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Topical Importance: This thesis deals with the inclusion of myth in advertising 

discourse and its active use as a tool to influence the recipient of advertising. 

Goal: The major goal of this study is to identify the conceptual foundations of the myth's 

persuasive potential in advertising discourse. 

 Tasks: There is a number of tasks one should accomplish to achieve the above set goal: 

- to clarify the interpretations of "myth," "archetype" and "mythology"; 

- to define mythological universals integrated into modern discourse, describe their 

conceptual structure; 

- to conduct an analytical review of the theoretical and methodological foundations of 

research papers on the study of myth in the cognitive-discursive aspect; 

- to clarify the definitions of "discourse," "advertising discourse"; 

- to describe the structural and functional features of advertising discourse; 

- to clarify the linguistic and extralinguistic aspects of the introduction of myth into 

advertising discourse. 

Theoretical value: this thesis contributes to the deepening of knowledge about myth in 

modern advertising discourse. This work provides a theoretical justification for myth as a 

cognitive paradigm that underlies verbal images that are effectively used in advertising discourse 

and vested with attractiveness and persuasiveness. 

Practical applicability lies in the opportunity to use the results of the carried out 

research for the courses in linguistics, journalism and marketing. The empirical data and results 

of the conducted research form the foundation for the educational product “"Guide for creating 

commercials with elements of myth" and can be used by advertisers. 

Results: Linguistic and extralinguistic aspects of myth in advertising discourse were 

identified. The conceptual foundations of the myth's persuasive potential in advertising discourse 

have been analyzed. 

Future references: The cognitive-discursive approach proposed by the author to the 

analysis of linguistic identity and the persuasive potential of myth in advertising discourse 

reveals new perspectives for scientific search within the framework of the intended problem and 

thereby makes it necessary to study it further. 


