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ADVERTISING FUNCTION OF HEADLINES
IN ENGLISH INTERNET NEWS:
A COGNITIVE LINGUISTIC PERSPECTIVE

Summary. The article studies the linguistic means
of English Internet news headlines performing advertising
function. Viewing headline as a riveting short-cut to the contents
of an article, advertising function lies in attracting attention
to the full-text. It is found that cognitively news headlines
are based on the same perceptual abilities as advertising
slogans captured by image-schemas — recurring dynamic
patterns of human perceptual interaction and motor programs
structuring our experiences. The analysis of 30 BBC news
stories and 20 advertising slogans has demonstrated that most
frequently news headlines and slogans rely on force image
schemas. COUNTERFORCE representing the meeting of two
equally important forces that collide relies on different verbs
and syntactic structures in news headlines and advertising
slogans. In headlines it is denoted by the verbs fo attack, to hit,
to warn, and slogans draw on the verb fo hit. COMPULSION
denoting the source which makes the target do something relies
on the verbs to force, to make, to provoke in news headlines
and to make and to obey in slogans. BLOCKAGE representing
a force vector encountering a barrier and then taking any
number of possible directions is denoted in headlines by
the verbs to reject, to jail, to sue, to trap, to poison and in
slogans by the verbs to cool in the meaning to trap and to jail.
RESTRAINT REMOVAL is represented by the verbs fo
answer, to find, to free in headlines and the verbs fo let and fo
answer in slogans. ENABLEMENT representing a force which
helps the target to exist is denoted by the verbs fo create, to
give, to help, to make, to vote in headlines and 7o give, to help in
slogans. DISABLEMENT represents the force which destroys
the target of the action in headlines by the verbs fo kill, to lose,
to reject, and slogans draw on the verbs 7o kill, to melt.

Key words: advertising function, headline, slogan, news
discourse, linguistic means, image-schema.

Introduction. News is a piece of information represented
by mass media about recent events in the country or worldwide
or in a particular area of activity [5, p. 13]. This definition brings
into the focus the novelty of events or situations described in
the articles. But along with its informgtive function, news stories
play an essential role in shaping the viewpoints and general ideas
of the readership, or as Roberts puts it, “We know what is happening
in a foreign country without traveling there, and develop a particular
opinion about a public figure — a politician, a celebrity, an activist
etc. — without actually meeting them” [13, p. 24].

The element of novelty is a basic building block of a news
story. Every news story contains the answer to six questions: Who?
What? When? Where? Why? How? [3, p. 42]. Answers to them may
be represented by photos, videos, audios or by textual elements
of online news stories [16, p. 43]. Since headline is the first thing
the reader perceives when opening an article, the headlines’ ability
of attracting attention to the full-text seems prima facie and central
enough to compare news headlines and advertising slogans in terms
of their perception and effect on the readers. It presupposes that
there are some similar functions between headlines and slogans.

The analysis of recent publications. Headlines of news
texts are extensively studied in journalism and linguistics. Both
of these scholarly approaches view headlines as riveting short-cuts
to the contents of the articles [4; 14]. In other words, headlines
basically perform two main functions: summarize the content
and attract attention to the full-text article [9, p. 699]. In this paper,
we refer to the latter function as to advertising. Fundamental
though it may seem to be, summarizing function of headlines has
been questioned by showing that they do not accurately represent
the articles they introduce [1, p. 711; 2, p. 26]. It has been shown that
they neither improve readers’ comprehension [ 11, p. 87], nor reveal
substantial info [15, p. 59]. In the above cases, it was concluded
that headlines make a loose, inadequate or misleading substitute for
full-text news reports in a number of ways: by directing the reader’s
attention to an aspect of the story, by highlighting the topic in
a non-objective, yet intriguing way, by oversimplifying the full-
text content, while consistently masking other relevant information.
Precisely because headlines underrepresent, or over-represent,
and hence misrepresent, news stories, readers’ previous knowledge
and sophisticated reading strategies are claimed to be critical in
retrieving the explicit or implicit meaning conveyed [11, p. 101-102;
1, p. 715]. If headlines lack in informative value with respect
to the article introduced, their function to attract attention, i.e.
advertising function, may be more promising as a goal to fulfill
and account for. Since advertising function is seen not only in
slogans of different companies and products, but also in headlines
of online news articles, current research is relevant and important.

The aim of this work is to study the linguistic means of English
Internet news headlines performing advertising function. The
material of the investigation is presented by 30 BBC news stories
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available at http://www.bbc.com and 20 advertising slogans
taken from the websites Pinterest (http://www.pinterest.com)
and Trademarks411 (http://www.trademarks 411.com).

Investigation. Since the first days of our life, we gradually
develop our visual focusing abilities. We learn to direct attention
toward areas within the visual field and to highlight figure against
a background. Authors of Internet news articles and slogans use
the peculiarities of human perception to make people read the article
or buy the products advertised in slogans [7, p. 62]. For this reason,
we take into account the cognitive linguistic background of creating
headlines and slogans using the perceptual theory of image schemas
for the analysis.

The theory of image schemas suggested by Lakoff and Johnson
is perception-based. According to Johnson, an image schema is
a recurring dynamic pattern of our perceptual interaction and motor
programs that gives coherence and structure to our experience [10].
Currently, following Potapenko (2016), four groups of images
schemas are distinguished: bodily, perceptual, moto-spatial,
and dynamic subdivided into motion and force schemas [12, p. 14].
Our analysis has demonstrated that most frequently news headlines
and slogans are based on dynamic image schemas. The salience
of dynamic relations in headlines and slogans results from their
place in the kinetic and force hierarchies. The kinetic schemas
position a moving object relative to a number of coordinates.
The salience of the source and target of force is captured by force
schemas discussed in this paper.

FORCE image schemas denote cognitive representations
of our naive understanding of physical force and various force-
dynamic events in the world [6]. Journalists and marketers have
been struggling to apply force relations in the process of creating
news headlines and slogans through counterforce, compulsion,
blockage, restraint removal, enablement and disablement verbs.
The general amount of identified verbs is 24, ten of them coincide
in headlines and slogans, the other 14 differ.

COUNTERFORCE representing the meeting of two
equally important forces that collide [10] relies on different verbs
and syntactic structures in news headlines and advertising slogans. In
news headlines COUNTERFORCE is denoted by the verbs o attack,
to hit, to warn, and slogans draw on the verb o hit. The verb to meet
in both headlines and slogans denotes contact. As we can notice,
the similar verbs are fo hit in the meaning to attack and to meet.

In the BBC news, verbs that denote counterforce are used
in three headlines structured as simple sentences. There are
three possible variants of counterforce: the full one (the source,
the vector and the target), the one without the source and the one
with the target omitted. The counterforce is expressed by verb
news/ 23.12.2018) which has the structure of a simple sentence.
Tsunami serves as the source of counterforce; the target is denoted
by the object Indonesia, while the vector is represented by
the predicate hits.

COUNTERFORCE without naming the source is represented in
the headline Northern Ireland churches attacked almost 450 times
in three years (bbc.com/news/ 21.08.2019). The predicate attacked
refers to the vector and the object churches indicates the target. The
result of the source’s activity is denoted in the headline Food industry

subject food industry denotes a source of counterforce; the predicate
warns refers to the vector while the noun crisis expresses the result.
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We can observe not counterforce, but contact expressed by
(bbe.com/mews/ 05.08.2019). The source of contact is represented
by the name of the journalist Stacey (Dooley) while the vector is
denoted by the predicate meets counters the object brides. This
headline differs from the previous ones by the capitalization.

In slogans, counterforce is referred to twice by verbs to hit
and fo meet in the structure of simple and complex sentences. The
slogan having the structure of a simple sentence Have you met your
life today? (Metropolitan Life) (tripwiremagazine, e-ref) represents
contact by the verb to meet. In this example, the predicate meet
is used in the Present Simple Tense denoting contact, the pronoun
you refers to the source and the noun /ife names the target. Besides,
in the news headline with the verb ‘to meet’ mentioned earlier
the predicate meets refers also to the target: Panorama: Stacey
Meets the IS Brides (bbc.com/mews/ 05.08.2019). The contact verb
is used in the slogan.

Unlike the previous slogan, the following one is represented by
a complex sentence, and doesn’t refer to the video and underlines
the result. The slogan Power to hit pain where it hurts (Solpadeine)
(YouTube, e-ref) expresses counterforce in the following way. The
noun power that implies Solpadeine pills shown in the video, in
the main clause denotes its source, the predicate fo hit in the form
of infinitive refers to the vector and counters the object pain which
refers to the target. In the subordinate clause the predicate hurts
emphasizes a fight between the source and the target. If we compare
this slogan with the headline with the same verb to hit (Volcano

complicated structure, as it refers to the video.

So, counterforce in headlines is most frequently expressed by
the verbs: to attack, to hit, to warn, in slogans by the verb to hit.
The contact in headlines and slogans is denoted by the verb to meet.

COMPULSION denoting the source which makes the target
do something [12, p. 14] relies on various verbs and syntactic
structures in news headlines and advertising slogans. In news
headlines, COMPULSION is denoted by the verbs to force, to make,
to provoke, and the verbs to make and to obey are characteristic for
slogans. The verb to make as a part of Complex Object is specific
for both headlines and slogans. In the BBC news, verbs that denote
compulsion are observed in three headlines with the structure
of simple sentences, two of them contain Complex Object.

The compulsion is expressed by verb ‘to provoke’in the headline
US sanctions provoke Chinese anger (bbc.com/news/ 21.09.2018)
which has the structure of a simple sentence. The subject sanctions
denotes the source of compulsion. The source performs an action,
introduced by the vector — provoke; the target is denoted by
the China, while the result is represented by the object anger.

There are two cases where compulsion is represented be
Complex Object with the verbs to force and to make. In the headline
Focus: Cyber-attack forces company to_use pen and paper: (bbe.
com/news/ 25.06.2019), the source is expressed by the subject
cyber-attack which influences the target company by the vector
forces to use. The infinitive o use specifies the result denoted by
pen and paper.

The similar case we can observe in the headline Millie Bobby
Brown: Bullies made me move school (bbe.com/news/ 22.05.2019).
The source is represented by the subject bullies, the vector
of compulsion is expressed by the Complex Object of the verb
made with the help of the infinitive move without particle 0. As
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in the previous example Complex Object underlines the result
expressed by the object school.

In slogans compulsion is referred to two times by the verb
to obey and Complex object of the verb to make in the structure
of simple sentences in the Imperative Mood. In the slogan QObey
means of vector represented by the predicate obey. The Imperative
Mood shows that the source is represented by the advertisement
itself .The target of compulsion is denoted by the customer which
isn’t mentioned in the slogan.

We can observe compulsion expressed by Complex Object
of the verb to make in the slogan Make it happen (Maybelline)
(dribble.com, e-ref). The source isn’t mentioned, but the Imperative
Mood shows that a customer himself should be the source
and perform an action. The vector of compulsion is expressed
by means the predicate make happen and is connected with
the target represented by the object it (the aim in your life). The
characteristic feature of compulsion in slogans is the omission
of the source and target in the slogans, but we can understand what
the advertisement means with the help of the Imperative Mood.

Thus, compulsion in headlines is most frequently represented by
the verbs to force, to make, to provoke, Complex Object of the verbs
fo force, to make. In advertising slogans, it is expressed by the verb
to obey and Complex Object of the verb to make.

BLOCKAGE representing a force vector encountering a barrier
and then taking any number of possible directions [10, p. 67] in
headlines is denoted by the verbs o reject, to jail, to sue, to trap,
fo poison and the verbs to cool in the meaning o trap and to jail
are characteristic for slogans. As we see the similar verbs for both
headlines and slogans are to jail and fo trap (to cool).

In the BBC news verbs that denote compulsion are observed in
five headlines with the structure of simple and compound sentences.
In simple sentences adverbial modifiers of cause, place and time
help to represent blockage. There are cases where all the elements
of blockage are present and when the source of action is omitted.

The blockage is represented by the verb to reject in the headline
12.11.2018) in the structure of a simple sentence. The subject
Macronis the source, as it performs an action. The vector of blockage
is denoted by the predicate rejects, while the target is expressed
by the object nationalism. We can observe the image-schema
of blockage, according to which a force vector encounters a barrier
represented by Macron’s rejection and by means of Adverbial
Modifier of time on Armistice Day.

The similar structure of blockage is observed in the headline
com/news/ 28.09.2018). The source is denoted by the subject
Google, while the vector of action is expressed by the predicate in
the Passive voice fo be sued. The reason for blockage is expressed
by means of Adverbial Modifier of cause for not blurring military
sites.

Blockage is expressed by the verb fo jail and the Adverbial
Modifiers of time and cause in the headline The Indian journalist
lailed for a year for Facebook posts (bbc.com/news/ 22.12.2018).
The source is omitted, the subject journalist denotes the target
and the predicate jailed expresses the vector. The Adverbial
Modifiers of time for a year and of cause for Facebook posts
explain the details and the reason of blockage to make the headline
more understandable and attractive for the reader.

The next case of blockage without a source is Woman trapped in
The vector of blockage is represented by the predicate trapped
which blocks the target woman. The Adverbial modifier of place in
billionaire’s New York lift and time all weekend, specify the vector
of blockage and show the details of action to the reader.

Blockage is expressed by the verb to poison in the structure
of compound sentence Salisbury Novichok attack poisoned second
officer, Met confirms (bbc.com/mews/ 15.08.2019). The source
of blockage is expressed by the subject attack, that performs
an action denoted by the vector poisoned. The target of blockage in
this headline is represented by the object officer:

In slogans compulsion is referred to two times by the verbs to
cool and Complex object of the verb fo jail in the structure of simple
sentences in the Imperative Mood. Blockage is denoted by the verb
The source is omitted, but by means of the Imperative mood we
can understand that the advertisement itself is a source. The vector
is expressed by the predicate cool and the target is represented by
the object fever.

Blockage is expressed by the verb fo jail in the structure
of question Got jail? Get bail (LLC Gotlail?) (trademarks,
e-ref) . As in the previous slogan, the source here is omitted, but
from the form of question we can understand that the source is
the advertisement as it asks the customer. The vector of blockage is
denoted by the predicate get jailed, while the target is represented
by the customers.

RESTRAINT REMOVAL in BBC headlines is denoted by
the verbs to answer, to find, to free and the verbs fo let in the meaning
to free and to answer are met in slogans. As we see the similar verbs
for both headlines and slogans are to answer and to free (to let).

Inthe BBC news verbs that denote restraint removal are observed
in three headlines with the structure of simple sentence. There are
cases where all the elements of blockage are present and when
the source of action or the target is omitted.

The canonical organization of restraint removal is encoded by
the verb to answer in the news headline Sir Billy Connolly answers

which has the structure of a simple sentence. Sir Billy Connolly
denotes the restraint removal source, the target is named by
the object questions, while the vector is represented by the predicate
answers. The same structure occurs in the headline Thailand frees
removal is denoted by the verb fo free, expressed by the predicate.
As in the previous headline, the source of action is represented by
a proper name Thailand. The target of restraint removal is denoted
by the object footballer.

The omission of the restraint removal source is observed in
news/ 25.09.2018). The vector is expressed by the predicate found,
while the target is denoted by the subject needles. The adverbial
modifier of place in New Zealand strawberries specifies the target
and makes the article more attractive to the reader.

In slogans restraint removal is referred to two times by the verbs
to answer and to let in the structure of simple sentences. There are
two variants of restraint removal structure: 1) with the missing
source; 2) with the missing target.

The verb to let evokes the structure of restraint removal with
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(Yellow Pages) (pinterest, e-ref). Though the source is not mentioned
here, we can understand from the Imperative Mood, that a customer
(you) is the source. The vector is represented by the predicate et
do, while the object fingers expresses the target of restraint removal.
Moreover, another object, the walking, denotes the result of action

The verb to answer evokes the structure with the missing
National) (pinterest, e-ref). The source of restraint removal is
represented by the subject we that means the produce of Hebrew
National. The vector of action is expressed by the predicate answer
in the Present Simple Tense, and both the target and the result
of action are omitted.

To conclude, the verbs to answer and to free (to let) trigger
restraint removal in both BBC headlines and slogans. The usage
of the Present Simple Tense is similar for headlines and slogans,

contains Participle II. The omission of the target or the source is
characteristic for restraint removal in both slogans and headlines
that makes them memorable.

ENABLEMENT representing a force which helps the target to
exist [8, p. 67] in headlines is denoted by the verbs to create, to give,
to help, to make, to vote and slogans draw on the verbs to give, to
help. As we can see, the similar verbs are fo give and to help.

In the BBC news verbs that denote ENABLEMENT are used in
five headlines with the structure of simple and complex sentences.
The canonical organization of enablement is encoded by verb ‘fo
(bbc.com/news/ 30.10.2018) which has the structure of a simple
sentence. Macedonians denotes the enablement source, the target
is named by the object group renaming country while the vector is
represented by the predicate vote.

The headline having the structure of a complex sentence The
cities that make living easy (bbc.com/news/ 10.09.2018) represents
enablement in the following way. The noun cities in the main clause
denotes its source, the predicate make in the subordinate clause
refers to the vector while the noun /iving refers to the target.

Metonymically represented source of enablement is designated
by the name of a country which is the case with the headline How

subject France denotes the people of a country, the vector denoted
by the predicate create represents a past action, while the result
of enablement is coded by the object group metric system.

Instead of target some headlines denote the result of a source’s
activity which is the case with the previous headline and the next
one: Japan emperor gives emotional farewell
23.12.2018). The subject emperor denotes a source of enablement,
the predicate gives refers to the vector while the noun farewell
names the result.

The verb to help denotes enablement in the headline
Volunteers help to maintain South Yorkshire police cars (bbe.com/
news/ 18.05.2019). The source of enablement is represented by
the subject — volunteers. It influences the target —cars by means
of vector, denoted by the predicate help. The infinitive to maintain
is used to emphasize the target. In this example the author uses
the Present Simple Tense of the verb. In four examples predicates
are used in the Present Simple Tense and the only one (created) in
the Past Simple Tense.

Slogans trigger enablement two times by means of verbs o give
and fo help. We have analyzed slogans with images and without
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them. In slogans verbs of enablement emphasize the result of using
the product.

4..6“15 YOU WINGS

Slogans interact with pictures which makes their structure
different from that of headlines as the following example suggests:
It [Red Bull] gives you wings (The Guardian, e-ref). In this slogan
that source of enablement is represented by the Red Bull drink which
is shown in the picture preceding the slogan. The target is denoted
by the pronoun you, which refers to the consumer while the vector
is named by the verb give. The picture explains that the noun wings
metaphorically denotes the result represented by vital energy.
If we compare this slogan with the headline with the same verb
the slogan has got a more complicated structure, as the source
is denoted in the picture. Besides, the source and the result are
presented by the picture and the object wings in the advertisement.

In the cited example 4 Mars a day helps you work, rest and play
(The Guardian, e-ref) the predicate help in the Present Simple Tense
denotes enablement, the noun Mars refers to the source represented
by a chocolate, the pronoun you names the target while the infinities
work, rest and play indicate the result. It this slogan the usage
of infinitives may be explained by the stylistic device of repetition.
Unlike the previous slogan, the following one doesn’t refer to
the picture and the enablement verb to help emphasizes the result
with the help of three infinitives. However, in the news headline
with the verb ‘to help’ discussed earlier the infinitive to maintain
refers to the target: Volunteers help to maintain South Yorkshire
police cars (bbc.com/news/ 18.05.2019). Slogans which contain
pictures produce more influence on customers.

To conclude, enablement in headlines is most frequently
expressed by the verbs to create, to give, to help, to make, to vote
and in slogans —by means of verbs o give, to help. Unlike the Internet
news headlines slogans have a more complicated structure with
the verbs of enablement emphasizing the result in order to convince
customers to buy advertised products. The source and the result in
slogans can be presented with the help of the picture, it means that
advertising slogans belong to multimodal texts. In news headlines
enablement verbs specify the target, refer to the result.

DISABLEMENT is opposite to ENABLEMENT and represents
the force which destroys the target of the action [10] in headlines is
denoted by the verbs to kill, to lose, to reject, and slogans draw on
the verbs fo kill, to melt. As we can see, the similar verb is fo kill.

In the BBC news verbs that denote DISABLEMENT are used in
three headlines with the structure of simple sentences and standard
structure of disablement image schema (with all the elements
present, such as a source, a vector and a target). Two headlines are
related to the present and one to the past.
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The verb fo kill evokes disablement in the headline Raging
Californian fires kill 2.5 (bbc.com/news/ 11.11.2018). The source
of action is represented by the subject fires, while the vector
is denoted by the predicate kill in the Present Simple Tense that
specifies the target 25 which names the amount of people.

The verb to reject represents disablement in the headline
29.01.2019). The source of action is expressed by the subject,
denoted by the Proper name Huawei. The source disables the target
represented by the object criminal charges through the vector
rejects in the Present Simple Tense.

The verb fo lose triggers disablement in the context of past
events in the headline [ [ost my whole life to infected blood scandal
(bbc.com/news/ 24.09.2018). The source is represented by
the pronoun / that is foregrounded and denotes the subject. The
vector is represented by the predicate [ost in the Past Simple Tense
to emphasize the result denoted by the object /ife.

In the advertising slogans verbs that denote DISABLEMENT
are used in two of them with the structure of simple sentences.
Unlike headlines, slogans contain pictures, which help to understand
advertisements and to attract customers.

The canonical structure of disablement is denoted by the verb to
kill in the advertising slogan Grant’s kills ants (Grants) (pinterest,
e-ref). The source is represented by the name of produce. The
vector is denoted by the predicate kills in the Present Simple Tense
while the target is expressed by the object ants. Besides, the slogan
contains a picture to visualize principles of action and to show
the result.

Disablement is represented by the verb to melt with the source

but from the picture we can find out that it’s the advertised product
itself. The vector is represented by the predicate melts in the Present
Simple Tense.

To conclude, disablement in headlines is most frequently
expressed by the verbs o kill, to lose, to reject and in slogans — by
means of verbs o kill, to melt. Unlike the Internet news headlines
slogans contain pictures which convince people to buy advertised
produce. The source and the result in slogans can be presented
with the help of the picture. The next similar feature for slogans
and most news headlines is the Present Simple Tense of verbs which
shows that this piece of information is modern and fresh. Only one

headline includes the verb in the Past Simple Tense to emphasize
the result — losing life.

Conclusions. Headlines of news texts as riveting short-cuts to
the contents of the articles perform two main functions: summarize
the content and attract attention to the full-text article. the latter
function is referred to as advertising.

The analysis of 30 BBC news stories and 20 advertising slogans
from the websites Pinterest and Trademarks41l demonstrates
that news headlines are based on the same perceptual abilities as
advertising slogans captured by image-schemas — recurring dynamic
patterns of human perceptual interaction and motor programs
structuring our experiences. The analysis has demonstrated that
most frequently news headlines and slogans rely on force image
schemas such as counterforce, compulsion, blockage, restraint
removal, enablement and disablement. These image-schemas are
elaborated by various causative verbs in the patterns consisting
of three elements: the source, the vector and the target of force
exertion in different combinations.

The prospects for future investigation are seen in
the possibility of analyzing advertising function of headlines
and titles in other types of media discourse.
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Janmwibdyenko 1., 3orikoBa IO. PexnamHa ¢yHkuis
3aroJOBKiB  aHIJIOMOBHMX  TeKCTiB  HOBHMH:  JIHIBO-
KOTHITHUBHHU acleKT

AHoranis. CTaTrTio IPUCBIYEHO aHaJi3y MOBHHUX 3ac00iB
CTBOPCHHSI 3arojIOBKIiB aHTJIOMOBHHX HOBHHHHX TEKCTiB.
Posmigmaroun 3arojgoBOK SIK CTHUCIHH 3MICT CTaTTi, HOTO
pekiaMHa (DYHKIIS TTOJISiTa€ y MPUBEPHEHHI YBaru JI0 TEKCTY.
BceraHoBieHO, 10 HA KOTHITHBHOMY PIiBHI 3aroJIOBKM HOBHH
0a3yloThCs Ha THX K€ MEXaHi3Max, IO ¥ peKjaMHi racia.
Pi3HOMaHITHI MepUENTHBHI BiIHOUICHHS MepelalThes 00pas-
CXeMaMH — TIOBTOPIOBAaHHMH TMHAMIYHUMHU MaTepHAMH HAILIO]
nepuentii Ta pyXxoBUX MEXaHi3MiB, 1110 CTPYKTYPYIOTb AOCBiJ.
e nocmipkeHHS 3acBiauye, 10 HaW4acTille 3arojlOBKH
HOBHH Ta pEKJIaMHI racila CIHMparoThCsS Ha CHJIOBI 00Opas-
cxemu. Binmomenns TTPOTU/IL, chopmosani mij Bimmeom
JOCBily 3ITKHEHHS JBOX IIGHTPIB CHJIM, BHACIIIOK YOTO
JKOJIHA 3 HUX HE MOXKE PyXaTHCs Jaji, MPeCTaBICHI Pi3HUMHU
JIECTIOBAMH Y 3arojIoBKax 1 peKJaMHHUX raciiaX. 3aroJioBKam
HOBHH BIIACTHBI JII€CIIOBA fo attack, to hit, to warn, y raciax
noMmiHye giecinoBo to hit. [IPUMYIIEHHSI, 3a sikoro mxeperno
3IIMCHIOE BIIMB Ha IIiJIb, JIEKUTH B OCHOBI 3HAY€Hb JI€CTIB {0
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force, to make, to provoke y 3aronoBkax HOBHH Ta to make i to
obey y racnax. [IEPEHIKOJIA, yTBOpeHa CHIIOBUM BEKTOPOM,
1110 3yNUHSAETHCS a00 3MIHIOE TPAEKTOPII0 BHACTIOK 3iTKHEHHS
3 MEPETNOoHOI0, MO3HAYCHA B 3ar0JIOBKax Ji€CIOBaMU fo reject,
to jail, to sue, to trap, to poison 1 B Tacnax 3a JIOIIOMOTOIO
to cool 1 to jail. YCYHEHHSA TEPEIIKO/U, 3a sikoro
AHTAroHiCT, IO ONOKyBaB CXWIBHICTh ATOHICTa 10 PYXY,
MPUMHKHSE CBOIO JiI0, IO3HAUCHY B 3ar0JIOBKaX J1€CIOBaMU f0
answer, to find, to free, a B Tacnax — to let i to answer. O6pa3s-
cxema 3ABE3INEYEHHS MOXIIMBOCTI, immiikyrouu
BEKTOp HOCSTHEHHs TIEBHOI METH, JIEKUTh B OCHOBI
3Ha4YEHb NIECIIB fo create, to give, to help, to make, to vote,
BJIACTHBHX 3aroJIOBKaM HOBHUH, Ta JIECHIB fo give, to help, mo
3ycrpivatothes B raciax. [IO3BABJIEHHS MOXJIMBOCTI
NpeACTaBIeHe IieciaoBamu fo kill, to lose, to reject y 3aronoBkax
W to kill, to melt y peknamuux racnax. Ha3sani oOpas-cxemu
CHIBBIJHOCSTH Pe(EPEHTH 3 IXKEPETIOM, LILII0 a00 BEKTOPOM
U1, MiAMOPSIKOBAHUM JTOCSTHEHHIO TICBHOT METH UM HAMipy.

Kuro4oBi cioBa: pexinamHa (yHKIis, 3arojIoBOK, racio,
JMCKypC HOBHMH, MOBHI 3ac00H, 00pa3-cxema.




