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Towns and settlements are the initial part of the regional system which is least examined by analysts
in contemporary Russia. Towns become essentially specific and unexplored terra incognita of the modern
advertising market in many respects. The author of the article examines in which way towns’ characteristics
should be taken into consideration during advertising market formation.
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The article is devoted to the problem of key elements functioning in the structure of poetic texts. The
key elements in poetic texts are characterised by certain strophic arrangement. The semantic variability
is an inalienable characteristic of the key elements in contrast to formal-linguistic variability, which is
not constant.

. ,
 –

, -
.

» (« »)
,

. -

-
-

 « -
» .


