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Introduction

Educational Dictionary of Advertising Terms and Public Relations edited by E.E. Topilskaya [1] contains a fairly
complete definition of the term «advertising text» - this is a message about an individual or legal entity, goods,
ideas and undertakings, intended for an indefinite circle of people, designed to generate or maintain interest in them
and facilitate promotion and implementation.

The main purpose of the advertising text is to manage behavioral scenarios and motives of consumers, for this it
should solve the following tasks:

- attract the attention of the message recipient to the advertisement itself;,

- arouse iterest, increasing the hkehhood that the addressee will consciously familiarize themselves with the
advertising material or most of it;

- ensure the occurrence of the required behavioral reactions or various emotions of the addressee, provoking a
desire to make a purchase;

- memorized to save in the memory of the recipient of the received advertising information.
The listed tasks are recommended to be achieved due to the specific structure of the advertising text:

1. Headhne is a brief reflection of the essence of the advertismg message, designed to capture the attention of the
reader. It largely determines the success of the whole work, as it is the first link in the advertising structure with
which a person interacts. This aspect is refiected in detail in the AIDA model [2].

2. Subheading is a connecting block between the heading and the main text of the advertising message, necessary
for the development of mterest in advertisimg.

3. Lead or the first paragraph of the advertising text is used to enhance interest and create a desire to be
acquainted with the main part of the text.

4. The main text is a description of the advertisimg object, according to the lexical and semantic content
corresponding to the requests of the addressee, takes up to 85% of the advertising text [3].

5. Echo phrase (slogan) is a simple phrase that reflects the essence of the advertising text, stimulating its
memorization and the possibility of subsequent identification in the information field.

Despite the exhaustive logic of the processes for preparing the advertising text in practical activities, this work is
one of the most complex and determines the high risks of implementing the company's marketing communications
program. Difficulties are caused by the variability of grammatical and lexical units, stylistic devices, syntax, the use
of clements of various sign systems, as well as the combination of the text itself with various visual elements of
advertising [4].

In other words, a unique selling proposition or other advertising statement of a company can have dozens of
presentation options. The choice of a specific one is carried out mainly based on the use of various techniques (for
example, testing materials in focus groups), recommendations from text improvement services (for example,
«Glavred») or through intuitive decisions of responsible persons. Moreover, the range of evidence-based decisions
on the preparation of advertising texts is extremely hmited. This is due to the fact that, in the scientific aspect,
issues of the language of advertising are poorly understood. In the national literature over the past 20 years, works
devoted to the structural analysis of advertising texts have dominated. At the same time, researchers do not use
common methods of analysis; freely interpret the logic of creation and the semantic content of such texts without
receiving comments and clarifications from direct developers [e.g. 5, 6]. And, most importantly, they do not
provide data on the economic effect or overall effectiveness of the studied advertising texts. Quite a lot of articles
are devoted to the theoretical analysis of discourse or the hnguistic interpretation of advertising texts [e.g. 7, 8, 9,
10] that do not have direct practical applicability.

Purpose of Research.

In this regard, it is of interest to study the syntax headings of the advertising text as the most important part of the
advertising text, and to identify the most preferred formulations that take into account the peculiaritics of the
perception of textual information by a person.

Based on this, the research hypothesis is formulated - various forms of proposals that reflect the essence of the
advertising message in the headline do not have the same ability to attract the attention of representatives of the
target audience.
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M ekboiliolo8§y

1n oriier 'o 'e8! !lbe bypo!besis, a piio! nemrortarkeiing 8!nuily Tea8 coniinclein T !be penoih KrotT 8epleTber lo
Oclober 2019, teblcb consgigleit w WelertlTng !'be 8e”mence anit Muraiion ok eye conlac! Tebb yanou8 coniill onal
allyei18w g beaibne8 anii cotpannyg !be re8ul!8 ok ob8eryalton8 Tebb 8ublecbye a88e88Ten!8 ok !be Talenmal 8een by

N8 paiilapan!8.

Tbe Talenal baB8e ok !be expenTten!: gla88e8-!lracker8 PupW Hean8e! 200 Hr Bwo (Certany); Benoyo YOC /1 530-
141KB 1laplop (Cblna), BB"A"p C~2780 27 toninor (Cblna); corpuler Tom8e B N EB8-300C (Chblna) 8ok!Teare kKor
recoriwpg anit proce88tpa 81lanal8 PupW Cap!ure, PupW Player (Certany).

8eleciinpg !'e8! 8ublec!8, Tee alibereit 'o ubl kort cnlena m8eit w all nemroTarkehnpg 8!'miile8 ani expenTten!8. Thbe
nutber ok palilclpan!8 - 12 people (50% -Ten, 50% -TeoTen) ajgeit 25-37 year8 Tebb blgber eiincaion, pertanen!
Teork, ikkeren! Tan'al 8!a!n8 anit wcoTe per bonBebolii TeTber aboye !be ayeraae Teage bl 'be reglon ok2 or Tore
MTe8. 8ub)ecl8 Tebb !be bliilcaleii 8octk -iieToarapblc cbaraclen8/c8 baye korTeilh con8uTer prekerences,

TN 1Y1nalz2eii cnlena kor cboo8w g nooii8 (8eTce8) [11] anii 8ukklclenl 8olyency.

KesnKs anii 3" cussion

A( (Ne /rrx( 8(apge, conyeniional bealilna8 ok 'be ailyerM8tp lex! Teere korTulaleii. Money acleit a8 an obJec! ok
allyeiisw o, a8 a proiuc!, 'lo a cewat exlen!, po88e88wpa e”mal blab percelyeii yalue kor all pariiapan!8 w !be

obleryatvion.

Tbe 8ynl!ax ok !be beaiilng8 ok !be a17|yerl7l 8T1pa 'ex! 18 aTeit a! achiyailnpg one ok !be cerebral betigpberes [e.g. 12,
13]. Tbe lek! beTispbere, atonyg olber !blng8, speaald 2eit bl 8peecb, Teniting anii reaiilna, nnitke 'be nab! one -
processing non-yerbal wkortaihon. 1n !be lek! beT~"8pbere are “ 8bell8” ok Teor8, anii bl !be nab! are wkorTaion !o
KW !'beT Tebb Teanlnag. Tbe yocabulary ok !be lek! b eTt18pbere can be expre88eit w yerb korTt8, anii 'be yocabulary

ok'!be nab! beTispbere 18Tore 8ub8lanMye anii arayiiale8 !o noun8.

1n 'be 8aeniiic Teorlit !'bere 18 atbl anomn8 1nierprelaiion ok Teblcb ok !be beT18pbereg 18 HoTTan! 1n Taklng !be
klnal Meci18on, anin 18 !bere 8ucb a MnoTTance 1n princlple, bu! a! iilll eren! perloin8 ok MW Te 'be role ok !be iiotlnan!
Tea8 assianeit lo !be lek! or !be rigb! b eT18pbere. 1n 1bl8 repgarit, Tee korTulaleil 'be beaiTA8 ok !be aliyersing lex!

LW eoreicaly capable !lo akkec!!be lek!or rigb! b eT18pbere ok!be butan braln in a Tore pronouncei Teay (lable 1).

Table 1. TWe specpcaHon o/(Me conyenonal MBaéT§8 o/(Me a”yBrltng (ex(,/ocweé on (Melelané nabl

NeTispMerss o/(Me Unutan brat

Ne THE bBPT UBM18PUBKBE OP THE BMA1M Ne THE WICHT HEM 18PHEWE OP THE BKAEUY
Noriilng Type OK OKKer n/n ANoriilng Type 0K OKKer
1 «Take !iie Toney!» Exclatallon 4 «Yourtoney» W exleniiei
2 «"bere ihoyou pge! lnlerropgaiiye 5 «People Teen! kor !be Marrallye
We toney?» Toney»
3 «Co Kor'be Toneyn» Ttperaiiye 6 «Tbe lonpg-aTeabeil Toney Exleniiei
caTe»

A ( (Mle 8BeconA $(apse o/!be 8!nily, !'bere Tea8 an T8!rntenlal ixahon ok!be !1Te anii inraiion ok !be pariiclpan!8' gare

Tellb !be n8e ok 1T lracker8 anii 'be 8eleciion ok!be To8! inlereg!ing bealiine nsging a cotpuler Ton8e (N g. 1).

eye [MackTA TonHor

pa

bock posllion oP
e Weai
coTpuler tounse
Plaunre 1. brapgrat o/(Me ob$erya(lonprocess
Ax'er coniimc!lng a bneting on !'be Tonllorlnpg proceiinre, 118 aoal8 anii 8akely precamiiow, !be pariiclpan!8 Teere

a8kei !o pge! ac”ma~nleih Telin !be beallwpn8 on !be 8creen a8 ~u~ckly a8 po88lble (telMWn 10-15 8econii8) Telition!

1MW nklng abou! litelr con'en!8, anii ciick on !be To8! allraciiye a! !be ToTen!. Por leyeiing !'be 1nkluence ok !be P-
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Kbapein reaiTp 'etplale (people 'enii 'o k'!ail yleTteTq (reavwtg) bonronPalWy iroT leii!!lo nab! iroT !be npper leii!
poT! oii Plle kuitace conPawTy 'be wiiorTtahon) liortulaleit aiyeH k1A bealierk il no! appear T a groupeii horT

anihi raniioTtly on Pile Tonllor kcreen (MW a. 2).
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Puwwnre 2. Bragrat o/opW oTt/or presenHna t/ortakon on lke TonWor énrTtg obseryaHon

1n Pile preparaiion ol Pile beailTgk, !be kank keni iion! Anal Tak ukei, anii 'be sire 1k 18, Teblcb, accoriTg 'o !'be
anm!bork, alie”unalely correkponiik !o !be ukeii bealikelk (Pypopgrapby) ot aityeriktg 'ex!k T pnn! Telila anii on Piie
lnlerne!. Tbe bounianek oW Pite lex! Teere no! T aleli by iWratek !o reiince 'be wiinence oi 'be keconiiary ylkual

coliex, onenleii loTearn recogTrTa AeoTel!lnc kbapek, anii aleTp!k !o kpeeih up !be aciiyaimon oii !be leriiary ylkual

coliex, Teblcb 18 regponsibl e iior Pile «xrecoaTihion» ol Pile leiier8 oii W e alpiiabeit

Tbe proceiinre iior ietonkiiahnpg Pilie bealierk Teak repealeidi Pbree liTek T KuWccekKtilon anii bai no Wte WThK T Plie
MorT oW WTerk T oriier no! !o proyoke a K!rekkiinl kiunaiion anii alloTe pariiapan!k !o Take an 1niiortein cborve,
ralber Pllan cickTpa T a burry on aranihorT beantg. 8boTeTs a neTe coTbTalhon ol bealierk bepgan alilerciickTg on

Pile To k! preiierreit beaitg 7 Pilie currenlyeraon Teiiil a coTpu'ler Tomke.

1n alitill on, Pile el TTalon oli!be i Te liaclor Teak raguneii 'o Tcreake Pile accuracy oil Pile obkeryaiion rekullk, KTce
Teln ex!retely iak! eyeball ToyeTten!, 'be nkeih eye nacktyg Alakkek are no! able !o reliably capPure !be ihialJeclory oi

!ie pergon's gare anit hocnu8 on !iie o”*ecii

N(lke M bl 8(ape oii Pite kluity, Teiiion! 'be nke ot lecbnlcal Teakunng TK!ruten!k, !be pariiclpan!k Teere akkei !o
once rank Pile beaitgk Wrot 1 !o 6 by !be iiegree ol aiiraciiyenekk, Tebere 1 1k iieinTllely Tlerekinpg anii aliracing

aleniion, 6 1k Piie leak! TeTorable beallTa. lnihortaon MorrankTa Teak prekenleid T labular iorTt on paper.

Por arealer mnihorTtiiy ot Pile hala array T Piie laiiber analysak, only Wree bealerk are !laken T7!o accoun!, Tarkem

Tellih kenal nutberk - 1, 2, 3.

58
Tbe obkeryaiion rekullk are k!ruc'ureit accorimtg !o ionrparatelerk (Pable. 2):

1

«M1rsleye conlacii> 18 lile ie”nency ol 1 x T !ile iiAr8ii ook oiia paritapan! T l!iie obkeryaiion on a kpecll ¢
beanntn (% );
2) «hTahon ot eye conPacP» 18 !iie ayerane ii Te oinii xT 4 !ile nare oila pariiclpan! T !iie oi8eryaiion on eaci

bealiTg (kKec.);

3) «heali Ty clickaliiiity» 18 !ile ne”mency oiil!ile pariiclpan!ciioo8Ta a parviciiar nealWTh ak Pile Tok ! aliraciiye on

!be Tonihor kcreen kKT acotpuler Tomke (%);

4) «pnorily oniieanTn8» 18 lile ie~mency o gfeidTh a pariicular neaTn atonp !ile iiAr8idi liiree To 8! ali“ac” Ve,

accorinlng 'o parviclpan!k (% ).

Table 2. 81lrnuclunng o/ob3eryaHon rewll (romnértpg 18 laken W o accounl)

Plrk!eye Buraiion oieye Healier Healier
Thnle . .

conlac!,% con'ac!, kec. cckabl 1y, % pnon'y, %
«Take !ile Toney!» 33 2,0 50 75
«"iiere iioyou gellbe Toney?» 8 1,5 8 33
«PoWoTe lile Toney» 17 1,0 0 25
«Younurtoney» 25 1,5 25 75
«People Teen!horToney» 17 1,5 17 42
«Tihe lonp-ataleilh Toney caTe» 0 1,5 0 25
Tolal 100 X 100 X

BTbe nal reknllk oiilbe obkeryal!lon !ook rnlo accoun! !be xallon oii!be gare oiipariiclpan!k on any bealirng lakllng a! leax! 1
Keconi
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The largest number of first eye contacts occurred with the «left hemisphere» heading «Take money!» (33%) and
«right hemisphere» - «Your money» (25%). These headings were also among the leaders in clickability and ranking
by observation participants by attractiveness.

On average, the total time spent studying the headers on the screen in one iteration was uniform, with the exception
of two cases when it took the observers about 17-18 seconds. We attribute this to the fact that the participants
sequentially read the headings themselves and the decision to choose a specific heading is not related to the direct
duration of eye contact with it.

Conclusion

Thus, as intermediate, due to a small sample of observations, it is possible to draw the following conclusions:

1) the hypothesis of the study as a whole is confirmed, not all forms of proposals for the advertising headline are
highly attractive to the target audience;

2) the most interesting are the headings, consisting of two words, related to the exclamation and unextended type
of sentences;

3) in a situation where a representative of the target audience pays attention to the headline, this is not enough for
him to want to further get acquainted with the advertising material. To increase this probability, it is necessary
to organically place a subheading that can enhance initial interest;

4) there was no significant dominance of the syntax of the header oriented mainly to the left or right hemisphere
of the human brain.
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