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RU KOHCY6CTaHLI,MOHa}'IbHOCTb dHIMMoA3bl4HbIX TEPMUHOB 6peH,£I,MHI'a

3eHbko M. .

AnHomauyus. 1enb MccaeToBaHKS 3aK/TIOUAETCS B BBISBIEHUM KOHCYGCTaHIMOHATIbHOCTY aHTIOSI3bIYHBIX
TePMUHOB OpeHIMHTa, GYHKIMOHAILHO OIpaHMUYEHHON paMKaMM OFHOTO MOAbsA3bIKa. HayuHass HOBU3HA
MCC/IeIOBaHMsT COCTOUT B TOM, UTO BII€PBbIe Ha OCHOBE MPMBJIEUEHNST Pelipe3eHTaTUBHBIX KOPITYCHBIX JaH-
HbIX BBISIBJIEH HOBBIVi BUJ KOHCYOCTAHIIMOHAIBHOCTM TEPMUHOB - KOHCYOCTAHIIMOHAIBHOCTD, (QYHKIIMO-
HaJbHO OTpaHMYeHHass paMKaMM OJHOTO IOADbSI3bIKA; BIIEPBble OMMCAHA HAIllMOHAJbHAS crelyuduKa
OCMBIC/IEHMSI TePMMHOJNIOTMM 6GpeHAuHTa. B pesynabTaTe BbISBAEHbI KOHCYOGCTaHIMOHATbHbIE TEPMUHBI
OGpEeHIMHTa, KOTOPbIE B TPAHMIIAX OJHOTO IMOIBSI3bIKA MYHKIIMOHMUPYIOT KaK B TEPMUHOIOTMYECKOM 3HAUEHUM,
Tak ¥ B O6IIEeyNOTPe6UTETbHOM U IMePeHOCHOM 3HAaUeHUsIX. YCTAHOB/IEHO, UTO B paMKax sI3bIKa JIJIs CIie-
IIMaIbHBIX LIeJiell TepMUHOIOTHS OGPEHIMHTA B AOCTATOYHON cTereHu yHubUIMpoBaHa. BmecTe ¢ TeM OT-
MeueHa aKTyalIu3alus onpeaeaeHHbIX MTPU3HAKOB MMOHSATHIA, KOTOPbIE HAILIUTM OTPaskeHue U B UX AeduHM-
LMSIX, TIPEJCTABIEHHBIX B OQUIMATBHBIX JOKYMEHTAX OTJETbHBIX PETMOHOB, M B KOHTEKCTAX, PEMpe3eHTH -
PYIOIIMX TOMBSI3bIK TPEeIMETHOI 006JacTy 6GpeHAMHTa. B cTaThe mpoBefeH me@UHUIIMOHHBI U KOHTEK-
CTYaJIbHBIN aHaIN3 TEPMMUHOJIOTUY OpPEHOMHIA; COMOCTaBJIEHbI OOIIEYIOTPeOUTEbHbIE U CIIeLMATbHbIE
3HAUEeHUsT 11eJIeBbIX HOMMHAIIMIA, 3HAUE€HMS] TEPMMHOB B SI3bIKE /IS CIIelMa/IbHbIX 1IeJieii M B TeKCTax, pe-
TIpe3eHTUPYIONMX MO bSI3BIK TPEAMETHO 06/1aCTV OPEHAVHTA.

en| Consubstantiality of English-Language Branding Terms

Zianko M. I.

Abstract. The study aims to identify the consubstantiality of English-language branding terms functionally
limited by one sublanguage. The study is novel in that it is the first to identify a new type of consubstantia-
lity of terms using representative corpus data, i.e. the consubstantiality functionally limited by one sub-
language; to describe the national specifics of branding terminology comprehension. As a result, consub-
stantial branding terms, which function both in the terminological meaning and in general and figurative
meanings within one sublanguage, have been identified. It has been found that branding terminology is suf-
ficiently uniform within the language for specific purposes. At the same time, the researcher notes the ac-
tualisation of certain features of the notions that are reflected both in their definitions presented in official
documents of individual regions and in the contexts representing the sublanguage of a branding domain.
The paper carries out a definitional and contextual analysis of branding terminology; compares general and spe-
cial meanings of the target naming units; the meanings of the terms in the language for specific purposes
and in the texts representing the sublanguage of a branding domain.

BBenenue

Kaskmast mpemMeTHast 06J1aCTh 3HAHUI, B TOM UMCIe GPEHIMHTA, OTIEPUPYET CIEeIMaTbHbIMY JTEKCUYECKUMMU eIy -
HULIAMM, KOTOPbIe CJIY>KAT LieIsSiIM HOMUHUPOBAHUS TIOHSATUI, UX OCMBICTI@HUS U Tlepeadyy B X0Jle KOMMYHUKALIUN.
OYHKIMOHATBHOM chepoit TakKuUX eOVHUI] MPUHITO CUUTATh IPeIMETHO-OTPAaHUYEHHbIE TIOIBSA3BIKM U S3BIKU
IUTS crielasbHbIX 1eseit (SICLL), KoTopble MPOTUBOIOCTABIISIIOTCS OGIIEUTEPATYPHOMY SI3BIKY (ABepOyX, 2006, c. 15-26;
Anthony, 2018). B maHHOJi cTaTbe IOJ, MOABSI3BIKOM ITOHMMAETCSI «UaCTh €CTECTBEHHOTO SI3bIKA, OIMCHIBAIOLIETO
omnpeeeHHYI0 TTpeIMeTHYIO 06/1acTh (OHTOJIOTHUIO), HEe MMEIOIIYIO JeKCUKO-IpaMMaTUUYeCKUX orpaHuueHuit» (Xo-
myToBa, 2008, c. 99). IToHATHE ‘TOABS3BIK’ BKIIOUAET KaK SI3bIK JJIS CITEIIMAIbHbIX 1eJIei, «ONMMChIBAIONINIA CIIely-
aJIbHOe 3HaHMe B JaHHO MpeaMeTHO 06/1acT», TaK U SI3BIK JJIsT OOIIMX 1IeJieii, «OMMUChIBAIOIINII OObIIEHHOE 3HA-
HMe B TaHHOJI TTpeIMeTHOI1 ob6acTu» (XomyToBa, 2008, c. 99).

TTOCKOJIBKY SI3BIKU IS CIIEIMAaIbHbIX 11eJIeii HaXOASTCSI B TIOCTOSTHHOM B3aMMOZENCTBUM C OOIIeyIIOTPe6UTE b-
HBIM SI3bIKOM, TPAHMIIA MEXAY CITelaTbHOM M HeCreMaIbHOM JIEKCMKOI OKa3blBaeTCsl BeCbMa MOJBYDKHOM. C OHOIM
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CTOPOHBI, CIeNMaIbHbIe CJIOBA MOTYT IE€PEXOAUTh B OOIIEYIOTPEOUTENbHBIN SI3bIK, Tepss MPU ITOM HEKOTOpbIe
13 cBoux cBoiicTB (Meyer, Mackintosh, 2000; Nové, 2018), ¢ Ipyroit CTOPOHBI, 0OIIEyIOTPEeOUTETbHBIE IEKCUUECKIE
eIMHULIBI MOTYT TEPMUHOJIOTM3UpOBaThes (Cabré, 1999, p. 4). Takoe B3auMMOAENCTBME CHEIMATbHOM U 06IIeyIo-
TPeGUTENbHO JTeKCUKY 00YCIOBIUBAET aKTyaJbHOCTh M3YUYEeHUsT BOMPOCA O CYIeCTBOBAHMU CITeLMaJbHbIX HOMM-
HaLMii, yIoTpebsieMbIX OGFHOBPEMEHHO ¥ B TePMMHOJIOTMYECKOM, M B OOMXOZHOM 3HAUEHMSIX, TO €CTh BOIIPOCa
0 KOHCYOCTaHI[MOHATBHOCTY TEPMUHOB.

C LesbI0 BBISIBJIEHUS NMOTEHIMATbHO KOHCYOCTAHIMOHATBHOCTU TEPMUHOB HEOOXOAVMO DEIINTh CAeAyIole
3a7aun:

1. TIpoBect meMHMULMOHHBIN aHAIU3 JISI BBISBIEHUS MOTEHLUMATbHON HAIMOHAIBHONM CrieluduKy B Tpak-
TOBKE MOHSITUIT, HOMMHVMPOBAHHBIX LI€JIEBBIMU JIJI MCCIIeIOBAHMS TePMUHAMMU.

2. TlpoBecT KOHTEKCTYaJbHbIV aHaAM3, OCHOBAHHBII HAa MPUMEHEHUM KOPITYCHbIX JAHHBIX, [T BbISBIEHUS
CeMaHTMUYECKOTO BApbMPOBAHMSI 3HAUEHMIT TEPMUHOB.

3. OcymecTBUTb BHYTPUSI3bIKOBOE COTIOCTaB/IEHNE OOIIEYTIOTPEOUTENBHBIX U CTIELIMATbHBIX 3HAUEHMIA 1eJIEBBIX HO-
MMHALWi1; 3HaueHnii TepMmmHOB B SICLL 1 B TeKcTaX, perpe3eHTUPYIOLIVX ITOIbSI3bIK ITPEIMETHOI 00/1aCTV OpeHIVHTa.

Tt MOCTVSKEHMST TTOCTaBJIEHHOM LeNM TPUMEHSUTUCh TaKyue MeTObl MCCIeA0BaHys, Kak: Ae(UHUIIMOHHBIN aHATN3;
KOHTEKCTYa/IbHbI aHAIN3, OCHOBAHHbII Ha IIPYIMEHEHUY KOPITYCHBIX JAHHbBIX; METOM, BHYTPHSI3bIKOBOT'O COTIOCTAB/IEHNSI.

IToCKOMBKY MEPBUYHBIMM MCTOUHMKAMM CII€LIMATIbHBIX HOMUHALIVI TTPU3HAHbI CIIEI[MabHbIEe TEKCTbI, UCCIEA0-
BaHMe TEPMMHOB U JAPYTOii CIIelaTbHOM JEKCUKY TpebyeT o6palleHus] K perpe3eHTaTUBHOMY KOPITyCy, Cofepska-
1emMy Takue TeKcTbl. C 9TOi 11e/1bio 6bUT cHOPMIPOBAH KOPITYC TEKCTOB, MOAPOGHO OMMCAHHDBIN HAMU paHee (3eHb-
Ko, 2021, c. 81-93). LleseBoi1 KOPITYC COCTOUT U3 JIBYX MOJIKOPITYCOB, B OCHOBY KOTOPBIX MOJIOXKEHBI: 1) oduiiMasbHbIe
JMIOKYMEHTbI, HOCTyIHbIe B 6ase maHHbIXx WIPO Lex (URL: https://www.wipo.int/wipolex/en/index.html), u 2) my6-
qukauumu kypHana WIPO Magazine (URL: https://www.wipo.int/wipo_magazine/en/), mocBsieHHble Ipo6ieMam
6penayuura. Takum o6pa3oM, MepBblIii mogkopiyc penpeseHtupyet SICII, a BTOpoii — MOAbSI3bIK OPEHIMHTA B IIEJIOM.

basza WIPO Lex BK/IIOYaeT MpaBOBbIE JTOKYMEHTHI, Peryaupymwolme chepy MHTEIEKTYaabHO!H COOCTBEHHOCTU
BCeX CTpaH MMpa: 3aKOHbI M TMOJ3aKOHHBbIE aKThl; JOTOBOPBI BceMUpPHOI OpraHU3anyUy MHTEIIEKTYaabHOi C006-
ctBeHHOCTM (BOVIC) M TOTOBOPBI APYTUX CYOBHEKTOB; CymebHbIe pellieHMsT B cepe oXpaHbl MHTEIUIEKTYaIbHO COO-
CTBEHHOCTHU. Bce M3BIeueHHbIe 13 MOAKOPITYca OPUIMaTbHbIX JOKYMEHTOB CIIelalbHbIe eIMHUIbI COITPOBOKIAIOT-
cs1 ieUHULIUAMY MO0 TeUHUPYIOMMMY KOHTEKCTaMM M KPATKUMM TTOSICHEHUSIMMA, UTO MTO3BOJISIET CYAUTH 06 0du-
LIMAIbHO YTBEPKAEHHBIX 06beMaX HOMUHMPYEMbBIX TEPMUHAMY MOHATHIA. TakuM o6pa3oM, crielaabHast JTeKCuKa,
MU3BJIeUeHHas U3 MOAKOPITyca oOUIMaIbHbBIX JOKYMEHTOB, pAaCCMaTPMUBAETCS HAMM KaK TEPMMHBI, 0DUIIMAIBHO 3a-
KpeIieHHbIe 3a MIOHATUSIMU ITPeIMEeTHOM 06J1aCTy GPeHIMHTA.

Bce aHIOsI3pIUHBIE TPUMEPHI B paMKax AAHHOW CTaTbyU COMPOBOXKIAIOTCS CeMaHTMU3alMel, MoJl KOTOPOii Mbl
TTIOHMMAeM <«IIPOIECC M/UIU Pe3yJbTaT SKCIUIMKAIIMY CEMAHTUKM TEPMUHOJOTMUYECKUX €IMHUIL C TTOMOIIbIO Bep-
6GaJIbHbIX ¥ HEBepOaIbHBIX cpencTB» (Komaposa, 2018, c. 3). TIpu ocyiecTB/IeHUM CEMaHTU3alMU CPeACTBAMI PYCCKOTO
SI3pIKa MBI OMMpPaIMCch Ha «BosblIOi 3KOHOMMUECKUii ciaoBapb» mon, penakimeit A. H. AspwmsHa (URL: https://big
economic_dictionary.academic.ru), B KOTOpbIi BKJIIOYEHbI TEPMUHBI MUPOBOJ 3KOHOMUKM U T€PMMHBI HALIMOHAIb-
HbIX 5KOHOMMK ¥ HAIIMOHAJILHOTO MpaBa pasHbIX CTPaH, a TaKke Ha MaTepuasbl pasgena «OduiyanbHas TepMUHO-
nmorusi» (URL: https://official.academic.ru/), KOTOpbIit MO3BOJISIET 03HAKOMUTBCSI C TEPMMUHOJIOTHMEN, ComepsKalleics
B 3aKOHOJATeIbHbBIX JOKYMEHTaxX HallMOHAJIbHBIX U PeTMOHAIbHBIX BedoMCTB Poccuiickoit @enepanmm. CemaHTHU3a-
LISI TEPMMHOB, HECIEeI[MalbHbBIX JIEKCEM U MX 3HAUEHM JaeTcsl B CKOOKaX B OAMHOYHBIX KaBbluKax. KOHTEKCTya/lb-
Hble NPUMepbI COMTPOBOXKIAIOTCSI CeMaHTU3alMelt uepe3 KOCyio YepTy.

Bcero 13 nepBoro nogkopmyca 6su10 u3BjieyeHo 370 TepMMHOB, M3 KOTOPBIX JJIs1 MCCIeL0BaHMsI ObLIO OTOOPAHO
10 TepMuHOB, neUHMPOBAHHBIX B HAMOOJbIIIEM KOIMYeCTBe 0DULIMATBHBIX JOKyMeHTOB 6a3pl WIPO Lex (cm. Tab6. 1).
Takum 06pa3omM, MaTepPUasbl UCCIeTOBAHMS COCTaBUIN 286 medUMHUINIT TTOHSATU, HOMUHMPOBAHHbBIX TEPMUHAMMU
advertisement (‘pexnama’), brand (‘6penn’), brand name (‘Ha3BaHue 6penpa’), label (‘aTukeTtka’), mark (‘3HaK’), pack-
age (‘ymakoBKa’), promotion (‘iponByskeHue’), sign (‘3sHaK’), trademark / trade mark / trade-mark (‘ToBapHbIit 3HaK’),
trade name (‘ToproBoe HauMMeHOBaHMe’); 4778 KOHTEKCTOB YHOTPeOGIEHMS IeJeBbIX HOMUHALMIA B MTyOGIMKAIUIX
skypHana WIPO Magazine.

Ta6anua 1. Yacmomrocmes dedpuruyuti nonsmuii 6peHdurea 8 ouyuansHsix doxymenmax 6asst WIPO Lex

TepMUH / KOTUYECTBO AeVHUIMIT NOHATHSI, HOMUHUPOBAHHOTO TEPMUHOM
trademark /
_adver- brand brand label mark package promo- sign trade mark / trade
tisement name tion name
trade-mark
15 36 15 24 34 19 16 44 73 10

TTpUHIIATI YaCTOTHOCTU Je(dUHULIUI TIpU 0TOOpE TEPMMUHOB [IJIsI aHa/IN3a 00YCJIOBIEH HeOOXOOMMOCThIO BbhISIBIIE-
HMSI TIOTEHIIMATbHOM HAIMOHAIBHOM crielMbUKY B TPAKTOBKE TTOHSTHI, HOMVMHMPOBAHHBIX JAHHBIMY TEPMUHAMM.

AHanu3 nedyHUIMIT TO3BOMMI SKCIUIMIMPOBATh HEOOXOAMMbIE U HOCTATOYHbIE MIPU3HAKM MTOHSITUI, HOMUHU-
POBAHHBIX OTOOPAHHBIMM TEPMMUHAMM, YTO COOTBETCTBYET OOUIIMATBHO 3aKPEIJIEHHbIM 3HAYEHUSIM 3TUX TEPMUHOB
B pamkax SCII. Kpome Toro, neMHUIIMOHHbIN aHa/IM3 ObUT HEOOXOIMM, KaK yke ObIJIO OTMEUeHO BbIIlle, JJISl yCTa-
HOBJIEHUST HAIMUUS JIMOO OTCYTCTBUSI HAIIMOHAIBHOM CIeIMdUKM OCMBICIEHUST TepMUHONIOTUM GpeHauura. C aToit
1IeJIbI0 BCE CIelalbHbIe TEKCThI 13 MOAKOPITyca OPUIMATIbHBIX TOKYMEHTOB ObUIM pacIpefiesieHbl 0 PEerMOHab-
HBIM TpYIIIaM, BbiZieIeHHBIM Ha OCHOBe COOTBeTCTBYyIollei kiaccudurauumyu OOH (Regional Groups of Member
States. URL: https://www.un.org/dgacm/en/content/regional-groups).
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OCHOBY BTOPOTO MOAKOPITYCa, KaK yKe 6GbUIO YKa3aHO BBILIE, COCTABWIN MyOmMKayy obUIMaIbHOTO aHIIOS3bIY-
HOro XypHaysia BOVMIC — WIPO Magazine, ocBeliamIlero TeMaTUKy MHTEJIEKTYaIbHOV COOCTBEHHOCTY B 1IEJISIX ITOIY-
JIIPU3ALMHA CTIeNMaIbHOTO 3HaHus. CrieliManbHast TeKcuKa, GYHKIMOHUPYIOIAs B MyGIMKALIUSIX KypHasa, pacCMaTpu-
BAeTCsl HaMy Kak JIEKCMKa HeKoIMOUIMPOBAHHOIO CJ10SI MTOLbsI3bIKa OpeHAMHra. C Lie/bl0 BBISIBIEHMS CIelVpuUKM
dbyHKMOHNpoBaHusT 10 1eeBbIX I TaHHOTO MCCIeNOBaHUS TEPMUHOB 3a mpenenamu oduimansHoro SICL] 6610
MPOAHAIM3UPOBAHO 4778 KOHTEKCTOB, M3BJIE€YEHHBIX U3 HAYYHO-TIOIMY/ISIPHBIX TEKCTOB COOTBETCTBYIOILIEI TEMaTUKU
skypHana WIPO Magazine mpu oMoty oHnaiiH-uHcTpyMmeHnTa Sketch Engine (URL: https://www.sketchengine.eu/).

PerieHye nocTaBIeHHbIX 33184 CTaJI0 BO3MOXKHO Gy1arofapst TeopeTudeckoii 6ase, peicTaBaeHHO MIpesk/ie BCETo
B Tpymax C.B.T'punesa-I'puneBuya (2008; I'punen-I'puHeBuy, Copokmuna, 2015) u 3. A. Copokunoii (2013; 2021).
Tax, C. B. I'puneB-T'puneBuu (IpuHeB-T'puHeBuy, CopokuHa, 2015) paccMaTpuBaeT KOHCYOCTaHIMOHATBHOCTbh KakK
SIBJIEHME, TIPU KOTOPOM OJTHA M Ta K€ JIEKCUMYecKast e JMHUIIA «MOXKeT UCITOIb30BaThCSI B KAUeCTBE KOMITOHEHTa 001e-
YIIOTPEOGUTETLHOTO SI3bIKA M B KAUECTBE CIEeIMaTbHOM eIVHUIIbI» (C. 57), M OTMEYaeT, UTO «BO BCSIKOI TEPMUHOIOTUN
(IpeIMeTHO 06/IaCTM CHEeUVaTbHOM JIEKCUKY) HEITPEMEHHO €CTh HEKOTOPOE KOIMUECTBO JIEKCUUECKUX eJUHUILL, KO-
TOpbIe BCTPEUAIOTCS KaK B OOBIIEHHOI, TaK U B TPO(eCcCHOHAIbHOM peun — Tak Ha3bIBaeMble “KOHCYOCTaHIMOHAIb-
Hble” TepMMHBI, KOTOpbIe BbI3bIBAIOT s, TPYLHOCTEN IIPU BbIZe/IeHUM TePMUHOIOIMYeCKO JeKCUKYM U3 CI0BAPHOTO
cocrasa s13bika» (I'puHeB-I'puHeBuy, 2008, c. 27).

K Bompocy 0 KOHCYGCTaHI[MOHATBHOCTY TEPMUHOIOTUY YUEHbIe MOIXOIAT C PA3IMYHbIX TOUEK 3peHust. OHU UC-
C/IeloBaTeNy CUMTAIOT KOHCYOCTaHIMOHAIBHBIMY TePMIHBI, MOSIBUBIINECS] B pe3y/IbTaTe 3aMMCTBOBaHMS U3 obIe-
6bITOBOV peun (JanuneHko, 1977, c. 117), apyrue, HAPOTUB, TOIAralOT, UTO KaXKIOE CJIOBO GBUIO HEKOTIa, B MOMEHT
CBOEro BO3HMKHOBEHMS, TEPMVHOM, HO He BCSIKOE CJI0OBO SIBJISIETCS TEPMMHOM B SI3bIKe B HACTOALMIA MOMeEHT (Bopy-
mmnosa, 2014, c. 49).

BmecrTe ¢ TeM cieayeT OTMETUTh, UTO IIPY B3aMMOAENCTBUM TEPMUHOJIOTUHA C OBIIEYIIOTPeOUTETbHOM JTeKCUKOI
«HABGTIOIAIOTCS CJIOXKHBIE OTHOLIEHMSI MEKIY JIEMEHTaMM, KOTOPbIE OTHIOIb HE MICYEPITBIBAIOTCS TOJBKO MpoLiecca-
MM TepMUHOJIOIM3aLMM OGIIEYOTPEOUTENBHBIX JIEKCEM M JETEePMMHONOTM3aLMM TPEAMETHON TepPMIHOIOTUI»
(PerukoBa, 2012, c. 214). Pa3BuTue HayyHOro 3HAHMSI 3aKOHOMEPHO OKa3bIBaeT BIMSHME HA SI3bIK, B YACTHOCTU
Ha TaKyl0 ero 4acThb, KaK TEPMMUHOJIOIMSA. JTO BIMSHME 3a4acTyIO IIPOSBIISIETCS B TPAHCTEPMMUHOJIOTM3aLuy — Iepe-
XOZe TEPMUHOB «13 TEePMMUHOCUCTEMbI OGHOV HayKM B TepMMHOCKUCTEMY Apyroil Hayku» (Yucrtosa, 2014, c. 130).
Taxkum 06pa3oM, B pe3ysibTaTe paccaoeHys 3HaUeHui TepMyHa Ipy GYHKIMOHMPOBAHUY B Pa3HBIX 06/1aCTSIX 3HAHWS
MOXeT BO3HMKAaThb MeXIIpeJIMeTHas TepMMHojormndyeckass omoHMMus. Kak otrmeuaert JI. B. PpiukoBa (2013, c. 263),
B TaKOM CJTy4yae MOHSTHE «KOHCYOCTaHI[MOHAIBHOCTb» pacUIMpsieT CBOJ 06beM M MOKET BK/IIOYATh KaK BCe CIIydan
CTUIMCTUYECKOJ TPAHCIIO3MLIMY, TaK ¥ MEXIIpeJMETHOJ MOoNINCceMMUM TEPMMUHOB, a TAKKe MEXIIPeJMETHYIO TePMU-
HOJIOTMYECKYI0 OMOHMMMIO, BO3HMKILYIO KaK pe3y/bTaT paclaja IIpeauecTBYIoLeil MoIuceMum.

TTOCKOJIbKY PaMKM HAIIEro UCCIeIOBAHMUSI OTPAaHMYEHbI TOJBKO OJIHOM MpeIMeTHOM 06/1aCcThI0, TO B JAHHO CTa-
The I0J, KOHCYOCTaHIVIOHATbHOCTBIO TEPMUHOB IIOHMMAETCS SIBJIeHMe CIenydruecKkoil JeKCUIeCcKoi IoNnceMun,
MIpY KOTOPOJ MHOTO3HAUHbIE JIeKCHMUeCcKye eIVHUIbI MOTYyT CUHXPOHHO (QYHKIIMOHMPOBATh KaK B TEPMUHOJIOTMYe-
CKOM, TaK U B 0O0MXOZHOM 3HAUeHMSIX B IIpeJiesiaX OHOTO IO bSI3bIKA.

IpakTMYecKast 3HAYMMOCTb PaBGOTHI: MTOTyYeHHbIE Pe3YIbTaThl MOTYT HATK IIPMMEHEHME B 06/IaCTU TePMUHOBE-
IleHVsI ¥ TepMuHOrpaduy, B MHAYCTPUY IIepeBoja; B HOPMaTMBHO-IIPaBOBOI cdepe B 06/1aCTV OXpaHbl TOBAPHBIX 3HA-
KOB; B OpraHM3auusix mpu GpopMmpoBaHnu 1 MPOABMKEHUY CBOMX OPEHIOB HA MEKIYHAPOIHbIE PhIHKK; B chepe 00-
pasoBaHusI IIPU pa3paboTKe AUCHIMUIUIVH B 0GJIACTY TEPMMHOIOTMYECKOT0 MeHeKMeHTa, KOTHUTMBHOI TepMIHOJIO-
TMH, TeKCUKOIOTUU U CEMaHTUKH, JleKcuKkorpaduu, mepeBogoBe eHusI.

OcHOBHas 4acTh

AHanu3 nedMHUIMI TOHSTUS, HOMUHUPOBAHHOTO TEPMMHOM ddvertisement (‘pexiaMa’) B OQUIMATbHbIX [0O-
KyMeHTaX TOCYAApCTB Pa3IMYHBIX DPETMOHANbHBIX TPYIII, MO3BOIWI BbISIBUTH TaKye COBIIAJAloLIe IIPU3HAKM,
Kak promotion (‘mponBiKkeHue’), representation (‘miperncraBnenue’), information (‘vHbopmaums’). ITU NPU3HAKU
MOKHO pacCMaTpyuBaTh KaK CYIeCTBEHHbIE IS COOTBETCTBYIOLIErO MOHSTHS. BMmecTe ¢ TeM aHaymm3 meduHUIMIA,
MpeICTaBIEHHbIX B TOKYMEHTaX a3MaTCKO-TUXOOKEaHCKOV PerOHaIbHOM TPYIINbI, TOKA3a/l HaTuyye aKTyaau3aumn
TaKuX MPU3HAKOB, Kak profit (‘mipubbuib’), influence (‘BausHMUE’), a B JOKYMEHTAX 3aIlaJJHOEBPOIEIICKOI PerMoHab-
HOI1 TpyIIbI — business (‘6usHec’) U communication (‘o0uieHMe’).

BonbMHCTBO meduHUIMiT TepMuHa brand (‘6peHn’) OTpaskaloT Takue IIPUM3HaK/ HOMUHMPOBAHHOIO 3TUM T€PMU-
HOM TIOHSITHSI, Kak description (‘onucanue’) u identification (‘unentudukauus’), 10 nebmHnLMit GUKCUPYIOT TPUSHAKK
distinction (‘pasmuume’) u distinguishing (‘pasnuuenne’). [JaHHbIe TPU3HAKM OTPAKEHbI B NeDUHUIUAX TOKYMEHTOB
PernoHaabHOI rpymmbl ABcTpanuu M OKeaHnn, a3MaTCKO-TUXOOKEAHCKO, abpUKaHCKOM U ceBepoaMepUKaHCKOIi pe-
TMOHABHBIX TPYIIL. BMecTe ¢ TeM psif, AebMHUIMI OTpaskaloT Takue MpU3HaKu, Kak burnt mark (‘BbIK)KEHHOE KiTeii-
M0’), stamped mark (‘oTmevataHHbll 3HaK’), quality (‘kauecTBO’), promotion (‘mpopBIKeHUe’), protection (‘3ammra’),
registration (‘peructpanyst’). ITU geUHNINY TPUHALJIEXAT AOKYMEHTaM PETMOHAIbHOM Ipymmbl ABcTpanuu 1 Okea-
HUU Y a3MaTCKO-TUXOOKEeAHCKO/ PErMOHATbHOI TPYIIIIHL.

CocTtaBHoit TepMuH brand name (‘Ha3BaHMe 6peHIa’) BO BeeX AeUMHULIMSIX, HAliIEHHBIX B JOKYMEHTAaX TOCYAapCTB
BCEX DETMOHAbHBIX TPYII, NedUHUPYETCS] ONMHAKOBO, OTpakas ONMH CYLIECTBEHHBIN MpM3HaK — distinguishing
product (‘OTIMYNTENIbHBIN TTPOTYKT’).

Bce meduHUIIMM TOHSITYSI, HOMMHMPOBAHHOTO TepMMHOM label (‘3TuKeTKA’), OTPaXKaloT Takue MPpU3HaKY, Kak de-
scription (‘ommucanme’), depiction (‘msobpaskenue’), designation (‘obo3Hauenme’), identification (‘wmeHTMdUKaIUST),
distinction (‘pasnuuune’).
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Haub6osnee cylecTBeHHbIM MPU3HAKOM MTOHSITHSI, HOMMHMPOBAHHOTO TepMIUHOM mark (‘3HaK’), SIBJISIETCS representa-
tion (‘ipencraBienue’), description (‘omvicaHue’). DTOT MPU3HAK aKTyaJM3MPOBAaH BO BCeX MeUMHMUIMSX, HaliIeHHbIX
B IOKYMEHTaX roCyJapCTB BCEX PErMOHAIBHBIX IPYIIL. BMecTe ¢ TeM B JOKYMEHTaX PerMOHaIbHOI IPYITbl ABCTpaIMN
1 Oxkeannu B 10 eMHULIMSIX aKTYaIM3MUPYIOTCS TaKMe MIPU3HaKy, Kak recognition (‘ipusHanue’), distinction (‘pasmnuue’).

Bce medbuumIMM TOHSTHSI, HOMMHMPOBAHHOTO TEPMUHOM package (‘yIiakoBKa’), OTpaskaioT TaKue MPU3HaKK, Kak wrap-
ping (‘obepreIBanuMe’), covering (‘mokpeiTue’), placing (‘pasmeenne’), packing (‘yknanka’), enclosing (‘BKIagbiBaHue’).

CylIecTBeHHbIMM MPU3HAKAMM TIOHSTHSI, HOMUHUPOBAHHOTO TEPMMUHOM promotion (‘poABIKeHMe’), SIBASIOTCS
awareness (‘0OCBeIOMJIEHHOCTD’), positive attitudes (‘iosuTuBHOe oTHOWEHKe ) u additional value to brand (‘moronHu-
TeJbHAs IEHHOCTb 6peHza’). [JaHHbIe MPU3HAKY HALIUTM OTPasKeHMEe BO BCEX ITPOAHATM3VPOBAHHBIX JeDUHUIMSIX.

CyIIeCTBEHHBIM MTPU3HAKOM TTOHSATHS,, HOMVMHMPOBAHHOTO TePMMUHOM sign (‘3HaK’), siBisieTcs identification of goods
or services (‘vmeHTUdUKAIMS TOBAPOB U/WIM YCIYT’). JJaHHBII MPU3HAK COAEPKUTCS B aOCOMIOTHOM OOJIBIIMHCTBE Je-
GbUHUIIMIT 9TOTO TIOHSITHS, HE3aBMCUMO OT PETMOHA, K KOTOPOMY OTHOCSITCSI OKYMEHTBI, MX COMepsKalIlie.

BapuatusHblit 110 hopme TepMuH trade mark / trademark / trade-mark (‘ToBapHbIii 3HaK’) JeUHUPYETCS B HAUGOMb-
IeM KOMMYecTBe OGUIMANbHBIX JOKYMEHTOB. Bce meduHMIIMM TIOHSITHS, HOMMHMPOBAHHOTO 3TUM TEPMMHOM,
OTpaXkaloT MpU3HaK distinguishing goods or services (‘OT/iMuye TOBapoB M/miau yoryr’). BmecTe ¢ Tem aHanm3 neyHUINNA,
TIPe[ICTaBIeHHbIX B TOKYMEHTAaX PErMOHATbHOM TPYIIbl ABcTpamuyu M OKeaHUU, MOKa3al Haluuue akTyaau3alm Ta-
KMX MPU3HAKOB, Kak goodwill (‘ipecTik’), reputation (‘perytauus’) u awareness (‘0CBeJOMIEHHOCTD ).

CocTaBHOI TepMuH trade name (‘TOProBoe HayMeHOBaHMe’) B JOKYMEHTax TOCYJapCTB BCEX PETMOHATbHBIX
TPy gedUHUPYETCsS] OOMHAKOBO, OTPaXkasl Takyue CYIeCTBEHHbIe MTPU3HAKM TIOHSTHUS, Kak designation (‘HauMeHO-
BaHue’), identification (‘umentudukauus’), distinguishing (‘ornuune’).

Takum 006pa3oM, ITPOBEIEHHDIN aHa/IM3 TI0Ka3aJl, YTO, HECMOTPS Ha pasanuusi GOPMYIMPOBOK, Bee AeduHULIMM
OTpa)kaloT Haubosiee CyIeCTBEHHbIE MPU3HAKY COOTBETCTBYIOIINUX TTOHSITHUIA.

AHanm3 4778 KOHTEKCTOB YIIOTpeO6/IeHMs 11eJIeBbIX HOMUHALIMIA B SKYPHAIbHBIX ITYyOIMKAIUSAX TTO3BOIMII OIIpeie-
JIUTh U3MeHeHMe CEMaHTUKM OTJebHbIX TEPMUHOB U BBIIBUTH CABUTY B UX MOHSITUITHOM COCTaBJISIIONIEH, OTpaska-
I0IIIJe TTePeOCMBbICIeHM e 0003HAYaeMbIX Peanii.

Tak, HoOMuHaLus advertisement (‘peknama’) npencraBieHa B 60 KOHTeKCTaX. B 60/bLIIMHCTBE ciydaeB (49) maH-
Hasi HOMMHaLMs UCIIOJIb3YeTCs B 3HaUYeHMAX, COOTBETCTBYIOIIMX TOHSITUIHBIM rpaHuiam, 0603Ha‘{eHHbIM B ,E[e(b]/[—
HUIUSIX, IPE/ICTABIEHHbIX B 0GUIMATbHBIX JOKYMEHTAaX, KaK B HYKEIPUBEIEHHOM MIpUMeEpe:

Under this Treaty, member countries are obliged to protect the Olympic symbol against use for commercial purposes
(in advertisements, on goods, as a mark, and so on) without the authorization of the IOC (WIPO Magazine, February 2018). /
CornacHO 3ToMy JIOTOBOPY, CTPAaHbI-yUYaCTHUII OOSI3aHbI 3aIIMIIATH OJMMITMIICKUIT CMMBOJI OT MCITOJIb30BaHMS
B KOMMepUecKuX Ie/IsX (B pekiamMe, Ha TOBapax, B KauecTBe 3HaKa U Tak ganee) 6e3 paspemenus MOK (3mech u fa-
Jiee TIepeBOo/], BHITIOMIHEH aBTOPOM CTaTbu. — M. 3.).

BmecTe ¢ TeM B 6 KOHTEKCTaxX HAG/IOMAeTCs aKTyalu3alys MOIMOJHUTETbHBIX KOMIIOHEHTOB CMBIC/IA, TaKUX
Kak copyright (‘aBTOpcKoe 1paBo’), way of communication (‘criocob obmenust’), influence (‘Bnusinue’), HaripuMep:

Most photographers are aware that literary, artistic and photographic works benefit from copyright protection. But
how many know that the same protection also extends to maps, globes, charts, advertisements or labels? (WIPO
Magazine, April 2006). / BonpummHCTBO hoTorpadoB 3HAOT, YTO AUTEPaTypHbIe, XyIOXKeCcTBeHHbIe U doTorpadu-
YyecKye MPOM3BeIeHNsT 3alIMIIeHbl aBTOPCKUM MpaBoM. Ho MHOTMe /i 3HAIOT, YTO TaKasl K€ 3allUTa PacIipocTpa-
HSIETCS Y Ha KapThl, TII00YChI, CXeMbI, PEK/IaMHbIe 00bSIBJIEHVS VTV ITUKETKU?

B BbIIIIENPUBEIEHHOM KOHTEKCTE PeK/iaMa CTAaHOBUTCS 00bEKTOM aBTOPCKOTO ITPaBa, a He CPeICTBOM ITPOABVKEHMS
M MPOJAKY TOBApoB Win yoryT. Takum 06pasoMm, jiekcema advertisement (‘pexiiaMa’) B HeCITELIMAaTbHOM KOHTEKCTE TTOJTy-
YaeT OTOIHUTEIbHOE 3HAUeHVe, KOTOPOe He OTPAKEHO B AeUHMULIMSAX TepMUHA B OOUIMATbHBIX JOKYMEHTaX.

B 5 KOHTeKCTax JiekceMa advertisement UCTIONb3YeTCsT B 00LIEYIOTPEOUTEIbHOM 3HAYEHMY (BCE TOJIKOBAHUS HECIIe-
LUMaJbHBbIX 3HAUeHMi maroTcs 1mo Meriam Webster Dictionary (URL: https://www.merriam-webster.com/)): “a public
notice especially: one published in the press or broadcast over the air” (‘my6i1u4HOe yBeJoM/IEHKE, OCOGEHHO: OMIy0JIN-
KOBaHHOe B IIpecce UK NepefaHHoe B 3¢up’), HaIpumep:

One morning, however, as he passed along Mombasa Road in Nairobi, he saw an advertisement outlining the mission
and services of the Kenya Industrial Property Institute (KIPI) (WIPO Magazine, April 2014). / OgHaKko ogHaXIbl yTPOM,
rpoxofs mo Mom6aca-poyn B Haiipo6u, oH yBUen 00bsIBlIeHN e, B KOTOPOM M3JIarajuch MUCCUS U BuaeHme KeHnii-
CKOTO MHCTUTYTa IIPOMBIILIeHHOI co6cTBeHHOCTH (KIPI).

Homuuaiust brand (‘6penn’) Bctpetuiach B 1059 KOHTEKCTax, KOTOPbIE B pe3y/bTaTe MX aHamu3a 6blIM pasesieHbl
Ha veThIpe TpyIbl. K rmepBoii rpyrre 6bU1 OTHeCeH 431 KOHTEKCT, B KOTOPbIX jiekceMa brand (‘6peHn’) yroTpebiisieTcst
TOJIbKO B COGCTBEHHO TE€PMMHOJIOTMUYECKOM 3HAUEHUM, COOTBETCTBYIOIEM AebuHuULMM “any trade mark registered
in terms of the Trade Marks Act” (Brands Act (Chapter 19:03). URL: https://wipolex.wipo.int/en/text/214702) / ‘mo60ii
TOBAPHbI 3HAK, 3aPETUCTPUPOBAHHBIN B COOTBETCTBMY ¢ 3aKOHOM O TOBapHBIX 3HAKAX , HAIPUMED:

A personal name can acquire recognition as a brand — whether associated with a product or a service — and can be
protected as such through trademark registration, as recognized in trademark laws around the world (WIPO Magazine,
February 2017). / IMs1 cOGCTBEHHOE MOXKET CTaTh GPEHIOM — HEe3aBMCUMMO OT TOTO, CBSI3aHO OHO C TOBapOM W/
YCIYTO#, — ¥ MOXKET GbITh 3alIUINEHO TMOCPeICTBOM PErucTpaluy B KauecTBe TOBApHOTO 3HaKa B COOTBETCTBUMU
C 3aKOHAMM O TOBapHbIX 3HaKaX, MPUHITHIMU BO BCEM MUpE.

Ko BTOpOI1 rpymie 66110 OTHECeHO 408 KOHTEKCTOB YIIOTPe6IeHNsT JaHHO eIMHULIBI B 3HAU€HMM, OTPaskaloliemM
TaKue CyIIeCTBEHHbIE IPU3HAKM COOTBETCTBYIOIIETO IOHSTHUSI, Kak promotion (‘mpomBwskenme’), identification
(‘unentuduxanms’), distinction (‘pasnune’), ¥ OTHOBPEMEHHO COIEPsKAILEM TOMOTHUTEIbHbIE IIPU3HAKH, UTO ITPUBOANUT
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K paciMpeHuio o6bemMa MOHATHS, HOMUHMPOBAHHOTO JaHHOJ CIielaibHOl JiekceMoii. Cpey TaKMX MPU3HAKOB —
authorization (‘yronHoMouuBaHue’), awareness (‘OCBeIOMIEHHOCTb’), business (‘6usHec’), commercialization (‘kom-
Mepuuanusanus’), commitment to ecological principles (‘pyuBepsKeHHOCTb SKOJIOTMYECKMM MIPUMHLMIIAM ), competitive
asset (‘KOHKyYpeHTHbIt akTuB’), customer loyalty (‘nOsIIbHOCTb KAMeHTOB’), desirability (“KemaHHOCTD’), emotion
(‘amoumn’), exclusivity (‘9KCK/II03UBHOCTD’), good reputation (‘xopoirast pemyTtauus’), goodwill (‘mpectux’), high-
quality (‘BricOKOe KauyecTBO’), image (‘umumx’), influence (‘Bnusinue’), licensing (‘muueHsupoBanue’), luxury (‘poc-
KOIIB’), prestige (‘ipectuk’), profit (‘pubsLIb’), profitability (‘peHTabenbHOCTD ), recognition (‘ipusHanue’), spiritua-
lity (‘myxoBHOCTB'), trust (‘moBepue’), uniqueness (‘yHUKaJIbHOCTD ), HAIIPUMeED:

By using the intellectual property system to protect their brands, companies ensure the continuing value of the elements
that support those brands and that help to build up an image and a message that secures customer loyalty and an expan-
ding client base (WIPO Magazine, November-December 2004). / IcTIO/b3ysI CUCTEMY MHTEJIEKTYaIbHOM COGCTBEHHO-
CTY JJIsI 3aIIMTHI CBOMX GPEHIOB, KOMIIAHMYM TAPAHTUPYIOT MOCTOSIHHYIO OLIEHKY KOMIIOHEHTOB, MOAIEePXKMUBAIOIINX
9T GPeH/IbI ¥ TIOMOTAIOIIMX CO3AaBaTh UMUK U UIEIHOe coepikaHue, KOTOpble 06eCreunBaloT JOSIbHOCTDb KIMeH-
TOB M PACIIUPSIIOT KIMEHTCKYIO 6a3y.

Takoe paciipeHe o6bema MOHSATUS, HOMMHUPOBAHHOTO TepMMuHOM brand (‘6peHn’), BieueT 3a co60it popmupo-
BaHMe HOBBIX 3HAUEHUI1 y TAHHO JIEKCEMBI, & TaKKe 00YC/IOBIMBAET €€ aKTUBHYIO BOBJIIEYEHHOCTh B OpPMMUPOBAHME
COCTaBHBIX HOMMHAIIMIT, KOTOpbBIE IIMPOKO MPeCTaBAeHbl B TEKCTAX MyOGIMKAIVii KypHaa.

TpeThi0 IPYIITy COCTaBWIN 95 KOHTEKCTOB, B KOTOPBIX JiekceMa brand (‘6peHp’) yroTpebiisieTcst Kak 061ieyIoTpe-
OUTEIbHOE CJIOBO B CJIEAYIONINX 3HAUEHMSIX:

a. “a class of goods identified by name as the product of a single firm or manufacturer” (‘knacc ToBapoB, uaeHTU M-
LMPYEMBIX IO Ha3BaHMIO KaK MPOIYKT OHO (DMPMBbI WM TIPOM3BOAUTENS ), HATIPUMED:

A brand distinguishes a product or company from its competitors (WIPO Magazine, January-February 2004). / Bpenp,
OTJIMYaeT MPOIYKT MJIY KOMITAHUIO OT ee KOHKYPEHTOB;

b. “a characteristic or distinctive kind” (xapakTepHasi W1 OTJIMUMUTE/IbHASI YePTA), HAIIPUMED:

They took the essence of these dances, refined and improved their choreography adding their own brand of artistry
(WIPO Magazine, December 2013). / OHM B3sIIM CYTb 3TUX TaHIIEB, YCOBEPIIEHCTBOBAIN UX Xopeorpaduio, 1o6aBMB
CBOJt COOCTBEHHBI apTUCTH3M;

c. “having a well-known and usually highly regarded or marketable name” (06yamaroIINii XOPOIIO M3BECTHBIM
U, KaK IIPaBMUJIO, BHICOKO IIEHMMBIM WJIY TIPOIaBa€MbIM MMEHEeM), HallpuMep:

For example, we have a new brand called “Tyanouchka” for confectionery, and “Little Nightmares” for ice-cream
in the Russian market and those of former members of the Commonwealth of Independent States (CIS), and “Arondio”
for a new Nespresso variety globally (WIPO Magazine, August 2016). / Hanpumep, y Hac eCTb HOBBII GpeH. MO,
Ha3BaHUeM «TSHyYKa» 1)1 KOHAUTEPCKUX M3aeanit, <MaleHbKye KOUIMaphbl» IJiT MOPOKEHOTO Ha POCCHITCKOM PhIH-
Ke U Ha pbIHKax ObIBIIMX wieHOB CoapyskectBa HesaBucumbix Tocymapers (CHT), a Takske «ApOHAMO» IJISI HOBOTO
copTa Koce Nespresso o BceMmy MUpy;

d. “a public image, reputation, or identity conceived of as something to be marketed or promoted” (‘MuIK, pemnyTa-
1St MY CaMOGBITHOCTD, TTOIBEpPraeMble MapKeTUHTY WM TTPOABMKEHNIO’), HAlIpUMep:

Brands — Reputation and Image in the Global Marketplace (WNIPO Magazine, December 2013). / BpeHabl — pernyTa-
1MsI ¥ UMUK HA MMPOBOM PBIHKE.

K ueTBepTOit TpyIine 6bUI0 OTHECEHO 125 KOHTEKCTOB, B KOTOPBIX JiekceMa brand (‘6peHn’) HafeIsieTcsi HOBbIMY,
MIepeHOCHbIMM, 3HAUEHUSIMU, HaTIpUMeD:

Brands are born. Brands die. Dead or dying brands considered for revitalization are called ghost brands, orphan brands
and — perhaps most fittingly given their prospective “reanimation” — zombie brands (WIPO Magazine, December 2009). /
Bpenpbl posknaoTcs. BpeHabl ymupaioT. MepTBble WM yMupaloliye 6peHabl, TpeOGylonyme OKMBIeHNsI, Ha3bIBAIOTCS
O6peHIaMu-TIpU3pakamMu, 6peHIaMMu-CUPOTaMM 1, BO3MOXKHO, Haubosiee TOAXOIAIIe, YIUThIBAs X MTOTEHIMAIbHYIO
«peaHuMallnio», — 30MOU-OpeHIaMu.

CocraBHoi1 TepMuH brand name (‘Ha3BaHue 6peH/ia’) B GOMBIIMHCTBE CiTydaeB (41 u3 64) UCHoMb3yeTCs B 3HAYEHUH,
COOTBETCTBYIOIEM MOHSTUITHBIM IPaHUIIAM, 0003HAYEHHBIM B AeGUHUIMSIX ODUIMATbHBIX JOKYMEHTOB, KaK B HYKe-
TIpUBEIEHHOM IIpUMepe:

They also provide an opportunity for a brand to sell more affordable items, such as perfumes, cosmetics or T-shirts,
with brand names prominently displayed on them (WIPO Magazine, August 2018). / OHM Takke HalOT BO3MOXXHOCTb
6peHay MpomaBaTh 6o0jiee HOCTYIIHbIE TOBapbl, TakMe Kak mapgoMepusi, KOCMeTHUKa win (QyTOONKM, Ha KOTOPBIX
Ha BMIHOM MeCcTe OTOGPaskaloTCsl Ha3BaHMs GPeHIoB.

B 14 KOHTeKcTax JaHHAas JIeKCceMa aKTyaJu3UpyeT OOMOJHUTEIbHbIE CMbIC/IbI, TaKue Kak promotion (‘IpoaBusKe-
Hue’), uniqueness (‘yHMKalbHOCTD'), quality (‘kauecTBO’), integrity (‘LenocTHOCTY’), reliability (‘HaZeXHOCTD),
Kak, HarpuMep, B KOHTEKCTe:

That’s what we are building — a strong brand name that’s synonymous with quality, integrity and reliability (WIPO Mag-
azine, March 2022). / 9To To, 4YTO MbI CO3[aeM, — CUJIbHOE Ha3BaHMe GpeH/ia, KOTOPOe SIB/ISIETCS CMHOHMMOM KauyecTBa,
LIEJIOCTHOCTY U HAIEKHOCTI.

Taxke jekcema brand name yrorpe6isercs B 9 KOHTEKCTax B O6IIEyIIOTpeOuTeIbHOM 3HaUeHuu “an arbitrarily
adopted name that is given by a manufacturer or merchant to an article or service to distinguish it as produced or sold
by that manufacturer or merchant and that may be used and protected as a trademark” (‘IpOM3BOJIBHO TIPUHSITOE
Ha3BaHMe, KOTOPOe TaeTcsl TPOU3BOAUTEIEM WK MIpeAIIpUHMMAaTeIeM U3AeIUI0 WK YCIyTe, YTOObl OHY paco3Ha-
BaJIMCh KaK MPOU3BeAeHHbIe WU MTPOJAHHbIE IMEHHO 3TUM MPOU3BOAUTENIEM WIN MPeAIIPUHMMATEIEM, Y KOTOPOe
MOJKET MCIIOTb30BaThCST ¥ OXPAHSThCS B KAUeCTBe TOBAPHOTO 3HAaKa’), HalpuMep:
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Similarly, the non-prescription pain reliever known widely by its INN, ibuprofen, also goes by brand names such as Ad-
vil, Motrin, Bufren, Nurofen, and many others (WIPO Magazine, October 2018). / AHayornyHbsIM 06pa3om, 6e3peren-
TypHOe 00e360MBawIee, MIMPOKO U3BeCTHOE o cBouM MHH u6ynpodeH, Takke BBIITYCKAETCS MOJ, TaKMMM TOP-
TOBBIMM Ha3BaHUSIMM, Kak AnBwi, MotpuH, Bydpen, Hypoden u mHorue gpyrue.

CnennanbHas nekcema label (‘oTukeTKa’) UL B HEGOJBIIIOM KOJIMYECTBE KOHTEKCTOB (5) YIIOTpeb/IsIeTcs B 3Ha-
YeHUU, COOTHOCMMOM C TTOHSTUITHBIMM TPAHUIIAMM, 0003HAUEHHBIMY B JeUHUIUSIX COOTBETCTBYIOIIETO MOHSTHSI,
KaK B HYDKETNIPYBEAEHHOM IpUMepe:

Through physical, chemical and mechanical processes, the degreaser removes the oil from the packaging plastic and all in-
puts are separated into plastic, labels and oil (WIPO Magazine, June 2022). / C momMouipio pu3andeckmx, XMUMNIECKUX U Me-
XaHUUYECKMX TPOLIECCOB 00e3KUPMBATENTb YAAISIET MAC/IO C YITAKOBOYHOTO IIACTYKA, ¥ BCE MCXOAHbIE MaTepyasibl pas-
TeJISTIOTCS Ha TUIACTUK, STUKETKY 1 Maciio.

B GosnbuimHcTBe ciaydyaeB (59) HomuHaums label MCTIONb3yeTCsl B 3HAUEHUM, COMEPsKAIIEM KOMIIOHEHTBI SUCCESS
(‘ycmex’), respect (‘yBaxkeHue’), recognition (‘pusHaHue’), copyright (‘aBTopcKoe IpaBo’), commitment to ecological
principles (‘IpUBEP>KEHHOCTb SKOJIOTMYECKMM MPUHIUIIAM ), Hal[pUMeD:

This exhibition highlights the creativity, style and excellence of Italian design, which have brought success, respect and
international recognition to the “Made in Italy” label (WIPO Magazine, November-December 2004). / OTa BbICTaBKa
TTOAUEPKMBAET KPeaTUBHOCTD, CTU/Ib M COBEPIIIEHCTBO UTAMBSHCKOTO 13aiiHa, KOTOpbIe IPUHEC/IN YCIIeX, YBaskeHue
1 MeXIyHapoaHOe Mpu3HaHue Mapke «CaenaHo B Utamum».

B oTHmenbHBIX CIydasx crienuanbHas jekceMa label mposiBAsIeT OTHOILIEHME MPUMePHOH 9KBUBAJIEHTHOCTY C KOH-
TeKCTyaJbHbIM TEPMUHOM-CUHOHUMOM mark:

The label used as a collective or certification mark will be evidence that the company’s products meet the specific stand-
ards required for the use of the collective or certification mark (WIPO Magazine, July-September 2002). / 9TUKeTKa, M1C-
MoJIb3yeMasi B KaUeCTBe KOJUIEKTMBHOTO MM CepTUGUKAIMOHHOTO 3HAKa, 6yIeT CBUIETebCTBOBATh O TOM, UTO IPO-
IYKIMST KOMIIAHUM COOTBETCTBYET KOHKPETHBIM CTaHAAapTaM, HEOOXOIAVMBIM IS MCIIOIb30BaHMs KOJIJIEKTMBHOTO
UM cepTUdOUKAIMOHHOTO 3HaKa.

MHoro3HauHas jekceMa mark BCTpeTuaach B 936 KOHTEKCTaX, KOTOpble ObUTM pa3ieseHbl Ha MATh Ipyri. K mep-
BOJ1 IpyTIne 6bUTI0 OTHECeHO 184 KOHTeKCTa, B KOTOPBIX JaHHAs eMHAIIA YITOTPeOIseTCs Kak 06IIeynoTpeouTenbHoe
CJIOBO B 3HaUeHun “sign, indication” (‘3Hax, Ipu3HaK’), HallpUMep:

As a mark of thanks for its work, the University awarded students came from: Argentina, Brazil, Chile, Colombia, Costa Ri-
ca, Cuba, the Dominican Republic, El Salvador, Guatemala, Honduras, Mexico, Nicaragua, Panama, Peru, Uruguay, and Vene-
zuela (WIPO Magazine, March 1999). / B 3HaK NpM3HATEIbHOCTM 3a CBOIO pab0OTy YHMBEPCUTET HArpaguia CTYIEHTOB
U3 CIeOyIOIMX CTpaH: ApreHTuHbI, bpaswnuu, Benecyanbl, I'BaTemasnbl, ToHaypaca, JJoMuHMKaHCKOM Pecry6immku, Ko-
nym6un, Kocta-Puku, Kyobr, Mekcuky, Hukaparya, [Tanamsl, [Tepy, CambBamopa, Ypyrast, Unin v BeHecyasbl.

Ko BTOpOI rpytImie 66110 OTHECeHO 115 KOHTEKCTOB, B KOTOPBIX jiekceMa mark (‘3HaK’) ynoTpe6JsieTcst B TepMUHO-
JIOTMYECKOM 3HaUeHMM, KOTOPOe COOTBETCTBYeT mebuHUIMU “any visual representation, name, signature, word, letter,
numeral, shape, configuration, pattern, ornamentation, colour or container for goods or other sign capable of being repre-
sented graphically, or any combination of those things, but does not include a trade mark” (Consumer Protection Act 2008
(Act No. 68 of 2008). URL: https://wipolex.wipo.int/en/text/182727) / ‘mo60oe BuU3yaabHOE M300paskeHMe, Ha3BaHMUeE,
MOAINCh, CJIOBO, OYKBA, 1Mdpa, popma, KOHGUTYpallus, PUCYHOK, OPHAMEHT, LIBET WM YIIaKOBKA [IJISl TOBapOB, WU
JIPYToil 3HaK, KOTOPBIif MOXKET ObITh MpeACTaBeH rpapuuecKu, Wi Jr6ast KOMOMHAIVS STUX 3JIEMEHTOB, HO He BKITIO-
YyaeT TOBAapHbI 3HAK’, HATIpUMeD:

This is an oval mark with the words, “Parmigiano Reggiano Consorzio Tutela” and the year of production, which is branded
onto the cheese following successful inspection (WIPO Magazine, February 2011). / 9To oBasbHbIIi 3HAK C HAAIUChIO “Par-
migiano Reggiano Consorzio Tutela” 1 romom nmpon3BoACTBa, KOTOPbI HAHOCUTCSI Ha ChIP TTOCJIE YCITENTHO ITPOBEPKMU.

K TpeTbeii rpyrire 6610 OTHECEHO 395 KOHTEKCTOB, B KOTOPBIX JiekceMa mark (‘3HaK’) yroTpebisieTcs: Kak abco-
JIIOTHBIN KOHTEKCTYaJIbHbINI CMHOHMM BUIOBbIX TEPMUHOB trade mark (‘ToBapHbIii 3HaK’) U service mark (‘3HaK 006-
CTY>KMBaHMS '), HAIpUMeEp:

Trademarks and service marks are increasingly marketed on a global scale. Protection of these marks, however, can only
be obtained at a national or regional level (WIPO Magazine, May 2000). / ToBapHbie 3HaK/ ¥ 3HaKM OOCTY>KUBaHMs BCe
yaie MpoaaloTcs B II06ambHOM MaciiTabe. OJHAKO OXpaHa 3TUX 3HAKOB MOXET ObITh MMOJyYeHa TOJbKO Ha HaIlMO-
HaJIbHOM MJIM PETMOHAIbHOM YPOBHE.

K ueTBepTOit rpyIie 66110 OTHECEHO 195 KOHTEKCTOB, B KOTOPbIX JiekceMa mark (‘3HaK’) yrioTpe6/isieTcst Kak abco-
JIIOTHBIN KOHTEKCTYaJIbHbIM CMHOHMM POJIOBOTO TepMuHa trademark (‘ToBapHbIi 3HAK’), HATIpUMeD:

It is aimed at encouraging trademark owners in the United Kingdom to use the system for the international registration
of marks set up under the Madrid Protocol; but it also provides a simple, general introduction to the Protocol and its advantages
(WIPO Magazine, October 1998). / OH HampaBJ/ieH Ha TO, YTOGbI OOYIUTD BAAE/bIIEB TOBAPHBIX 3HAKOB B CoeIMHEH-
HOM KopoJsieBCTBe MCIONMb30BaTh CUCTEMY MEKIYHAPOMHOI PerucTpaiyy 3HaKOB, CO3JaHHYI0 B COOTBETCTBMM C Maj-
PUIICKMM POTOKOJIOM; & TaK’Ke OH 06ecrieunBaeT MPOCToe 0bIIee 3HAKOMCTBO ¢ [TpOTOKOIOM ¥ €ro MpeuMyIIeCTBaMM.

K maroit rpymme 6bI0 OTHECEHO 47 KOHTEKCTOB, B KOTOPBIX JieKceMa mark MposiBJIsieT OTHOIeHue pYMepHOit
9KBUBAJIEHTHOCTHU C KOHTEKCTYa/IbHBIM TEPMUHOM-CMHOHMMOM Sigh, HaTIpyumep:

The mark potentially covered many signs achievable by numerous permutations, presentations and combinations of the sub-
ject matter of the registration (WIPO Magazine, December 2013). / 3TOT 3HaK MOTEHLMATbHO OXBAThIBAJl MHOXECTBO
3HaKOB, CO3/IaBae€MbIX ITyTEM MHOTOUMC/IEHHBIX TIEPECTAHOBOK, ITPEJCTABIEHNI 1 COUeTaHMIt TPeIMEeTa PETUCTPALIMANA.
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Jlekcema package (‘yriakoBKa’) yIoTpeb,isiiach Kak TepMUHOJIOTMUeCKass HOMMHanys chepsl 6peHauHra B 12 KoH-
TeKCTax, HarpumMep:

Sometimes, the copy is of such good quality it is impossible to tell the difference between the fake package and the genu-
ine one — thus requiring a physicochemical pack analysis to compare the suspicious sample with a reference sample kept
by the company (WIPO Magazine, October 2009). / ViHorma Komust HACTObKO XOPOIIEero KauecTsa, YTO HEBO3MOXKHO
OTJIMYUTD MOANENbHYIO YIIAKOBKY OT MOIJIMHHOM, UYTO TpebyeT hU3UKO-XMMUUECKOTO aHa/IM3a YIIaKOBKY I CpaB-
HEeHMs TI0JJO3PUTEILHOTO 00pasiia C STAIOHHBIM 06Pa31ioM, XPaHSIIMMCS B KOMITaHUMA.

Bmecre ¢ TeM B 50 KOHTEKCTax jekcema package (‘yrakoBKa’) yIoTpe6sisyiach Ijik 0603HaAUYEeHMsT TTOHSTUIM MHBIX
objacTeii 3HaHKS, HAIIPUMeD:

Over the last 15 years we have made a significant impact through the use of “rapid impact packages” of low-cost ge-
neric drugs or drugs donated by multinational pharmaceutical companies, for example Zithromax (Pfizer), Ivermectin (MSD)
and Praziquantel (Merck KGaA) (WIPO Magazine, February 2016). / 3a nmocienaue 15 et Mbl JOOMINCH 3HAUUTETb-
Horo 3¢deKkTa Graromapst MUCIOIb30BAHUIO «ITAKETOB GBICTPOTO BO3IENMCTBMSI» HEIOPOrUX HelmaTeHTOBAaHHBIX Jie-
KapCTB WIM JIEKapCTB, MOKEPTBOBAHHBIX MHOTOHALMOHATbHBIMY (hapMaleBTUUECKMMM KOMITaHUSIMM, HATIpyUMep
Lntpomakc (Pfizer), UBepmextun (MSD) u [IpasukBauTen (Merck KGaA).

B BbIIIENIpMBEIEHHOM TIpUMepe HOMMHAIMS package vMeeT 3HaUeHMe, OTHOCAIIeecs K cepe MapKeTUMHTOBBIX
MHHOBALMi B 06/1aCTU MEAUIIMHCKUX YCITYT.

Takske jiekceMa package BctpeTuiaach B 40 KOHTEKCTaX B OOIIEYIIOTPeOUTETbHBIX 3HAUEHUSIX, TAKMX KaK:

a. “a collection of related items” (‘HaboOp CBSI3aHHBIX 0O'bEKTOB’), HAIIPUMEP:

Science ebooks are offered in packages or collections, sometimes with the possibility for library patrons to produce their own
personal print copy (WIPO Magazine, April 2016). / HayuHble 5JIeKTPOHHbIE KHUTY MPeJIaratoTcs aKeTaMu MIM KOJIIEK-
MMM, MHOT/IA C BO3MOXKHOCTBIO JIJ1sI TIOCETUTEJIeN OUOIMOTEKY CIeIaTh MePCOHATbHBIN TTeUaTHbIN 9K3eMIUISIP;

b. “a ready-made computer program or collection of related software” (‘roToBasi KOMIIbIOTEpHAs IIPOrpaMMa MIu
Habop COMyTCTBYIOLIETO MPOrPAMMHOTrO 06ecrieueHust’), Harpumep:

Initially the company sold individual software packages to customers for around USD 300 (WIPO Magazine, Decem-
ber 2017). / TlepBoHAYa/JbHO KOMIIAHMS MpOJaBaja KIMEHTaM OTHebHble MaKeThl MPOrPaMMHOTO O6GecreyeHust
npumepHo 3a 300 mosutapos CILIA.

Homuuanust promotion (‘iponsuskeHue’) B 60IbIIMHCTBE KOHTEKCTOB (152 13 159) mucmonb30BaHa TOIBKO B C06-
CTBEHHO TEPMMHOJIOTMYECKOM 3HAUEHNM, HATIPUMED:

Brand Promotion and Unauthorized Trademark Use in Virtual Worlds (WIPO Magazine, December 2007). / IIpoaBu-
skKeHye 6peH/Ia ¥ HeCaHKIMOHUPOBAHHOE MCITO/Ib30BaHMe TOBAPHBIX 3HAKOB B BUPTYa/bHbBIX MUPAX.

BmecTe ¢ TeM B 7 KOHTEKCTax JieKCeMa promotion yrnoTpebsieTcsl Kak 001eynoTpe6uTeIbHOE CJIOBO B 3HAUEHUU
“the act or fact of being raised in position or rank” (‘meiicTBue win GhakT MOBBIIIEHNSI B JOJKHOCTY WJIM 3BAHUN'),
KaK B HMKEITPUBEIEHHOM IIpuMepe:

The promotions include two women, bringing the number of women Directors at WIPO to six (WIPO Magazine,
March 1999). / Cpenu MOBBIIIEHMIT B JODKHOCTY — IBE SKEHIIMHBI, B Pe3y/IbTaTe YEro UncIo SKeHIIVH-AMPEKTOPOB
B BOMC pmocTurjio mecTu.

KoHTeKcThI yrioTpebieHus JiekceMbl Sigh (‘3HaK’) ObUIM pacIipeie/ieHbl Ha TPY TPYIIbL. B IepByI0 rpyminy BOLUIA
182 KoOHTEKCTa ymoTpe6ieHMs JaHHOI eIMHMIIBI KaK OOIeyrnoTpe6UTeNIbHOTO CJIoBa B 3HAUeHUM “an act, event,
or watchword that has been agreed on as the occasion of concerted action” (‘meiicTBue, COObITIE UM JIO3YHT, KOTOPbIE
ObLIM COTJIACOBAHbI B PE3yJ/IbTaTe B3aMMO/IECTBYS ), KaK HaTIpuMep:

This is a sign of positive economic activity and innovation (WIPO Magazine, May 2001). / 3To 3HaK IOIOXUTeIbHO
9KOHOMMYECKOI aKTUBHOCTYU ¥ MHHOBALIMIA.

Bo BTOpYyIO rpymmy Bomnio 290 KOHTEKCTOB, B KOTOPBIX JaHHAs jeKkceMa yrnoTpe6ieHa B TEPMUHOIOTUYECKOM
sHaueHuun “word, phrase, picture, logo, letter, numeral, shape, colour, sound, scent or aspect of packaging used commer-
cially to identify your goods and/or services from those of other traders” (Briefing: Maximizing the Potential of Intellec-
tual Property for Your Business. URL: https://wipolex.wipo.int/en/text/383822) / ‘ciioBo, ¢ppasa, u3obpaxkeHue, jao-
roturn, 6yksa, udpa, Gopma, 1BeT, 3BYK, 3arax WIM BUJ YIIAKOBKHU, VCIIOTb3yeMble B KOMMEPUECKUX LIEJISIX JJIst
pasnums TOBapOB V/MJIY YCIIYT OT TOBAPOB /MM YCIYT IPYTUX YUaCTHUKOB PhIHKA , HATIpUMep:

To be eligible for trademark protection, a sign must be capable of identifying the commercial origin of the branded
goods or services, thus enabling the relevant public to distinguish those goods or services from those of another business
(WIPO Magazine, December 2017). / UYTo6bI MMETb IIPaBO Ha OXpaHy TOBAPHOTO 3HaKa, HEITOCPEACTBEHHO caM 3HaK JT0JI-
SKeH ObITh CIIOCOOEH UAEHTUOUIMPOBATh KOMMEPUECKOe TIPOVCXOKIeHe GUPMEHHBIX TOBAPOB MM YCIIYT, UTO TIO3BO-
JISIET TIOTEeHIMATbHBIM ITOKYTIATENISIM OTJIMYATh ITM TOBAPhI MM YCIYTYU OT TOBAPOB MU YCIIYT APYTOTO ITPOU3BOANUTENIS.

B TpeThi0 Ipymiy BOULIO 5 KOHTEKCTOB, B KOTOPBIX JIEKCEMa Sign MpOSIB/SIeT OTHOIIEHVE MPUMEPHOi SKBUBA-
JIEHTHOCTM C KOHTEKCTYa/IbHbIM TEPMMHOM-CMHOHUMOM trademark (‘ToBapHbIit 3HaK’), HAIIpUMep:

Such conflicts arise when a sign having a geographical connotation is commercially used by different parties, whereby
one party uses it as a trademark and the other party as a geographical indication, and products bearing that sign are sold
by both parties into the same market (WIPO Magazine, January 2000). / Takue KOHGIMKTHI BOSHMKAIOT, KOT/IA 3HAK,
MMeIoIMii TeorpaduUecKyi0 KOHHOTAIINIO, MCIIOAb3YeTCSI B KOMMEPUYECKUX Ie/IIX PasHbIMM CTOPOHAMMU, B Pe3yiib-
TaTe Yero oJiHa CTOPOHA MCITO/Ib3yeT ero B KaueCcTBe TOBAPHOTO 3HAaKa, a Apyrasi CTOPOHA — B KauecTBe reorpaduye-
CKOTO YKa3aHMS, ¥ TPOAYKTHI C STUM 3HAKOM MPOJAIOTCS 00eMMM CTOPOHAMM HA OJHOM M TOM JKe PhIHKE.

Haunbosbiliee KOIMYECTBO KOHTEKCTOB — 1793 — MMeeT BapMaTUBHbINA 110 ¢popMe TepMUH trademark / trade mark /
trade-mark (‘roBapHblii 3HaK’). Popma trademark BctpeTunach 1682 pasa; trade mark — 108 pa3; trade-mark — 3 pasa.
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BapuauTtel trade mark v trade-mark MCIOAb30BaHbl MCKIIOUUTEIBHO B MPSIMOM TEPMMHOJIOTMUECKOM 3HAUYEHUMU.
Yro KacaeTcs BapuaHTa trademark, To BKIoUamomye ero 1682 KoHTeKCTa ObUIM pas/eieHbl Ha aBe TpyIibl. K mepBoit
rpymnme 6bUI0 OTHeceHO 1045 KOHTEKCTOB, B KOTOPBIX HOMMHAaLusI trademark (‘TOBapHBIA 3HAK’') yIOTpEeOJISIETCS
B TepMMHOJIOTMYECKOM 3HaUeHUM “a sign used, or intended to be used, to distinguish goods or services dealt with or pro-
vided in the course of trade by a person from goods or services dealt with or provided in the course of trade by another per-
son” (Trademarks Act No. 1 of 2003. URL: https://wipolex.wipo.int/en/text/241755) / ‘3HaK, UCIIOb3yeMbIii B KOM-
MepuecKoii OTpacau sl OTIMUMS TOBAPOB MM YCJIYT OMHOTO JIUI[a OT TOBApPOB WM YCJIYT APYroro juiia’. IMeHHO
B TAKOM 3HAUEHMM YIIOTPEOISIeTCS JaHHAs Criel[MaabHas eJUHMIA B HUKEITPUBEIEHHOM KOHTEKCTE:

He registered the well-known “Heng Yuan Xiang” name as a trademark and added a cartoon image of a little girl be-
side the three Chinese characters (WIPO Magazine, December 2004). / OH 3aperMcTpupoBaj M3BECTHOE Ha3BaHMue
«X9H l0anb CstH» B KaueCTBe TOBAPHOTO 3HAKA M A0OABMI MYJbTSIIHOE U300pakeHe MajJeHbKOM TeBOUKM PSIOM
C TpeMsI KUTaCKUMU MeporaudamMu.

B 637 KOHTeKCTax BTOPOi TPYIMIbI CreluanabHasi HOMMHAIMS trademark (‘TOBapHbIii 3HAK') YIMOTpeOGJsIeTCs
C Pa3IMYHBIMM CEMAHTUUYECKUMM V3MEHEHUSIMU, BeIYIIUMIU K M3MEHEeHMI0 00beMa TMOHSITHSI, HOMUHUPOBAHHOTO
MaHHOV CcrelnyuanbHOl eauHuIeil. Tak, B HYKEIPUBEIEHHOM KOHTEKCTE TOSIBJSIETCST NOIMOMHUTEIbHBIN MPU3HAK
TIOHATHUS — promotion (‘CpeiCTBO MPOABIDKEeHMS 6GpeH/a’):

We are using the trademark to promote our branded products, including on social media (NIPO Magazine, March 2021). /
MBbI UCITOSTb3YEM TOBAPHBII 3HAK /151 POABVKEHMS HAIIMX OPEHJOBBIX IIPOAYKTOB, B TOM UMC/IE B COLIMATbHBIX CETSIX.

VroTpeb6iieHnii JaHHOM HOMMHALIMY B HECITELIMaIbHOM 3HaueHUu B Kopityce TekcToB WIPO Magazine He BbISIBJIEHO.

CocraBHast HOMuHauus trade name (‘ToproBoe HauMmeHoBaHMe’) 3a pamkamu SICIT ¢ 2004 roga mMOJHOCTBIO BbI-
TecHsIeTCs HoMuHauuei brand name (‘Ha3BaHMe 6peHIa’) ¥ BO BCEX HAlIEHHbIX 48 KOHTEKCTaX YIIOTpeb/ieHa TOIbKO
B TEPMUHOJIOTMYECKOM 3HAUeHUY, HalIpUMep:

Trade names, trademarks and domain names may also be prime elements that differentiate a product or service from those
of competitors (WIPO Magazine, October 2002). / ToproBble HaMeHOBaHMsI, TOBAPHbIE 3HAKY U JOMEHHbIE MMEeHa TaKKe
MOTYT ObITb OCHOBHBIMM 3JIEMEHTAMM, KOTOPbIE OTJIMYAIOT ITPOAYKT WU YCIYTY OT IMTPOAYKTOB MJIM YCITYT KOHKYPEHTOB.

B xofe yccieqoBaHust BbISIBIEHbI TEPMMHbI OpeHIMHra, KOTopbie 3a mpeaenavyu SICLL HaXomSATCS B OTHOIIEHMSIX
MIPUMEPHOJ SKBMBAIEHTHOCTH ¥ CJIY’KaT BAPMATUBHBIM CPEACTBOM BepOausaliyy TOKAECTBEHHbBIX TIOHITHI B paMKax
OIpe/IeJIeHHOTO KOHTEKCTa. DTO TaKye Mapbl TEPMUHOB, Kak label (‘aTuketka’) — mark (‘3HaK’), sign (‘3HaK’) — trademark
(‘roBapHbIii 3HaK’) M mark (‘3HaK’) — sign (‘3HaK’). TepmuH mark (‘3HaK’) QyHKUMOHUPYET KaK aBCOMIOTHDIN KOHTEKCTYaITb-
HBII1 CMHOHMM POJIOBOTO TepMMHa trademark (‘ToBapHbIi 3HaK’) ¥ BUIOBOrO TepMMHa trade mark (‘TOBapHbIii 3HaK’).

HecmoTpst Ha To, uTO B pamKax SICI] TepMUHONOTHMS OpEHAVHTA He MMeeT SIPKO BhIpasKeHHOI HallMOHAIbHOI cITe-
MUKY, B KOHTEKCTAX, PEITPE3EHTUPYIOIMX MTOIbSI3bIK ITPeIMETHOM 06/1acT GpeHIMHTa, HaOMI0AaeTCsT aKTyaam3a-
Vs OTIPeJIeJIEHHBIX MPU3HAKOB MOHSATHIA, KOTOPbIE HAIIUTM OTPaskeHue U B UX TeGUHUIUIK, TPeCTaBIeHHbIX B 0Pu-
IMATbHBIX TOKYMEHTAX OTAEIbHBIX PETVIOHOB. DTO TaKue MPU3HAKYM MMOHSTUS, HOMUHMPOBAHHOTO TEPMUHOM adver-
tisement (‘pexknama’), Kak influence (‘Bnusinue’) u communication (‘obiieHne’), KOTOPbIe OTPAKEHbI B AEDUHUIUSIX
IOKYMEHTOB a3MaTCKO-TUXOOKEaHCKOM 1 3aTaIHOEBPOIEICKOI PErMOHAIbHBIX TPYIII. A TaKKe TaKue MpPU3HAKY M10-
HSITVSI, HOMMHMPOBAHHOTO TepMyuHOM brand (‘6peHn’), Kak quality (‘KauecTBo’), promotion (‘ipoaBuskeHue’), registra-
tion (‘perucTpanus’), KOTOpbIe OTPaskeHbl B HeDUMHULIMIX OPUIMATbHBIX JOKYMEHTOB PErMOHaIbHOM TPYIIIbl AB-
cTpanuu 1 OKeaHUM U a3MaTCKO-TUXOOKEAHCKOM PErOHaIbHOM TPYIIIIHI.

3ak/IouyeHue

OedUHUIIMOHHBI aHAMIN3 MTOKA3aj, YTO TEPMUHONOTHS GPeHAMHTa B TOCTaTOUYHOM CTeneHu YHUOUIMPOBaHa.
JTO MOKeT OObSICHATHCS MPUBEPKEeHHOCTbI0 BOVC MpMHIIUITY BCEOXBATHOCTHU TPYU pean3aliny MeKAyHapomHOIi
CUCTEMbBI OXPaHbI MHTEJ/IEKTYaIbHOI COGCTBEHHOCTH.

KoHTeKkcTyabHbIl aHa/M3, OCHOBAHHBINM Ha MPMMEHEHUY KOPITYCHBIX JaHHBIX, TOATBEPIMI CEMaHTUUECKOE Ba-
pbMpOBaHMe 3HAUEHM TepMUHOB advertisement (‘peknama’), brand (‘6peun’), brand name (‘Ha3BaHue 6penna’), label
(‘atTukeTka’), mark (‘3sHaK’), promotion (‘npopBuskeHue’) u sign (‘3HaK’). JlaHHbIe TepMUHBI B Mpejieiax MOIbsI3bIKa
OpeHayHra GyHKIMOHMUPYIOT: 1) B TEPMMHOIOIMUECKOM 3HAYEHMM, 3aKPEIIEHHOM B TEPMMUHODUKCUPYIONINX C-
TOYHMKAX; 2) B OBIIEYIIOTPEOUTETHPHOM 3HAUEHUM, 3aKPEIVIEHHOM B 001e(PMIOIOrMYeckux cJIoBapsx; 3) B mepe-
HOCHOM MeTa(opuueckoM M MEeTOHMMMUYECKOM 3HaueHUsX. CieJoBaTeIbHO, BbIllIeyKa3aHHbIe TEPMUHBI SBJISTIOTCS
KOHCYOCTaHIIMOHAbHBIMY, TIPU 3TOM KOHCYOGCTAHIIMOHATBHOCTh TepMMUHA package ‘yImaKoBKa  OCIOKHEHA MEXOT-
paceBoit monucemueit. TepmuH trademark (‘TOBapHbIi 3HaK’) He SIBJISIETCS KOHCYOCTaHIIMOHATbHBIM, OHAKO ITPOSIB-
JISIET TEHAEHIMIO K U3MEHEHMIO MTOHSITUITHOTO 06beMa ¥ MOIM(GUKALIMIM COOTBETCTBYIOLIErO MOHSTHS 3a pamKamvu SICIT
B IpejesiaX MOAbsI3bIKa, UTO BIIOCIEACTBUU MOXKET MIPUBECTH K AuddepeHIManny 3HaUeHUs ¥ Pa3BUTUIO TIOJIMCE-
MMM B CIIELIMATIBHOM MOIbsI3bIKe. TepMuH trade name (‘TOProBoe HaMMEHOBAHME') He TMPOSIBJSIET KOHCYOCTaHIINO-
HAJIbHOCTb, TIOCKOJIbKY 3a pamkamu SICLI B mpeziesiax MCC/IeqyeMoro moAbsi3bika BHITECHSIETCS KOHCYOCTaHIIVOHAb-
HbIM TepMuHOM brand name (‘HasBaHue 6peHa’). TakumM o6pasoM, 80% 1ieeBbIX TEPMUHOB OpPEeHAMHIA, KaK OJHO-
KOMIIOHEHTHBIX, TaK ¥ MHOI'OKOMIIOHEHTHBIX, ABJITIOTCS KOHCY6CTaHLU/IOHaJIbeIMI/I.

BHYTPUSI3bIKOBOE COIIOCTABJIEHME C MCIIOIb30BaHMEM [BYX CIIELMAJIbHO CO3MAHHBIX MMOIKOPITYCOB IO3BOJINMIO
BBISIBUTD [TOHSTUITHBIE PACXOKIEHMSI KOHCYOCTaHIIMOHAIbHBIX TEPMUHOB, QYHKIMOHMPYIOMMX 3a rpemenamu SICLI
B paMKax OIHOIO MOIbsI3bIKA. [Ipou3Bens pasrpaHMyeHe sSHAUeHMI TaKUX TEPMMHOB, YCTAHOBUB MX CYIIeCTBEHHbIE
MIPU3HAKMA U COMOCTABUB MX I10 COMEPSKAHMIO, Mbl CMOI/IM YOEAUTHCS B TOM, YTO 3HAUEHNS] KOHCYOCTaHIIMOHATbHBIX
TEPMMHOB CBSI3aHbI IPYT C APYTOM OTHOLIEHMSIMM CEMAaHTMYECKOIi TepUBALMM, TIOCKOIbKY BOSHUKIN B PE3y/IbTaTe
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BUIOU3MEHEHMS U Pa3sBUTUSI OQUIIMATbHO 3aKpeIIeHHbIX 3HaueHuit TepMmuHoB B SCLI. Takum 06pa3omM, Ha OCHOBE
BBISIBJIEHMSI TIOHSITUITHOM OVHAMMKY KOHCYOCTAHIIMOHATBHBIX TEPMIHOB BO3MOXKHO OOBSICHUTD M YCTAHOBUTD ITpe-
JleJIbl UX CeMaHTMUeCKOTO BapbUPOBAaHMSI.

HepCHEKTI/IBbI nanbﬂeﬁmero uccinenoBaHss BUOSTCSI B YCTaHOBJIEHUU co,uep>KaTean0171 B3aMMOCBA3aHHOCTU

TEePMMHOJIIOTMY OPEHIUHTA Ha OCHOBE Je(VHUIVOHHOTO aHAIN3a U UCUMCIIEHNS BCEX BUIOB CEMAHTUYECKUX Y OHTO-
JIOTMYECKUX CBSI3€ii Y OTHOIIEHUI, CYIIECTBYIOIUX MEKAY TEPMUHAMMU, [JISI BBISIBIEHUS] CUCTEMHOCTU TEPMUHOIIONS
MpeMeTHO 06/1acTy 6peHIVHTA U TOCTPoeHNs (parMeHTa TEPMUHOIOTUYECKO OHTOJIOTUMN.
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