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Interpretive Completeness of Multimodal Advertising: Verbal Anchoring,
Semantic Compression, and Narrative Coherence

This article examines interpretive completeness in multimodal advertising in the digital media environment,
where reduced verbal content must still yield semantically dense messages that are rapidly processed. Con-
temporary short formats (posts, banners, stories, short videos) typically offer not extended argumentation or a
linear plot, but a minimal semantic “node” —a slogan/caption, a visual image, a compositional configuration,
and (in dynamic formats) an editing junction—yet this node is perceived as coherent and complete. The paper
substantiates the need for a procedural account of this effect: inventories of semiotic resources
(text/image/sound) do not explain the operations by which recipients reconstruct causality, event structure,
and evaluative stance under conditions of limited explicitness. The empirical basis is a corpus of 60 complete
advertising messages from print and digital media (verbal-visual and audiovisual units). The methodology
includes (1) multimodal segmentation with systematic registration of the status and placement of the verbal
component; (2) reconstruction of input spaces and the blended interpretive space in terms of conceptual inte-
gration; (3) identification of cross-domain transfers within visual/multimodal metaphor; and (4) protocol-
based documentation of semantic compression using the format “what is compressed—by what it is compen-
sated.” The findings show that, in short formats, the slogan functions primarily as a discursive operator rather
than as “brief product information™: it constrains the polysemy of the visual frame, specifies the inference
domain, and marks an axiological frame, thereby directing interpretation. Semantic compression systemati-
cally targets causal, temporal, and role relations (agency, conditions, intermediate action phases, and result
parameters), while interpretive completeness is maintained through intermodal compensation via scene con-
struction, compositional vectors, editing logic, and indexical cues of action/state. The proposed parameteriza-
tion translates qualitative observations into a comparable descriptive protocol and supports the diagnosis of
interpretive risks in advertising design (excessive polysemy, conflicts between inference domains, breakdown
of causal modeling).

Keywords: multimodal advertising; verbal anchoring; semantic compression; cross-modal compensation; nar-
rative coherence.

Introduction

Contemporary advertising discourse in the digital media environment develops under a persistent ten-
sion: as the material form of the message is reduced (the volume of verbal copy, the duration of video, the
“surface area” of the visual frame), the demand for semantic density, recognizability, and rapid interpretive
uptake increases. Short-form formats increasingly offer not extended argumentation or a linear plot, but a
minimal semantic “knot”—a slogan, an image, a compositional configuration, and an editorial junction—that
is nonetheless experienced by the addressee as interpretively complete. Under these conditions, the research
agenda shifts from merely registering available semiotic means to explaining the mechanism of the effect: it
becomes necessary to provide an operational account of the procedures by which a multimodal advertising
text secures semantic integrity and the coherence of a “micro-narrative” while minimizing explicit compo-
nents.

The history of scholarly approaches to advertising reflects a gradual expansion of analytic perspective.
Within the rhetorical-stylistic tradition, advertising was described primarily through tropes and figures, ex-
pressivity, evaluative language, techniques of linguistic economy, and the compositional devices of the slo-
gan; later, a pragmatic orientation gained prominence, conceptualizing advertising as a goal-directed speech
act that organizes attention and persuades the addressee. These approaches offer precise tools for cataloguing
resources and strategies of influence; however, they are limited in accounting for a key effect of digital ad-
vertising—namely, how recipients reconstruct missing links in the situation and integrate fragmented cues
into a unified meaning model by relying on heterogeneous semiotic resources. The transition to digital for-
mats and the so-called “visual turn” has therefore led, predictably, to the dominance of a multimodal per-
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spective, within which advertising is understood as the coordination of semiotic resources and the distribu-
tion of functions across modalities (verbal, visual, auditory, kinetic). Yet short-format material reveals a
methodological limit of strictly componential description: listing what is present in the text/image and as-
signing functions to elements does not always explain why the message is perceived as coherent and com-
plete, or why interpretation remains guided. For this reason, recent empirical work emphasizes the need to
move from inventories of elements to procedural parameters that enable reproducible annotation of multi-
modal coherence and the verifiability of analytic inferences [1].

A cognitive—discursive perspective makes it possible to conceptualize advertising as organized mean-
ing-making grounded in cognitive economy and guided inferential completion. Within this logic, the mecha-
nism of verbal anchoring becomes pivotal: a brief verbal element typically does not duplicate the visual layer
but constrains the image’s polysemy, foregrounds relevant features, frames the situation, and steers the recip-
ient’s inferences. Contemporary typologies of verbal anchoring are particularly valuable because they are
designed to be predictive and testable: by distinguishing anchoring strategies and the degree of explicitness
of the verbal cue, they generate measurable expectations regarding how different anchor types shape mes-
sage processing, persuasiveness, and memorability [2]. Accordingly, the analysis of short advertising formats
requires treating the verbal component not as a mere “residual text,” but as an interpretive operator that gov-
erns the assembly of meaning.

Recent scholarship on advertising discourse has developed several complementary analytical directions.
Research on verbal anchoring shows that verbal elements in advertising do not merely accompany images,
but actively constrain interpretation and guide recipients toward preferred meanings [3]. Studies of multi-
modal coherence, in turn, emphasise the need to move beyond descriptive inventories of semiotic resources
toward reproducible analytical frameworks capable of explaining how coherence is established in advertising
texts [4]. In parallel, methodological work on the visual and multimodal metaphor clarifies how cross-
domain mappings can be identified and interpreted without arbitrariness in multimodal analysis [5]. Empiri-
cal studies further demonstrate that verbal anchoring influences not only interpretation but also persuasive
outcomes by increasing the cognitive efficiency of message processing [6]. However, these approaches re-
main only partially integrated in the analysis of short advertising formats: existing research tends to focus
either on individual semiotic resources, or on coherence, or on metaphor, or on persuasive effects, without
fully explaining the procedural mechanism by which recipients reconstruct causal, temporal, role, and evalu-
ative relations under conditions of reduced verbal explicitness. In particular, the interaction between seman-
tic compression and cross-modal compensation has not yet been sufficiently formalised as a coherent analyt-
ical model. It is precisely this gap that the present study addresses.

In the broader field of multimodal communication, recent work has also examined how coherence is
generated through media-specific sequencing and framing [7]. Recent studies of advertising and campaign
discourse additionally show that multimodal framing, metaphor, and visual organisation shape persuasive
uptake across commercial and public communication contexts [8]. In the Kazakhstani context, recent schol-
arship has drawn attention to the transformation of advertising texts in Kazakh and to the role of slogans,
short forms, and pragmatic-discursive resources in adjacent discourse domains [9].

To account for the effect of “brevity without loss of meaning,” an operational application of Conceptual
Integration Theory (conceptual blending) is especially productive. In this framework, understanding is mod-
elled through input spaces, cross-space mappings, and an integrated space in which emergent structure arises
[3; 4]. In advertising communication, semantic compression of key relations (time, causality, role, identity,
etc.) plays a decisive role: it is precisely this compression that enables the event and argumentative structure
to be folded into a “minimally sufficient” model experienced as complete. Importantly, compression in ad-
vertising is inherently intermodal: some relations may be compressed verbally (in the slogan/caption), while
others are compensated through visual-compositional resources (imagery, editing, spatial organization of the
frame, chromatic/tonal and typographic tuning). Substantial contributions to the description of intermodal
transfers come from research on visual and multimodal metaphor, demonstrating that domain transfer can be
realized by means of imagery and composition; methodologically, it is therefore crucial to identify the carri-
er(s) of the transfer and to rely on explicit identification criteria in order to avoid arbitrary readings [10].
Cognitive models allow one to describe not only “what is depicted/said,” but also which operations are acti-
vated to reconstruct an integrated meaning.

Despite a substantial body of scholarship on multimodality, verbal anchoring, and visual/multimodal
metaphor, a persistent theoretical and methodological fragmentation remains—particularly problematic for
advertising data. First, descriptions of semiotic resources frequently stop short of a procedural reconstruction
of meaning-making; they do not show how recipients arrive at a coherent inference under conditions of re-
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duced explicitness. Second, the documentation of persuasive effects (attention, persuasion, memorability)
often leaves the internal mechanism of micro-narrative formation unspecified as a cognitive-discursive out-
come-namely, how “eventfulness” and causaevaluative coherence are assembled from fragmentary cues.
Third, models of integration and compression are at times employed as explanatory metaphors rather than as
frameworks supported by a replicable procedure for identifying mappings, types of compression, and modes
of intermodal compensation, whereas the empirical line of research on multimodal coherence requires pa-
rameterization and analytical comparability [1]. Accordingly, the relevance of the present study is deter-
mined by the need for a model that simultaneously (a) provides an operational description of semantic com-
pression of relations and intermodal compensation, and (b) explicates the conditions under which narrative
coherence emerges in a multimodal advertising message.

The object of the study is multimodal advertising discourse (verbal-visual and audiovisual advertising
messages). The subject of the study comprises the mechanisms of interpretive closure in advertising, includ-
ing the linguistic organization of the slogan/caption, verbal anchoring, semantic compression of relations and
their intermodal compensation, which together yield a coherent “micro-narrative.”

The aim of the study is to develop and apply a cognitive-discursive model that explains how multimod-
al advertising achieves interpretive closure under conditions of reduced verbal text by means of semantic
compression and narrative coherence. To achieve this aim, the study addresses the following objectives:

1. to describe the linguistic organization of the verbal component (slogan/caption) and its function in
guiding interpretation;

2. to identify and typologize mechanisms of semantic compression and intermodal compensation (what
is compressed verbally and how it is compensated visually-compaositionally);

3. to determine the conditions of narrative coherence in multimodal messages (how a coherent micro-
narrative is formed in the absence of a linear verbal plot).

Thus, this study puts forward a cognitive-discursive model that explains how interpretive closure is
achieved in multimodal advertising when the verbal component is reduced. Its novelty lies in turning the no-
tions of semantic compression and narrative coherence into an operational set of analytic parameters that can
be consistently applied to verbal-visual and audiovisual messages. In the present study, these notions are
specified in operational terms. Interpretive completeness refers to the capacity of a multimodal advertising
message to support the reconstruction of minimally sufficient causal, temporal, role, and evaluative relations
despite reduced verbal explicitness. Semantic compression denotes the systematic reduction of these rela-
tions in the verbal component, provided that they remain recoverable through visual, compositional, and,
where relevant, auditory cues. Narrative coherence is understood as the organisation of verbal and non-
verbal resources into a reconstructible micro-narrative perceived as logically connected and axiologically
unified. Operationally, these categories are identified through the following parameters: the type of omitted
relation, the mode of intermodal compensation, the degree of inferential recoverability, and the stability of
the resulting event-value model. Such specification enables the categories to function not merely as descrip-
tive labels, but as analytical criteria for the comparative examination of short multimodal advertising for-
mats. The study is significant both theoretically and practically because it enables a reproducible, compara-
tive description of advertising materials and supports subsequent corpus-based verification of the findings.

Materials and Methods

The study draws on a corpus of 60 multimodal advertising messages selected in line with the research
aim—namely, to identify meaning-making procedures that secure semantic compression and narrative coher-
ence in advertising discourse. The corpus comprises complete advertising units from print and digital media
in which meaning is constructed through the coordinated operation of at least two modalities (verbal and vis-
ual). For dynamic formats, compositional-temporal organisation and the auditory layer were additionally
considered where functionally relevant. The unit of analysis was an individual advertising message treated as
an integral multimodal text characterised by autonomous interpretive completeness.

The selection of materials followed three operational criteria: (i) reduction of an explicit verbal compo-
nent alongside the anchoring function of a slogan/caption; (ii) the presence of cross-domain integration ena-
bling the reconstruction of input spaces and cross-space correspondences in terms of conceptual blending
[11; 12] and/or stable mappings consistent with visual/multimodal metaphor [13]; and (iii) a coherent mean-
ing model manifested as implicit eventfulness, causal orientation, and role definability in the absence of an
extended verbal storyline. The corpus was formed to ensure genre variability (consumer, corporate, techno-
logical, and social advertising), which made it possible to identify invariant mechanisms of compression and
coherence irrespective of the topical domain and the specific communicative task of a message.
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Methodologically, the study integrates multimodal discourse analysis and social semiotics with cogni-
tive—discursive models of meaning construction, including conceptual blending theory [14; 15], approaches
to visual/multimodal metaphor [3], and typologies of verbal anchoring [2]. The analytical procedure com-
prised four interrelated phases designed to move from a description of semiotic resources to a reconstruction
of interpretive operations.

First, each message underwent multimodal segmentation, distinguishing the verbal, visual, and compo-
sitional/graphic layers; in dynamic formats, the temporal-montage level and auditory layer were also speci-
fied. The position and typographic status of the slogan were recorded, together with its relation to the visual
focus and the perceptual viewing path, since these parameters determine the anchoring regime and constrain
visual polysemy [16].

Second, intermodal integration was reconstructed: the relevant input spaces were identified, cross-space
correspondences were established, and the blended interpretive space was described as an emergent outcome
of modal coordination [17; 5]. Where figurative organisation was involved, markers of visual/multimodal
metaphor and stabilisation strategies were additionally specified, including the contribution of verbal anchor-
ing to the preferred reading [3].

Third, semantic compression and intermodal compensation were identified by determining which rela-
tions are reduced in the slogan (agency, causality, temporal unfolding, conditions, and parameters of the out-
come) and which resources provide compensatory specification (visual scene configuration, compositional
organisation, montage/temporality, and auditory indices). The description followed a “compressed relation—
compensating resource” protocol, ensuring cross-item comparability and supporting control of recurring
structural patterns within the corpus.

Finally, narrative coherence parameters were analysed, including the inferred event model, the logic of
implicit causality, role allocation, the governing axiological frame, and the anchoring type as a mechanism
that renders visual material interpretable as a micro-narrative in the absence of linear verbal narration [1; 2].

The reproducibility of findings was supported through parameterisation of the description and compara-
tive control of pattern recurrence across the dataset. For each message, a uniform analytical record was pre-
pared: segmentation by modalities; reconstruction of input spaces and the blended space; an inventory of
compressed relations and compensatory resources; narrative-model parameters; and the anchoring type. This
format is consistent with empirically oriented multimodal research that prioritises a shift from interpretive
generalisations to annotatable data and comparable results [18].

For the sake of methodological transparency, the analytical procedure may be summarised as a se-
guence of six operations. First, the message is segmented into verbal, visual, compositional, and, where rele-
vant, temporal and auditory layers. Second, the status and function of the verbal anchor are identified in rela-
tion to the visual focus and the expected viewing path. Third, the semantically compressed relations are spec-
ified, including agency, causality, temporal unfolding, conditions, and result parameters. Fourth, the re-
sources of intermodal compensation are recorded, that is, the visual, compositional, montage-based, or audi-
tory cues through which the omitted relations become recoverable. Fifth, a minimal event-value model is
reconstructed by identifying the implied event structure, role distribution, and axiological frame. Finally, the
message is assessed in terms of interpretive completeness and narrative coherence, that is, in terms of wheth-
er the reconstructed model is sufficiently stable, connected, and interpretable under conditions of reduced
verbal explicitness. This stepwise procedure makes the proposed framework reproducible and applicable to
the comparative analysis of short multimodal advertising formats.

Results and Discussion

Contemporary multimodal advertising discourse operates under conditions of a structurally reduced
verbal component coupled with heightened requirements for the interpretive completeness of the message:
the addressee is expected to reconstruct causality, event structure, and evaluative orientation with minimal
explicit connective cues. Under these conditions, the slogan ceases to function as a mere “brief product
statement” and assumes the role of a procedural operator that activates cognitive—discursive mechanisms of
meaning completion. Notably, the corpus is dominated by constructions in which propositional fullness is
deliberately left unrealised: the utterance projects a norm, a role, or an endpoint, while the missing links are
reconstructed through the visual-compositional layer. This logic accords with contemporary empirical ap-
proaches to multimodal coherence, where coherence is understood not as an additive sum of devices but as a
reproducible procedure of modality alignment within a unified interpretive action [2].

To demonstrate the analytical applicability of the proposed framework, one advertising message can be
examined through the full set of operational parameters. Consider Nike’s slogan Just Do It. At the level of
verbal organisation, the message is realised as an imperative construction with an omitted object position,
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which immediately indicates compression of propositional structure. In operational terms, the compressed
relations include at least four components: (1) the specific object of action, (2) the situational conditions un-
der which the action becomes relevant, (3) the causal motivation that legitimises the imperative, and (4) the
anticipated result of the action. None of these relations is verbalised directly.

Their recoverability is secured by intermodal compensation. The visual layer typically introduces an
embodied subject in a situation of tension, effort, directed movement, or competitive challenge; the composi-
tional organisation privileges vectors of dynamism and goal orientation; where applicable, temporal sequenc-
ing reinforces the transition from obstacle to performance. As a result, the recipient does not process the slo-
gan as an informationally complete utterance, but reconstructs a minimally sufficient event-value model
structured around the sequence obstacle—effort—action—achievement. In this configuration, verbal anchor-
ing restricts interpretive dispersion, semantic compression reduces explicitness, visual-compositional re-
sources restore the omitted relations, and narrative coherence emerges as the stability of the reconstructed
micro-scenario. Thus, interpretive completeness is achieved not through propositional fullness, but through
the coordinated operation of reduction and recoverability across modalities.

At the syntactic—pragmatic level, the most characteristic pattern is the reduction of the predicate’s va-
lency structure, as a result of which the slogan turns into a universal scenario “key” that permits multiple
substitutions and thereby increases the portability of the formula across narrative settings. Nike employs the
slogan Just Do It, where the imperative retains maximal directive illocutionary force while intentionally leav-
ing the object of action unspecified; the absence of an object position is not a defect, since it shifts the utter-
ance from a descriptive register to a procedural one, and it is precisely the visual scene that “fills in” what is
to be done and in what situation such action is socially warranted. Samsung uses Do What You Can't, where
the paradoxical coupling of modal restriction and action compresses an entire overcoming scenario into a
single formula and thus encodes a “micro-narrative™ as a transition beyond the boundary of the possible; the
specification of that boundary, as well as the evidential grounding of its transgression, is delegated to
demonstrative shots and the compositional management of attention. Burger King employs You Rule, where a
status predication replaces argumentation: the addressee is not provided with reasons “why,” but is symboli-
cally assigned the role of “the one in charge,” while visual indices of choice, control, and privilege perform
the function of legitimising that assignment.

Moving from slogan formats as anchoring devices to meaning-making mechanisms in a broader sense,
it becomes necessary to specify not only which relations are reduced in the verbal component, but also by
what recurrent semiotic means they are restored in the interpretive whole. From this perspective, the material
examined in the corpus reveals a limited set of structurally significant relation-types whose verbal reduction
and multimodal restoration form regular patterns rather than isolated creative solutions. What is omitted in
the slogan does not disappear from the message as a whole; instead, it is redistributed across visual, composi-
tional, and, where relevant, temporal or affective cues. This recurrent correlation between the type of verbal-
ly reduced relation and the dominant mode of its multimodal restoration is presented in Table 1.

Table 1

Structurally recurrent relation-types subjected to semantic compression and their dominant modes of
multimodal restoration

Relation-type recurrently
reduced in the verbal com-
ponent

Linguistic mode of compression

Dominant resources of multi-
modal restoration

Contribution to interpretive
coherence

Causal relation

Verbalisation of result, effect, or
value without explicit causal articu-
lation

Scene construction, embodied
action, contextual framing, vec-
torial organisation

Restores causal intelligibility
and produces the effect of justi-
ficatory sufficiency

Temporal relation

Condensation of process into out-
come; suppression of intermediate
phases

Directional movement, montage
progression, phase alignment,
rhythmic sequencing

Reconstructs temporal continui-
ty and supports the impression
of immediate realisability

Agentive relation

Backgrounding of the acting subject
through deagentivisation or nomi-
nalisation

Bodily presence, operational
setting, technological environ-
ment, actional vectors

Recovers actional structure de-
spite reduced verbal specifica-
tion of agency

Role relation

Reduction of participant positions to
status predicates or evaluative labels

Markers of authority, choice,
privilege, identification, interac-
tional framing

Stabilises role distribution and
legitimises participant positions

Evaluative / axiological
relation

Condensation of value judgement
into a formulaic slogan or caption

Framing, colour-tonal selection,
affective cueing, aesthetic pat-
terning

Secures axiological orientation
and narrows interpretive disper-
sion
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As Table 1 indicates, the relations reduced in the verbal component are not excluded from the message
as a whole, but remain structurally recoverable through stable multimodal configurations. This makes it pos-
sible to interpret semantic compression not as a secondary stylistic effect of brevity, but as a regular principle
of multimodal meaning organisation.

Semantic compression is most salient in the contraction of causal relations and in the displacement of
“evidentiality” into the visual-scenaric plane, where a causal chain is not articulated as reasoning but pre-
sented as an observable situation. The Coca-Cola Company employs the slogan Real Magic, in which a re-
sult-oriented naming of experience establishes a frame of desirable affect and removes the need to explicate
the mechanism of impact; the viewer is offered not arguments but an interpretive criterion against which the
perceived content is subsequently aligned. Mastercard uses Priceless, where evaluation is constructed as an
axiological maximum and thereby compresses the comparative segment of the utterance: the parameters of
comparison and the grounds of ranking remain unspoken, yet a culturally recognizable scale of value renders
the conclusion “self-evident,” while the visual sequence supplies material for filling the empty slots—what,
precisely, is priceless, and why. Red Bull uses Gives You Wings, where a metaphorical outcome substitutes
for a causal mechanism and the effect is framed as already available; the intermediate links “product—state
change—expansion of capacities” are removed from the verbal plane and compensated for through embodied
indices of dynamism, risk, acceleration, and overcoming in the visual track. Such a transfer of causality into
demonstration is consistent with observations that, in commercial advertising formats, metaphorisation often
serves as a strategy of explanatory economy, while the stability of interpretation is sustained by anchoring
resources and compositional control [3; 10; 19].

Of particular relevance is the compression of temporal relations: advertising recurrently minimises the
distance between present action and future result, replacing linear unfolding with a teleological model in
which the “goal is already embedded in the moment of action.” FedEx uses Where now meets next, which
formally brings two temporal planes into adjacency and thereby produces an effect of the future’s immediate
realisability; visual indices of speed, precision, and process synchronisation perform a compensatory func-
tion by materialising the promise of a “junction of times.” Canon Inc. uses Delighting You Always, where the
adverb always compresses duration into a promise of effectual constancy and turns temporal extension into a
property rather than an event; the multiplicity of contexts of delight is delivered by imagery that “unpacks”
always as a series of situations requiring no verbal explication. NTT DATA uses Ignite tomorrow, today,
where the future becomes an object of immediate action and is semantically “stitched into” the present; the
outcome is an accelerated reading of innovativeness as transformation already in progress. EY uses Shape
the future with confidence, where future provides the telos, while the modal regulator confidence stabilises
evaluation and reduces the need to enumerate procedural steps toward the result, since confidence functions
as a surrogate for evidential demonstration [20; 19].

In the corporate—technological segment, compression is frequently achieved through de-agentivisation
and nominalising constructions, whereby the acting subject is effaced and action is consequently presented as
a neutral system function. Shell plc employs the slogan Powering Progress, in which the gerundive form pro-
files the process as a continuous “fueling” of progress while agency remains backgrounded; this produces an
effect of the naturalness and inevitability of improvement, whereas the visual representation of infrastructure,
scale, and control substitutes for an explicit verbal specification of the agent. LG Corporation uses Life’s
Good, where the copular construction frames a desirable state as a given rather than as the outcome of effort;
the semantic labour is displaced into visual scenarios of everyday well-being, which “explain” why life is
good. Such de-agentivisation disciplines interpretation: the addressee receives not a narrative of actions but a
norm of a world in which the result is already embedded in the order of things.

In consumer registers, by contrast, compression is often built on personalisation and the appropriability
of the utterance: meaning is contracted to an experience or self-assessment, while the object of experience is
supplied by imagery. McDonald’s uses I’m lovin’ it, where the present progressive shifts evaluation into the
mode of an experienced “here-and-now” and invites the addressee to voice the claim in the first person; the
visual focus (product, consumption scene, microsocial situation) fills in what is loved and why such affect is
presented as warranted. L’Oréal employs Because you’re worth it, where the causal connective because for-
mally signals a ground for choice, yet the ground itself is posited as beyond evidential demand; persuasion
thus reorients from product argumentation to the legitimation of the addressee, while visual aesthetics and
status codes materialise worth as a socially legible value. At the cognitive level, such formats increase in-
volvement insofar as the addressee completes the missing parameters of causation from personal expecta-
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tions and culturally available scripts, which accords with the notion of conceptual underdetermination as a
resource for personalised interpretation in persuasive discourse [21].

Within the corpus, the compression of abstract categories is systematically accompanied by their reifi-
cation: affect, value, or relation is translated into a sensory or thing-like mode, thereby simplifying cognitive
processing and facilitating intermodal integration. The Coca-Cola Company uses Taste the Feeling, where
“feeling” is relocated into the modality of taste and thus made perceptually accessible; the imagery (embod-
ied reactions, togetherness, dynamism) unfolds an affective script that language merely triggers. De Beers
employs A Diamond Is Forever, where the durability of an object compresses the biographical narrative of
relationships into an ontological predicate; visual codes of ritual, promise, and status compensate for the ab-
sent event sequence and enable narrativisation without explicit telling. In such cases, semiotic economy is
achieved by fixing a single semantic “knot” in language while allowing the image to build a minimal story
around it [22; 23].

It is indicative that the syntactic economy of the slogan is systematically coupled with an expansion of
the addressee’s interpretive labour. Adidas uses the slogan Impossible Is Nothing, where a negative-
quantificational structure compresses an entire scenario—“constraint—effort—overcoming—attainment” —
into a formula that annuls impossibility; at the same time, the causal links (why it is possible, by what means
it is achieved) are deliberately left unarticulated and become a site of intermodal compensation, realised
through visual indices of the body, strain, speed, competitive situation, and social recognition. Subway em-
ploys Eat Fresh, where the directive form reduces quality argumentation to an imperative with the evaluative
implication “fresh = right”, while the specification of what is fresh and how freshness is manifested is trans-
ferred to visual demonstration—ingredients, textures, colour, and the product’s temporal “newness”. In such
cases, compression does not weaken but rather intensifies pragmatic effect: the verbal minimum functions as
a trigger for procedural interpretation, whereas the visual sequence frames evidentiality as an observable
“self-evidence”.

At the level of cross-domain integration, the slogan often operates as a point of assembly that binds a
product domain to a domain of value or experience, while the very operation of binding remains implicit.
Airbnb uses Belong Anywhere, where belonging is represented as a portable attribute of the subject and the
social conditions of belonging (community, recognition, safety, familiarity) are compressed: the phrase
promises an effect without enumerating the mechanisms by which it is achieved.

Intermodal compensation here is realised through visual scenarios of hospitality, embodied relaxation,
“home-like” object indices, and the spatial organisation of the frame, which convert the abstract predicate
belong into a reconstructible experience. Dove uses Real Beauty, where the evaluative adjective real com-
presses a normative dispute over criteria of beauty into a binary opposition (“authentic/artificial™);
evidentiality and ethical legitimation are displaced into the visual selection of body types, camera angles,
everyday practices, and nonverbal expression, which together instantiate a narrative of resistance to standard-
isation. This type of compression does not “explain” in the strict sense; it norms reading by establishing a
frame within which visual variability begins to function as confirmation of a pre-specified inference [24].

A particularly salient role in the corpus is played by the compression of causality, where the effect is
presented as already available and the intermediate links “product—action—change of state” are removed
from the verbal plane. Skittles uses Taste the Rainbow, in which the gustatory operation taste serves as an
entry point into a metaphorical space of colour/joy/abundance; the causality “why taste = rainbow” is not
articulated and is replaced by a visual mechanism: a saturated palette, animated dynamism, object transfor-
mations, and “impossible” chromatic events function as an evidential series that renders the transfer self-
evident. KitKat employs Have a break, have a KitKat, where the repetitive parallel construction compresses
the logic of choice into a simple correspondence “break = product”; the argument for the value of rest is
compensated through embodied and situational indices of fatigue/relief, an editing pause, and the tempo-
rhythm of the sequence, which construct the break as necessary and deserved. Here, causal compression is
reinforced by formal symmetry: the structure of the phrase itself creates the impression of a testable rule and
facilitates the “coupling” of the verbal and the visual planes [8].

In the technological and corporate segment, compression is frequently realised through de-
agentivisation and nominalising constructions, i.e., the removal of a concrete acting subject and the replace-
ment of an event with a processual “state of the world”. IBM uses the slogan Let’s Put Smart to Work, where
smart functions as a substantivised predicate and compresses the complex causality of efficiency into the
mere “activation of the smart”; the specific agents, instruments, and enabling conditions of efficiency are not
enumerated verbally but are presented visually through interfaces, schematic diagrams, production scenes,
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and the semiotics of control and measurability. Siemens employs Ingenuity for life, where the linkage for life
compresses both the teleological horizon and the scope of applicability into a universal promise (“for
life/throughout life”); intermodal compensation is then produced through the display of infrastructure, medi-
cine, energy, and urban environments in which “ingenuity” receives objectified embodiment. In this configu-
ration, the slogan does not so much report a fact as stabilise interpretation: it posits a global predicate, while
the visual track “distributes™ it across recognisable scenarios of application, converting universality into an
apparent empirical obviousness [9].

Temporal compression in the corpus is manifested not through sequential narrative markers, but
through the “stitching™ of the present and the future into a single point of action—most clearly in slogans
where time itself becomes an object of management. Netflix uses See What’s Next, where next is framed as a
promissory predicate and compresses the temporal duration of content choice into the moment of anticipa-
tion; the visual modality compensates for this via temporal-editing solutions (rapid cuts, trailer-like logic,
climactic shots) that make the “next” experientially available already now. Toyota uses Let’s Go Places, in
which the spatial predicate places simultaneously compresses both the route and the time-to-goal: movement
is presented as an already structured possibility, while the visual track unfolds a typology of “places” through
changing landscapes, social travel scenarios, and compositional dynamics, turning an abstract directive into a
micro-narrative.

Finally, a substantial layer of compression is associated with the metaphorical organisation of advertis-
ing discourse, where interpretive completion depends on a reproducible procedure of “recognising the trans-
fer” and stabilising it. Methodologically, it is crucial that the identification of multimodal metaphor requires
the analyst to specify the carriers of transfer and to exclude arbitrary interpretive expansion; contemporary
analytic procedures for television advertising demonstrate that it is precisely intermodal coordination (shot
composition, editing, sound, and text) that renders the metaphor recognisable as a structural mechanism ra-
ther than a subjective association [7]. LEGO uses Rebuild the World, where rebuild activates a reconstruc-
tion script as a moral-social action and compresses the reasons why “rebuilding” is necessary; visual com-
pensation specifies what exactly is to be rebuilt through images of cooperation, children’s imagination, ob-
ject transformations, and the “materialisation” of abstract values in playful construction. Patagonia employs
We ’re in business to save our home planet, where ethical causality (“why business = saving”) is not argued
for verbally but is displaced into visual scenes of nature, labour, activism, and the materiality of the product,
which function as argumentation via indexicality. In both cases, compression lies in the fact that the slogan
posits an integrated space of value, while the visual track performs the work of filling inferential gaps and
stabilising the preferred transfer; in this way, the effect of “brevity without loss of meaning” is achieved
through intermodal distribution of interpretive labour, as also observed in recent work on multimodal cam-
paign framing and metaphorical organisation [7; 17; 19].

From an analytical perspective, the material examined above makes it possible to distinguish several re-
current structural patterns rather than a mere sequence of isolated examples. First, a stable type of compres-
sion affects causal relations: the verbal component presents an effect, value, or result, whereas the causal
chain that would normally justify it is displaced into the visual-scenic plane. Second, temporal relations are
regularly compressed through the collapse of process and outcome, so that the future is represented as al-
ready embedded in the present moment of action. Third, agency is frequently backgrounded by means of
deagentivisation or nominalisation, while the visual track redistributes agency through embodied figures,
technological environments, or systemic scenes of control. Fourth, role relations are often reduced to status
predications or evaluative attributions, with role legitimacy being restored through visual markers of choice,
privilege, authority, or identification. Finally, evaluative and axiological meanings are repeatedly com-
pressed in the verbal plane and stabilised through visual aesthetics, framing strategies, and affective cues.

These patterns indicate that semantic compression in multimodal advertising is not incidental, but sys-
tematic. More importantly, each compressed relation tends to correlate with a relatively stable compensatory
configuration, which makes it possible to describe interpretive completeness not as an intuitive effect of suc-
cessful design, but as a recurrent mechanism of intermodal organisation. Thus, the empirical material sup-
ports the conclusion that short advertising formats operate through regular correspondences between what is
reduced verbally, what is restored intermodally, and what kind of micro-narrative or event-value model is
thereby reconstructed.
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Conclusion

The reduction of verbal volume in contemporary multimodal advertising should be interpreted not as
semantic impoverishment, but as a structural reconfiguration of textual coherence and a functional redistribu-
tion of communicative load across modes. In short-format conditions, the verbal component increasingly los-
es the status of a predominantly informative statement about the product and operates instead as a discursive
operator: it establishes the interpretive frame, fixes the inferential domain, marks the axiological perspective,
and thereby constrains the polysemy of the visual layer. In this sense, the slogan functions less as “content”
in a narrow sense than as a reading instruction that specifies an admissible trajectory for meaning construc-
tion.

It has been established that the central mechanism underlying the semantic efficiency of short advertis-
ing messages is semantic compression, realized as a systematic folding of propositional structure. At the
syntactic and pragmatic levels, compression manifests itself in the reduction of predicate valency positions
and in the elimination of the agent, conditions, instrumentality, causal links, and intermediate phases of ac-
tion. Crucially, however, the resulting deficit of explicitness does not undermine textual integrity, since the
omitted relations remain in principle recoverable: they are compensated intermodally—through the depicted
scene, compositional vectors, editing organization (in dynamic formats), and indexical markers of action and
state. Thus, under-specification should be treated not as a flaw, but as a functional resource: a minimal verbal
cue initiates reconstruction, while the visual-compositional layer supplies the missing components of the
propositional model [11].

The analysis further demonstrates that coherence in such texts is secured not primarily by conventional
cohesive devices (connectives, anaphoric chains, or explicitly articulated causal sequencing), but by proce-
dural coherence emerging from the coordinated operation of modes. In this regime, evidentiality and cau-
sality are presented less as discursive reasoning than as semiotically organized “self-evidence” of an observ-
able situation: the visual and compositional levels assume an argumentative function, whereas the slogan
performs the role of normative or teleological closure (result, promise, evaluation) that organizes the inter-
pretation of what is shown.

It is also shown that narrative coherence can arise even in the absence of extended verbal narration:
the message is experienced as a micro-narrative insofar as it preserves a minimal event model that includes a
deficit/need, an implied transformation, and a value-marked effect. Within this configuration, the slogan of-
ten specifies the terminal phase (outcome, norm, status, promise), while the visual component unfolds the
preconditions and the “path” to the result. Consequently, the story is not transmitted in a linear verbal form;
rather, it is constructed by the addressee on the basis of cues distributed across modes [12].

From an applied perspective, the proposed cognitive-discursive account enables the description of short
advertising as a text whose integrity is sustained by semantic compression and intermodal compensation,
while also supporting the diagnosis of interpretive risks: excessive polysemy under weak anchoring, conflicts
between inferential domains, breakdowns in causal-event structure, and axiological ambiguity [13]. Future
work should involve expanding the corpus, empirically testing interpretive hypotheses (including experi-
mental designs), and comparatively examining regimes of compression and narrativization across languages
and cultural scenarios [7; 24; 25].
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K. N6panmona, A.M. Hypbaesa, U. baiicbibik

MyabTUMOAAJIB/BI (KAPHAMAHBIH HHTEPNPETANUSJIBIK AsIKTAJIFAHAbIFbI:
TIJAIK 0eKiTy, CeMAHTHKAJIBIK BIKIIAM/IAY KOHE HAPPATHBTIK TYTACTBIK

Makanana I (PITBIK MEIMAaKEHiCTIKTET] MYJIBTUMO/ANbIbI JKapHaMaHbIH WUHTEPIPETAIMSIIBIK
asIKTaJFaHJIBIFBI MOceJeNepl KapacThIPbUIFaH: MyHJA XaOapiiaMaHblH BepOanabl KesieMi KbICKapraH CallblH
MarbIHAJIBIK MOHIHE JKOHE TYCIHIIpY KbUIIaMIbIFbIHA KOMBUIATBIH Tajal Kylueiiemi. 3epTTeyaiH ©3eKTiliri
Ka3ipri Kpicka QopmarrapibiH (IOCT, GaHHEp, CTOPUC, KbICKA POJIMK) aJpecaTka KeHEWTUIreH adelnjey
JKYHeciH HeMece XKeil CIOKETTI eMec, KepiciHIIe eH a3 MarbIHAJIBIK «TYHIHAI» — cioran/xa30a, BU3yasIsl
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o0pa3, KOMIO3ULKMSUIBIK KOHUrypauus XoHe (IMHAMUKAIBIK (opMarrapia) MOHTaXKABIK TyHicymi —
YCHIHYBIMEH alKbIHAAJa[bl; COFaH KapaMacTaH, MyHIai Oipiik TyTac opi asKranraH xabapnama peTiHae
kaOburmananel. Ocbl  3QdekTiHi mpouenypanblk TYPFbIIAH CHUNATTAyAbIH KAKETTLTIr aHBIKTABII,
Heri3zeneni: MoTiH/OelHe/IbIOBIC PeCypCTaphIHBIH  0ap-)KOFBIH  Ti30€KTeY aapecaTThIH AKCIUTMKAIHS
TaNIBIIBIFEl JKaFJalblHAa CeOeNTUIK, OKWFANBUIBIK >KoHEe OaramayAbl KaHIad orepanusuiap apKbUIbI
«TOJNBIKTHIPATHIHBIHY TYCIHAIpMeiini. 3epTTey MaTtepuansl periHfe Oacna jkoHe IHQPIBIK Meauamars! 60
asKTaJFaH OKapHAMalbIK xa0apiaMagaH TYpaTblH KOPIYC aibIHABl  (BepOaldbl-BU3yallIbl  JKOHE
ayIuoBH3YyaNbl OipiikTep). ©OnmicTeMe MbIHaIapAbl KamTUAbl: (1) BepOaiabl KOMIOHEHTTIH CTaTYChl MEH
HO3MLMACHIH TipKEH OTBHIPHII MYJIBTUMOJANB/ABl CErMEHTauusuay; (2) KOHLENTYalJblK HHTEerpalus
JIOTHKACBIHAA HWHTEPIPETAUUSHBIH Kipic JKOHE WHTETPAlllsIaHFaH KEHICTIKTEpiH pPEKOHCTPYKLHUSIAY;
(3) Busyasnap/MynbTUMOAANBIBI MeTadopa mieHOepiHaeri TachIManmapiapl AaiKbiHIay; (4) CEMaHTHKAIBIK
KOMIIPECCHSHBI «HE CBEPHYTO — HEMEH KOMIIEHCAIMsUIaHFaH» (opMatsl OoifbiHIIA mpotokonnay. Keicka
(opMaTTap/a CIOTaHHBIH «OHIM Typaslbl KBICKAIIa aKIapaT» eMec, HeTi3iHeH IUCKYPCTHIK ONepaTop peTiHie
KBI3MET aTKApaThIHBl KOPCETUIII: OJ BH3yalAbl KaApIbIH KOIMOHAUIIIH IIEKTeN, KOPBITBIHIBI Kacay
JOMEHIH JXKOHE AaKCHOJIOTHSUIBIK paMKaHBl Oenriledi opi MHTepHpeTanysi TPaeKTOPUSCHIH OarbITTaiiibl.
CeMaHTHKaIBIK KOMIIPECCHSHBIH Ce0el-caapiiblK, YaKBITTHIK JKOHE PONIIK KaThIHACTapIsl XKyHem Typae
«KBICKAPTATBIHBD) AQJCIICHI (areHTTLIIK, MapTTap, OPEKEeTTiH apalblK OyBIHAAPHI, HOTIKE MapaMeTpiiepi),
all MHTEPNPETALMSIIBIK asSKTAIFAHABIK CaxHa, KOMIIO3HLMSJIBIK BEKTOPJap, MOHTQX/ABIK JIOTHKA IKOHE
OpeKeT/KYHAIH MHACKCTIK OenTijepl apKpUIb )KY3€re acaTblH HHTEPMOJAIbIb KOMICHCAIUAMEH KAMTaMachI3
erineni. KocsMIna Typ/ie YChIHBUIFAH HMapaMeTpieyAiH cananblK Oakpulayaapibl CalbICTBIPMANbl CHIIATTaMa
(dopMaTbiHA KeIipyre MYMKIiHZIK OepeTiHi aHBIKTAIABL: OipbIHFal MPOTOKOJ KOPIYCKAa KaiTalaHBIMIBI
AQHHOTALMsI JKacayFa J>KOHE OpTYpJl J>KaHpiap MeH IulaTdgopMmanap MaTepHalblHAA KOPBITHIHIBUIAP/IBI
KeiiHHeH TeKcepyre *araai skacaifpl. OChl apKbUIBI )KapHaMaTaHy MEH MeHalnHIBHCTHKAIAFbl TAIIay IbIH
HOTIDKEJIEPIiH CaNBICTBIPY JKOHE SiCHAMAaJbIK alKBIHABIKTH apTTHIPY YIIIH Heri3 Kausimracanbl. COHBIMEH
KaTtap MHTEPIPETALMSIIBIK TOyeKel LIEKTepi HAKThUIAHAAbl (IIaMaJaH ThIC KOIMOHIUIIK, KOPBITHIHABI
JIOMEHJIEPiHIH KaKTBIFBICHL, CEOCNTIK MOJAENBIIH BIABIPAYybl) JKOHE KpEeaTHBTEpPIl 93ipiieyre MPaKTHUKAIbIK
Oarmapiap YCHIHBUIAABL. JKYpri3iireH 3epTTey HETi3iHAE aBTOP MYJbTHMOJANBABI OaiaHBICTHUIBIK IICH
HappaTHBTIK KOTCPEHTTUIIKTI aHHOTAIMATIAYIBIH MPOLEAYPalbIK MapaMeTpiep >KUBIHTBHIFBIH YCHIHAIBI, Oy
TaJlayAblH KaiTa eHIIpUTyiH apTTHIPHII, KapHaMaJbIK XabapiiaManapabl sko0atayjarsl HHTepPIPeTalysuIbIK
ToyeKeIIep/li AUarHOCTUKAaNayFa KoJJaHyFa 00aibl.

Kinm ce3dep: MynbTUMOIATBIBI JKapHAMa, BepOaIbl HETi3/Iey, CEMaHTHKAIBIK KOMIIPECCHs, MOJATbapaliblK
©TeM, HAPPATHBTIK KOTEPEHTTLIIK.

XK. Ub6paumona, A.M. Hyp6Gaesa, 1. baiicbiibik

HNuTepnperanMoHHasi 3aBepIIEHHOCTh MYJIbTHUMOJAJBHON pPeKJIaMbl: BepOajibHast
NPUBA3KA, CCMAHTHYECKAasA KOMIIPECCHs U HAPPATUBHASA KOIePEeHTHOCTh

B nmanHOIT cTaThe paccMaTpuBarOTCS TPOOIEMBI MHTEPIPETAIMOHHOW 3aBEPIIEHHOCTH MYJIBTHMOIATBHOM
pekiambl B HU(POBOW Meamacpese, rzie cokpauieHne BepOasbHOro o0bEMa COOOIIEHHS! CONPOBOXKAACTCS
pOCTOM TpeOOBaHUH K CMBICIIOBOW IFIOTHOCTH M CKOPOCTH MOHMMAaHUs. AKTyalbHOCTh MCCIIEIOBaHUS 00Y-
CJIOBJIEHA TEM, YTO COBPEMEHHbIE KpaTKHe (popMatsl (1oCT, GaHHEp, CTOPUC, KOPOTKUIL POJTUK) MPEIbSIBISIOT
ajZipecaty He pa3BEPHYTYIO apryMEHTALUIO U HEJIMHEHHBIN CIOKET, a MUHUMAJIbHBIN CMBICIIOBOH «y3em» —
CJIOTaH/TIOINKCH, BU3YalbHBIH 00pa3, KOMITO3MIHMOHHYIO KOH(UTypanuio W (B AMHAMHYECKHX (opmaTax)
MOHTaKHBII CTBIK, — KOTOPBIX MPU 3TOM BOCIHPHHUMAETCS KaK CBSI3HOE U 3aBEPIIEHHOE COOOIIeHHE. BhIsB-
JsieTcss ¥ 00OCHOBBIBAETCSI HEOOXOMMOCTH NPOIIEAYPHOTO OIMHCAHUS JaHHOTO d(pdeKTa: HepednciIeHne Ha-
JUYHBIX PECypcoB (TeKCT/M300pa’keHUe/3ByK) He OOBSCHSIET, KaKMMH OIEpalisIMH afpecaT JOCTpauBaeT
IPHYMHHOCTD, COOBITUHHOCTD U OLICHKY IpH Je)UIMTE IKCIUTMKAUUK. MaTepHaioM HCCIIeJOBaHUs TOCITY-
Kunn Kopmyc u3 60 3aBepIIEHHBIX PEKJIaMHBIX COOOLICHHH IMeyaTHbIX W LHU(POBBIX Menua (BepOaibHO-
BU3YyaJIbHBIC U ayIMOBU3YyaJIbHBIE €UHUIIBI). MeToauka BKiIoyaeT: (1) MyJIbTUMOAANIBHYIO CETMEHTALMIO C
¢ukcanyeii craryca U Mo3MIHMU BepOaJbHOTO KOMIOHEHTa; (2) pEeKOHCTPYKIMIO BXOAHBIX M HHTETPHPOBAH-
HOTO NIPOCTPAHCTB WHTEPIPETANH B JIOTHKE KOHIENTYaIbHON HHTErpanuy; (3) uAeHTH(QUKALNIO IEPEHOCOB
B BU3YaJIbHOW/MYJIBTUMOAAIBHON MeTadope; (4) MPOTOKOIMPOBAaHUE CEMAaHTHUECKOH KoMIIpeccun B opma-
T «4TO CBEPHYTO — YeM KOMIIEHCHpOBaHOY. [loka3aHo, 4TO cioraH B KpaTKux (opMaTax (QyHKIHOHUpPYET
MPENMYIIECTBEHHO KaK JUCKYPCHUBHBIN OIepaTop, a He Kak «KpaTkas HH(POpPManus o MPOIyKTe»: OH OTpaHH-
YMBaeT MOJIMCEMHUIO BU3yaJIbHOTO Kajpa, 3a1aéT JOMEH BBIBOJA M aKCHOJOTMYECKYIO paMKy, HalpaBJsisl Tpa-
eKTOPHIO MHTepHpeTanuy. Jloka3aHo, 4YTO CeMaHTHUYECKass KOMIPECCHs CHCTEMHO CBOpAayMBaeT IMPUYHMHHO-
CJICACTBECHHBIC, BDEMCHHBIC U POJIEBBIC OTHOIICHUA (aFeHTHOCTb, YCJI0BHA, TPOMEXKYTOUHBIE 3BEHbS ﬂeﬁCT—
BUs, MapaMeTpbl pe3ynbTaTra), a HMHTEpPIPETALHOHHAs 3aBEPIIEHHOCTh IOJAEPKUBACTCS MEXMOAATbHOU
KOMIIEHCaIMell depe3 cIieHy, KOMIIO3UIMOHHBIE BEKTOPHI, MOHTA)XXHYIO JIOTHKY W WHIEKCAJIbHBIC TPH3HAKH
JEUCTBUSI/COCTOSIHUS. JIOTIONHUTENIBHO YCTAaHOBIICHO, YTO MPEUIOKEHHAs ITapaMeTpU3alus M03BOJIIET mepe-
BOJUTh KAaueCTBCHHBIC HAOJIONCHUS B COIIOCTABUMBIM (JOpMAT ONMCAHMS: CIUHBIH HMPOTOKOJ IENaeT BO3-
MOKHBIM IIOBTOPSIEMOE aHHOTUPOBAHUE KOPITyCca U IOCIEAYIOLIYIO IIPOBEPKY BBIBOJOB Ha MaTepUalle pa3HbIX
*kaHpoB 1 martdopm. Tem cambiM GopmupyeTcs 6a3a AJs COMOCTABICHUS Pe3yIbTaTOB HCCIIEI0BaHUH U ITO-
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BBIIICHUS] METOJOIOTHYECKON MTPO3PAYHOCTH aHAIHM3a B PEKIAMOBEJECHHN U MEAUAIMHTBUCTHKE. TakuM 00-
Pa3oM YTOUHSIOTCSI TPAaHUI[BI HHTEPIPETATUBHOTO pUCKa (M30BITOUHAS MOTUCEMHS, KOHMIUKT JOMEHOB BbI-
BOJIa, pacmaj NPUIMHHOK MOJENHN) U 3a[al0TCs MPaKTHUECKUE OPHEHTUPHI A pa3paboTku kpeatnsBoB. Ha
OCHOBE MPOBEICHHOTO HCCIEIOBaHUS aBTOP NpeajiaraeT IpoleypHbIil Habop ImapaMeTpoB aHHOTHPOBAHUS
MyJIbTUMOAAIBHON CBA3HOCTU U HAPPATUBHOW KOI'€pPEHTHOCTHU, IOBBIIAIOIIUN BOCIPOU3BOAUMOCTD aHAIN3A
U TIPUMEHUMBIN I TUAarHOCTHKY MHTEPIPETaTHBHBIX PUCKOB IIPH NIPOEKTHPOBAHMH PEKIAMHBIX COO0IIe-
HUH.

Kniouesvie crosa: MYJbTUMOJAJIbHAsA PEKIaMa, B6p6a.]'H>HO€ SAKOPEHUE, CEMAaHTHYECKasA KOMIIPECCUA, MEXKMO-
JaJibHasg KOMIICHCAIlMA, HappaTUBHAsA KOI€PEHTHOCTD.
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