YK 811.12
Anseps Aavrng Cepiionsa
wAbn, goment Kaoaxekoro manniLIers YHHBEPOTTETa M. Th-Mapadin,
. AT, KA eT
e-mail: zhamilyald@mal.m

[ll.lullliflt'lllli: FeH/ICpHEIY. CTEPCOTHINE B PR LAMIOM TCRCTE

B cratke apTop oOpamastcd & GKTVATRIOCTHE TeHIepHEN  HocTe omaiHi b ke
PacesmaTpimBaroTea oo oSt THCT I PESEROrn THYRSTE T8 MY T 1 A0er e . DN purse To8 - DR Ma e
W IMIHOERTBIOCTL SReHITIN W pRTHATEROCT . MR, Deiepiod  coeinnferis Noeene s
HIBHCHT OT [EHTepHRN CTEPeOTI0N, Y THEpIReTCR, 9T B PERIAMBOM TEKCTE RO MITOTHX CIIVHARY
OTPUEAIOTCA JaHHERE CTepeoTHmel. O JpyTofl CTOPOHLEL, peiciaMa BIHSST [ §opsiposde
OOPEIeIeHERE  CreperTios, ONpaliseTcd HHHMIRE 13 PEUTHHHERE el prhie CTepe DTHIELL,
BEEIIE LR SI0retapd  pekmase. o coukpeTiny npadepax. SHCTHIMpYeTed  chernijmka
PERTAMEL A PECOBAHIGE MYBCTEIOM B ReIrEasL OTMETIeTeR, 910 VOUSIec Th pekiiaMaol
EAMITAIHE BO MEGTOM JRRCHT 0T YaeTa aKTOpa & pecaTa.

Fmo e Bhie CIoRa s peKamihi TeReT, TERISPILI 60 MEKT, pedehie TOReTEHIe, MeiepHRi
CTEpeOTHIT

Anaenn Hawmra Cepiikhrik
Aapaasi Marininer i re ek cre peo TInrrsL naim Goy s

Maganals BEFOp TUTLEN  Pelfepilis WpTIevAeplll oekTUlnH SRRKTaiLL, Epaep Men
aflenmepmin cofliey  MiNe3-KyTIKEERE  epeRmeTikTepl  KapacTRPECIATEL. CeTIepTi MO
OUITIpVING #aHe epieplin YCTawILUTE TS Hoap Ay IapRUTRHA L. Deie ponik v e -KyoTsE
EPERIIENIT MERIEpIK CTEpeoTHTiepMed DAfIANEICTEL. By CTEpeOTHINTE) HApHaMa MaTiHiige
kopceTiayie. bBacka CROFLIMAH QORI Kapacak, apHaMma  0eATUL Gip CTEperTHITEpIiH
RUCRITTGCVRIG T4 acep eryie. MoKemins SEapims  spebUihl  SHEKTOIPSH Tyl feHTeplis
CIEpeoTITepilie  HWnap ayiapTEIspaneal. Ephep sen afeqfepre SKOTIOHERE  HAPHAMARRTH
CPERTIIETINTEPL BAKTR MEICWITA) SPRELTRL TATTARFLH. ACApHas Ly By YKL TROLICR RoGikce
agpecar eceDl hakTopLEIE Dall TaRICTLE.

Tyilin coytep: Hupras s MaT i, PEmIepunn ACne KT, O0Tmey MImeI-KyIRE, MEHTE Il CTepeoT L.

Abayeva Fhamilya

Bepresentation of the gender sterestypes in advertising texts

In article the author addresses relevance of gender researches in language. Features of speach
behavior of men and women are considered. The attention to emotionality of women and rationality
of men is paid. Gender specific behavior depends on gender stereotypes. It 15 alleged that in the
advertising texts in many cases reflected these stereotypes. On the other hand advertising
mnfluences the formation of certain stereotypes. The attention to vanous gender stereobypes
identified through advertising 1s paid. On concrete examples specifics of the advertising addressed
to men and women are analyzed. It is noted that the success of an advertising campaign in many
cases depends on the accounting of a factor of the addresses.
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