHH, He-
00XOMMOT0 AJIT TOTO, YTOOBI AOOpaThCs IO
HYXHOTO 00beKTa. DTO TpUIaraTebHbIe THTIA
3-minute (walk), just a 12-minute (walk),
15-minute (drive), about 45-minute (drive). Ix
a0CoMIOTHOE OOJIBITUHCTBO.
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OueHb UWHTEPECHO YIOTpEOJSCHHE IpH-
JaratebHOrO0, HE UMEIOLIETO CTENeHel cpas-
HEHUS: TIpUIIarateNbHoe upscale Bo dpase the
upscale shops... ogpa3yMeBaeT 3KCKITIO3UB-
HbIC Mara3uHbI, YTO TOBOPHT caMo 3a cebst. Ta-
KUX IPUMEPOB HEMHOTO.

Kpome Toro, B TekcTax npeacrasieHa mpe-
BOCXOJIHasl CTENEHb MPUJIaraTeIbHOro, YTOObI
MOKa3aTh YHHUKAJIbHOCTh PEKIAMHPYEMOTO
OTeJIsl WM YHHKAIHLHOCTh OKPYXAOIHX €ro
00BEKTOB-OpHEHTHPOB. Hamnpumep, ToBOpS
00 orerne, pacmonokeHHOM B KeHCHHTTOHE,
peKIaMoAaTeld OTMEYAIOT, YTO OH OKpYXeH
CaMBbIMH M3BECTHBIMH B TOpPOJEC TOCTOIIPHME-
yarenbHOCTIMU: This 4-star hotel puts you in
the heart of Kensington surrounded by some of
the city s most renowned landmarks.

WHorna mpeBocxofHasi CTENeHb IIPH-
JIaraTeJbHOTO BBICTYMAeT KaK CpEICTBO BBI-
paxenust runepbonsl. Ilo Kamgony, rumep-
Ooma — 310 Qurypa pedyn, KOTOpas COACPIKHUT
MPEyBENMUCHUE B KauecTBE SMQATHYECKOTO
cpencta: “Hyperbole is “a figure of speech
which contains an exaggeration for emphasis”
[1, p. 406]. YromsiHyTasi B OIHOW U3 peKJIaM
crarysa Slna JKvkku mO3MIIMOHMpYETCs Kak ca-
Masi Oorbliiasi cTatys BcajHuka B EBpore, B TO
BpEMsi KaK Ha caMOM JIeJie OHA 3aHUMAET BTOPOE
MeCcTO. MBI IBHO UMEEM JIENIO C THITEPOOIIOH.

B xauectBe MeTadopsl pezcrasieHa ¢pa-
3a “in the heart of”, TeM caMbIM TIOKa3bIBasi,
YTO OTEJb HAXOAUTCS B CAMOM LIEHTPE ropoja.

OnunerBopeHue kak (urypa pedn BCTpe-
4yaeTcsi JAOCTATOYHO PENKO IMPH IMO3UIMOHU-
pOBaHHH OTENsS B PEKIAMHBIX TEKCTaX, HO
B KOpIyce Halero (pakTH4ecKoro Marepuaia
Takou ciydan ectb: The Emblem hotel enjoys
a central location 300 m from Prague’s Old
Town Square. YnorpeOneHue miaroia enjoy
C  HEOAYIICBICHHBIM  CYIIECTBUTEIbHBIM
NPaKTHYECKH HapyllaeT aHMIUICKHE JIeKCH-
KO-TpaMMaTH4ecKue MpaBuia, HO B JIAHHOM
CUTyalldll OHO ONpAaBAaHO, MOCKOJIBbKY B pe-
KJIAMHOM TEKCTE€ NPEICTAaBICHO OJIHULETBOpE-

HUe (personification) ¢ UEIBIO MCUXO-3MOIIHU-
OHAJILHOTO BO3/ICWICTBUS Ha MOTCHIUATIHHOTO
KITHCHTA.

3akiroueHue

[IpoBeneHHOE HaMU HWCCIIEAOBAaHUE TTOKa-
3aJI0 COBOKYITHOCTBH CPEJICTB, MCIOIB3YEMBIX
MpY PEKIAMHUPOBAHHUHU TOJILKO OJIHOTO AJIEMEH-
Ta MapKETHHTOBOW KOHIEMIIUU OTEJsl — JIOKa-
un. Kak Haubonee pekyppeHTHBIN (haKTOp MBI
paccMaTpuBaeM CIIOKHO-COCTaBHBIE TpHIIara-
TeJbHBIE, TIOCKOJIBKY OHU 3a/IeHCTBOBAHBI MPU
yKa3aHWU BPEMEHH, HEOOXOIMMOTo JIs TOTO,
9TOOBI TOOpAThCS A0 HYKHOTO OOBEKTa, 4TO
OYECHb BaXXHO Uil TypucToB. [Ipm co3zmaHum
PEKJIIAaMHOTO TEKCTa PEKIaMoJaTelld HMEIOT
BO3MOJKHOCTh BBIOOpPAa KOHKPETHBIX JIMHTBHU-
CTHYECKHUX CPEJICTB, OTBEUAIOIIHNX MX IEIISIM.

PesynbraTel MPOBEACHHBIX HaMHU HCCIIe-
JIOBaHUI MMEIOT Ba)KHOE 3HAYEHHUE W JIS pe-
KJlamoJarene, U Ui COBPEMEHHBIX CPEJICTB
pasmenieHusi. [lockonbKy NpaBHILHOE YIIO-
TpeOlieHHEe SI3BIKOBBIX HOPM M CPEICTB, BO3-
MOJKHO, TIPUBEIET HE TONBKO K IPPEKTHBHO-
CTH PEeKJIaMbl, HO U K YBEITMYCHUIO TTPUOBLIH,
KOTOpasi SBJSIETCS HEMAJIOBAXKHBIM (DakTopoM
CyIIeCTBOBaHMSI OTeNs. 3HaHHWE Hamboiee pe-
KYPPEHTHBIX JIMHIBUCTUYECKUX CPEICTB, HC-
MOJIB3YIOMINXCS B peKiiamMe, OyJeT crocoOCcTBo-
BaTh MMOBBIIICHUIO PEHTAOSIEHOCTH OTETISI.
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