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AKCIOJIOTTYHUA ACHEKT AMEPUKAHCBKOI KOMEPI[IHHOI PEKJIAMM:
HOIHHOCTI, HOTPEBU 1 MOTUBU AJIPECATA

Cmammio npucesueno ananizy yinnocmet, nomped i MOMUgi6 aopecama aMepuKaHcbKo20 KOMePYItiHO20 peKIam-
HO020 ouckypcy. Posensnymo naumunosiwi yinHoCmi ma nompeou amepukanHCbKo2o CROAICUBAYA 6 PI3Hi nepioou po3eu-
TMKY AMEePUKAHCLKO20 CYChinbemaa enpooosaic 1925-2010 pp., wo cayzyromes momueamu, HeoOXiOHUMUY 015 30IUCHEHHS.
KYnieJi peknamosano20 mosapy.

Knrouoei cnosa: pexnammuii Ouckypc, yiHHocmi, nompeou, MOmueu.

Cmamus nocesuena ananuzy yeHHocmet, NompeoHOCmeNl u MOMUB08 adpecama amepuUKanCcKo20 KOMMeEPUECKo20
PEKIAMHO20 QUCKYpCa. Paccmompenbt munuunvle yeHHoCmu u nompeodHOCMU aMePUKAHCKO20 NOMpPeOUmeis 6 pazioie
nepuoosl pazeumus amepukanckoeo oouecmea (1925-2010 2e.), komopvie cmanu MOMuUSAMU, HEOOXOOUMBIMU OISt
0CyujecmeaneHus NOKYNKU pekiamupyemozo moeapd.

Knwouesvie cnosa: pexnamuvlii OUckypc, YyeHHOCMU, NOMPEOHOCU, MOMUBHL.

The article focuses on the analysis of values, needs and motivation of addressee in the American commercial
magazine advertising discourse. The most typical values and needs of the American consumer, that have become
motivation necessary to purchase the advertised product, are considered in different periods of the development of
American society (1925-2010).
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Pekiama € IOTY)KHHM IHCTPYMEHTOM PEryJIsiii HOBEAIHKY Jiroaei. [Ipo0ymKyoUr y TII0MHH 11 pi3HOMaHITHI 110-
Tpebu, BoHa (OpMye€ TIOBEIIHKY JIFOAWHH, 11 LIHHICHO-HOPMAaTUBHY CUCTEMY, IIPHUB’S3Y€E 11 10 ICHYI0Y0T €eKOHOMIYHOT
Ta MOJIITHYHOI CUCTEMH. 3 OISy Ha L€ aKTyaJIbHOCTI Ha0yBa€e JAOCIIKEHHs PEKIIAMHOTO JAUCKYPCY, 110 3 KOXKHUM
POKOM BIOCKOHAJIIOE CBOI CTpATEril BIUIMBY Ha CBIIOMICTH 1 IMiJICBITOMICTb CITO’KHBAYIB.

OIMIHHICTh PEKIAMHOTO JUCKYPCY SIK IHCTPYMEHT MOBJICHHEBOTO BIUIMBY HEOJHOPA30BO BHSBISLIACS B LIEHTPI
yBaru JHTBICTIB [1; 2; 3; 5]. MeTol0 Hamoro AOCHiKEHHS € aHali3 IIHHOCTe!, MoTped i MOTUBIB agpecaTa B AWC-
Kypci aMepHUKaHChKOT KOMEPITIIHOT peKIaMu.

Martepiajiom Jist JOCIIPKEHHSI CIyTyBaiu pekiaamui TekeTu xypHainy «The New Yorker» 3a 1925-2010 pp.

Ominka € cenu(ivHO (OPMOIO CTABJICHHS JIFOJUHH 0 JIMCHOCTI, 1Ie CXBAJICHHS a00 OCY/ PI3HHX SIBHII Ha-
BKOJIMIITHBOTO CEPEIOBUINA HE3aJIEKHO BiJ IX MaTepiabHOTO UM J[yXOBHOT'O MOXO/UKEHHs. BOHA 3aBXK/aM 3aIeXKHUTh
BiJI I[IHHOCTI — MO3UTHUBHOTO YW HETATUBHOIO 3HAYEHHS OIIHIOBAHOTO JUTS JIFOANHH. L[IHHICTIO HA3UBAETHCS TE, L0
3/1aTHE 3aJJ0BOJIEHATH JIOACEKI TOTpeOH [6].

I{iHHICTh TOBapy BHU3HAYAETHCS HOTO BIACTHBOCTSAMH 1 BIAMOBIAHICTIO MOTpedaM, iHTepecaM, IiIsIM, HOpMaM,
izeanam crokuBaya. OcTaHHI BUCTYMAKOTh SIK MOTUBH JIsTBHOCTI crioskuBava. OTike, MIHHICHE CTABJICHHS aapecaTa
JI0 00’€KTa peKJIaMy MOPOJKYE MOTHB, HEOOXITHUH JUIsl 311HCHEHHS Aii — KyIiBJIi PeKJIaMOBaHOTO TOBApY.

VY mporeci CTBOPEHHS PEKJIAMHOTO TEKCTY aJpecaHT BUKOPUCTOBYE LIIHHOCTI, SIKi ITOB’s13aHi 3 TOTpedaMu ajpeca-
Ta 1 CIIyTyI0Th MOTHUBOM, IO 3a0e3Meuye BUPINICHHS! KOMYHIKATUBHUX 3aBJIaHb PEKJIAMHOT0 TUCKYPCY — 3al[iKaBUTH
azpecara B 00’ €KTi peKJIaMH Ta CIIOHYKaTH HOTo IpuAOaTH pekiaMoBaHUH ToBap. CTBOPIOETHCS LTFO3is, IO B OI[IHIII
MpeaMeTa peKjiaMH BUPaKCHI BJIaCHI Oa)kaHHS ajpecara peaiizyBaTH Ty 4d iHIITY moTpedy [2, ¢. 7, 16].

AHani3 aMepruKaHCbKOr0 KOMEpPILIHHOTO PEKJIAMHOTO JMCKYPCY JI03BOJISE€ BUSIBUTH PI3HOMAHITHI LIHHOCTI, SIKi
BHUKOPHCTOBYE aJIPECAHT, IO CIIYT'YIOTh MOTUBAMH JJIsl OI[IHFOBAHHS 1 IPUI0AaHHS TOBAPIB aJpecaToM B Pi3Hi epioIu
(YHKIIIOHYBaHHS IIbOTO AUCKYpCy BIIpoxoBxk 1925-2010 p.

B ameprkaHChKOMY KOMEPIIHHOMY PEKIaMHOMY THUCKYpCi Ipyroi monoBuHH 1920-X pOKiB aKTyaIbHUMHE ITOTPE-
6amu Oymu:

— HE BIJICTaBaTH BiJI 4acy, HaPHUKIIAJI:

(1) These modern Américaines — so active — so energetic — are yet more charming today than ever before. It is for
them that Isabey of Paris has created his marvelously effective Le Lait d’Isabey (NY, June 16, 1928, c. 41);

— Typ0oTa 1po 310pOB’ s, HATTPUKIAL:

(2) Science offers a simple_protection for her health and yvouthfulness — sane habits of living, sane habits of diet
and the proper practice of feminine hygiene (NY, Oct. 29, 1927, c. 57);

— HOBH3HA, CYy4YacHICTh TOBApPY, HAIPUKJIIAI!

(3) Refreshing originality in colors and materials gives sparkle to the new shoe styles for spring (NY, Apr. 18,
1925, ¢c. 25);

— Oesreka, HalpHUKJIaL:

(4) ... dved hair can now be safely waved by the Frigidine Method (NY, Oct. 27, 1928, c. 6);

— WTH B HOT'Y 3 HAYKOIO, HALIPUKIIA/:

(5) ... it had actually gone through 222 tests or inspections which every set must pass in the process of manufacture.
Atwater Kent Radio (NY Sep. 15, 1928, c. 2).

30-i pokn XX cromittsi — poku Benukoi genpecii B CLLIA. B ameprkaHCchKili KOMepLilHIH peKiiami IIbOro 1mepiory
HalaKTyalbHIIINMI IHHOCTSAMH OYJIH:

— eKOHOMIYHICTh. Y PEKJIAMHHUX TEKCTaX aKI[EHTYEThCS HEBUCOKA I[iHA TOBAPY, HAPUKIIA/:
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(6) It’s a Half-Price Sale of Precious Stones and Pearls and you must agree — Jewelry at these Modest Prices is
not a luxury (NY, Oct. 15, 1932, c. 39);

— NIPAaKTUYHICTh, HATIPUKIIAJL

(7) The Four Centuries Exhibition is a practical, economical help to anyone planning an entire home (NY, Feb.
25,1933, c. 2);

— IOBTOTPHUBAJIICTh BUKOPUCTAHHS TOBApy (Ha BiAMiHY Bi HOTpeOH Mpua0aHHS HOBOTO TOBAPY, XapaKTEPHOI I
1920-x pokiB), HATPUKITA;

(8) Again General Electric makes refrigeration history with its announcement of an unqualified 3-Year Guarantee
on the General Electric Refrigerator (NY, Apr. 18, 1931, 3B0poT 0OKJIaAUHKH).

["0J10BHUMHM IIHHOCTSIMHU B JJOCITIKYBAaHOMY JTUCKypci BoeHHOTO yacy (1941-1945 pp.) cramm:

— OLAJUTMBICTB i €KOHOMIsl, HATIPUKIIA];

(9) Best’s The Reliable — for price. «Your money’s worth at Best’s» is proverbial, for we place our Accent on
Value... This hiptucked cotton in washable woven stripes has the wearable charm and simple good taste that our
customers enjoy season after season (NY, Mar. 4, 1944, ¢c. 1);

— MOYYTTSI MATPiOTH3MY 1 B3a€EMOJIONIOMOTH. Pekiiama arentoBana /10 MO4yTTs NaTpioTU3MYy 1 B3a€EMOJOIIOMOIY
JUTS T IKPITUICHHS JIOSUTBHOCTI CIIOXKHBAYiB. PeKIIaMHI TEKCTH 3aKITUKAIOTh aMEPUKAHIIIB KYITyBaTH BOEHHI 00JIiraii,
3[1aBaTH JOHOPCHKY KPOB, NPALIOBATH Ha KOPUCTh BilfHH, a TAKOXK MUCATH JIUCTH COJIaTaM Ha (D)POHT, HANIPUKIAJ:

(10) Some of us can help most in the front lines, others on production lines — all of us can buy war bonds and
stamps! (NY, Jan. 16, 1943, c. 33);

— TepriHHs. BUpoOHMKH TOBapiB, HEOOXITHUX /st PPOHTY, 3AKIMKAIN CIIOKUBAUIB JOUYEKATHCS 3aKIHUCHHS Bi-
WHH, KOJIM MOXKHA Oy/ie 3HOBY NPUI0ATH LUBIIBHI MO TOBApiB, HAIIPUKIIA/L!

(11) But there will come a day when Ford news will again feature civilian models. You may be sure they will reflect
all the ingenuity and precision engineering which are traditional with Ford (NY, May 13, 1944, c. 11).

50-60-i pp. XX ct1. — poku posksity CIIIA. BinOymoBa mgaixa aMepHKaHISIM MOKIIHBICTh TTOBEPHYTHCS 10 Mpiit i
3HOBY HACOJIOJKYBATHCS JKUTTSM. AHaJli3 KOMEPLUIHHOI0 PEKIAMHOTO AUCKYPCY IIHOTO MEepiogy A03BOJISE BUSBHTH
TaKi MOTpeOu:

— MaTH BJIACHUH NpuUMichbkuid Oy uHOK. J[o BiiHM y nepeMicTsIX POXKHUBAIN 3aMOKHI Jr0/1U. POOITHUKY UM B
OpEHJOBaHMX KBapTHpax ado B TICHUX Oapakax moonmsy ¢hadpuk. Y 1960-X pp. BOJIOIIHHS KUTIOBOIO HEPYXOMICTIO
CTaJI0 HOPMOIO: 13 KOJKHHX IT°SITH CIMEH TPH MIPOKUBAJIM y BIacHUX OyanHKax [4, c. 306-307], Hanpukian:

(12) What kind of people live in this kind of house? People with a lot of living to do. In the suburbs. In the country.
At the seashore. Big family people. New family people. Retirement people. That’s what TECHBUILT is all about —
fexibility (NY, Sep. 28, 1968, c. 110);

— koMmdopT. PexiiaMHi TEKCTH peKiiaMyBalli XOJIOJMILHUKH, IPAJIbHI MallMHU, TIOCYIOMUIHI MallIMHU Ta 1HILY
MOOYTOBY TEXHIKY, HAIPUKJIAI:

(13) $3260 will also buy you_a new range, a new refrigerator, a new dryer, a new washer, two new television sets,
a record player and a $§1639* Volkswagen (NY, Aug. 19, 1967, c. 13);

— IpUI0aHHA BENUKHUX e(PeKTHUX pedei, siki MOTyi O OyTH MOKa3HUKOM YCIiXy, HATPUKITA;

(14) Lincoln Continental is the luxury motorcar that stands apart from all other cars. It is the automobile owned
by more men of accomplishment. It distinguishes them among fine car owners. What does your car say about you?
(NY, Feb. 13, 1965, c. 77);

— HOBH3HA. Y Lieil mepio] Ha TOBapU PO3MOBCIOKYBABCS MIPUHLIHIT «3aITAHOBAHOTO CTapiHHsD» (TepMiH b. JloHmo-
HA), SIKUA CTUMYJTFOBAB YaCTilll MOKYNKH. Hanaroun 3HalioMrM ToBapaM HOBUH 30BHIIIHIH BUTIIS 1 XapaKTEPUCTHKH,
BUPOOHUKH NPOrpaMyroTh IIi TOBAPH Ha TaKe CaMO KOPOTKE JKHTTA, JK i MoxHy cykHI0. KymuieHuii 1Ba poku Tomy
aBTOMOOLIb a00 MpuAdGaHuil I’ ATh p01<113 TOMY OyAMHOK — TOBapH, sIKi BXK€ BCTUIIIH BTpaTHTH HOBH3HY. HoBH3HA
TOBapy MOBUHHA OyTH OYEBHJIHOIO, IO 1 HPOITIOCTPOBAHO Y HIKUSHABEJACHOMY IPHKJIIaIi:

(15) What the experts called the best last year wasn't good enough for us (NY, Oct. 10, 1966, c. 20);

— 0e3TypOOTHE KUTTS, TOHUTBA 32 3aJ0BOJICHHSAMH, HATPUKIAJ.

(16) Without a care in the world, you rest or play as you please... swim away_happy hours in a sparkling outdoor
pool... watch the blue waves slip endlessly by from your comfortable deck chair... meet a host of interesting new
friends. Grace Line Caribbean Cruises (NY, Jul. 28, 1956, pesepc).

70-i pp. XX c1. — poku kpu3u y CIIA. B nuckypci koMepuiiiHOT pekjiaMu LbOro Mepioy HalaKTyaJ bHIMINMU
LIHHOCTSIMU OYJIH:

— MiHIMaJi3M, HapUKIaI;

(17) Founders thinks modern furniture should be like modern architecture: simple. Dramatic. Functional. So
that’s how we designed our new «Patterns 23» collection... Sophisticated people like the simplest things. Founders
(NY, Apr. 10, 1971, 3BopoT 00KITaJUHKH);

— CKOHOMisl, IPAKTUYHICTh, HATIPUKIIAT;

(18) Is mink really expensive? Ten cloth costs are expensive. And they, consecutively, are what one mink will
outlast. What's more, one mink coat will do the job of a whole wardrobe of other coats. Mink is practical. It’s
warmer ... than just about anything else you can snug into. And lighter, too. (NY, Sep. 16, 1972, c. 57).

80-1 pp. XX cT. — 118 poxu po31<BiTy AMEPHKAHCHKOTO CYCIITBCTBA, TOMY LIHHOCTI B ,Z[OCHiZ[)KYBaHOMy peKITaMHO-
My JAUCKYpCi KapIuHAILHO BllelBHfI}OTBCH BiJl THX, 1110 OyJIM BHUSBJICHI B IOIIEPEIHBOMY IIE€PIOJi:

— BHUIIYKaHICTh, 0araTcTBO Ta yCIIiX, HAPUKIIAJIL:

(19) The luxury of fine leathers and jewelry by Christian Dior, the most formidable name in the world of men’s
fashion (NY, Dec. 7, 1981, c. 116).
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V meii mepioft MOKa3HUKaMU OaraTcTBa i ycmixy Oymu aBTomobini «BMB» i «Mepcenecy, HanmpuKiIa:

(20) A thousands names have briefly flashed across the automotive cosmos. The name of Mercedes-Benz has been
shining brightly for slightly more than one hundred and two years. Engineered like no other car in the world (NY,
Aug. 15, 1988, c. 42-43);

— iHHOBAIIiITHI TexHooTii. HOBHHKYN — NeHKepH, KOMiFoBaIBbHI 3aCO0H, MIKPOXBHIILOBI ITeYi, CTEpPEOMarHiTodo-
HU, BiICOMarHiTOQOHH, BiIlE€OKaMEpH, MyJIbTH JUCTAHIIIHHOTO KEPYyBaHHS — CTaJI HOBOIO JKUTTEBOIO HEOOXITHICTIO,
HaNPUKIAI;

(21) There was a time when all computers were big. Our IBM Personal Computer... is small enough to fit on a desk
blotter but its power is equal to older computers many times its size (NY, Oct. 4, 1982, c. 15).

VY 1990-2010 pp. B aMepuUKaHCHKOMY KOMEPIIHHOMY PEKJIAMHOMY JICKYPC BUSIBIISIFOTHCS TIPArHEHHS a/ipecata J1o:

— HOBHUX PEBOJIIOLITHUX TEXHOJIOT1H, HAPUKIIA:

(22) Today you will extract a shining needle from an information haystack. Try it at OFFICE 2007. com. It’s a new
day. It’s a new office. MICROSOFT (NY, Feb. 25, 2008, c. 3);

— 0e3mneKu, HampUKIIaI:

(23) At all-new Volvo S80 does exactly that with new Pre-Emptive Technologies that can actually detect dangerous
situations before they happen (NY, Feb. 19&26, 2007, c. 41).

Y AKXKP/] 2000-2010 pp. BupaskaeTbcs MoTpeda MparHeHHs 0 TI00anbHOCTI. Y pekiaMi BEJIMKUX KOMIaHid
XXI cT. poOHUTBCS aKIeHT Ha iX TI00aTbHICTh, HATIPUKIIAT;:

(24) We see business without borders. When business speaks a global language, the barriers disappear, and we
believe technology can help. MICROSOFT (NY, Jun. 14 & 21, 2004, ¢.60).

Otxe, y cdepi HiHHOCTEH, NOTPeO 1 MOTUBIB ajpecaTa BiiOyBarOThCs 3MiHM. B pi3Hi nepioan QyHKLIIOHYBaHHS
aMEpHKaHCHKOTO KOMEPILIHHOTO PEKJIaMHOI0 JTUCKYPCY a/IpecaHT BHKOPUCTOBYE pi3Hi HiHHOCTI. JlocmikenHs 3a-
cBimuye, mo B poku BiliHM 1 kKpnu3 y CILIA romoBHuME noTpebaMu agpecara OyiM MparHeHHs 10 €KOHOMIl, TPaKTHY-
HOCTI ¥ MiHIMaNi3My i, HaBIAaKH, B POKH PO3KBITY aMEPHUKAHCHKOTO CYCIIIhCTBAa HANMOMIMPEHIIIAMHA MOTpedaMu
Oynu TIparHEeHHS 0 MPECTIKHOCTI, KOM(POPTHOCTI, 6ararcTBa Ta BUIIyKaHOCTI. L{e mae mincTaBu KOHCTAaTyBAaTH, 110
JIOCITIDKYBAHHUH TUCKYPC TIOCTIHHO PO3BUBAETHCSI, 3MIHIOETHCS 1 3aJIGKHUTh Bil HOPM, IPUHHATHX Y cycniibeTBi, Co-
LiaJIbHI IHTepecH 1 MO/, MPECTHKHICTH 1 HEPECTUKHICTD € NOTY)KHUMHU 3ac00aMH BIUIUBY Ha aJipecara peKjiaMu.

JlocmipkeHHs TUCKYPCY aMepUKaHChKOT KOMEPLIHHOT peKilaMi MO>KIIMBO MPOJIOBXKHUTH B MOAAIBHOMY aCIIEKTi.
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