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TAKTHKHA HENPOJTHIBICTHYHOI'O IIPOTPAMYBAHHSA B
TYPHCTHYHOMY PERJIAMHOMY JHCKYPCI

NEURO LINGUISTIC PROGRAMMING TECHNIQUES IN TOURISM
ADVERTISING DISCOURSE

Pex1ama 31ilicHIOE KOMYHIKATHBHO-KOTHITHBHHH BIVIHB HA CBiZoMicTh penHmieHTa
IIIAX0M AKTyadizanii pi3sHHEX TexHIK BILTHBY, TOMY B Me:KaX TYPHCTHIHOTO THCKYPCY BOHA MAa€
3aB:KIH OyTH aKTYAJbHOI0 TA AKIMeHTYBATHCH HA CYIaCHHX peaTifx.

JocainkeHHS CTPYKTYPH Ta BILTHBY PeKJIAMH B JHCKYPCAX AHAII3YBAJIHCE 3 Pi3HHX ac-
NeKTiB, Mo i cOPHYHHAI0 AKTYAIbHICTH HIPONOHOBAHOTO JOCTiT:KeHHA.

MeTa JocTiTKeHHS MOIATAE Y COPO6i T0CTiTHTH OCHOBHI TeXHIKH BITHBY B peKIaMi TYPHC-
THYHOTO 006°€KTa il BHMArac pea/izanii HHI3KH 3aBIaHb, 4 caMe: BH3HAYeHHS 6430B0l CTPYKTYPH
peKIaMHHX NOBiT10OM/IeHb ¥ TYPHCTHIHOMY JHCKYPCi Ta aHA/TI3 6a30BHX TAKTHK HelipomiHrBicTHY-
HOI'0 IPOTPAMYBAHHSA, AKi AKTYATI3YIOTECH B PeKJIAMHHX TeKCTaX J0CTTKYBAHOTO THCKYPCY.

Ananiz 514 pekIaMHHX MOBITOM/IeHB ¥ PeRJIAMHO-TYPHCTHYHHX {pormypax 3a 2020-2022
BHABHBE, 0 PeKJIaAMHI MOBiToM/IeHHA TYPHCTHIHOTO0 THCKYPCY CTPYKTYPYIOThCHA 3a TPhOMA
OCHOBHHMH PIBHAMH: TeMATHYHHI (0IHC TYPHCTHYHOIO 00°€KTA), TAKTHIHAN (aKTyamiza-
[if TAKTHK Helipo/IiHTBicTHYHOTO NPOrpaMyBaHHA) Ta iMepciiiHAil (3aHVpeHHA peNHNOIcHTA
B aTMocdepy pPeKJIAMOBAHOIO TYPHCTHIHOTO 06’ €KTA), KOXKeH 3 IKHX € MIKPOCYTHICTIO, ARY
Heo0XiTHO KOPeKTHO AKTYAJIIZYBATH 1.4 il NpaBHALHOI iHTepnpeTamii.

Amnaniz pekJIaMHHX TeRCTIiB HA TAKTHYHOMY PiBHi BHOKPEMHE T1BA HANPAMH TAKTHK Heifi-
POIIHTBicTHYHOIO IPOTPAMYBAHHA: He/IiHTBicTHYHHI — 00pazH, Bizyamizanisa Ta indorpadika,
MAPKY6AHHA MeKcny Ta TeKeTyaqdi3ania, npHiioMH aconmianmiii Ta JiArBicTHYHI — QokycyBaHHA
VBAarH, 3aKJIaJaHHA «(QyHIaAMeHTY», BHKOPHCTAHHSA JIEKCeM-KOMAH/I, NPHHOMIB y3ara,IbHeHHH,
BHKODHCTAHHA M0JA/JIbHOCTI, IpHiioMiB HOPiBHAHB.

TakTHKH HeHPOTIHIBiCTHYHOI 0 IPOrPAMYBAHHS IMHPOKO 3aCTOCOBYOTHCH B PeKJIAMHHX
TeKCTAX ¥ TYPHCTHYHOMY JHCKYPci 1718 KOPHIVBAHHA Ta 3MiH npiopHTeTiE i BI0100aHE NOTEH-
niffHaxX KIi€HTIB. ¥ peraaMi TYPHCTHYHHX 00°€KTIB BAXRIHBHM € JOTPHMAHHS KOPeIAMil KOM-
NOHEHTIB 1151 CTBOPeHHs «TapMoHiiiHOT koMIo3HOil»: panioHaaIbHOT mogadvi pakTie, JomiabHOT
BizyanbHoI cyrecTil, kpeanii «eipHOro ¢ony» 1,18 cOpHARATTA iHdopManii agpecaTom.

Knwuosi cro6a: THCKype, TYPHCTHUHHHE PeKIaMHHE THCKYpPC, HeHPOTIHTBICTHYIHS IPOTPaMy-
BaHHA, KOPETAIiA KOMIIOHSHTIE.

Advertisements should always be relevant and concentrate on reality due to its
communicative and cognitive impact on the recipient’s consciousness through actualization of
multiple influence techniques and tactics.

The research focuses on the investigation of the influence strategies used in tourism
destination advertisements. Several tasks must be carried out in order to accomplish the goal:
define the basic structure of advertisements in tourism discourse, and analyze how NLP techniques
are used in the advertising texts of the studied discourse.

The analysis of 514 advertising messages in travel brochures for 2020-2022 has revealed
that information in advertisements in tourism discourse has three-level structure: thematic
(description of the tourist object), tactical (implementation of NLP techniques), and immersion
(immersion of the recipient into the atmosphere of the advertised destination). Each level is a
micro entity that must be correctly actualized for its right interpretation.

The analysis of advertising texts revealed two neurolinguistic programming techniques: non-
linguistic — attention focusing, building the «foundation», using lexeme commands, generalization
techniques, modality implementation, and comparisons; and linguistic — attention focusing,
visualization and infographics, text marking, and textualization.
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NLP approaches are commonly used in tourism discourse to alter and influence the priorities
and preferences of potential customers. It is essential to pay special attention to how each piece
interacts in order to form a «harmonious composition»: logically given data, appropriate usage
of visual imagery, and the creation of the «right destination background.»

Keywords: discourse, tourist advertising discourse, neurolinguistic programming, correlation
of components.

Bceryn. TypHCTHYHA IHAYCTPIA € JOCHTH MIHIHBOK, 1 He OCTAHHIO POIE Y ii po3-
BUTKY Bifirpae pekiaaMa TYPHCTHIHHX 00’ €KTiB — KOMYHIKATHBHO-KOTHITHBHHI BILTHE
Ha CBIJIOMICTE pellHITli€HTa IIIIIXOM aKTyasi3allil pi3HHX cIoco0iB TeXHIK BIUTHRY, — KA
3aBKIH Mae OyTH aKTyalbHOR, aKIIeHTYBATHCh HAa CYJacHHX pealiix AJd IpHBa0IeHHd
OITBIIOCTI KTi€HTIB Ta 33I0BOIeHHS iX Mo0akaHb 1 moTped. AHami3 CTPYKTYPH Ta BIUTHB
peKJIaMH B TYPHCTHYHOMY Ta PeKTaMHOMY JHCKYPCaX 3aKpillHB CBOIO ITO3HIII0 B HH3LI
TIHTBICTHYHHX IIpallb YKPAlHCBKHX Ta 1HO3eMHHX JOCTIIHHKIB Y KiTPKOX HallpAMaXx:
exoHoMigHOMY (T'opGansk, 2009: Pratt et al.. 2010), e eKTHBHICTE IpOMO-KaMIIaHiH
(Kim, Hwang, Fesenmaier, 2005; Imomkina, 2015; Crapurina, 2013: Park et al.. 2013,
Stienmetz et al., 2015; Souza et al., 2020; Svagzdiene et al., 2022), MOTHBALiA CIOKH-
BauiB (Pesonen et al., 2011: Prebensen ef al.. 2013), 3acTocyBaHHA CYTeCTHBHHX TeXHIK
(McWilliams & Crompton, 1997: Woodside & Dubelaar, 2003), mo i cCIpHYHHIOE aK-
TYalbHICTh IPOIIOHOBAHOTIO J0CIIiKeHHA.

Haima meTa monsrae y cupodi JOCTiTHTH OCHOBHI TeXHIKH BILTHBY B peKIaMi Ty-
PHCTHYHOTO 00’ €KTa — TIHIBICTHUHI Ta HeTIHTBICTHYHI 3acO0U BILTHBY.

O0’€KTOM JOCTIKeHHA € CYJacHHI aHITIOMOBHHIT TYPUCTHUHHI peKIaMHHIL JHC-
kypc (CATPL), a mocTaBIeHa MeTa BHMarae peaiisallii HH3KH 3aBAaHb: 1) BU3HAUHTH
0a30By CTPYKTYPY peklIaMHHX NoBigoMiaeHb y CATP/I; 2) mpoaHati3yBaTH TaKTHKH
HelpOIiHTBICTHYHOIO IIPOTrPaMyBaHHS, dKi aKTyali3yrThCA B PeKIaMHHX TeKCTax Ty-
PHCTHYHOIO THCKYPCY.

deHOMeH peKIaMu y cepi TypH3MY IOIATaE B 0COOMHBOCTI MOETHAHHA iHpOPMa-
LIHHHX, TIHTBICTHYHHX, COLIOKYIBTYPHHX IeHIepHHX Ta IICHXOIOT 'YHHX KOMIIOHEHTIB,
OCKITBKH 1i 3aBIaHHA — CQOPMYBATH Y CBITOMOCTI PelIHITi€HTIB IIIHHICHO-01XeBiopaIpHy
MOJIelTb Ta iJealli30BaHHIL 00pa3 peKIaMOBaHOIO 00’ €KTa, AKi 3aKPIIlTITECA Y CBiTO-
MOCTI ajpecara.

MeToauKa JOCTiTKeHHA

BUKOHAHHA NIOCTABIEHHX 3aBIaHb [I0Tpedye KiNbKOX eTalliB JOCTiIKeHH .

Tlepmuii eTamn nependadae BHOKpeMIeHHA 1 0a30Be CTPYKTYPYBaHHA PeKIaMHHX
noBigoMaeHs Y CAPT/I. 3 mi€r0 MeTOK MeTOJOM CYIIITEHOTO BHOHpAHHA MH IpoaHa-
Ti3yBamH 514 TeMaTHYHO 2aBepIleHHX i MParMaTHIHO 00’ €JHAHUX TeKCTOBHX YPHBKIB.

Jlpyruii eTan nepegdadae aHami3 TAKTHK HeHPOIIHTBICTHYHOIO IIPOrPaMyBaHHA,
AK1 3aCTOCOBYIOTBCA B PeKIaMHHX ITOBIIOMICHHAX Ta BHOKPeMIeHHS JIHTBICTHIHHX
1 HeMHrBiCTHYHNX 3ac00iB BIUTHBY Ha PellHII€HTA.

He 30cepemxyrouncs Ha Ge3mivi MiIX0IB A0 BH3HAUSHHS MOHATTS «HellpoIiHTBi-
CTHYHe IIPOorpaMyBaHHA» Ta iX KIacH(iKalil, MH BH3Ha4aeMO Iell TepMiH JK KOHITIO-
MepaT cTpaTeril i TeXHIK, CIIPSIMOBAHHX Ha KOPHTYBAHHA IOBEIIHKH Ta MOJEIOBAHHA
KOTHITHBHHX 00pa3iB y CBIIOMOCTI PellHITi€HTIB.

OCKIIBKH peKIaMHHI TYPHCTHYHHH JHCKYPC 30CepeKyeThCA Ha BHCBITIIeH] Oa-
raTboX TYPHCTHYHHX 00 €KTiB, caMe peKIaMHi ITOBiTOMIeHHA B TYPHCTHUHIH iHIYCTpii
JO3BOJIAIOTE MAHINYIOBATH CBIIOMICTIO PELIHIIIEHTIB i 3aBAAKH IIBOMY CTBOPHOETHCA
BUT1THA MOJIelb BIUTHBY Ha PelIHIIi€HTIB.
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