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JEKCUKO-CEMAHTAYHUMI TA IPATMATUYHUN ACHEKTHA TBOPEHHSI HA3B
CIIOPTUBHUX BPEH/IB TA CJIOI'AHIB

Y crarTi gocnimkeHo ocobsmMBOCTi 6peraiB Ta 359COBAHO, 1O KOXXEH BPEHA MAE CBOKO iHAMBIAYAE/IbHICTb, SKY CK/IGAaroTh
Pi3HI BepbasibHi Ta HEBEpbasibHi e/leMeHTH. [JeTa/lbHO PO3I/ISHYTO ABa E/IEMEHTU BpeHfiB — iM% 1a peknamHmi cioraH. Bym
BCTaHOB/IEH] OCOB/IMBOCTI OXOLXKEHHS HA3B CIIOPTUBHUX OPEHJiB. BHOKpeMIeHO | rpoaHa/li30BaHO JIEKCHMKO-CEMaHTUYHI Ta
nparMaTuyHi 0Cob6sIMBOCTI PEKIIAMHUX C/IOMaHIB CIIOPTUBHUX BPEHLIB.

Kito40Bi Cr108a.; 6pEHA, PEKIaMHMA C/I0raH, iM’s 6perLy, HEUMIHI, CropT, JIEKCUKO-CEMaHTUYHA rpyra.
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LEXICAL-SEMANTIC AND PRAGMATIC ASPECTS OF BUILDING SPORT BRAND
NAMES AND SLOGANS

The article focuses on aspects of the brand name origin and sport brand aavertising slogans building. Two elements of
brands, such as the name and advertising slogan, are considered in detail. The name identifies the brand and distinguishes it from
others, the advertising slogan is designed to highlight the views and the main target of the company. In the presented study, the
peculiarities of the sport brand name's origin were established. The names of companies may originate from Latin or Greek, relate to
the subject of sports, or be associated with geographical names and objects. In addition, some brands were named after their founders
or agile wild animals. Moreover, the lexical-semantic and pragmatic features of advertising slogans of sports brands were singled out
and analyzed. According to the communicative and pragmatic type of sentences, slogans are divided into declarative, imperative,
Iinterrogative and exclamative sentences. Declarative slogans may contain the name of a particular brand and lexemes of belonging
to the sports sphere or to a particular sport. Imperative slogans contain verbs in the imperative form, referring to the semantic groups
of "state” and "process”. Interrogative slogans are aimed at consumers' considerations regarding the quality of a brand or a certain
proauct. Customers subconsciously turn to a certain company to find an answer to the question posed in the slogan or to make sure
that the stated information is authentic. The least popular group of slogans are exclamative slogans, the task of which is to express
the emotional component and emphasize certain opportunities that the brand can provide. The research results can become an
important basis for further fundamental studies on the peculiarities of sport brand names and slogans.
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ITocTaHoBKa MpoO/IeMH y 3arajiIbHOMY BHIJISIAI
Ta i 3B’ 5130K i3 BA2KJIMBUMHU HAYKOBUMH YH NPAKTUYHUMM 3aBIAHHAMHU

Ha cporomuimHii JeHp pekiiamMa cTaia OJHI€I0 3 HAHTIOMIMPEHIMINX 3ac00iB A 3MIHCHEHHST KOMYHIKAIIii.
JlroaM 3 pi3HUX KYTOUKIiB IUTAHETH CTAIOTh KEPTBAMH BIUIMBY PEKIAMHHUX MOBiZoMIeHb. CHOYaTKy Taki Mecemki
NPUBEPTAIOTh yBary MibHOHIB JIFOJeH, OJJHAK 3 IUIMHOM Yacy BTPAYarOTh CBOIO MOIYJISPHICTh Ta HOBU3HY. ToMy
JTOCBiUeH1 (haXiBIli HAMAralOThCS BCULIKUMHE CITIOCOOaMU 3HOBY IPOOYIUTH IHTEpEC ayAUTOPil Ta 3pOOUTH peKiIaMy
YHIKaJIEHOIO 1 3a11aM’ATOBYI09010. OCOOIMBO yBary NpHIiIIOTh CTBOPEHHIO PEKIIAMHOI KaMITaHiT A1 pi3HOMaHITHHAX
OpenaiB. Ha punky nenani Oiniblie 3’ sBISETHCS HOBUX OpraHi3alliid, ki BUPI3HSIIOTHCS CBOIM OPHUTTHAIBHUM 1M’ SIM Ta
LIKaBUM PEKJIAMHUM racjioM, IO sIBJIsIE COOOI0 JIAKOHIUHY i JIeTKy JJIsl 3a1aM’SITOBYBaHHs (pasy.

AHani3 ocTaHHIX J0cailkeHb Ta nMyOJikauii
Tema HeHMIHIY Ta peKJIaMHHX CJOTaHiB BHCBiTIeHa B mpausgx 3apybixamx (K. Koy, C. Bpays,
b. Kiapesenn, K. B. Ilapk, /I. baak) Ta yxpaincekux (A. B. KoBanesceka, I. B. 'opozmenpka, I. B. Yiamoscobka,
. M. lo6poBonbceka, H. B. I[ToroBa) HaykoBIiB.

®opmyn0BaHHA Wijneil cTaTTi
MeTta noCiKeHHST — BHOKPEMHTH JIHTBICTHYHI OCOOJNHMBOCTI Ha3B Ta CJOTaHIB CHOPTUBHUX OpEHIIB.
3aBoaHHAM CTaTTi € PpO3MITHYTH ocoOnMBocTi OpeHaiB, iXHIX Ha3B Ta CJOraHiB; BCTAHOBUTH OCOOJIMBOCTI
MTOXO/DKEHHSI Ha3B CHOPTHBHUX OpEHIIB; BHOKPEMHTH 1 NpOaHAi3yBaTH JIEKCHKO-CEMaHTHYHI Ta NparMaTH4Hi
0COOJMBOCTI pEKITaMHUX CJIOTaHIB OpPEHIIB CIIOPTHBHHUX TOBApIB.

Buxusiax ocHOBHOTo MaTepiaiy
Bpenau € HEBiT'€MHOIO CKJIaIOBOIO HAIIOTO XXUTTSI. JI0JM HaBiTh HE YSBIAIOTH, HACKUIBKH TiICHHM 3B’ 30K
BOHM MaroTh 3 OpeHIaMu. BracHUKM KOMIIaHiii HaMararoThCs SKOMOTa BUTIIHIIIE Ta SCKpAaBille MPEeICTaBUTH CBil
6i3HecC 3a JIONIOMOT0I0 EMOIIHOI0 Ta acOI[iaTUBHOTO HAIIOBHEHHS, 3MYIIYIOUH ayJUTOPI0 Ha IiJICBIIOMOMY DiBHI
NpUB’A3aTHCS O KOMIIaHii Ta CTBOPUTH NEBHUI 00pa3 mnpo Hel. BpeHnu mnpencraBisiioTh TyXOBHY CTOPOHY
oprasizarii, pO3KpUBaloyH il IHANBIAyaJbHUH XapakTep.
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31e01IbIIOTO IHAUBITYaTbHICTh OPeHTy CKIIQIA0Th BepOalbHi Ta HeBepOaibHi eneMeHTd. J[o BepObambHIX
eJIEMEHTIB MOJKHa BimHecTH: 1) iM’st OpeHny, 2) cioraH Ta/abo ¢pa3a-BiuTyHHs, 3) 3a3HadeHHA Micii, 4) crierudigaa
nekcuka. Jlo HeBepOaNbHUX €TIEMEHTIB HaJIeXKaTh: 1) JOTOTHIL, 2) cBOepiaHi hopMmu, 3) mamiTpa KomsopiB, 4) rpadidni
netaii, 5) yHiKaJdbHi 3ByKH abo Menoxis, 6) apomary, 7) cmaku [2, c. 16].

BpennmoBe iM’s SBISETHCS OJHUM 3 HAHOUTBII BaXKIMBHUX CIEMEHTIB 1HAUBIMYaTbHOCTI OPCHIY, ajpKe came
BOHO MOYMHAE BUOYZIOBYBATH acOLaTUBHI BIJIHOCHHU CIIOKMBAYiB 3 KoMIaHieo. Baano cdopmoBaHa Ha3Ba 31aTHA
He TUIBKY ITPpOoOYyIUTH IHTEpeC B ayIUTOPIi, a i 3a0e311eunT BUKOHAHHS €KOHOMIYHUX IIiJIed opraHizarii.

Mu BUpIIIWIY [TPOAHaITI3yBaTH IMEHA TAKUX BCECBITHBO IOITYJIIPHUX OPEH/IIB CIOPTUBHOTO OJIATY, B3YTTS 1
TOBapiB, K Adidas, Puma, Vans, K-Swiss, Champion, Rhone, Wolven, Leoréver, Vuori, BOXRAW, Lacoste, Nike,
P. E. Nation, Umbro, Balenciaga, Converse, Li-Ning, Salomon, Sporty & Rich, Athleta, Altitude Sports, Casablanca,
Fila, Workout Empire, ALO.

VYV xum3i Criena bpayna «bpenmum Tta Openmuar» (anri. Brands and Branding) momaHa 3arajibHa
Kacuikamis TOX0MKeHHS Ha3B 0aratbox BimoMux OpeHmiB [4, c. 30]. bepyqn 3a ocHOBY 110 Kimacuikamiro, MOXHA
BHOKPEMHUTH O0COOIMBOCTI MOXOKEHHS IMEH CIIOPTUBHUX OpPECHIIB.

Bararo xoMmaHif oTpuMaiu Ha3By Ha YeCTh CBOIX 3aCHOBHHKIB. BOHH MOXXyTb MIiCTUTH €JI€MEHTH iMEHi
Ta/abo npizBuma (P. E. Nation — Pip Edwards; Balenciaga — Cristobal Balenciaga; Umbro — Humphrey Brothers;
Converse — Marquis Mills Converse; Li-Ning — Li Ning,; Salomon — Georges Salomon, Vans — Paul Van Doren,
James Van Doren; Fila — Ettore Fila, Giansevero Fila;, Lacoste — René Lacoste; Adidas — Adolf abo “Adi”
Dassler).

OKpiM L[bOTO, HA3BU MOXKYTh O€3I10CEPEHHO CTOCYBATHCS TEMHU CIIOPTY Ta Y CBOEMY CKJIaJli MaTH BiJIIOBIIHI
3Ha4yeHHEBI komnoueHTH (Champion, Sporty & Rich, BOXRAW, Altitude Sports, Workout Empire). Taki KOMIOHEHTH
JIOAATKOBO HArOJOIIYIOTh, [0 OpPEeHA MPOCYBae MPOIYKIIO caMe CIIOPTUBHHMX TOBapiB, Ta B OKPEMHX BHIIAIKax
PO3KPHBAE HANPSIMOK CHOPTUBHOI MisUTBHOCTI.

Imena mMoxyTe OyTH TOB’s3aHI 3 reorpadiyHMMH Ha3Bamu Ta 00’ekTamu. Hampukmax, akporiMm ALO
po3mudpoByeThes K “Air Land Ocean”, a Ha3zBa Vuori 3 piHCEKOT MOBH IEPEKIANAETHCA SIK «20pd», HATOJIOIITYIOYH
Ha TOMY, IIIO TOBapW I[bOTO OpEHIy IOIOMAararoTh JOCATTH IMIKy MPOAyKTHBHOCTI. CTOCOBHO reorpadiyHuX Ha3B
BapTO 3a3HAYMTH, 1[0 OPEH] CIOPTUBHOTO OIATY A 4oJioBikiB Casablanca otpumas Ha3By Bix micta Kacabmanka
(Mapoxkko), nie #ioro po3poouiu, opena Rhone — Bin oaHiel 3 HAWOUIBIINX pidok €Bpony, Ponn, a K-Swiss — Bix
wrary Kamidopnis Ta kpainu [lBeitnapis. Yci reorpadivni Ha3Bu IEBHUM YHHOM IOB’sI3aHi 3 ICTOpI€0 OpeHay 4u
MOISIMH 3 XKHTTS HOTO 3aCHOBHHUKIB.

Jlesiki Ha3BHM MAarOTh JIATUHCHbKE a00 Tperbke MoxomkeHHs. Hanpukian, iM’st kommnaHil Athleta 3 natuHu
O3Havae «amuem,; cnopmcmeny, a 6penn Nike oTprMaB CBOIO Ha3BY BiJl iMEHI IPeLbKOi OOTHHI TiepeMoru «Hikey.
MoskHa 3pOOHUTH MPUITYIIEHHS, 10 TakKi Ha3BU OOMPAIOTh Ui MiAKPECICHHS CIIOPTUBHOTO AYXY, SIKMW IaHyBaB B
yacu CraponaBaboi ['pemnii Ta PuMy, ne i BigOyocs 3apoKeHHS CIOPTY .

Jlo Toro x AesKi Ha3BM KOMIaHIi ITOXOAATE BiJl TBAPHH. SICKpaBUM MPHUKIIAIOM € iM’S BITOMOTO HIMEIIBKOTO
6penny Puma. Vioro Ha3Baau Ha 4eCTh CIPHTHOTO XHKOTO 3Bipa, MyMH, sIKHH 300pakeHHH i Ha JTOroTHII i€
KoMItaHii. Takox npuKiIagaMu MOXyTb OyTH Ha3Ba KoMmaHii Wolven, 110 1o3HavYae MOANHY, IKa XapaKTepoOM CX0Ka
Ha BOBKa, Ta iM’s1 OpeHy Leoréver, sike 3 (paHIly3bKOi MOBH NEPEKIIANAETLCS K «mpitiiueuli negy. Ha3su, yrBopeHi
BiJl TBAPHH, YOCOOIOIOTh IIBUKICTE, CIIPUTHICTbD, CHITy Ta BUTPHUBAIICTD, III0 IPUTAMAHHO TUKUM 3BipaM.

OKkpiM iIMEHI, I11e OJJHAM BaXKJIMBHM €JIEMEHTOM OpeHay € ciorad. CiioraH — I1¢ KOPOTKa BIIyYHA pPEeKJIaMHa
(paza, npu3zHayeHa 1yl BAOKPEMJICHHSI OCHOBHOT'O OpieHTHUpY KoMmaHii. CiioraH 0a3yeTbesi Ha iMiJDKI KOMIaHil Ta
MOBIZIOMJICHHI, IPE/ICTABJICHOMY B KOHKPETHOMY KOHTEKCTi [5, ¢. 165—166].

Croranu ypi3HOMaHITHIOIOTh IMIJDK KOMIIaHii, JOMOMaratoTh iif cTaBaTH Ie LiKaBille B 04ax ayJuTopii.
HaBith JexiiibkOMa ClIOBaMH MOYKHA YiTKO Ta BHTIJTHO NPE3EHTYBATH OpraHi3amito, ii MpOAYyKIil0 Ta BUCBITIUTH
HaWTOJIOBHIII IiHHOCTI. MapKeToJIoTH TOCUTh NEJaHTHYHO IiIXOJATh 10 MHUTaHHS CTBOPEHHS CIOTaHY, a/pKe I
(paza MoBHHHA MacyBaTH OpraHi3aii, JIeTko 3amaM’sITOBYBaTUCS, Ta BUPI3HATHCS 3-TIOMDXK 0araThboX 1HIIMX TaKHX
¢pasz, sAKi 3’ABWIKCS Ta NPOAOBXKYIOTH 3 SBIATHCS Ha PUHKY. 31 3MiHAMH B KOMIIAHIl TaKUMH, SIK PO3IIMPEHHS
ACOPTHMEHTY MPOJYKIIii, 3aIycK JIIMITOBaHO{ KOJEKIIi 1 T. /1., OpraHizamii MOXyTb MOBHICTIO TEpeiHaKIUTH abo
JIMIIE YaCTKOBO BHOCHUTH KOPEKTHBH y CBOi ciioranu. Tomy Garato OpeH/IiB HEe 00XOAATHCS JIMIIE OJHUM PEKIAMHAM
CJIOTaHOM, 1X MOKe OYTH J€KiJIbKa, CIIpIMOBaHHUX Ha PI3HUH THI ayUTOPiI.

Jlo6poBonbebka JI. M. 3amporioHyBaia TMOMIIUTH CJIOTaHU BiANOBIIHO J0 BHIIB PEKIAMHOI AisUIBHOCTI, a
caMe Ha KOMEpI[iiHi, MOmTHYHI Ta corianbHi. KomepmifiHi cioranu BHpPaXarOTh CBOEPIAHY TOPTOBEIBbHY
MIPOTIO3HILiIO, TTOB’A3aHy 3 TOBAPAMHU UM MOCIyraMu. Y paMKax KOMEPIIHHUX CIOTaHIB BUALIMIN iMiPKEBi i TOProBi
cioranu. ImiypkeBi cioranm 0a3yrOThCS Ha MOTIIALaX OpeHAy, pO3KPHUBAIOYM OCOOJIMBOCTI PEeKIaMHOI KaMmaHii Ta
3B’S30K Oprasizamii 3 HOKynmsiMA. Toprosi cioranu MicTATH iHGOPMAIIiIO TPO KOHKPETHI TOBAPH, iXHI IepeBaru Ta
BIIMIHHOCTI BiJ iHIMMX MOAIOHMX MPOAyKTiB. I[loMITHYHI CIIOTaHW CTOCYIOThCS BHOOpUYMX KaMmMaHii, BOHHU
MiAKPECITIOIOTh 1ICONOTIYHY MO3MIII0 IMOJITHKIB, MOMITHYHUX HapTiii i T. m. ColianbHI CIOTaHW HalpaBlieHI Ha
PO3KPHUTTSI OCHOBHHMX IpOOJeMH, 3raJaHuX y colianbHiil pekiaami. OKpiM IbOro, BOHHM YiTKO I JIAKOHIYHO
BHUCJIOBJIIOIOTH KITIOUOBY 1JIE10 peKJIaMHOi KammaHii [1].
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Bapro 3a3HauuTH, 1110 32 KOMYHIKaTHBHO-NIPAarMaTHYHUM THUIIOM PE4YeHb, MOXKHA BUOKPEMHUTH PO3IOBI/IHI,
CIIOHYKAaJIbHI, MUTANBHI Ta OKINYHI cioranu [6, c. 211]. Yci mi racia po3po0iieHi 3 ypaxyBaHHIM MCHXOJOTIIHUX
0COOIMBOCTEH JTFO/IeH Ta IXHIX moTpeo.

Po3moBimHi crmorann iHGOPMYIOTH ayAHTOPiI0 PO HASBHICTE MEBHOTO OpeHOY Ha PUHKY O€3 SIBHOTO
«3MYIIYBaHHSD» NMpHUAOATH HOrO TOBapH Ta 4acTO MAalOTh JIECKPUNTHBHUI xapakTep. Lle MoxyTb Oytn ¢dpasm, siki
MICTSTh Ha3By KOHKPETHOTO OpeHay, MO0 3akpimuTu Horo y mam’sti cnioxuBauiB: Team England wear Umbro
(Umbro) (Neuroflash, 02.11.2022); Team needs Sport-Star (Sport-Star) (Neuroflash, 02.11.2022); My Pumas (Puma)
(Neuroflash, 02.11.2022); Reebok believes in the athlete. In all of us (Reebok) (Neuroflash, 02.11.2022); This is the
New Balance (New Balance) (Neuroflash, 02.11.2022).

Jleski ciioraHu MOXKYTh MaTH JIEKCEMHU, SIKI BKa3ylOTh Ha MPHUHAJISKHICTh caMe 10 CIIOPTHBHOI cepH Taki,
sIK champion, sport, winner, gym: It takes a little more to make a champion (Champion) (SloganList, 29.10.2022); 4
vision for sport (Masita) (Neuroflash, 02.11.2022); At the heart of sport (Reebok) (Neuroflash, 02.11.2022); Passion
for sports (Odlo) (Neuroflash, 02.11.2022); The mark of a winner (Adidas) (Neuroflash, 02.11.2022); Shops for
winners (Intersport) (Neuroflash, 02.11.2022); Professional gear for gymgoers (GymStar) (Neuroflash, 02.11.2022).

TakoXx pekiIaMHi racia MOXXYTh MICTHUTH JICKCHYHI MapKepH HaJe)KHOCTI IO MEBHOTO BUAY CIIOPTY YU
cnoptuBHOi HisutbHOCTI: Football evolved (Umbro) (Neuroflash, 02.11.2022); The place where football_starts
(Intersport) (Neuroflash, 02.11.2022); The future of diving today (Tusa) (Neuroflash, 02.11.2022); The definition of
diving (Aqua Lung) (Neuroflash, 02.11.2022); UK's No.l bike brand (Apollo) (Neuroflash, 02.11.2022); Fitness &
Sfun (Tunturi) (Neuroflash, 02.11.2022); Changing the game in health and fitness (Nautilus) (Neuroflash, 02.11.2022);
The vision and spirit of hockey (Kookaburra) (Neuroflash, 02.11.2022); The art of tennis (Slazenger) (Neuroflash,
02.11.2022); Performance boots. Built for rugby (Canterbury) (Neuroflash, 02.11.2022); Uncompromising skiwear
(Kjus) (Neuroflash, 02.11.2022). Taxki racia HarpaBlieHi Ha By3bKYy ayAUTOPIIO Ta 34¢0LTBIIOTO € IPOAYKTOM OKpeMOl
TiHINKT OpeHny.

3HaYHHMI CErMEHT PEeKIAMHUX KaMIaHid 3aliMaloTh CIOHYKaJIbHI CIOraHH. BOHH 3aKIHKAIOTh ILILOBY
ayIUTOPIfo 10 KOHKPETHUX ild. HalfBaskIMBimIOO BiIMIHHOIO PHCOIO TAKUX TACell € TI€CIIOBA B IMIIEpaTUBHIH (opmi,
SIKi CTOSITh Ha MOYATKy peueHHs . CTOCOBHO CEMaHTHYHHMX OCOOJMBOCTEH IIi IECIOBA MOYKHA BiJIHECTH JI0 JICKCUKO-
CEeMaHTUYHUX TPYII «CTAHY» Ta «IPOLECY».

Jlo mep1uoi rpynu Hajiexarh:

1) nmiecnoBa emoriiiHoro crtany enjoy, love: Enjoy our shoes (Hi-Tec) (Neuroflash,
03.11.2022); Enjoy the sport (Rukka) (Neuroflash, 03.11.2022); Love your sport (Reusch) (Neuroflash,
03.11.2022);

2) niecnoBa po3yMoBOI akTHBHOCTI believe, think, trust: Believe in the run (Nike Running)
(Neuroflash, 03.11.2022); Think like a fish (Storm Lures) (Neuroflash, 03.11.2022); Trust your ritual
(Odlo) (Neuroflash, 03.11.2022);

3) nmiecnoBa cupuHATTS see, feel, listen: See no evil. Feel no evil (Tusa) (Neuroflash,
03.11.2022); Feel it (Tendon) (Neuroflash, 03.11.2022); Listen to your body (Polar) (Neuroflash,
03.11.2022).

Jlo mpyrof JIEeKCHKO-CEMaHTHYHOT IPYIH HAJIE)KATh:

1) nmiecmoBa pyxy go, run, walk, move, step, climb: Go run it (ASICS) (Neuroflash,
03.11.2022); Catch the fever (Adidas) (Neuroflash, 03.11.2022); Run anywhere (Saucony) (Neuroflash,
03.11.2022); Walk your walk (Keds) (Neuroflash, 03.11.2022); Move forward (New Balance)
(Neuroflash, 03.11.2022); Step loud (Fila) (Neuroflash, 03.11.2022); Climb more (Five Ten)
(Neuroflash, 03.11.2022);

2) niecnoBa aii do, make, create: Just do it (Nike) (Neuroflash, 03.11.2022); Make the leap
(Puma) (Neuroflash, 03.11.2022); Create your own game (Adidas) (Neuroflash, 03.11.2022);

3) niecnoBa mi3HaHHS discover, achieve, experience: Discover your world (Dawes)
(Neuroflash, 03.11.2022); Achieve new balance (New Balance) (Neuroflash, 03.11.2022); Experience
more (Gore-Tex) (Neuroflash, 03.11.2022);

4) niecnoBa 3MiHW change, adjust, redefine: Change the game (Fila) (Neuroflash,
03.11.2022); Adjust your comfort zone (Odlo) (Neuroflash, 03.11.2022); Redefine impossible (TLF
Apparel) (YouTube, 27.10.2022) [3];

5) ndiecnoBa TOBCSIKACHHOCTI buy, live, wear: Buy the shoe (K-Swiss) (SloganList,
29.10.2022); Live the way you run. Run happy (Brooks) (Neuroflash, 03.11.2022); Live well, wear Alo
(Alo Yoga) (Neuroflash, 03.11.2022).

[IuTaneHi coranW HampaBiIeHI HA PO3MIPKOBYBAHHS CIIOKHMBAYiB CTOCOBHO SIKOCTEH OpEeHIy 4M MEBHOTO
ToBapy. [Tokymii miacBiIOMO 3BEPTAIOThCS 10 TIEBHOI KOMIaHii, a0W 3HAWTH BiIIMOBiJh HAa TOCTaBJICHE Yy CJOTaHi
3anUTaHHs a0 INEepeKOHATUCSl Y JIOCTOBIpHOCTI 3asBieHoi iHdopmauii: How far do you want to go? (Vango)
(Neuroflash, 03.11.2022); What's your limit? (Head) (Neuroflash, 03.11.2022); Have you got the balls? (Kookaburra)
(Neuroflash, 03.11.2022); Have you been turned on? (Prince) (Neuroflash, 03.11.2022); Did you take a look? (ASICS)
(Neuroflash, 03.11.2022);

22 Scientific journal
CURRENT ISSUES OF LINGUISTICS AND TRANSLATION STUDIES 2022, Issue 25



36ipHuUK HaykosuXx rpayb
AKTYATIbHI [TPOBIEMUW ®I/10/10r 1T TA NMEPEK/TAZO3HABCTBA ISSN 2415-7929

AHai3y04n OKJIMYHI CIIOTaHH, BAPTO 3a3HAYUTH, IO L€ HAHMEHII NOMyJIsIpHA TPYyIa CJIOTaHIiB, 3aBIaHHAM
SKOI € BUpa)KEHHS €MOIIIIHOT CKIIaZOBOI Ta aKIIEHTYBAaHHSI Ha MEBHUX MOXIIMBOCTSX, K1 MOxe 3a0e3nednTt OpeHa:
Redefining style! (Skechers) (Neuroflash, 03.11.2022); We are watersports! (Camaro) (Neuroflash, 03.11.2022); Your
move! (Heelys) (Neuroflash, 03.11.2022); Strong is happy! (Eleiko) (Neuroflash, 03.11.2022); Teamwear for winners!
(Masita) (Neuroflash, 03.11.2022).

BucHOBKM 3 1aHOTO TOCTiTKeHHS i MepcneKTUBH MOAAIBIINX PO3BITOK Yy AaHOMY HAaNpsMi

Sk Bei iHIII oprauizanii, koMnaHii CHOPTHBHUX TOBAPIB MPAarHyTh NOOYTyBaTH MIIIHUI 3B’ 30K 3 LIIEOBOIO
ayJIMTOPI€IO Ta MAaTH MO3UTUBHUHI iMi/k. HeliMiHr Mae nocuTh Barome 3HaueHHs y po3poOui OpeHja Ta peKiaMHOI
Kammanii. Bapto BimMuTH, 0 iM’s CTBOPIOE icTOpito OpeHAiB, BitoOpaxae IIHHOCTI Ta KJIFOYOBI MOTUBH KOMIIAHII.
CTOCOBHO TOXOPKEHHS, HA3BH OpraHi3aliii MOXYTh MaTH JAaTHHCBKE a00 TperbKe KOPIHHS, CTOCYBAaTHCS TEMHU
cnopty abo OyTH HOB’sI3aHUMH 3 TeorpadiyHIMHU Ha3BaMH Ta 00’ekTaMu. TakoX Heski OpeHIN OTpUMAaH iM’s Ha
YeCTb CBOIX 3aCHOBHHKIB Ta CIPUTHHX AUKUX TBAPHH.

Jlo Toro X 3aCHOBHHMKH Ta KEPiBHUKH KOMIIaHil HEPIiAKO 3BEPTAIOTHCS MO JOIOMOTY 10 KBalli(iKOBaHHUX
(haxiBIiB, SIKI PETEIHPHO BHUBYAIOTH IUJILOBY ayIUTOPII0 Ta MiAOMpPAlOTh Pi3HOMAaHITHI CIIOCOOHM BIUIMBY Ha Hei.
Oco0imBO 1Ie CTOCYEThCS CKIaIaHHA cioTaHiB. L1 kopoTka (paza Mae 3allikaBIIOBATH CIIOKHUBAYiB Ta 3AiHCHIOBATH
KOMyHiKaTHBHUI edekT. {11 popMyBaHHS BIyYHOTO PEKJIAMHOTO Taciia BAKOPUCTOBYIOTh Pi3HOMaHITHI IPHIHOMH,
SIKi IPALIOIOTH HA IiJICBIJOMOMY DiBHI 1 IIPSIMUM YH HENIPSIMUM CHIOCOOOM CXMIISIIOTH CIIOKHUBAUiB MPHI0aTH TOBApU
neBHOi KoMnaHii. JIEKCHYHI MapKep Pi3HUX CEMaHTHYHUX TIOJIIB JONOMArarTh 3/iHCHIOBAaTH BIUIMB Ha KIIEHTIB 3
Pi3HOMAHITHMMH OCOGJMBOCTAMH Ta TOTPeOAMH. IXHs MparMaTHYHa ILiHHICTH MONATAaE y 30yIKEHHI MOYYTTS
HaJIIHHOCTI, BIICBHEHOCTI Ta TOBIpHU 10 OpeHy.
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