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ETHOKYIbTYPHI OCOBJINBOCTI BEPBAJILHUX TA HEBEPBAJIBHUX 3ACOBIB
PEAJIIBAIII ATIEJISININ B AHI'VIOMOBHIN PEKJIAMI BPEHAIB KPAIH CXIJTHOI A®GPUKH

Cmamms npucesuena posensidy emHoKyIbmypHUX 0cobIusocmeli 6epoAIbHUX Ma HedepOAIbHUX 3AC00i8
peanizayii 8 aHe10M0O8HOMY peKaamHomy ouckypci Cxionoi Agppuku anensyii 0o nampiomusmy, 0o aooet
NOXUNI020 BIKY, MONOOI ma anenayii 00 ciMeuHux yiHHocmeu. BuseieHo, o 6 KyivmypHo-
OughepeHyitio8aHoMy PEeKIamMHOMY OUCKYPCI 3HAX0OAMb CEOE 8I00OPANCEHHS KYIbMYPHI YIHHOCMI NEeGHOT
JIH2BOKYIbMYPU.

MeTo10 po6OTH € TOCIIIKEHHS! €THOKYJIBTYPHHUX 0COOJIMBOCTEH BepOaJIbHUX Ta HeBepOAIbHHUX 3ac00iB
peadizauii anesnsiii B aHIIIOMOBHIN pekyiaMi OpenaiB kpain CxigHol AQpUKH. AKTyalbHICTh JOCITIPKEHHS,
nepeyciM, 3yMOBJICHA ITOCHIIEHOIO YBAarol Cy4acHOI JIHIBICTUKH JI0 JOCITIPKEHb y Taly3i MIXKYJIbTYpHOI
KOMYHIKaIlii, sika nepeadavae po3risia QyHKIIIOHYBaHHS MOBHHUX OJUHHUIG Y TICHOMY 3B’ 13Ky 3 KYJIBTYPOIO B
pI3HHX KOHTEKCTaxX (yHKIIOHYBaHHA. (OCOOMMBOCTI TEPUTOPiAIbHOI Ta COIANbHOI aUdepeHIiamii
aHTJIIACHKOI MOBHM B KpaiHax AQpPHKH TOYaJIM BHBYATHCA 3 JpYyroi moioBuHH XX croimittsa. Cepen
nocmiaaukie taki Bueni sk O. E. Cemenens, I1. Ckannuepa, A. Bypereiia [1; 2; 3]. JocmimkyBanucs OCHOBHI
BiIMIHHOCTiI BapiaHTIiB aHTIIHCHKOT MOBH, SKi BKIIOYAIM 3MiHH B JIEKCHIYHOMY, TpaMaTHYHOMY Ta
(OHETHYHOMY CKJIa[i MOBH, a TaKOX PO3BUTOK 3HA4YEHb NESIKUX JICKCHYHUX OJUHUIB aHTTHCHKOI MOBHU B
takux Kpainax sk Kenis, Tan3zanis, Yranna. JlocmimkyBannucss TakoXX OCOOIMBOCTI PEKJIAMHOTO JIHCKYpCY
kpain CxigHol AdpukH, 30KpeMa 0COOIMBOCTI MOBHHX KOHTakTiB y pekiami [4; 5]. IIpote KoMIuiekcHi
JOCJIIJPKEHHS] €THOKYJIBTYPHUX OCOOJIMBOCTEH BepOanbHUX Ta HeBepOaJbHUX 3ac0o0iB peaizauii anensiii B
AHIJIOMOBHIN pekyami OpeHniB kpain CximHoi Adpuku € BincyTHiMu. Q6 €KTOM JOCTITKEeHHSI B NaHii
CTaTTi CTalIM TEKCTH aHIJIOMOBHOI PEKJIaMH, SIKI € INPEICTABICHHMMH B Ta3eTax Takux KpaiH sk Kenis,
Tanzanis, Yranaa; tenesisiiina pexinama Ha kananax Kenii, NTV (Nation TV)ra KBC (Kenya Broadcasting
Corporation) 30BHIilIHA pekjaMa, sKa MpeAcTaBiieHa Ha Oinbopaax cronuip Kpain CximHoi Adpuku, Ta
IaTepueT pexiama. IIpeamMeToM I0CTiAKeHHSI € BU3HAYCHHS 0COOIMBOCTEH aressIiil Sk 3aco0iB iMITTiKaIii
KyJIbTYPHHX I[IHHOCTEH IE€BHOI JHTBOKYJHTYpPH B AaHTJIOMOBHOMY pEKJIaMHOMY JHCKypcCi. 3aBmaHHS
BKITIOUA€ BU3HAYEHHS OCHOBHHUX PEKJIAMHUX amelsAlliid peKIIaMHOTO TUCKYPCY Ta 0cOOIMBOCTEN iX peamizarii
y JIIHFBOKYJILTYpHOMY KOHTEeKCTi CxXimHO1 AdpuKku.

TicHi exoHOMiYHI 3B’sI3kM MiX Kpainamu CxinHoi AQpuKM O0OyMOBIIOIOTH TOH (akT, 1m0 OULIBIIICTH
KOMITaHIi ONEpyIOTh Ta IPONOHYIOTH CBOI TOBapHM Ta MOCIYrM B ycix kpaiHax CxigHol AQpuku Ta
CTBOPIOIOTH €IMHHUI PEKJIAMHUI IPOCTIp.

Peknama € BimoOpakeHHsM Ta crocoboMm QopmyBaHHs LiHHICHOT cuctemu [6: 234]. docmimkeHHs
CBiI4aTh, IO XOYa PEKJIAMICTH Ta MEHEMKEPH IMparHyTh JO TOro, MO0 OO/UKET pexiamu OasyBaBcs Ha
pauioHaNbHUX pIIIEHHSAX, NMPOTE pIlIEHHS B OCHOBHOMY 0a3yIOTBCS Ha TaK 3BaHUX INpipaliioHaJbHUX
KyIbTYpHHMX MipKyBaHHsX, prerational cultural considerations’: 624].

PexnaMy IOAUISAIOT, HAa TPU BHIM. IJI00ajbHA, HaTypalizoBaHa (IJOKalli3oBaHa) Ta KyJIbTYPHO-
mudeperiiioBana. TepMiHOM KynbmypHo-Oughepenyiliosana Ha BiIMiHY BiJ TJI00aTBHHUX Ta TIIOKATi30BaHUX
peknaM (ne TUIbKK JeKibKa (PaKTOPiB JOKANI3YIOTHCS) BU3HAYAETHCS PEKIaMa TOBApiB Ta MOCIYTr MiCLHEBUX
BUPOOHUKIB. Pe3ynbTaToM KynbTypHO-AH(EepEeHIIiHOBaHOI pEeKIaMH € KyJIbTYpHHUN e(eKT, KU BILTUBAE HA
NpOJAaX TOBapiB Ta MOCIYT, Ta MiACKIIOE eheKTUBHICTH peknamu [8: 1390].

PexnamHi TekcTH MaroTh TiOpUIHNI XapaKTep Ta BKIIOYAIOThH SIK BepOalibHi Tak 1 HeBepOayIbHi, IKOHIUHI
eneMeHTH. BepOanbHi Ta HEeBepOadbHI KOMIIOHCHTH € TICHO OB SI3aHMMHU JUIS TOTO, IIOO BIUIMBAaTH Ha
ampecata [9: 1299]. V pexnami 3HaXOAWTH MpOSIB, K CTEPEOTHUNHE OauyeHHs CBO€Ei KyIbTypH, TaK i
cTepeoTunHe O6aueHHs iHIIOI KynbTypu. Hanpukmaz, y npykoBaHili pexiami KoMIaHii MOOIJIBHOTO 3B’ SI3KYy
Celtel sixa omepye B ycix kpainax CxinHol Adpuku, MoxnuBicTh n3BiHKIB 3 Kewii 1o Cronyuenux IItatis €
MPEICTaBJICHOI0, Yepe3 300pakeHHs MacTyxa mieMeHi Macai, skuii po3MOoBIIsiE T0 MOOUTEHOMY Telle(hoHy 3
aMepUKaHChKAM TIacTyXOM B o00pa3i koBOos. TakuM umHOM, KynbTypa HapoxmiB CximHoi Adpuku
penpe3eHTy€eThCs uepe3 00pa3 macryxa rieMeni Macai. [Inem'ss Macai 36epirae qaBHi Tpauilii CBOro HapoIy
Ta BiJja€ IepeBary TpaJuLifHOMY omary. AMEpUKaHChKa KyJIbTypa € IPEeICTaBICHOIO Yepe3 acOLiIoBaHHS 3
obpasom koBGost, cowboy in the US, a man who rides a horse and whose jti ¢are for cattle

KynbTypHi miHHOCTI Ta TOBap abo TMociyra € pi3HUMH CyTHOCTSAMU. [IpoTe pekiama moeaHye Iii pi3Hi
CYTHOCTI, OCKUIBKU peKJaMa HaJae ToBapaM Ta IOCIyraM MCUXOJIOTIYHO-KYJIbTYpHI 3Ha4EHHS, sIKi BUXOISITh
JIaJIeKo 3a MeXi (QYHKLIOHATIBHHUX LiNel neBHUX ToBapi ab6o mocnyr [9]. KynpTypHi LiHHOCTI BU3HAYAIOTHCS
SK CTali BIpyBaHHS B Te, L0 IIEBHOMY CIIOCOOY MOBEIIHKH BIIIA€THCS IepeBara, sIKk Ha CyCHUJIbHOMY PiBHI,
Tak i Ha ocoOucricHoMy piBHi. L[iHHOCTI KepyrOTh HAIIMMM BiIHOIICHHSMH Ta CYKEHHSIMHU. HucenbHi
JOCTIKeHHsI CBiUaTh, 0 KyJAbTYPHI LIHHOCTI € SAPOM peKIaMHHX moBizomieHsb [8: 1392]. JocmimkeHHs
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TaKOX CBiAYaTh, IO I[IHHOCTI € OJJHUM 3 HAMOLIbII 3HAYHUX (PAKTOPIB BIUIMBY HA TOBEIIHKY CIOXXHBAYiB.
KynpTypHi WiHHOCTI Ta HOPMH II€BHOI KYJIBTYpHOI CHUCTEMH IMIUIIKYIOTbCS B PEKIAMHHX amessLisX,
advertising appeabiki BUKOpUCTOBYIOTHCS B Pi3HHMX CTYIEHSX y pisHUX KyibTypax [10: 89].

Pexsamui anensuii BusHadarotees sk distinctive_claimof an_advertisingCtBopeHHs: pekIaMHOI anesiii
JUISL TOBApIB Ta MOCIYT MOYHUHAETHCS 3 BU3HAUCHHS NPUYMHH JJIsl TpUAOaHHs NOocayru abo ToBapy. PekinaMHi
arelTcTBa OyAyIOTh peKJIaMHI KOMIIaHii Ha OCHOBI PEKJIAMHOI amensiii. JIoCHiTHUKY BHIIISIOTH NEKiTbKa
BHMIB peknamMuuXx anensnii. Hanpuknan, X. bepkman ta Y. ['isicoH BU3HAYMIIN BiCiM MOKITMBUX PEKIAMHUX
amneNsLii: palioHajbHa, €MOLiiiHa, MO3MTHBHA, HEraTHMBHA, T'yMOp, CTpax, cekc Ta marpiotmsm [11].
Bupinsote Takok HacTymHi Bumu anensuiid: Emotional Appeal: Personal Appeal; Social Appeedar
Appeal; Humor Appeal; Sex Appeal; Music Appeal;r8ita Appeal; Rational Appeal; Masculine Feminine
Appeal; Brand Appeal; Snob Appeal; Adventure Appéalss than Perfect Appeal; Romance Appeal;
Emotional Words/Sensitivity Appeal; Youth Appeald@&sement; Play on Words; Statistics; Plain Appeal
Bandwagon Appedl ?].

JocinijpkeHHsT pexiaMHOro mnpoctopy KkpaiH CximHOi AQpPUKH [103BOJNIMIIO BH3HAYWUTH, HANpHKIAN,
HACTYITHI aneJIsIii Ta 0COOJIMBOCTI 1X pealtizaii BepOaIbHUMHU Ta HeBepOAILHUMU 3aCO0aMH:

*  areJroBaHHsI JI0 MAaTPIOTU3MY;

HocmimkenHs pexiamu kpaiH CxigHoi AQpUKHA JT0O3BOJWIO BCTAaHOBUTH, IO B OCHOBI 0araThox
pEKIaMHUX KOMITaHii Pi3HUX TOBapiB Ta MOCIYT € aleTIOBaHHS /10 MAaTPIOTHYHUX MOYYTTIB TPOMAISIH KpaiH
CxinHoi Adpuku. OcoOIMBOr0 CUMBOJII3MY aleIOBaHHS 10 MATPIOTHIHHUX MOYYTTiB HA0yBa€ B TEJICBI3iiHIM
pexiami.

Hanpuknan, anentoBaHHS 10 NAaTPIOTHYHUX NOYYTTIB TPOMAJISIH 3HAXOIUTH CBIl SICKpaBUH TPOSIB B OAHIM
3 TeneBi3ifiHMX pexnamMHUX KommaHiit cymepmapkery Nakumatt Cynepmapker Nakumattcmowyatky movas
¢yukuionysarn B Kenii. Croronui cymepmapker Nakumattmae cpoi ¢imianmu B ycix kpainax CximHoi
Adpuku.

Pexnama cymepmapkery NakumattnodnHaeTscs 3 TOro, 0 CEJSIHUH TOTYE JKEPAUHY Ul MPanopy, 10
HBOTO, Ha JTOTIOMOTY, TIPUETHYIOTHCS MPEICTABHUKHA PI3HUX €THIYHUX TUIEMEH Ta TpyH, OCKinbku KeHis €
OaraToeTHIYHOO KpaiHoto. JKiHKM MHI0Th HamioHanpHUH npanop Kewrii. [ToTiM BOHM MigHIMAIOTE TIparop Ha
skepnuHi. Bupasn o0mud sronel CIOBHEHI TOPICTIO 32 CBOIO KpaiHy. KilFouoBMMU CTalOTh Cl0Ba ITUKTOpPA
Proud to be KenyarPekiama 3akinuyerscs ciioranoM cynepmapkery Nakumatt.

You need it, We've got it.
NAKUMATT

Proud to be Kenyarrtae cioranom tenesisiiiHoi peknamu Oanky KCB. Pexnama GaHKy cHOBHEHa
KpacUBHX KpaeBHIIB KpaiHu. IlaTpioTW4Hi ciOraHM BHKOPHCTOBYIOTH TaKO0X TYPHCTHYHI KOMIaHil.
Hampuknan, TaH3aHilicbka TypucTHYHa Kommais Mae cimoran Proud to be  Tanzanian
(http://www.bushbuckltd.com/).

ATENIOITh PEKIIaMICTH TAaKOX JI0 TIOYYTTS TOPAOCTI 32 a)pUKAaHCHKUH KOHTHHEHT 3arajioM. Jlo mouyTTs
ropaocti 3a adpuUKkaHCHKHH KOHTHHEHT 3BEpTA€ThCs, HAmpukian, eHepretmyHa kommanis Oilibya, sxa
orepye B Garathox Kpainax A¢puku. ClioraHoM TelleBi3iiiHOT Ta apykoBaHoi pekiaamu crae Feel Africa’s
Energy Tekct TeneBizifiHoi pexiaamMu 03By4dy€eThCs Ha POHI KpacCUBUX apUKAHCHKUX KPAEBHUIIB:

Africa is a place of great potential and a greaegegy.
And this energy we need to achieve great potential.

OCHOBHUM PHUTOPUYHUM TPHHOMOM CTa€ MOBTOP, AKUHA Y PEKIAMHOMY AMCKYPCi Mae Maibke MaridHui
BrutuB [6: 189].

VY razeTHill pekiami TEKCT € MpecTaBIeHUM Ha (DOHI CKelli 3 KOHTypaMu aprKaHCHKOTO KOHTHHEHTY Ta
SCKPaBUM a)pUKAHCHKUM COHIIEM:

See a new Africa
Africa is a place of great potential.

From its abundant natural resources, enthusiasgope with fantastic ideas to vibrant economied tha
are growing every year. But to achieve more progpewe need to find new ways of shaping Africagren
— through harnessing what we already have, lookergunhappened opportunities and discovering of new
forms of energy. That's what we believe in at @jlib As the first homegrown, Pan-African oil compawe
know there’s no place like home. Come see Afritfardntly, visit our service stations countrywide.

KirouoBHME B TEKCTI CTAIOTh MOBTOP JIEKCUYHKMX oauHuLb Africa, newra BukopucTanHs Gpa3eosoriatol
omuuuii there’s no place like hom@ukopucranus dpaseonoriuboi ogunuii there's no place like home
CIIyrye 3aco00M peaiizawii anessii 10 clipuiHATTS. AQPHUKH K CIIJIBHOTO, PIJHOTO JIOMY.

* aTeIIOBAHHS JI0 JIFOJICH MOXUIIOTO BIKY;

N PEKIaMHUX TEKCTAaX BUKOPUCTOBYETLCA TAKOXK allCJIFOBAHHA 0O J'IIOL[Cf/i IIOXHJIOI'O Ble I[OCJ'IiL[)KeHHS[
TeNeBi3iiHOT pekiamu B Kurai, B sKiif 300pa)KeHi JIFOU MOXHIIOTO BiKY, CBiTYHUTH, IO JIOJU TOXUIIOTO BIKY
HE BUCTYNAIOTh HOCISIMM HOBHX HAamNpsIMKIB PO3BUTKY CYCIIJIbCTBA, CKOpillle BOHM 30€piraroTh IEBHUH
CTaTyC-KBO Ta € IPOMOYTEPAMH TpaauIiiHuX HiHHocTe# [13].
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0. IO. Moiceenko. EmuokynsmypHi ocobausocmi eepbanvrux ma neeepoanbHux 3acobie peanizayii anenayii 6
anenomosHiti pexnami 6penoie kpain Cxionoi Appuru

[IpoTe B JIIHrBOKYJIBTYpHOMY KOHTEKCTI CXigHOT AQPUKH JIIOM MOXWIOTO BIKY BUCTYNAIOTh HOCISIMHU
nporpecy. Hampuknang, Ha Oinbopaax y pekiami Hu3bkokanopiinHoro momoka Low Fat Milk kommanii
Brookside Dairy Ltd sxa omepye B ycix kpaimax CximHoi AdQpuKH, JIIOAM HOXHJIOTO BIKYy CTarOTh
MPOMOYTEPaMH CYy4acHOTO 3I0POBOTO CIIOCO0Y KUTTSI.

Ha 6i6opaax 300pakeHi JrO¢ MMOXHUIIOTO BiKy B CHIOPTUBHUX KOCTIOMax, sIKi poOisiTh (pi3udHI BIpasH,
MopsAJ 3 YMaKOBKOIO MOJIOKA JIGKATh Pi3HI MPMIAiAs, SK, HAPUKIAM TaHTeN Uil 3aHATTS (Qi3UuaHIMH
BIIpaBaMH Ta Takox canTuMmerp. CroraHoM pekiaMu € BucioBioBanusS Get into shapeTekcr pexmamu
BKJIIOYAE!

Look Good. Feel Great with Brookside Low Fat Milk.

Oco0OnuBicTIO KyIbTypu HapoaiB CxigHol AQpukH € moBara Jo0 Jroei MoXuiaoro Biky. Jlroael moxumoro
BiKy MOBa)XalOTh, JI0 1X JAYMKH NPHCIYXalOThCs. TakuM YMHOM, MOJICNISIMH, HOCISIMHM CY4acHOTO, 30pPOBOTO
CIIOCOOY JKUTTS € JIIOAN HOXWIOTO BiKY, SIKI MOXKYTh HE TUIBKM MOKPALIUTH CTAH CBOT'O 3/I0POB’ s, aJle TaK0X
CBOiM aBTOPHUTETOM Y CYCIIJIbCTBI MOKYTh BIUIMHYTH Ha JIIOJICH PI3HOTO TIOKOJIHHS.

*  aneIoBaHHS JI0 MOJIOJI;

BukopucTOBY€ETBCS B peKiaMi TaKOXK arelfoBaHHS 10 MoJodi. [[ikaBuM € BUKOpUCTaHHS JIIHTBICTUIHUX
3aco0iB anemoBaHHs 10 MoJoi. Ha 6inmbopaax y pekinaMi HarmoiB y HOBUX OaHKax BUKOPHCTOBYEThCS (hopma
BU3HAYEHOro apTukis da, ska 3amidsge BusHayeHuil apTukip the B adpo-aMepHKaHCHKOMY BapiaHTi
aHrIIiicpKol MoBH. PopMa BU3HAYEHOTO apTUKII da € TakoxkK Moy IsipHOIo cepea Mool Kewii [5].

Ha 6in6opaax 300paxxeHi HAIO1, SKi TaHIIOIOTH Ha GoHi peepBepKy. TeKCT pekiiaMu BKITIOYAE:

Here come da cans!
Your favourite brands in cans, fun anytime, anywher

Bukopucranss (GOpMH BH3HAYCHOrO apTHKIA da € XapaKTepHOW HE TiTbKH Ui appo-aMepHKaHCHKOI
monogi Cronyyenux Iltarie Amepuku. M. Bydonrs y crarri You da man’: Narrating the racial other in the
production of white masculinigyrsepmkye, 1110 BUKOpUCTaHHS appo-aMEPUKAHCHKOTO BapiaHTy aHTIiHCHKOT
MOBH CIIYI'Y€ CEMIOTHYHUM PECYpPCcOM JUIsl TOOYIOBH 1IEHTUYHOCTI Ha JIEKUIbKOX piBHAX. OIHUM 13 piBHIB
cTae ypOaHicTHYHA MOJIOAKHA 1MEHTUYHICTh. J[oCHiTHUK TakoX migkpecioe, mo B Crosydenux Illtatax
apo-aMeprKaHChbKa MACKYJIiHHICTh acOLiIEThes 3 rimepdizuunictio, hyperphysicality mo nepenbauae
(hi3MUHY CHITy Ta TinmepreTepoCceKCyanbHICTh. BukopucTaHHs adpo-aMepHUKaHCHKOTO BapiaHTy aHTJIIMCHKOL
MOBHU 1HIEKCY€e 3B’SI30K 3 Tinep(di3udHOI0 MacKyNiHHICTIO. MoOKHA 3pOOUTH TNPHUIMYIISHHS, MO TakKi
CTEPEOTHITH TIEPEHOCATHCS B MoJiomikHe cepemouine Cximnoi Adpuku. Komm Momoxi roan
BUKOPHCTOBYIOTh (@, BOHM XO4YyTh BHUKJIMKATH acolamii 3 TilepreTepoCceKCyalbHIiCTIO. BUKOpHUCTaHHS
¢dopmu da B pexnami Mae Ha MeTi IOKA3aTH, IO SKIIO MOOHO BUKOPUCTOBYBATH day MOBICHHI, TOII TAKOK
Oyne moono uTH Hanoi B 6aHkax. TakuMm 4YMHOM, pekiiaMa BiloOpaxkye cydacHi TEHACHLIT y CIiJIKyBaHHI.

. areioBaHHs 10 CIMEHHUX LIHHOCTEH;

AnenroBaHHs /10 CIMEIHMX LIHHOCTEH € MOMIMPEHOI0 CTPATErielo B pekiaMi pi3HuX kpain. Hampuknan, B
VYkpaiHi 10 anenaroBaHHS A0 CIMEHHHMX LIHHOCTEH Ta 3aXUCTy POJMHM 3alo0iraroTh y pekiiami IPOAYKTIB
XapuyBaHHS, JIKiB Ta OaHKiBcbkuX mociyr. CiMelHI I[IHHOCTI € LEHTPajJbHUMH B TPalULiHHOMY XXHTTI
aMepHKaHIliB, caMe TOMY alelIfOBaHHS JI0 CIMEHHHMX I[IHHOCTEH IIMPOKO 3aCTOCOBYETHCSA B peKiiaMi Pi3HUX
TOBapiB, OCOOJMBO TOBapiB JOMAaITHHOTO CIIOKHMBaHHsI. Hampukiam, TeneBi3iiHa pekiaMa 3aMOpOXKEHOT
Beuepi s poauHu Komnanii Stouffersbasyerscs Ha takux minHocTsx sk teamwork, spending time together

Tonight's dinner specials: teamwork, time togetheal conversations and memories.
All for under $2 a serving

VY JiHrBOKyNbTYpHOMY KOHTEKCTI CXiHOT AQPHKH 0 CIMEHHHMX LIHHOCTEH, 3aXHUCTY POJIUHH alelol0Th
cTpaxoBi kommaHii, 6anku. Hanpuknaz, pexnama Family Bank

Our Purpose

To enable people create and sustain wealth thraagess to flexible, affordable financial services.

Our core Values

Winning Together-Within ourselves and with our oastrs, we work together and we win together.

Self Beliefin ours and our customers’ ability to change theldio

Transparency- our customers will trust and reward us for it.

Humility —it's not about us, it's about our customers.

Our Strategic Thrust

To become the PREMIER Lending Bank.

Our Brand Positioning

Family Bank aims to make customers feel valuederstobd, supported and respected — like family.

Our Tagline

Our positioning is the best captured in our tagliaed expresses the promise to our customers in the
simplest way.

With you, for life.

Our Brand Pillars
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Flexibility

We are flexible and supportive brand. We are ircbowith the needs of customers and always strive to
deliver value to them in the most convenient wagibte.

Humility

Our brand is humble. We build relationships basachwtual respect and understanding of each other.
Our friendly nature will make you feel like family.

Access

We strive to always be accessible. To give ourotosts an experience that is fast and affordablé) wi
products and services that are easy to purchase.

Our Brand Essence

Our brand essence represents our brand’s basicfandamental nature.

Our brand essence is...

Like Family!

Our Brand Personality

Family Bank is...

Warm, trustworthy, supportive, humble.

Rallying Call/Slogan

This is our rallying call. When all is said donearRily Bank is...

Transforming life! (http://www.familybank.co)ke

VY peknamuiii indopmarii mpo GaHk 4iTKO (HOPMYIIOIOTECS I[HHOCTI ciMelnux BimHomrens: feel valued,
understood, supported and respected — like farfjiyasum € Takox Toii (akr, 1O OJHIEIO 3 OCHOB POOOTH
6anky € humility — the quality of not being too proud about yourself.

VY pexnami migKpecIIOEThCS, TAKOK Taki skocTi Openay sk humble— not considering yourself or your
ideas to be as important as other peopl€ame Taki SKOCTI K CYMHPHICTh, CKPOMHICTh NAalOTh 3MOTY
CTBOPIOBATH CiMeitHy aTMocdepy.

TakuM 9UHOM, pPe3yabTaTH JOCTIIKEHHS CBIIUaTh, IO B KYIbMYPHO-OUPDEpeHyilioganomy PeKIaMHOMY
JIUCKYPCi 3HAXOIATH CBOE BiTOOpaXeHHsI KyJIbTYPHi IIIHHOCTI TIEBHO JIIHTBOKYJIBTYPH.

ITpoBeneHe mOCiIKEHHSI JO3BOJISIE TIOTIMONTH BUBYSHHST OCOOJIMBOCTEH aHTIIOMOBHOI KAPTHUHHU CBITY HApOJIiB
Cxignoi Adpuku.

IMepcnexkTBH  TOCTIKeHHsI TIONSTAlOTh Yy HEOOXIMHOCTI TOAAIBIIONO JIOCHIHKEHHS OCOOIMBOCTEH
aHTTIOMOBHOTO JIMCKYPCY B 3iCTaBHOMY, MiKBapiaHTHOMY IUIAHI ISl TTONAJIBIIIOTO PO3KPUTTS JIIHIBICTHYHOTO
(heHOMEHY TIOJIUTIHTBOKYJIBTYPHOT MOZIEIi MOBHOI KAPTHHH CBITY.
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Mouceenko E. ). Imuoxkynsmyphsie 0co0eHHOCIU 6ePOATbHBIX U HEBEPOATILHBIX CPEOCHE Peanu3auuu
anennAyuil 6 AH210A3bIYHOU peKname Openoos cmpan Bocmounoit Agppuxu.

Cmamus noceésuena paccmompeHuio SIMHOKYIbMYPHbIX 0COOEHHOCEU 8epOANbHBIX U HE8ePOATbHBIX
€cnocob06 peanuzayuil 8 AH2I0A3bIYHOM PEKIAMHOM OUcKypce Bocmounoti Agppuku anennsayuil k
nampuomusmy, K a005mM HOHCULO20 B03PACMA, K MOJOOENHCU U ANeLTAYUU K CEMEUHbIM YEHHOCMSM.
Buisisneno, umo @ KyivmypHo-oupepeHyuposaniom pekiamHom OUCKypce Omobpajcaioncs YyeHHoCmu
onpeoeneHHou TUHeBOKY IbMYPbL.

Moiseyenko O. Yu. The Ethnocultural Peculiaritie$ the Verbal and Non-Verbal Means of the
Realization of Appeals in English Brand Advertisemts in East African Countries.

The paper considers the ethnocultural peculiaribéshe verbal and non-verbal means of the reatiradf
appeals to patriotism, elderly people, youth areldppeal to family values in English advertisingcdiurse
in the East African countries. It is discoveredttbaltural values of the certain linguistic cultuage
reflected in the cultural differentiated advertigidiscourse.
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