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TPAHC®OPMAILIUA ®PEIMOBOY CTPYKTYPbI
PEKJIAMHOTI'O COOBIIIEHUA XX-XXI BEKOB
HA ITIPUMEPE ®PEMMA «YAU» U «<KAKAO»

B cmamve paccmampusaemcsi ananuz @perimos pexiamuuix coobwenuii ¢ nepuod XX-XXI gexos.
AHnanuz noseonsiem Gul0eIums MUnOIOUI0 MOOUDUKAYUL, KOMOPble OOHAPYICUBAIOMCS 8 ympame Uil
akmyanuzayuu uHgopmayuu o0 mom Ul UHOM Kavecmee moeapd. JuHamuxa OaHHO20 SGNeHUs.
npocaexcusaemes na npumepe gpeimos XX — XX1 6exoe «xakao» u «uaiiy.

Knrouesvle crosa.: nomunayus, gpetim, crom, MoOupuKayus, KOCHUIMUGHAs MOOEb

Lapshova Natalia V.
TRANSFORMATION OF FRAME-ORIENTED STRUCTURE
OF THE ADVERTISING MESSAGE XX-XXI CENTURIES
ON THE EXAMPLE FRAME «TEA» AND «COCOA»
In the article analyses the frames of advertising messages during the XX-XXI centuries. The analysis
allows to allocate a typology of modifications detected in the loss or update information about a particular

quality of the goods. The dynamics of this phenomenon is demonstrated in frames of the XX — XXI centuries
«cocoay and «teay.
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