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WAYS OF EXPRESSING THE AUTHOR’S “I” IN H. REHWALDT’S WORK “ENTRATSELTES RUSSLAND”
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The article poses the task of analysing the ways of the explicit expression of the author’s “I” in the work of the migrant writer
from the Russian North H. Rehwaldt. The necessity of studying the category in question at the intersection of literary studies,
linguistics and translation studies is substantiated. The paper reveals that a significant place in the implementation of the category
belongs to personal pronouns, which can also appear in conjunction with modal verbs and particles, introductory and expletive
constructions. The analysis of the work proves the high degree of the author’s subjectivity when describing events, the desire
to impose his opinion on the German-speaking reader.
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B cmamuve packpvieaemcs nonsimue «HOMUHAMUBHAS €OUHUYAY NPUMEHUTNENLHO K TUHSGUCMUYECKOMY 00eCheyenuo
JIUHEBOKYIbMYPHO20 cyenapus. Llens ucciedosanus — onucamo u NPOAHATUIUPOBATND HOMUHAMUBHbIE eOUHUYbI A3bl-
K0B020 0DecneueHust aHeNosA3bIYHO20 JUHEBOKYIbIYPHO20 CYeHapusi peKiamHou desmenvHocmu. Ocoboe HuMaHue
yoensemcs Cmpykmype cl08 U C1080COYemanutl, ommedaemcs npeobnaoanue pazoeibHO0POPMAEHHBIX HOMUHATNUEG-
HbIX eOUuHUY Cpeou sI3bIK0B020 00eCneueHUss aHaIu3Upyemozo cyerapus. [lenaemcsi 8vl800, YMo CLOBOCOUEMAHUs
PA3HOU CmeneHuy YCmoudugocmuy 8biCynaiom 8 Kauecmee HOMUHAMUBHbIX eOUHUY Yauje, yem omoenbHble Clo6d.

Kniouegvie crnosa u ¢ppaszvl: HOMUHATUBHBIE €AWHUILIBI; JIMHTBOKYJIBTYPHBIN CliEHApUil; coueTaHHEe CIIOB; HAUMEHO-
BaHME; JIUHI'BUCTHYECKOE 00eCIICUeHHE.

BeasikoBa Oabra BaragumMupoBHa, K. GWIOIN. H., TOIECHT
AugexcanaposBa 'anuna HukonaeBna, k. guton. H.
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HOMMWHATHUBHBIE EJJUHUILIBI IMHIT'BUCTUYECKOI'O OBECIIEYEHU A
AHI'VIOA3BIYHOI'O JIMHI'BOKYJBTYPHOI'O CLIEHAPUA «B PEKJIAMHOM ATEHTCTBE»

JIMHTBOKYJIBTYpa HaXOIUT CBOE MPOSBICHHUE B MOBTOPSIOIIUXCS CUTYAlUIX, XapaKTEPU3YEMBIX CTCPEOTHITHBIM
JIMHTBUCTHYECKUM BOTUIOMEHUEM [1, c. 66], 1 COCTOUT M3 MHOXECTBA JTUHTBOKYJIBTYPHBIX CIIEHAPHEB, KOTOPHIC
MIPEJCTABIAIOT COOOH MHBAapHAHTHI KJIACCA TUIIOBBIX CHUTYallWH HAMOHAIBLHOW KyJIbTYpPHI U CYIICCTBYIOT KaK B CO-
CTaBe KYJIbTYpBbI, TaK U B ()OHOBBIX 3HAHHUSIX HOCUTEJIEH JTaHHOTO si3bIKa [4, c. 109].
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[ToroOHBIE TOBTOPSIOMIMECS 3aKOHOMEPHOCTH CYIIECTBYIOT B IMAMSTH YEJIOBEKA, OTPaXkast IPEAMETHI U SBJICHHS
BHEIITHETO MHUpPA, U MTOKAa3bIBAIOT, KaK 00padaThIBaeTCs A3bIKOBas MH(QOPMAIHS, HO B TO KE BpEeMs OHH MOTYT OBITh
MIPECTaBICHEI U B (JOPMAIM30BAHHOM BHJE. B 3TOM ciydae oHHM XapaKTepH3YIOT pa3iNdHBIE S3BIKOBEIC YPOBHH,
K KOTOPBIM MOXHO OTHECTH MOP(OJIOTHUYCCKIIA U CHHTaKCHYCeCKuid. IHBIMU CITIOBaMU, Y CIICHAPHSI €CTh JIMHTBUCTH-
4yecKkasi 4acTh, B COCTaB KOTOPOM BXOJSAT HAMMEHOBAHUS, THIIOBbIE (POPMYIMPOBKU U POJIEBbIC PEIUIMKHU, PU STOM
HAaMMEHOBAHUS SIBIITIOTCSI OCHOBHBIMH HOMUHATUBHBIMU CIMHUIAMH, T.C. I3bIKOBEIMH BBIPOKCHHSIMH, PEIIPE3CHTH-
pytomumMu pparMeHT AeHCTBUTENBHOCTH KaK KJIAcC MPEIMETOB.

Ha nauHbIit MOMEHT TipoOneMaTHKa, CBSI3aHHAS C JTMHTBOKYJIBTYPHBIMU CIICHAPHSAMH, MaJio pa3paboTaHa, XOTsS
uMeeTcs LeJbli psif paboT, MOCBSIICHHBIX JIMHIBOKYJIbTYPHBIM CIIEHapusM. Bomnpocskl, cBsi3aHHBIE C OMUCAHHEM
JUHTBOKYJIBTYPHBIX CLEHAPUCB, paccMaTpuBaroTcsa B padotax O. B. bemskosoii, I'. H. Anexcannposoii, B. B. Hu-
kutuHo#, B. M. Casunikoro u O. A. Kynaesoii, JI. B. UBuno#i, nmpoananu3upoBaHbl 6a30Bbie KOMIIOHEHTHI CIIEHA-
pHEB U 3aKOHOMEPHOCTH HX S3BIKOBOTO BOILIOMICHUSA. K mpuMepy, YCTaHOBIIEHO, YTO, C OMHOW CTOPOHBI, IMHTBU-
CTMYECKUI CLEHApUil BKIIOYAET Psiji KOMIO3UIMOHHO-CTPYKTYPHBIX OJIOKOB, & C JAPYroil CTOPOHBI, peaau3yercs
KaK IMOCIIeIOBATEIPHOCTE ONPECIICHHBIX, CBI3aHHBIX MEKAY co0oif dTamoB. Tem He MEeHee I JaTbHEeHIed Bepu-
(UKanuK BBISBICHHBIX 3aKOHOMEPHOCTEH W JJIsl TOJydeHUs] HOBOHW, OoJiee MOJHOM MH(GOPMAIMH O CLEHAPHIX
HE0O0XOIMMO U3ydaTh CIeHapHBIE PpEiMBI pa3IMIHBIX cep ACITEIEHOCTH.

AKTyalbHOCTb MCCIIEOBaHUS 00YCIIOBIIEHAa TEM OOCTOSTENBCTBOM, YTO BCE OOJIBbILE JIIOJEH B Pa3HBIX KHU3HEH-
HBIX CHTYallUsAX CTAJKUBAIOTCA C HEOOXOTUMOCTHIO OCYIIECTBICHHS PEUEBOTO OOIICHWS HAa HEPOIHOM S3BIKE
B paMKax TOTO WJIM MHOTO MHOKYJIBTYPHOTO CIEHApus, ¥, COOTBETCTBEHHO, 3HAHHWE U YMEHHE aJIeKBaTHO YNOTpeO-
JSTh HOMHHATHUBHBIE €IWHHUIIBI COOTBETCTBYIOUIETO CIIEHAPHS MMOMOTAeT CIPOTHO3WPOBATH IOBEICHHE CyOBEeKTa
B PEYEBOM CpeJie U MOBBIIIAET €ro aHIJIOA3BIKOBYIO0 KOMIETEHIIUIO.

B xauectBe 00bekTa M3yUECHHUS BBIOpAH aHTJIOS3BIYHBIN JIMHTBOKYJIBTYPHBIN CIIEHAPHA PEKIAMHOM JesSTeIbHOCTH,
a B Ka4ecTBe MPeIMEeTa — er0 CTPOCHUE U COCTaB SI3BIKOBOTO 00ecleueHHs. DTOT BBIOOP HE SBIIETCS CIydaiHbIM, BEJb
cdepa pekiiaMbl MPEACTABISIET HHTEPEC KaK VIS MpeIIpHHUMATENeH, 3aKa3bIBAIOLINX PEKJIAaMHbIE OOBSIBICHUS B pe-
KJIAMHBIX areHTCTBAX, TaK U IUIS MIOKYIATENeH, SIBISIOMINXCS BOCIIPUUMYUBBIMHE K OTIPEICIICHHBIM BUIaM PEKIIaMBL.

AHTJIOSM3BIYHBIN JTMHIBOKYJIBTYPHBIH CIIEHApUH PEKIaMHOI NesTebHOCTH paHee He CTAHOBHIICS OOBEKTOM IO-
IOOHOTO HMCCIIENOBAHUS, YTO TOBOPUT O OECCIOPHOW HOBHW3HE MPEIANPHHITOTO HCCICAOBAaHUS, LENb KOTOPOTO —
oInucaTh M MPOaHaIU3UPOBATh HOMHUHATHBHBIC €IMHUIIBI SI3EIKOBOTO 00ECIICUSHHUS aHTIIOSI3BIYHOTO JIMHTBOKYJIBTYP-
HOTO cIeHapus «B pexiiaMHOM areHTCTBE», COCTABICHHOTO HA OCHOBE THUIOBBIX TEKCTOB, OTOOpAaHHBIX W3 ayTEH-
TUYHBIX MOCOOMH W cioBaped. B 3amaunm MaHHOTO MCCIICIOBAHHS BXOJIUT CO3JIAHHE AHTJIOSN3BIYHOTO JIMHI'BOKYIIb-
TypHOTO clieHapusi «B pexiiaMHOM areHTCTBE»; WHBEHTApHU3aIMsi M CHCTEMAaTH3allisl HOMUHATHBHBIX €IMHUI] €ro
JIMHTBHCTHYECKOTO OOCCIICUCHNUS; BBUIBICHHE HMX CTPYKTYPHO-CEMaHTHYECKHX OCOOCHHOCTEH M IMPOJIYKTUBHBIX
CTPYKTYPHO-CEMaHTUIECKUX MOIETICH.

OOpaleHne K HOMHMHATUBHBIM €JMHHLAM BBIICYTIOMSHYTOTO CLIEHApHUs IIOMOXET IPOJIEMOHCTPUPOBATD CIICIIH-
(HKyY ero sI3BIKOBOTO 00ECIICUCHHMS, YTO CACIACT PEeUb IPOIYIICHTOB MHOSI3BIYHOTO BBICKA3hIBAHNUS OOJee MPpaBUIbHOM.

Kak yxxe OBIIO OTMEUYEHO, B KadecTBE 0a30BOM HOMHHATHBHOW €IUHHIIBI KYJIBTYPHOTO CIIEHAPHUS BBICTYIACT
HauMeHOBaHWe (PparMeHTa HIKCTPAIMHTBUCTUYECKOW peaibHOCTH. HanMeHOBaHMS — «S3bIKOBBIE BBIPAKEHHS C I10-
HATHAHO-KOHCOIUIUPYIOWIECH (PYHKIMEH, MPeCTaBISIONEeH co00i eIMHCTBO MPU3HAKOBOM XapaKTEPUCTHKH U (UK~
cupoBaHHOU pedepeHtm» [2, c. 136], KOTOpbIe HAXOIAT CBOE S3BIKOBOE BOIUIOIICHHE B CJIOBAX, CIOBOTPYIIMAX,
TEpPMHHAX, IMEHAX COOCTBEHHBIX, Y3yalbHBIX CINHUIIAX WM CAMHUIAX, HIMEIOMINX OKKa3HOHAIBHEBIN XapaKTep.

[TpoBeneHHbIIT aHANU3 SA3BIKOBOIO 00ECIIEUeHHUS IOKA3bIBAET, YTO JIOCTATOYHO 3HAYMTENbHAS YaCTh HOMHHATHB-
HBIX enuHuIl (37% OT o0Imeii BEIOOPKH) MOXKET OBITH OTHECEHA K OJTHOCTIOBHBIM (IIETFHOO(OPMIICHHBIM) SI36IKOBBIM
HOMHHATOpaM. DTO CJIOBA, CBSI3aHHBIC C PA3IMYHBIMHM aCIEKTaMH PEKJIaMHOM NEeSITENbHOCTH: XapaKTePUCTUKH pe-
KJIAMHBIX OOBSBICHUN ¥ OCOOCHHOCTH MX BOCIPUATHS KiIMeHTaMu: involving (eoenexaiowuil) [6, p. 161], periodic
(nepuoouuecxuir) [8, p. 1109]; meToap! U puemMsbl pekiambl: commercial (pekiamnoe coobujeHue Ha paouo uiu me-
nesuodenuut) [6, p. 471, hoarding (pexnamneiii wyum) [Ibidem]; kirodeBbie MOHATHS cephl peKIaMHO NesITeTbHOCTH:
decay (cnudicenue yposHs 3HAHUS PEKIAMbL CO 8peMeneM nocie npekpawenus ee pasmewenust) [8, p. 381], exposure
(oxeam yenesoii ayoumopuu) [Ibidem, p. 518]; mepedeHp AeHCTBYyOMMX JHIL: buyer (cneyuanucm no nokynke pe-
raamwr 6 CMH) [Ibidem, p. 199], consumer (nompebumeny) [Ibidem, p. 316] (3mech u aajnee mepeBoj] aBTOPOB
crateu. — O. B, I'. A., Y. H.).

ITo GosplIelt YacT 3TO CyLIECTBUTENbHbBIE, 00J1aJal0l1e BHICOKUM HOMUHATUBHBIM ITOTEHIIMAIIOM U TOYHO OT-
pakaromue XapakTepUCTUKHA 00BeKTa. J[eHCTBUTEIBHO, «CYIICCTBUTENFHBIM CBOWCTBEHHA a0CONIOTHAS HOMHHA-
TUBHasl 3HAYMMOCTb, HECKOJILKO OCJIa0JIeHHas y OCTaJbHBIX HOMUHATUBHBIX YacTei pedr, 00IaJalonIuX CHIYKSCHHON
CIIOCOOHOCTBIO TIEpeIaBaTh COAEPKAHME MPOUHX JacTe peuwn» [5, ¢. 95-96].

O/IHOKOMITOHEHTHbIE HOMMHATUBHBIE €AMHUIIBI PACCMATPHUBAEMOTO CLIEHApHsI B OCHOBHOM IPE/ICTABIICHBI OJTHO-
KOpHEBBIMU WK adukrcanbHbIMU cioBaMU. OJHOKOPHEBBIX CIIOB BEChbMa HEMHOTO: reach (oxeam yenegou ayou-
mopuu) [8, p. 1231], frame (kunoxadp) [Ibidem, p. 594] u Hekotopsie apyrue. [1o Bcell BUANMOCTH, CTPYKTYpa O
HOKOPHEBOTO CJIOBA JaJIEKO HE BCET/Ia MO3BOJISIET BBHIPA3UTh BCE aCIEKThI 3HAYEHUS CJIOBA, U, KPOME TOTO, CJIOBap-
HBIA COCTAB aHTJIMICKOTO SA3BIKA MOTIOJTHACTCA HE 32 CYET HOJO0HBIX CIIOB.

CnoBa, oOpa3zoBaHHbIEe ¢ TOMOLIBIO0 a(PUKCOB, MPECTaBICHBl BecbMa pa3Hoo0pa3Ho. Bo-mepBhIx, 3T0 areHTHB-
Hble OTIJIArOJbHBIC CYIICCTBHUTEIbHBIC, 00O3HAUYAMONIME HOCHTENEH MO3UIIMOHHBIX pOICH: sponsor (cnoucop)
[Ibidem, p. 1441], publisher (uzoamenv) [Ibidem, p. 1198], promoter (nponacaroucm) [Ibidem, p. 1188]. Bo-BTopbIX,
9TO CYILECTBUTEIBHBIE, 0Opa30BaHHBIE C TIOMOIIBIO MPOAYKTHBHBIX Cy(D(PHUKCOB, TAKKX, KaK -iON, -al, -age, -ency, NoMo-
rarolmx 00pa3oBarth CJI0Ba C OTBICYCHHBIM 3HaueHHeM: circulation (mupaxc) [Ibidem, p. 256], coverage (oxeam yenegoii
ayoumopuu) [Ibidem, p. 341], frequency (konuuecmeo rommaxmoe ayoumopuu c¢ pexnamoir) [Ibidem, p. 599].
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Onu 3a cyet 0coOeHHOCTEH yroTpeOneH s CyPPUKCOB TIO3BOJISIOT BBHIPA3UTh 0a30BbIC MOHATHS Cephbl PEKIAMHON Jies-
TEJILHOCTH B JIOCTATOYHOI Mepe U B TO € BPeMsl OTIIMYAIOTCS] CEMaHTHYECKOH EMKOCTBIO U KPaTKOCTBIO.

B-TpeTbux, BecbMa pacmpoCTpaHEHbI CYIIECTBUTEIbHBIC, 00pa30BaHHBIE OT IJIAroJIOB C ITOCIEJIOTaMH IIyTeM
koHBepcuu: blow-up (yeenuuennoe uzobpasicenue) [Ibidem, p. 149], layout (maxem) [Ibidem, p. 852], throwaway
(pexnammorii rucmox) [Ibidem, p. 1563]. Takoit croco0 MO3BOISAET CIKOHOMHTE YCHJIMS TOBOPSIIETO ITYTEM HCIIOJb-
30BaHUs Yy)K€ IPUBBIYHON JICKCHYECKOW €AMHUIBI. B-4eTBEepTHIX, BCTPEUYArOTCS CYIECTBUTEIbHbIE, 00pa3oBaHHbIC
OT MpWJIAraTeIbHBIX B pe3ysibTaTe cyOcTaHTuBanuu: a weekly [Ibidem, p. 1690], a daily [Ibidem, p. 365]; a Takxe
MHOTOYHCIICHHBI CIIy4adl YHNOTpPEeOJIEHHs OTIJIarojbHOTO CYIIECTBUTEIHHOTO, BBIPAXKAIOIIEro COOBITHIHOE 3HaYe-
nue: tracking (coop u ananus ungopmayuu o nonvzoeamensx) [Ibidem, p. 1588], posting (packneiixa niakamos)
[Ibidem, p. 1157]. IlogoOHBIE cay4an CBHACTEIBCTBYIOT O HACTOSTEIFHONW HEOOXOIUMOCTH CKOHIEHTPHUPOBATHCS
MMEHHO Ha AESITEIbHOCTHON COCTaBIISIIOLIECH [IEPEUNCICHHBIX TIOHATHIH.

Kpome TOro, 10CTaTOYHO MHOTO M TEX OJAHOCIOBHBIX HOMHHATOPOB, KOTOPBIE, HECMOTPS Ha LIEIbHOO(DOPMIICH-
HOCTb, OTJIMYAIOTCSI HEOAHOPOAHBIM COCTaBOM. Peub HET O CIIOKHBIX CJIOBaX, CPEIH KOTOPHIX MPE0OIaatoT CI0XK-
HBIE CYIIECTBUTENbHbIE (catchphrase (bpockoe pexnamuoe obwvsenenue) [Ibidem, p. 225], storyboard (packao-
poeka)) [Ibidem, p. 1475]. Kak mpaBuiio, 3T0 cjioBa, 00pa30BaHHBIC C IMOMOIIBIO COIMOJIOXKCHUS OCHOB. B TO ke
BpeMs HECKOJIBKO peske BCTPEUAIOTCS CI0KHBIC TIaroisl (fo broadcast (mpauciuposams no paouo)) [Ibidem, p. 180]
U CJIOKHBIE TTpUIaratenbHble (eye-catching (6pockuil), money-saving (s3xonomuunsiit)) [6, p. 49].

[To-BUIMMOMY, PacIpOCTPAHEHHOCTh IOJOOHBIX HOMHHATHUBHBIX SIHHUI OOYCIOBJICHA TCHICHIMEH K 3HA4YH-
TEJILHOM CEMaHTHYeCKOW CIasHHOCTH KOMIIOHEHTOB JIByXKOMITOHEHTHBIX CJIOBOCOYETAHHU W, KaK CIEACTBHE, TCH-
JCHIMHU K IPEBPAICHUIO B OJHOCIOBHYIO ¢AMHHMIYY. Bce BBIeymoMsHyTOe CBA3aHO ¢ GeTHOH MOPQOIOrHIeCKOi
0(pOPMIICHHOCTBIO CJIOB B aHTJIHICKON peun. VHBIMH CIIOBaMH, CIOBOCOYETAHHE MPECTABISICT COOOHl OCHOBY
IUISL CO3aHMS OHOCIIOBHOTO HaMMEeHOBaHHMs [3].

OnHako, KpoOMe OT/ENBHBIX CJIOB, ITMPOKO MPEZCTABIICHBI B JIMHIBUCTHYECKOM 00ECIIEYeHNH aHAJIM3UPYEMOTO JIMHT -
BOKYJIbTYPHOTO CIICHAPHS HOPMATHBHO- M CHCTEMHO-YCTOMYHMBBIC COUCTaHWs CIOB: celebrity endorsement [9, p. 24]
(pexnamuposanue moeapa snamenumocmsmu), word-of-mouth advertising [6, p. 47] (pexiama uz ycm 6 ycma).

Ha ux mosto nmpuxoautest okoiio 53% ot o01iero ynciia HOMHHATHBHBIX €IMHUL] TAHHOTO CLIEHAPHS.

OTMeTHM, YTO CHCTEMHO-YCTOWYMBBIC CIIOBOCOYETAHUS SIBIAIOTCS SAMHULAMH S3bIKA, K HUIM MOXXHO OTHECTH
(pazeonoruzmsl, (hpazeoMaTH3Mbl, COCTABHbIE TEPMHHBI C NPSMBIM 3HayeHHEM. B TO ke BpeMsi HOpMaTHBHO-
YCTOIYMBBIC CIIOBOCOYETAHMS, IIPEACTABIIIOINE COO0H IITAMIIBI U KIIMILE, SBIISIOTCS IIPOCTO JIMHIBUCTUYECKH YCTOMH-
4yuBbIMHU. [10sICHUM, YTO 1MOJI TEPMHUHOM «YCTOHUYHMBBIE COUYETAHHUSD) IIOHUMAIOTCS JIMHTBUCTHYECKH YCTOHYUBBIE CO-
YeTaHus, OSBICHAE U UCIIOIb30BaHHE KOTOPBIX OTPaHHYEHO HOPMOH S3bIKa.

[IpoBeneHHBIN aHAIKM3 S3BIKOBOIO O0OECIIEUEHHsI JIMHIBOKYJIBTYPHOTO CLEHAPHS PEKJIAMHOW IESTENbHOCTH 1103~
BOJIWJI YCTAaHOBHTB, YTO NMPe0OIaJaloT IBYXKOMIIOHCHTHBIE CIIOBOCOYETAHUs, HMEIOIe IMEHHOH Xapakrtep. baso-
BBIM (OIpeaeIsieMbIM) KOMIOHEHTOM MOJOOHBIX CIIOBOCOYCTAHMH, KaK IPaBWJIO, SBISIOTCS CYIIECTBUTEIBHBIE,
a OPEIICNIAIONINM KOMIIOHEHTOM BBICTYIIAI0T IPHYACTHE, IPYroe CYIeCTBUTEIRHOE WM IIpIIaraTebHoe: advertising
media (pexaama 6 npecce), market research (ucciedosanue puinka) [Ibidem], XoTs B paMKax orpaHMYeHHBIX T€Ma-
TUYECKUX TPYMI 0a30BBIM KOMIOHEHTOM MOJKET BBICTYNATh OTIJIArOJBbHOE CyIIecTBUTENbHOE: subliminal advertis-
ing (pexnama, Oeticmsylowas na noocosnanue) [Ibidem].

Hawubonbliiee pacrpocTpaHeHne Cpel JBYXCIOBHBIX COUETAHUI MMEET TaK Ha3biBaeMas OecrpeasioKHas KOH-
CTPYKLHS, 000MMH 3JIEMEHTAMH KOTOPOH SBILFOTCS CYIICCTBUTENBHEIC (phone screen (skpan meneghona)) [8, p. 1334].
Taroke MIMPOKO NPEACTABICHBI CIIOBOCOYETAHUS, HMEHoIIHe CTPYKTYpY A + N (offensive advert (ockopbumenvhas
peknama)) [6, p. 47], Participle I + N (advertising jingle (pexnama ¢ mysvikanehvim conpososxcoernuem)) [Ibidem],
Past Participle + N (satisfied customer (yooenremeopennwiii nokynamenv)) [8, p. 1319].

Kpome TOro, 10CTaATOYHO MHOT'O CIIOBOCOYETAHHM, B COCTAB KOTOPBIX BXOJAT CHHTAKCHYECKH CTSHYTBIC HPEIo-
3UTHBHBIE TPYIIIHI, BHIIONHSIOMME (QYHKINIO ONpEeeIeHus], a OIpeeNIieMbIM CIIOBOM SIBJISIETCS CYLIECTBUTEILHOE
(pop-up advertisements (6cniviearowasn pexnama)) [Ibidem, p. 1152], MHOTO CBEpHYTBIX HOMHHATHBHBIX CIUHHUIIL:
point-of-sale advertising (pexnama na mecme npodasicu) [6, p. 48], a Taxxke UHHIHATIBHBIX abOpeBuaryp: USP /
Unique Selling Point (ynuxanvhoe mopeogoe npeonoscenue) [8, p. 1650]; PR | Public Relations (ces3u ¢ obue-
cmeennocmoio) [Ibidem, p. 1161]. D10 oTpaxkaeT TEHISHIMIO K KOMIIPECCUU HHPOPMAIIHH.

B nenom IBYXKOMIOHEHTHbIC HOMHHATUBHBIC SIMHHULIBI HMEIOT O0JIee CIOKHYIO CTPYKTYPY, YTO MO3BOJISIET UM
OoJiee TOYHO OTPa3UTh CTPYKTYpY 00bekTa HOMUHAIMK. Kpome Toro, oM GoJiee eMKHUE, HO JIaKOHUYHBIE, YTO BECh-
Ma ynoOHO Ayt pedeBoro ynorpediaenus. Ha Ham B3risn, npeodiananne pa3neabHO0()OPMICHHEIX HOMHHATHBHBIX
€/IMHHULI SIBJISIETCS MIPOSIBIICHUEM OOIIEei TeHICHIIMN K SKOHOMUH CPEZCTB BHIPAKEHHUS.

OTMeTHM, 4TO BCTPEYAIOTCS HE TOJNBKO YCTOWYMBBIC, HO U NEPEMEHHBIC CIIOBOCOYETAHHs, HO NaXKe OHU OTIIH-
YaloTCsl HEKOTOPOH yCTOHYMBOCTBIO, KOTOPYIO IMIPUOOPETAIOT 338 CYET MHOT'OKPATHOTO YIOTPEOICHUS.

BaxHO OTMETHTB, YTO TOMHUMO UMEHHBIX CJIOBOCOYSTAHMI B Ka4eCTBE HOMHHATHBHBIX €ANHHUI aHAIU3UPYEMOTO
CLICHApHs IIUPOKO NPEJCTaBICHBl U IJIATOJBHBIE CIIOBOCOYETAHHS, COCTOSIINE U3 IJIarojia M JOTOJHEHUS U IPyI-
MUPYIOIIKECS BOKPYT HEOOIBIIOr0 YHCIA TIarolioB (fo run, to promote, to launch, to place, to target, to develop):

— to run an advert (newamams pexrammnoe oovsenenue 6 2azeme) [7, p. 89];

— to place an advertisement (pazmewams pexnamuoe oowsgnenue) [Ibidem].

[TomoOHBIE CIOBOCOYETAHMUS ONMUCHIBAIOT BaXKHBIC HTAIbBI PabOTHl PEKJIAMHOTO areHTCTBA, OCHOBHBIE NEHCTBU,
COBEpIIAEMble COTPYJHMKAMH U KIMEHTaMH, II03TOMY OOIEe YHCIIO 3THUX CIOBOCOYETAHHH JIOCTATOYHO BEJIHKO,
mpuMepHO 27% OT 00111ero Yrcia JBYXCIOBHBIX HOMUHATHBHBIX €IMHHIL. B KadecTBe yCTaHOBICHHOW 0COOEHHOCTH
TJIArOJIbHBIX CIIOBOCOYETAHHUH CIIEyeT OTMETUTD, YTO, XOTSI O0IIee YUCIIO YHOTPEOIIEMbIX B paMKaxX JJaHHOHW TEMBbI
JIar0J0B OTHOCHUTEIBHO HEBEJIMKO, OHU YacTO MOBTOPSIOTCS B paMKax HUCIIOJIb3yEMbIX CIIOBOCOUETAHUIA:
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— to develop a creative brief (noozcomosums kpamxoe uznodicenue oeaa) [Ibidem];

— to develop a strategy (paspabomams cmpameeuio) 8, p. 1478];

— to develop a media plan (paspabomame nian no pasmeujeHuro pexkiamvl 8 CpeoCmeax Maccosoll uHgopma-
yuu) [6, p. 48].

OTauTeNbHON 0COOCHHOCTRI0 HOMUHATHBHBIX €IMHUI] aHATH3UPYEMOTO CIIEHAPHS SBIISIETCS UCIIONB30BAaHHE KITIO-
YEBBIX CJIOB, IMEIOINX OCHOBHYIO CMBICIIOBYIO Harpy3Ky. [107100HbIe c110Ba BHIMOIHSAIOT (DYHKIMH CJIOBOOOpa30BaTeIlb-
HBIX [[EHTPOB, a TAKXKE UHTEPEC MPEJICTABIISET X BO3MOXKHOE OKPY)KEHHE, T.€. 00pa30BaHHbIE OT HUX CJIOBOCOYETAHHSI.

Bbu10 nopcunTaHoO, YTO YKMCIO HAMMEHOBAHHWH, 00pa3yIoIUX TPYIILy, COCTOSIIYIO U3 KIIOYEBOTO CJIOBAa U €ro
OKpY>KeHUs, BappHupyeTcs oT 2 10 40 B 3aBUCHMOCTH OT CTETIeHH 3HauuMocTH. Hanpumep, cioBa advertising, adver-
tisement (advert, ad) HOMHHUDPYIOT KITFOUEBEIC MOHITHS CIICHAPHS, TIO3TOMY B CIIOBOCOUYCTAHUSIX OHH MPHUCYTCTBYIOT
o 30 u 6onee pas. Cnosa media, target, customer, strategy, product BXOIAT B CIIOBOCOUYETAHUSI, ACTATU3UPYIOLIUE
KITFOYEBEIC IOHATHA, OHU BCTpedaroTcs ot 7 1o 15 pa3. Cnosa research, commercial, campaign o0pa3yroT cI0BOCO-
YeTaHusi, KOTOPbIE XOTS U HE YacTO BCTPEUAIOTCS, HO HOMHHHUPYIOT Ba)KHBIE JJIsI aHAJM3UPYEMOTO CLIEHApHUs KOH-
nentsl. be3ycioBHO, Yarie Bcero HOMHHHPYIOTCS KOHIEITHI, IMEIOIINE s TaHHOH cepsl HanOoIbIlee mpaKTHde-
CKOE 3HaueHHE, M KaXKJI0€ CJIOBO, SIBIISIONIEECS] IEHTPOM TaKOW IPYIIIbI, COCTABISIET OCHOBY JUIsi 00pa3oBaHUs psijia
cioBocodeTaHnil B pamkax creHapus (Taomuma 1).

Taéauua 1. Kroueswvle crnosa 6 PaAmMKaAxX JUHS6UCMUYECKO20 obecnevenuss aH2noA3bIYHO20 JIUHCBOKYIbMYPHO2O CYEHapUus
«B PEKIAMHOM azeHmcmee)

KiioueBoe cii0Bo Yucj10 coyeTaHMii CJI0B, COCTABJISIIOIINX OKPYKeHHE KJIIOYEBOro CJI0Ba
Advertising 40
Advertisement (advert/ad) 38
Target 8
Customer 15
Media 7
Strategy 7
Product 10
Research 5
Commercial 4
Campaign 3

B 1esnom Hanbosiee 4acT0 HOMHHUPYIOTCS T€ TIOHSATHSI, KOTOPbIe MMEIOT IS IAHHO# cepbl HanOOIbIlIee 3HAUCHHE,
U B MEHBIIICH CTETCHU — T¢, KOTOPHIC HIPAIOT BCIIOMOTATEIbHYIO posib. Kak pe3ynpTar, KIIFOUYEBhIC CIIOBA SBIISIOTCS
OCHOBOU MPOJYKTUBHBIX CTPYKTYpPHO-CEMaHTHUYeCKUX Mojenel. [IpuBenem npumepsr:

1) advertising + (noun) [smth. pertaining to advertising]

advertising leaflet (pexnamnasn rucmoska) [Ibidem, p. 47];

2) media + (noun) [smth. pertaining to media]

media plan (naan no pasmewenuio pexiamvt ¢ CMH) [7, p. 89];

3) (adjective) [advertising type] + advertising

subliminal advertising (pexaama, eozdeiicmeyrowas na noocosuanue) [6, p. 47];

4) (adjective) [characteristics of an advertisement] + advertisement

informative advertisement (ungpopmamuenas pexiama) [Ibidem];

5) (noun) [research type] + research

qualitative research (kawecmeennoe ucciedosanue) [8, p. 1213];

6) target + (noun) [smth. pertaining to target]

target customer (yenesoui noxynamenv) [7, p. 89];

7) (adjective, past participle) [a kind of a customer] + customer

prospective customer (nomenyuanbHwlll nokynameins) [6, p. 48];

8) (noun) [type of campaign] + campaign

ad campaign (pexnamnas kamnanus) [Ibidem, p. 47];

9) (noun, adjective) [type of commercial] + commercial

TV commercial (pexnamuviti ponux nHa menesudenuu) [Ibidem].

[pencTaBneHHble 3/1ech 00pa3Ibl UMCIOT YCTOHYMBBIA M CIA0OYCTOWYMBBIN Xapakrep. DTO NBYXKOMIIOHCHTHBIC
CTPYKTYPHO-CEMaHTHYECKHE MOJIENH ¢ 6a30BBIM MMEHHBIM KOMITOHEHTOM, KOTOPBIE JIETKO BHIOM3MEHSIOTCS 38 CUET Iie-
PEMEHHBIX KOMIIOHEHTOB. B paMKkax JTHHTBOKYJIBTYPHOTO CIICHAPHS TAKHE COUYCTAHMS JICTKO ITOJIBEPralOTCs YCBOCHHIO.

Takum 00pa3oM, B HCCIEIOBaHWM pPa3pabOTAHO OMHCAHHWE JIMHIBOKYJIBTYPHOTO clieHapusi «B peknamHoM
arcHTCTBEY, MPOBE/ICHA MHBEHTAPU3AIIU M CUCTEMAaTHU3allMsl HOMAHATHBHBIX €IWHHUIL. BbuUla BBISBICHA CHHTAKCHYCCKAs
CTPYKTypa HaUMEHOBAHMIA, OIMCAHbI €€ OCHOBHbBIC THIIbL. B 4aCTHOCTH, YCTAHOBICHO, YTO OTAENBHBIC CIIOBA YIIOTPEO-
JISIOTCSl HECKOJIBKO PE’Ke, YEM CIIOBOCOYETAaHHS PA3HOM CTENEH! YCTOIYMBOCTH, YTO KOCBEHHO IMOATBEPIKIACTCS U3yde-
HHEM HOMHHATHUBHBIX CIAMHHUI] AHAIM3MPYEMOTO CIEHApus, e OONBIIYI0 YacTh YCTOMYMBBIX M IONTYYCTOHYHBBIX
HaVMCHOBAHUH SJICMEHTOB CLCHAPHUS COCTABILIIOT JBYXKOMITIOHCHTHEIC Pa3IeIbHOO(POPMIICHHBIC CIUHUIIBI C OIpere-
JISIEMBIM UMEHEM CYILLECTBUTENBHBIM, a [eIbHOO(POPMIICHHBIE YaCTO UMEIOT CIIOKHOCOCTAaBHOM xapakTep. OTMevaercs,
YTO UMEHHBIE CIIOBOCOYETAHMS KaK 0oJjiee JJaKOHHYHEBIC paclipOCTPaHEHBI B OOJIBIICH CTETICHH, YeM TriaroiabHbie. O0-
paleHre K Takoi 0COOEHHOCTH aHAM3UPYEMbIX HOMUHATUBHBIX SIUHUI] KaK UCIIOJIb30BaHUE KITIOYEBBIX CJIOB I103-
BOJTHJIO BBISIBUTH MPOJYKTHUBHBIE CTPYKTYPHO-CEMaHTHYECKUE MOJICIIH, MPEACTABIISIONINE CO00# IBYXKOMIOHEHTHBIE
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MOJCIIM C OCHOBHBIM MMCHHBIM KOMIIOHCHTOM. B OEJIOM OTMEYCHA TCHACHIUA K DKOHOMHHU PEYCBBIX yCI/I.HI/Iﬁ U KOM-
npeccun I/IH(l)OpMaHI/II/I B cq)epe HOMHWHATHUBHBIX €JUHUILL IPOAHATIN3UPOBAHHOT'O CIICHApHs.
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NOMINATIVE UNITS OF LINGUISTIC MEANS
OF THE ENGLISH LINGUOCULTURAL SCENARIO “IN AN ADVERTISING AGENCY”
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The article reveals the notion “nominative unit” in relation to the linguistic means of a linguocultural scenario. The purpose
of the study is to describe and analyse the nominative units of the linguistic means of the English linguocultural scenario of ad-
vertising activity. Particular attention is paid to the structure of words and word combinations. The predominance of formally
separate nominative units among the linguistic means of the analysed scenario is noted. The authors conclude that word combina-
tions of varying degrees of stability act as nominative units more often than individual words.

Key words and phrases: nominative units; linguocultural scenario; word combinations; nomination; linguistic means.
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The paper presents the results of a research project conducted in January 2017 among the members of a few Fa-
cebook and Quora groups dedicated to Scottish culture. The research aimed at exploring public awareness
and perception of the so called traditional Scottish child naming patterns and identifying the socio-cultural factors
that influence naming practices in modern-day Scotland. After the traditional Scottish onomastic patterns had been
identified and the Scottish naming pool defined, the findings of the online survey were analysed and juxtaposed
to the official statistics. The research project results confirm that there is evidence of the ongoing reinventing
of the Scottish naming traditions.

Key words and phrases: socio-onomastics; anthroponymic praxis; Scottish naming pool; traditional Scottish naming
patterns; Scottish naming practices.
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SCOTTISH NAMING TRADITIONS: A NEW TURN

1. Introduction and Preliminaries

Socio-onomastics is a rapidly developing sub-discipline within onomastics. Unlike traditional onomastics, which
has largely focused on the etymology and typology of names, socio-onomastics looks at how names are used
in the societies in which they were created, and how they function as a part of natural language, raising many perti-
nent questions on the role of names in the construction of social and cultural identities. Research on the name
as a socio-cultural phenomenon, such as the study of attitudes and stance towards names and naming practices,
is regarded one of the most relevant today. This determines the topicality of our research whose main objective
isto explore people’s attitudes towards Scottish naming traditions in present-day Scotland. Our contribution
to the previous research lies in the examination of the current developments in the Scottish anthroponymic praxis.



