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JINHAMHUKA AKCUOJIOT'MYECKNX XAPAKTEPUCTHUK
PEKJIAMHOTI'O ITMCKYPCA
JIL.A. Kouemosa

Paccmampueaemcss  Ounamuka — YeHHOCMHbIX — XAPAKMEPUCIUK — PEKAAMHO20 — OUCKYpca ¢ NO3UYUlL
ucmopuueckoeo nooxoda K e2o0 uzyuenuio. Onpeoensiomcss OCHOGHble NOOX00bl K AHAIUZY YEHHOCHHO20
CO0epIHCanUsl PeKIamMHO20 OUCKYPCA, PACCMAMPUBAIOMCA MUNOIOSUU YEHHOCEN, ONpeoensiiomcs, HeKomopbvle
YeHHOCmHble OOMUHAHMBL 8 OMOeabHble Nepuoobl (DYHKYUOHUPOBAHUS PEKIAMbl, 6bIAGNAEMCA Cheyuguka ux
AZbIKOBO2O BLIPAICEHUS, ONUCHIBAIOMCS HEKOMopble MeHOeHYUU 6 USMEHEHUAX YEHHOCMHOU KapmuHbl Mupd,
OMPasiCceHHol 8 pexiame.

Kniouesvie cnosa: yennocms, OUCKYpc, peKIaMHBINL OUCKYPC, MEHOeHYUY, OUHAMUKA, AKCUONO2Us,
YEeHHOCTHBIU NPUSHAK.

L.A. Kochetova
Dynamics of axiological characteristics of an advertisement discourse

It is considered the dynamics of value characteristics in advertising discourse in terms of the historical
approach to its study. It is identified the main approaches to the analysis of the value content of advertising
discourse, discussed the typology of values, identified some of the dominant values in some periods of operation of
advertising, revealed the specifics of their linguistic expression, described some of the trends in changes in the value
picture of the world, as reflected in advertising.
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