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nomaBanHg (3%), 3aMiHi clIoBa OJHIEI YaCTMHM MOBH Ha CJIOBO IHINOI, a camMe —
HomiHamizamii (4,4%), anBepOanizamii (4,6%), Bepbamizarmii (2,2%) Ta JEKCUYHIN 3aMiHi
(2,8%), renepanizaii (1,2%), 3Ha4HO MEHIIE 3aCBIAYEHO CMHUCIOBOTO po3BUTKY (0,8%),
nepectaHoBku abo mnepmytanii (0,6%), anToHiMiuHOrO mnepekiany (0,6%), omucoBoro
nepexiany (0,4%) ta xonkperusauii (0,2%), 30BCIM HE BUKOPUCTAHO CTUIIICTUYHHX
TpaHchopmarlii.
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COMMUNICATIVE EFFECTIVENESS OF NATIVE SUGGESTIVE TEXTS

Tapaciok A.M.,

cmapuiuil 6UK1A0ay Kageopu pomMano-eepmMancovkoi Qintonoeii ma nepexiaoy
binonepkiBCchKUil HalllOHAJIBHUM arpapHUid YHIBEPCUTET

M. bina [lepkBa, Ykpaina

Language performs two main functions: communicative, as the most important means
of human communication, and cognitive (cognitive, epistemological), as a means of
externalizing mental searches.

Linguist V. M. Manakin also emphasizes the importance of suggestion as a
pragmalinguistic phenomenon that forms a pragmatic-affective dimension in which a person
reflects the world of his feelings [2, c. 196]. The influence of suggestors is aimed at
interpreting the communication partner’s knowledge and his/her value system. Taking into
account the processes of interaction inherent in this phenomenon, suggestive linguistics
brings to the question of the communicative plan and means of ensuring successful
communication. To understand the communicative effectiveness of the suggestive text of
native advertising and the further interpretation of the suggestion, it is worth considering the
typology of influences as a whole.

In our opinion, a comprehensive approach to the issue of differentiation of influence is
offered in the study of T. Yu. Kovalevska, who emphasizes the blurring of the boundaries
between suggestion, persuasion and actual suggestion, in particular distinguishing:
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1) social influence, which is close to etiquette formulas;

2) expression of will as a type of directive speech acts;

3) emotional and evaluative impact, in which the suggestive causes associative images
to facilitate the interpretation of the message;

4) informing as a type of representative speech act;

5) argumentation [1, c. 34].

Advertisers evaluate the effectiveness of advertising using such indicators as attitude
to advertising, brand awareness and willingness to make a purchase [3, c. 12]. In the
implementation of these factors, an important role is played by the text of the advertisement
and the communicative effectiveness of the message.

Communicative effectiveness of native advertising, i.e. the ability to achieve the goal
set by the speaker and maintain the balance of relations with the interlocutor [4, c. 51], is
achieved by understanding the communicative behavior of message recipients. The starting
concept of the research of communicative behavior is its structural unity, which is
implemented at the cognitive, affective, and motivational-value levels.

Taking into account the approaches to the linguistic-communicative interpretation of
the term “native advertising”, the native text should implement communicative (convey
information to the target audience and indirectly form certain relationships with recipients),
perlocutionary (change the behavior of addressees) and persuasive (encourage the purchase
of a product or service) functions .

The implementation of a suggestion taking into account these functions can be
influenced by the following factors: 1) the confidence of the suggestors when interpreting
advertising information (applies to sponsored video content); 2) the authority of suggestors
among suggesters (in particular, it is qualified by the number of subscribers, likes and
comments); 3) an atmosphere of trust between suggestors and suggestees (refers to the
individual level of trust of recipients, depends on age and gender) [5, c. 130].

We believe that all these factors are determined by the text, therefore, in the process of
its formation, the preferences and experience of potential recipients are taken into account.
Under this condition, the addressee of the native advertising text is not always a consumer
of a product or service, but he can become one if the information meets his/her needs.

Strategically incorrect is native advertising, where communicative effectiveness is
marked by insufficient or excessive attention to the needs of the suggesters and does not
correlate with the beliefs of the suggesters. In view of the above, the native's communicative
effectiveness can be facilitated by awareness of the specific needs of the suggesters and
reference to the preferences of the suggesters. The authors of native advertising are endowed
with a high social status, so if the suggester speaks from a position of personal experience,
this native content is perceived by the suggester based on the level of trust in him/her. Native
advertising requires a systematic approach to the formation of its text: it must adapt to the
thesaurus of addressees and correspond to their system of individual values.
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®OPMYBAHHS OPIAHIBAIIMHO-NNEJATOI'TYHUX HABUYOK
MAHWBYTHIX YUUTEJIIB MY3UUYHOI'O MUCTELITBA B YMOBAX
BOE€HHOI'O CTAHY

Kykos B.II.,

doxmop ¢hinocoii, doyenm,

ooyenm Kageopu My3UyHO20 MUCmeymaea
XapKiBCbKUI HalllOHAJTBHUM ITe1aroTi9HAMA
yHiBepcuteT iMeHi I'. C. CkoBopoau

M. XapkiB, YkpaiHa

CyH I351Hb,

Mazicmpanm Kageopu My3uuHo20 MUcCmeymeda
XapKiBCbKUI HaIllOHAJTLHUM 1Te1aroT19HHAMI
yniBepcuret iMeHi ['. C. CkoBopoau

M. XapkiB, YkpaiHa

OcTaHHIM YacoM YKpaiHCbKE€ CYCIIJIBCTBO OTPUMYE JOJEHOCHI BUKJIMKH, ITOB’sA3aHi 3
BOEHHUM CTaHOM 1 OOMOBHMMHM [ISIMHM y Halii Kpaini. B oCBITHbOMY KOJI MOCTae Iyxe
HarajbHa MmpoOJemMa MiAroTOBKY 3100yBaviB y CKIaTHUX yMoBax. [linroroBka MaitOyTHIX
¢daxiBuiB, a came, (opmyBaHHs HaBuuok (skills) maitOyTHiX QaxiBiiB, y curyari
BIMICHKOBOTO KOH(IIKTY CTajia CEpHO3HUM BHUIPOOYBAHHSIM JUIsl 0aratbox yKpaiHCHKHX
3aKJIa/1B BUIIIOI OCBITH.

SkicTh cyyacHoOi npogeciiHol MiITOTOBKM BU3HAYAETHCS HE JIMIIE PiBHEM HaOyTHX
MaiOyTHIMU (PaxiBISIMU HaBUYOK, ajie 1 iX 3MICTOM M 3JATHICTIO J0 iX 3aCTOCYBaHHS Y
npodeciifHIf TISIIBHOCTI, MOOUIBHICTIO, CUCTEMHICTIO Ta MPHKJIATHUMH BJIACTHBOCTSIMHU
[MX HABUYOK. 3a3HA4Y€HE OKPECII0€ HEOOXITHICTh TMONIYKY NEPCIEKTUBHUX IIUISAXIB
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