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JIB CIOCTEpIraeMo IMEpeBaXHO peanbHi aHTPOIOo-
HiIMH, TOTIOHIMH Ta 3amo3udeHHs. Cepen Mopdoio-
TIYHAX CMOCOO0IB YTBOPEHHS HA3B TOPTOBHX MapoOK
MIepeBaKAIOTh aOpeBiallisi, TeNeCKOIis, YCiYeHHS,
CIIOBOCKJIaJaHHsA, piame — adikcanis ta aedopma-
miss. CeMaHTHYHUMH MOJEISIMH HOMIHAIlii OpeH/IiB

€ CTBOPCHHS HEOJIOTI3MIB, OMMMCOBUX HA3B Ta METa-
(dhopuuHe TIepeHeceHHs (3a MOAIOHICTIO O3HAKH YH
¢yHkmii). I3 JeKkcHKOo-ceMaHTHYHOI TOYKH 30pY
Ha3BH OpEHMIB — I MEePEeBaKHO MPOCTI CIOBa Ta
cioBocnony4erHs. Crierudivni crmocoou HoMiHaii
BXKHBAIOTHCS JOBOJII PiJIKO.
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KaHouoam Qinono2iuHux Hayx,

cmapwiuil gukiaday kageopu hoHemuxy i NPAKMUKU aH2RIUCbKOT MOBU
Kuiscvroeo nayionanvnoeo ainegicmuuno2o ynigepcumemy

CraTTio NPUCBAYEHO AOCMIMKEHHIO PEKNAaMHOMO ANCKYPCY Y CoLianbHO-CeMIOTUYHOMY Pakypci Yy MoedHaHHi 3 nigxo-
AOM [0 YCBiJOMMEHHSA peKnaMmn sk NpoCTOpy BTOPMHHOI curHidikauii i midonorisauii. MeTa cTaTTi nonsrae y BUSBNEHHI
KOPENSATUBHUX 3B’A3KIB MK MipOTBIPHOLO i CBITOTBIPHOK (DYHKLiSIMM peknamun y KOHCTPYIOBaHHI MOXIMBKX CBITiB i LiNbo-
BMX CMOXMBYMX iA€HTUYHOCTEN. [INA AOCArHEHHS NOCTaBneHol MEeTK Y CTaTTi BUKOPUCTOBYETLCH iHTErpaTuBHa MeToauKa
aHaniay, Lo BKMHYae MeToaM CTUMICTUYHOIO aHanisy, nparMaTuyHuiA aHania, 6a3oBaHuii Ha Teopii MOBMEHHEBMX akTiB,
iHTEepTEKCTYyanbHN aHania, CNpsAMOBaHUA Ha BU3HAYEHHS anto3iii, 3aKoJ0BaHVX CrioraHamu, y NoeAHaHHi 3 eflemeHTaMu
couianbHO-CEMIOTUYHOIO aHaniay.

JocnimKeHHs QiNWno HNM3KM OCHOBHMX BWCHOBKIB. 3 MOrnsay peknamHoi cemionorii i couiocemioTMYHOro nigxogy sik
HanpsiMy Cy4acCHOro KpMTUYHOIO AMCKYpC-aHanidy peknamHui Uckypc Masicdectye TpeTin (micdbonoriyHmn abo igeono-
rYHMIA) NOPSOOK O3HAYEHHS — Habip CKOHCTPYMOBAHUX 3HAKIB-KOHOTATIB Un Midhonorem, Lo hopMye AUCKYPCUBHY Micho-
norito, CTBOPIOKYM OQMH i3 KMOXIMBUX CBITIBY, Y AKOMY 3MOAENbOBaHa pearnbHiCTb MO3ULIOHYETLCA K NpupoaHa, 06’ek-
TuBHa Ta 6esanbrepHatuBHa. CKOHCTPYMOBAHUA MOXIMBWIA CBIT CTA€ KApTMHOK CBITY, IO BU3HAYa€ TOW YU iHLLIMIA TVN
CMOXWUBYOI iAEHTUYHOCTI.

MpocTopu midhonorisavii, CKOHCTPyMOBaHi peknaMHUM AUCKYPCOM, € KMETaMOBOHOY, Lo 6a3yeTbCA Ha NEPBUHHIN MOB-
Hilt cuctemi. Ha BepbanbHOMY piBHi OCHOBHMMM 3aco6amu, L0 KOHOTYIOTb BTOPUHHE CEMIONOriYHE 3HAYEHHS, ineHTUdI-
koBaHi MeTachopa, METOHIMIfA, crioBa-iHTeHcudikaTopu cnocoby Aii, antosii, pi3HOMaHITHI CTURICTUYHI NpuioMKU. Ha piBHI
nparmMatuku npoctopu micponorisavii opraHi3oBaHi NOMIHTEHLINHUMI OMPEKTMBAMM, SIKi MaloTb AEKinbKa iNnoKyTUBHUX
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OVPEKTUBHUX CWI, aCOLI0OBaHMX 3 PiBHAMM MOTUBALNHNX NOTPEd LiNbOBOI CNOXMBYOI iAEHTUYHOCTI. Ha KoHuenTyanb-
HOMY PiBHi peknamHuii Midp CTPYKTYpOBaHWUIA AUCKYPCOTBIPHUMM KOHLIENTaMM, WO BTiNOKOTbL MOTMBALiHI NoTpebu i igei,
AKi BUTICHSAOTb OHTOSOriYHE (PyHKUiOHaNbHe 3HaYeHHs ToBapy abo nmocnyrv. 3 nornsay CouioceMioTMYHOTNO NigxXoay Taki
KOHLIENTW € CUMYTSKpaMK, 3a AONMOMOIOH AKMX 34IMCHIOETLCA MaHiNyrnoBaHHA CBIAOMICTIO NMIOAEN | KOHTPOMb X NOBEdiHKN
Y NPOCTOPi CKOHCTPYNOBAHWNX PEKNAaMOK0 MOXITUBKX CBITIB.

KurouoBi cioBa: peknamHuil Mid), TUCKYPCOTBIpHUN KOHIICTIT, CBITOMO/ENOBANIbHA (QYHKILiSl, MOBJICHHE-
BHH aKT, ajIro3isl.

This article focuses on the study of advertising discourse in a socio-semiotic perspective in combination with
the research approach to the advertising as a space of secondary signification and mythologizing. The aim of the article
is to identify the correlations between the myth-making and world-creating functions of advertising in the construction
of possible worlds and target consumer identities. To achieve this goal, the article uses an integrative method of analysis,
including methods of stylistic analysis, pragmatic analysis based on the theory of speech acts, intertextual analysis
aimed at identifying allusions encoded by slogans, added by elements of socio-semiotic analysis. The article reached
the following key conclusions. From the point of view of advertising semiology and sociosemiotic approach in modern
critical discourse analysis, advertising discourse manifests the third (mythological or ideological) order of signification —
a set of constructed connotations or mythologemes that forms a discursive mythology, creating one of the "possible worlds",
in which the simulated reality is positioned as natural, objective and unalterable. The constructed possible world becomes
a picture of the world that defines one or another type of consumer identity.

The spaces of mythologizing, constructed by advertising discourse, are a "metalanguage" based on the primary
language system. At the verbal level, metaphors, metonymy, words-intensifiers of the mode of action, allusions, and various
stylistic devices are identified as the main means that connote secondary semiological meaning. At the level of pragmatics,
the spaces of mythologizing are organized by polyintentional directives, which have several illocutionary directive forces
associated with the levels of motivational needs of the target consumer identity. At the conceptual level, the advertising
myth is structured by discourse-creating concepts that embody motivational needs and ideas that displace the ontological
functional meaning of a product or service. From the point of view of the sociosemiotic approach, such concepts are
simulacra, with the help of which people's consciousness is manipulated and their behavior is controlled in the space

of possible worlds constructed by advertising.

Key words: advertising myth, discourse-creating concept, world-modeling function, speech act, allusion.

IlocTanoBka mnpoOaemu. BuBueHHs pekiam-
HOTO JIUCKYpCy SIK MYJIBTUMOJAAIBHOTO JHUCKYP-
CHBHOTO YTBOPCHHS O€3IMOCEpPEeNHbO IIOB’S3aHO 13
COIIIOCEMIOTUYHAM BEKTOPOM Cy4YacCHHX aMepH-
KaHCHKHX 1 €BPONEWCHKHX JOCTIIKEHb. Y CBOIO
4yepry, Takuil BEKTOp IIiJ] 4ac BUBYCHHS pPEKIaMHU
(okycyeThCs, HacamIiepell, Ha aHami3l peKiam-
HOTO JIUCKYpCY SIK MPOCTOPY BTOPWUHHOI CEMiOTH-
3armii 1 midomorizarnii, Ha BUABICHHI IMIDTIITATHUX
CMUCIIIB — acCOIIaTMBHUX 1 KOHOTATUBHUX, TOOTO
3HaueHb «JIpyroro piBHSA curHidikamii» [1], sxi
y CBOIll CYKYIHOCTI CTBOPIOIOTH Mi()OJIOTiF0O — SIK
BTOPUHHY 3HAKOBY CHCTEMY, CBOEPIAHY «MeTa-
MOBY», 1110 0a30BaHa Ha MEPBUHHIN MOBHIH CHCTEMI.

AHaja3 oCTaHHIX JocaiTkeHb i myOmikamiii.
TeopeTndHe mMATIPyHTS i€l CTATTI CTAHOBIATH ABA
BEKTOPY HAyKOBUX IIOIIYKiB, TIOB’sS3aHUX 3 BUBUYCH-
HSIM 1HCTUTYLIMHUX IHCKYPCiB 1 KOHCTPYIOBaHHSAM
IIGHTUYHOCTEH (30KpeMa, IJIbOBHX CIIOKUBUMX
ineaTHaHOCTeH). IIpoBimHE 3HAUEHHS IJIS HAIIOTO
JIOCIIPKEHHSI Ma€ YCBIOMJICHHS IUCKYPCY SIK KOT-
HITHBHO-CEMIOTAYHOI IIICHOCTI 31 CBITOMOMEIIO-
BaJbHUMH BJIACTMBOCTSAMH Yy TOOYIOBi COIliaIbHUX
uinHocre [2]. Takuii comioceMioTnyHMii ab0 KOH-
CTPYKTHBICTCHKHUH MIAXIJ € TOXIAHUM Bi KOHIICIIIIIH
TUCKypCcHUBHOT (hopMallii Ta MCKYPCHBHOTO MTOPSIAKY
®yxo [3], mo HabyBae MOAATBIIOTO PO3BUTKY B paM-
Kax KpUTHYHOTO aHallizy AUCKypcy [4; 5; 6] 1, Hacam-
nepesA, y MOCTCTPYKTYpPaNiCTCBKOMY aHami3i, SKUi
HaroJjonlye Ha Tpolecax MoOyIOBH 3HAYCHHS Ta

Horo comiadbHUX €(eKTiB, Ha MEXaHi3MaxX apTUKY-
AT 3HAYEHB, 1110 TTOCTIHO BiATBOPIOIOTH, CTBOPIO-
I0Th 1 TPAaHCPOPMYIOTH TUCKYPCH, SIKi, Y CBOIO YEPTY,
PETYIIOITE colialdbHUM cBiT [7; 8; 9].

Y rTakoMy pakypci  COLialbHO-CEMiOTHY-
HUW MiAXIJ Y3rOJDKYEThCS 3 KOHICIIIIEH PIBHIB
curHigikamii Ta Midomorizalii, 3ampoBaKEHOIO
P. baptom [1]. CBiToTBipHa (DyHKIIiSI peKIaMHU pea-
J3YETHCS PEKIIAMHUM JUCKYPCOM Yy TaKHH CIOCiO:
3HAYeHHS, aKTyalli30BaHE JIHTBICTUYHHUM KOJOM,
10 TT03HAYa€e ToBap abo mociyry, crae popmoro ado
03HaYyBaJbHUM, 1[0 BUKOPHCTOBYETHCSI Ha TO3HA-
YEHHSI KOHIICTTY, SKHH «BIIUYXKYE» IIPUPOIHY
(GYHKIII0O TOBapy 1 «IiIMIHIOE» ITOYAaTKOBE EHO-
TAaTUBHE 3HAYCHHS KOHOTATHBHHM, acCOIliHOBAHUM
3 MOTHBallilHUMH MOTPpe0aMu IiIILOBOTO CIOXKH-
Baya [10, p. 144].

IocranoBka 3aBaanHus. Mera crarti nonsrae
y BUSIBJICHHI KOPEIATUBHUX 3B’ S3KiB MiK Mi(pOTBIip-
HOIO 1 CBITOTBiIpHOIO (YHKIISIMH peKJIaMH Yy KOH-
CTPYIOBaHHI MOMJINBHUX CBITIB 1 LITbOBUX CIIOKUBYMX
iieHTHUHOCTe. {51 BUpILIEHHS TaKOro 3aBJaHHS
y CTaTTi BHKOPHCTOBYEThCS iHTErpaTHBHA MeETO-
JAMKA aHaJI3y, sIKa OXOILTIOE METOJHM CTHIIICTUYHOTO
aHamizy [11] mus BUSBIECHHS CTHIICTHYHO MapKOBa-
HUX KOHOTATUBHHX 3HAYCHb, MOB’A3aHKUX 3 MioIo-
TiYHOI0 IIHHICTIO TOBApPiB/MOCIYT; NparMaTHYHUN
aHai3, 0a30BaHMN HA OCHOBI TEOPil MOBJICHHEBUX
akTiB [12; 13; 14]; inTepTeKCTyalbHUI aHAI3, CIIPs-
MOBaHHI Ha BU3HAYCHHSI alf031i, 3aKOJOBAHUX CIIO-
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raHam, Ta IHTepHpeTalilo acCoIifOBaHNX 3 aII031€10
IMIUTIIMTHUAX CMUCJIIB; @ €JIEMEHTH COLlaJIbHO-CEMI-
OTUYHOTO aHAJII3y — 3 METOIO BHUSIBIEHHS KOHIIENTIB,
110 € AUCKYPCOTBIPHUMU Y PEKIAMHOMY TUCKYPCi ISt
KOHCTPYIOBaHHS I[JIbOBUX CHOXHBYUX 1JCHTUYHO-
CTell y «MOXJIMBHX CBITax» PEKIaMHOTO JHCKYPCY.

Buknaxg ocuHoBHoro marepiany. [ns 3icras-
JIEHHS COITIOCEMIOTHYHOTO 1 Mi(pOIOTITHOTO ITiTXOIiB
JI0 BUBYEHHS PEKIAMHOTO AMCKYpPCY CJijI, HacamIie-
pen, BU3HAYHUTHU 1 MOPIBHATH OCHOBHI JIOCIITHUIIbKI
OpiEHTHpH, Ha SKUX (POKYCYIOTHCS, 3 OOHOTO OOKY,
JOCIITHUKH MOBH pPEKJIaMH 1, 3 1HIIOro OOKY, KpH-
TUYHI JUCKYpC-aHANITUKH IHCTHTYIIHHHUX TUCKYp-
CiB, OCKUIBKH COITIOCEMIOTHYHHA BEKTOp aHai3y
OyIb-SIKOTO IHCTUTYIIHHOTO CIIKYBaHHS € Pi3HOBU-
JIOM KpUTHYHOTO JUCKYpC-aHali3y.

Hocnignuubkuii  GOKyc pEeKIaMHOro IHCKYpCy
3yMOBJIGHHH METOI0 PEKJIaMH, SKa, y CBOIO Yepry,
JIETepMiHy€ IparMaTudHi, KOHIIENTYaJIbHI 1 BepOabHi
O3HAKH PEeKIIaMHUX IUCKYpCiB. Takor METO0 € mpo-
K imei, ynomoOaHb i 0a3uCHUX TOTped JIFOAWHU
3aMicTh IIPOJaXy ToBapiB 1 mociyr. BukopucroByroun
TepMiHoNorito A. Macsoy, AOIIbHO 3a3HAYUTH, 110
peKJlaMa HaMaraeThbCs y TaKWi CIoci0 mpojaBaTu
«OyTTEBI» abo0 BWIII MOTPeOM, acomiioBaHi 3 3pOC-
TaHHSAM Ta PO3BHTKOM JIFOIWHH, 3aMICTh «Aedirurap-
HUX», HIDKIUX T0Tped [15].

Hanpuknan, y pekiaMHOMY clloraHi OpeHmy
Toyota Drive your dreams KOHOTaTWUBHUM 3HauCH-
HSIM, SIKE BUTICHSE NTEPBUHHE OHTOJIOTIYHE (JIeHOTAa-
THBHE) 3HAYCHHS TOBApy SIK TPAHCIIOPTHOTO 3ac00y,
€ 3HAYCHHSI «CaMOBHPAXEHHS», «3aTHICTH 3JiHc-
HIoBatu BiacHi mpii» [16]. Tobro dakt npundanHs
TOBapy MO3MLIOHYETHCS Ul LiNBOBOTO ajpecara
pexiaamMu Sk Madidecrtaiis Horo caMmopearizaiiii,
a TaKOXK K MIATBEPKCHHS 3JaTHOCTI BTUTIOBATH
BJIAcHI Mpii y kuTTs. [l akTyasizaliii Takoro BTO-
PUHHOTO 3HAYEHHS, SKE 3aBASKH CIOTaHy Ma€ CTaTh
CTIfiKOIO acolmialielro 3 HalMEHYBaHHSM OpeH.Y,
BUKOpHCTOByeThcs Metadopa TOMOTA - IIE
BTUIEHI MPII. Ilpu 1p0My BMKOPMCTAaHHS MHO-
KUHU Y CJIOB1 dreams 3MIHIOE CMHCIIOBUHN aKIICHT
3 medimuTapHUX TOTPEd JIOAMHH, TOOTO TaKWX, IO
3YMOBJICHI HECTA4Yer0 YOTOCh i, BiJIIOBITHO, MOXKYTh
3aJJ0BOJILHATHUCS 3 HA0YTTSIM MEBHOI peyi (MpuadaHHs
TotioTu € BTijieHHSM Mpii), Ha OyTT€EBi, IPOJUKTOBAHI
noTpe0oIo MIILOBOTO KITIEHTA Y BIACHOMY PO3BHTKY,
AKi € «HeHAcCHYeHUMM». To0TO dreams y MHOXHHI
o3Havae, mo npuadaHHsa ToHOTH BiAKpHUBaE MPOCTIp
JUIS peattizamii pi3HUX Mpiii — MaHAPYBaTH, BiTdy-
BaTh ce0e YCHIIIHUM, CTaTyCHHM (yIOCKOHAJICHHS
CBOTO COLIQJILHOTO CTaTyCy uepe3 NMPHHAIEKHICTh
JI0 TPYIH BIacHUKIB ToioTH), BimdyBaTH cebe cydac-
HHM 1, BOIHOYAC, Y Oe3ITeli ToIIo.

VY cnorani Openny Apple Think Different, mo
CTOCY€EThCA peKllaMu mepiioro iMac, BTOpUHHA
ceMioTh3allis 0a3yeThCs Ha 3HAYCHHI «iHHOBAIlil-
HICTb» MHCJIEHHS, IO IIOB’sA3aHE 3 CHOMHUM, TOOTO
BUIIMM PiBHEM MOTHBAIIIHHUX MOTPEO-TIPiOPUTETIB
JIOAWHM — TOTPe0OoI0 y caMoakTyajizamii i caMoi-
neHTtrdikamii, peamizamii cBoiX musel, 3mMi0HOCTEH,
PO3BHTKY Bi1acHOi ocobuctocTi [17].

BopHouac, y HaBemeHomy ciorani Apple e
y OUTBIIOMY CTYNEHi, aHDK y IpoaHai30BaHOMY
ciorani Toiiora, K BTOpHHHE CUTHi(iKaTUBHE 3HA-
YeHHSI aKTYyali3yeThCS CeMa «IPUHAICKHICTD 10
o0paHHX», a came 10 3HAMEHUTOCTEH i MUCIHUTEIIB,
K1 «JlyMaJi iHaKIie», aHixk 3Bu4aiini aonu. TooTo,
nopsiJl 3 pIBHEM aKTyatizallii it caMmopeaisaliii, cepesn
NPIOPUTETHUX MOTHBAIITHUX 1MOTPeO, Ha SIKi CIIHpa-
eThcsl cioran Apple, € morpeba y NMpUHAIEKHOCTI
Io Tpymu (TpeTiit piBeHh MOTHBAIIHUX MOTPed 3a
nipamigoro A. Macnoy). Lle o3nauae, mo HaiimeHy-
BaHHS OpEeHJly Maji0 aKTHBYBAaTH Y I[ILOBOTO CIIO-
JKUBa4a, 3 OJJHOr0 OOKY, 3HaYCHHS «IHHOBAI[IMHICTh
1, 3 1IHIIOrO OOKY, «IHAKOBICThY», MPUHAIICKHICTD 10
TPy «OOKEBUTBHHX TEHIIB» SK HAMACKPaBIIIOTO
BTUICHHS TAaKOi IHHOBAIIHOCTI.

Jpyre 13 BKa3aHHX 3Ha4YCHb MIATPUMYETHCS
K BepOaJbHMM, TaK i Bi3yaJbHHUM KOMIIOHEHTOM
peKJIamMHu.

Tax, moBHuMH TekcT peknamu Think Different
chopMynpOBaHUI y BHIIAAI OUTOTO HEPUMOBa-
HOTO BipIa, «Here's to the crazy onesy, HalMCaHOTO
xomnipaiitepom Yiar/lens Kpeiirom Tanimoto. Teker
3ByYHUTh Yy BHMKOHaHHI akTopa Piuapnma [peiidyca
(3aKazmpoBUil TOJOC) 1 CYNPOBOKYETHCS Bi3yaib-
HAM psSgoM «OOKEBUIBHMX TeHiiB» — AJbOepra
Eiinmreiin, Jxona Jlenmnona, boba JlimaHa,
Maxarma ['angi. Bapro 3a3nauuTy, mo micis mep-
moi kxoMmmnanii Apple psia «OOXKEBIIBHUX TEHIiBY,
SKI pa3oM 3 KOMIaHilo i 11 KJIi€eHTaMU-IIaHyBalb-
HUKAMH «TyMalOTh 1HAKIIE), TTOMMOBHUBCSA 1HIIIHMH
iMmeHamu: Apple modama po3cuiard OE3KOIITOBHI
TUTAKaTH 10 Jep)KaBHUX IIKLUT 1O BCid KpaiHi, Ha
AKHX 300pakeHl pi3HI 3HAMEHHUTOCTI, BKIIOYAIOUU
[Ma6no ITikacco, Jxeitn I'ynomn i Pon T'oBapy [18].

Here's to the crazy ones. The misfits. The rebels.
The troublemakers. The round pegs in the square
holes. The ones who see things differently. They re
not fond of rules. And they have no respect for the
status quo. You can quote them, disagree with them,
glorify or vilify them. But the only thing you can't do
is ignore them. Because they change things. They
push the human race forward. And while some may
see them as the crazy ones, we see genius. Because
the people who are crazy enough to think they can
change the world, are the ones who do [19].
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Sk MOKHA TOOAYUTH HA OCHOBI aHaJ3y I[HOTO
TEKCTY, Y peKJiaMi HeMa€e Ha3BH KOJHOTO MPOIYKTY
1, BIIMTOBITHO, XapaKTEPUCTUK PEKIaMOBAHOTO IIPO-
JYKTY, OCKUTBKH «TPOJAETHCS» BIACHO 1J1esl IHHOBA-
LiHOTrO MHCJIEHHS i moTpeba y rpynoBiii camoineH-
TUQiKamii i3 Tpymor TeHiaJbHUX 1HAKOMHUCISYHX,
10 MapKYy€eTHCS JIGKCHKOIO 1 hpa3eoioriero Ha mo3Ha-
YEHHS CEM «IHHOBAIIWHICTBY, «IIPOTPECY, «HECTaH-
JAPTHICTBY, MOPYITHUKH MPABUI»: the crazy ones,
the rebels, the troublemakers. the round pegs in the
square holes, see things differently, not fond of rules,
no respect for the status quo, change things, push the
human race forward, genius, change the world.

3 TOYKH 30py JHTBOIIPArMaTHYHHUX XapaKTe-
pucTuk, ciorad Think Different € npsMuM TOIMiiH-
TEHI[INHAM JUPEKTHBOM, OCKUIBKH Ma€ JeKiTbKa
UIJIOKYTUBHUX AUPEKTUBHUX CHJI, KOJKHA 3 AKHX aco-
LidOBaHa 3 PIBHAMH MOTHBALIMHUX MOTPEO 1iIHOBOT
CHOXXHBYOI iEHTUYHOCTI Apple: OKpiM eKCIUTIIUT-
HOI JUPEKTHBHOI cwin «Jlymali iHakime», akTyai-
3y€ThCS HU3KA IMIUTIUTHUX 1JNIOKYTHBHUX 3HAUCHb,
TakuX sIK: OyOb 1HHOBaLiliHUM, Oynb y TpyIi Ooxe-
BUILHUX TEHIIB 1, HAWTOJIOBHIIIE, KOPUCTYHCS TPO-
nykramu Apple — sik 3aco6om HaOyTTs (abo miaTBep-
JUKCHHS) CBOET IHHOBAIIIHHOCTI 1 IPHHAIICKHOCTI 110
TPyTH THUX, XTO 3MiHIO€ CBIT.

Te, mo omHi€O i3 UTOKYTUBHUX CHJI CIIOTaHY
Think Different € 3aknyK 1L0A0 NPUETHAHHS A0 TPYIH
«CBOTX», TOOTO IMILTIKYETHCSI KOHCTPYIOBAaHHS HOBOT
IPYIIOBOT iIEHTUYHOCTI IIAHYBAJILHUKIB-CIIOKIBAiB
IT-toBapiB i mocimyr Apple, TATBEPIKYETHCS EKC-
IUTIIUTHAMHA MapKepamu, 1o pedepyroTs 10 03HaK
Takoi iteHTH4YHOoCTi, y Buctymi CriBa [Ixo0ca.

1 think you still have to think differently to buy an
Apple computer and I think the people that do buy
them do think differently. And they are the creative
spirits in this world. They are the people that are not
Jjust out to get a job done, they re out to change the
world. And they’re out to change the world using
whatever great tools they can get. And we make tools
for those kinds of people. [20].

Bomnowac, i B HaBeneHiW BUINE pekiami, IO
3aKiHayeTbes cnoraHoM Think Different, 1y Buctymi
CriBena [[)xo0ca akTyasnizyeThCs Taka O3HaKa rpyIo-
BO1 1ICHTUYHOCTI KOPUCTYBAaiB IPOIAYKTiB OpeHAY, K
€JIHICTh 3 KOMaHJIOK KOMIIaHii, sKa «JIyMa€ 1HAKIIIe)
1 CTBOpPIOE TOBAapH 1 MOCIYTH, MO 3MIHIOIOTH CBIT.

Tak, y pexiiaMi Taka BHYTPIITHLOTPYITOBA 1ICHTH-
(hikarist 3MIMCHIOETHCS 3aBISKH CMHCIIOBIM aHTHTE31
3 KOHCTPYIOBaHHSIM Py «CBil —uyxuii»: While some
may see them as the crazy ones, we see genius (Tpyna
00’€JTHy€ y TaKOMY KOHTEKCTI KOMITAHIIO 1 BCiX, XTO
nofiste 1i izei). Y Buctymi JxoOca igeHTrdikaris i3
TPYIIOI0 «ITaHyBAIBHUKU-KIIEHTH OpeH Iy » 3a0e31e-

4y€eThCs TOBTOpaMHU think differently Ha mo3HaueHHS
BCiX MOKyNUIiB mpoaykuii Openny (vou still have to
think differently to buy an Apple computer and I think
the people that do buy them do think differently), cno-
BOCITOJIYICHHSIMH-METOHIMISIMH HA TIO3HAYCHHS Kpe-
aTUBHOCTI 1 IHHOBAIIHOCTI TPEICTABHHUKIB TaKoOi
rpynu the creative spirits, IoBTopoM change the
world, 10 yTBOPIOE CTHIICTHYHY (Irypy «IaHIo-
TOBOTO 3B'SI3Ky» a00 aHaJIUIIO3HMCa — TOBTOPEHHS
OCTaHHBOI TPYIH CJIB OJHOTO PEYEHHS Ha TMOYaTKy
HACTYITHOTO PEUCHHSA.  3a3HaueHa BUIIE 1LIOKY-
TUBHA CWiIa cloraHy think different «xopucTy¥cs
npoaykramu Apple —3acobom HaOyTTs (abo miaTBEp-
JOKCHHS1) CBOEIO IHHOBAIIHHOCTI 1 IPUHAIEKHOCTI 10
TPYIH TUX, XTO 3MIHIOE CBIT» Y BHCTYII €KCIUTIIUTHO
MiATBEPIKY€ETHCS aCEPTUBOM We make tools for those
kinds of people, y koMy IHKITFO3UBHHN 3aliMEHHUK
BUKOPHUCTOBYETHCS BXKE BHKJIIOYHO Ha IO3HAYCHHS
xommnanii Apple [21].

Hapemri, cam cnorad, 3aBAsKd IMILUTIKOBaHIN
IHTEPTEKCTYaJIbHOCTI, CTa€ 3aCO00M KOHCTPYHOBaHHS
TPYyIH «CBOiX» Ha OCHOBI JUXOTOMIYHOTO IPOTH-
CTaBIICHHS «CBil» — «UyXwuil». 30Kpema, CJOTaH
Apple Think Different MicTUTh anro3i0 Ha BiOMUI
cnoran IBM Think, 1110 € OCHOBHUM KOHKYPEHTOM
OpeHZy Ha PHHKY THEPCOHAIBHUX KOMII FOTEPIB.
Omxe, skmo cimoradn IBM pedepye mo miocroro
piBHS TMipaMiId MOTHBAIIMHUX MOTPeO JIFOIWHM,
a caMe N0 piBHS Ti3HABAJIBHHUX MOTped (3HATH,
BMITH, JOCIIJKYBaTH), 10 MapKy€eThCS Ji€CIOBOM
KOTHITUBHOI NistibHOCTI Think, To y cimorani Apple
CMHCJIOBUM (OKycOM cTae TpukMeTHUK Different
y ¢yHKUil npuciiBHUKa-MoaudikaTopa crnocoly
Iii, Mo cTae MOMi(yHKIIIOHATEHAM 1 TOJiceMaH-
THYHAM MapKepoM SKiCHOI BiIMIHHOCTI OpeHy.
3aBasikM anro3ii Ha cJOraH KOHKYPEHTIB, 1hink
Different mo3Hayae iHHOBALIWHICT, MHCICHHS Ha
BIIMIHY BiJl TPAIUIIIHOCTI MUCJICHHS KOHKYPEHTIB.

OTxe, 3a JIOTMOMOTOI0 MPHI0AHHA TPOAYKTIB
Apple cioxxnBau HaOyBae 31aTHOCTI IOJO iHHOBa-
LiITHOr0 MHCJICHHS 1 NPUENHYETHCA A0 IPYNHU THX,
XTO 3MiHIOE CBIT; mpua0aBmm ToHOTY, HiITHOBUH KJTi-
€HT MaHi()eCcTye CBOKO 3JIaTHICTh J0 camopeaizaiii
1 BTIJICHHS BIIACHUX MPIH y KHUTTSL.

V Takuit cioci6 OpeHau, 32 JOMTOMOTOI0 CTIHKHX
KOHOTaTUBHO-aCOLIaTUBHUX 3HA4€Hb, CTBOPIOIOTH
BTOPUHHHN piBeHb CUTHI(iKaImii pekiamu, piBeHb
PEKIaMHOTO COLIaJIbHOTO Mi(y, KOHCTPYIOIOUH OUH
13 «MOXITUBHUX)» CBITIB, Y SIKOMY CIOKHMBay BiguyBa-
€TbCsl KOM(POPTHO, OCKIILKM HIOWTO peaii3ye cBoOi
0a3ncHI MOTpeOM y CcaMOBIOCKOHAJICHHI, Oe3reri,
HAJIEKHOCTI y Tpymi «cBoix» Tomo. CTBOPIOETHCS
NICeBAOPCATIbHICTh, HAIOBHEHA CHUMYJSKpaMH, 3a
JIOTIOMOTOI0 SIKMX CIIOXHBa4 TOBapy abo MOCIyru
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MEBHOTO OpeH/y 3IaTHUI BUPIIIUTH OYIb-SIKY JKUT-
TEBY MpOOIEeMy. PexiiaMHUM JHCKYpCOM KOHCTpPYIO-
€THCS TIeBHA Mi(ooTiUHA peasbHICTh (Tileppeatb-
HicTh, 3a XK. Bogisipom), HartiieHa Ha QopMyBaHHS
y LUIOBOI CIIOXKHMBYOI iIEHTUYHOCTI YSABICHHS MPO
TE, MO «Pid OPIEHTOBAHA HA HHX, TYpOYEThCSA TPO
HUX 1 JJFOOUTH 1X» [22].

Y TakoMy pakypci KOHIIEIITiS IPYTOTo PiBHS 03HA-
4yeHHs Ta MidoJorizarii, BipoBamkeHa P. baprom [1],
Y3TOIKYETHCS 3  COLIaIhbHO-CEMIOTHYHUM  ITi/IXO-
JIOM SIK OTHHM 13 aKTyaJIbHUX HalpsMiB Cy4acHOTO
IMCKYpC-aHaTi3y.

Corrio-ceMIOTHYHHN pakypc MOCHIKEeHb [23;
5; 6] mae 3MOTy TIOSICHATH BIUIUB PEKJIAMHOTO JFIC-
Kypcy y HOTO BJIaCTUBOCTSIX «MOJEITIOBAHHS CBITY»
Ha CTBOPEHHS IJEHTUYHOCTI CHOXKMBaya MLUIIXOM
KOHCTPYIOBaHHSI, I ATPUMKH Ta TpaHchopmallii iHoro
0a3oBux miHHOCTei. CaMm JAMCKYpC CTae OMHHUM i3
CEMIOTHYHHX KOHIICTITIB, IO CIpHUsA€ TOOYyIOBI Ta
MITPUMIT COMIAIBHUX I[IHHOCTEH.

3 cormioceMioTHYHOI TOYKH 30py iHTepmpera-
Uil CTPYKTYPHHX, CEMaHTUYHHUX 1 NparMaTHaHUX
BJIACTUBOCTEH IHCTHTYLIHHUX JAUCKYPCIB (OJHUM
3 SIKUX € IUCKYPC PeKIIaMu ) 0a3y€eThCs Ha BU3HAYCHHI
OCHOBHHUX JIHCKYPCOTBIpHHUX ITIHHOCTEH, SIKi BU3HA-
YalTh JOMIHAHTHHUH cIIOCi0 O3HA4YeHHs 1 MOB'sA3aHi
3 HUM IHCTHTYMiMHI crparerii. Takwil miaxim, skuit
MOXHA TaKOX IO3HAYUTH SIK <«IUCKYPCHBHO-KOH-
CTPYKTHBICTCBKUII», pPO3IIAAAE 1NEHTHYHICTh K
JMCKYPCUBHY KOHCTPYKIIitO [24].

3 CTPYKTYPHO-IUCKYPCUBHOI TOUKH 30pY JUCKYPC
MOCTa€e SK CHCTeMa O3HA4YeHHs, 3af[aHa TPHUBiIeHo-
BaHUMU 3HaKaMH-CUMBoIamHu, abo, 3a M. ®yko [3],
KOH(QIrypamiero 3HaHHS, 10 YTBOPIOIOTb CTPYKTYPY

JIIACKYPCY 1 3a1al0Th «CIOCIO TIOE€THAHHS CEMaHTHKH
MOBH 3 IIParMaTukor0 Iii». Y MUCKYpCi BiIOyBaeThCs
apTUKYJSILIS Pi3HUX 3HAaKoBHX (opm (signifiers),
y TaKWii Y4 1HIIUH CIIOCiO MOB'SI3aHUX OJIWH 3 OJTHUM;
3aB/ISKH TAKOMY B3a€MO3B 13Ky KOHCTPYIOETBCSI CIIe-
nudiyae o3HadyBaibHE (signified) abo 3HaueHHS,
cIoci0 iHTepIpeTallii peaJbHOCTI 1 mogiit. JJuckypcn
MOB'SI3YFOTh Pi3HOPI/IHI €IeMEHTH Y BITHOCHO CTiHKy
IUTICHICTh 1 Y Takui COCi0 BHPOOJISIOTH CHCTEMY
IHHOCTEW 1 YsBJIEHb, BCEPEOUHI SKOI €lIeMEHTH
Ha0yBalOTh YMOBHOTO 3HAYCHHSI.

VY TakoMy TpocTOpi BTOPWHHOI cHTHiiKaIii
1 Mipororizariii, OJHOMY 3 MOXKJIMBHX CBiTiB, KOHOTa-
THBHI, BTOPHHHI 3HAYE€HHS, CUMYIIIKPU BUTICHSIOTH
JEHOTAaTUBHUH, OHTOJIOTIYHUI piBEHb (PEealbHICTB).
MOXIHBICTh TaKOTO BUTICHEHHS a00 MaHIMyJsIii
CIIO)KMBYOIO0 CBIJIOMICTIO €, Ha HAIIl TIOTJISII, OMHUM 13
HACJIIKIB 3aKOHY aCUMETPUIHOTO AyajIi3My MOBHOTO
3HAKY, I1[0 CIIOCTEPIraeThes Ha BCIX TPHOX PIBHSIX HOTO
MaHiecTallii: MOBH, MOBJIEHHSI 1 AUCKYPCY Uepes Bia-
CYTHICTh MPHUPOIHOTO 3B 53Ky MK «O3HAuyBaHUM»
Ta «TUM, IOI0 O3HAYAE», MK 3HAKOM 1 JCHOTATOM.

BucnoBku. OTxe, 3 OIS Ty BTOPUHHOI CEMi0JI0-
rii i midoorii P. Bapra i corioceMioTHIHOTO T X0y
y Cy4aCHOMY KPUTHYHOMY AMCKYpC-aHalli31 peKiiam-
HUH TUCKypc MaHidecTye TpeTiii (Midosoriunuii un
17ICONIOTIYHUI) TOPSAAOK O3Ha4YeHHS — Halip CKOH-
CTpYHOBaHUX 3HAKiB-KOHHOTATIB YK Miosiorem, mio
(hopMmye nucKypcruBHY Mi()OJIOTiI0, CTBOPIOIOYH «CBi-
TOTJISI, OJVH 13 «MOXKITUBUX CBITiB», y IKOMY 3MOJIe-
JbOBaHA pealbHICTh MO3ULIOHYETHCS SIK 00’ €KTHBHA
Ta Oe3anbrepHaruBHa. CaMe Takuii MOXJIMBUI CBIT
CTa€ KapTUHOK CBITY, O BU3HAYAE TOW YU IHIIMMA
THUI CMIOXKHUBYOT 1ICHTUYHOCTI.
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LEXICO-SEMANTIC FIELDS OF GERMAN YOUTH VOCABULARY
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The article deals with the issue of lexico-semantic arranging German youth vocabulary. The given language subcode
is @ means of communication within a certain socio-age group. The impact of social processes and modern technologies
on young people’s language picture of the world determines changes reflected in the set of verbalized concepts. Creation
and use of most analyzed lexical units is determined by extralingual factors. At the same time, young people’s vocabulary
is actively used to satisfy different communication needs beyond the above-mentioned socio-age group, which makes
the proposed study relevant.

The author singles out 12 key lexico-semantic fields of German youth vocabulary, such as: people; subjective
assessments; leisure activities; learning, physical and mental activities; communication; forbidden things; parts of body;
physical and mental state; sexual contacts; conflict; physiological needs; clothing and hygiene. It has been stated that
the most numerous lexico-semantic fields of the analyzed vocabulary include words and collocations to describe different
types of people and express subjective assessments. It can be stated that German youth vocabulary is a personality
oriented language subcode. We consider that a significant number of lexical units to express subjective assessments may
be explained by realization of young people’s desire to give an emotional description of the surrounding world, which is
typical for representatives of this socio-age group. The studied subsystem of German language also has a variety of lexical
units that reveal peculiarities of leisure activities, learning and communication. These concepts represent an intergral part
of young people’s everyday life. There are also a lot of words and collocations to denote forbidden things, such as drinking
alcohol, smoking cigarettes or using drugs. Nominative processes in the research material are featured by verbalizing
subcultural and intra-group value orientations regarding appearance, social status, traits of character, etc. The impact
of extralingual determinants is expressed in the concentration of most lexical units within certain lexico-semantic fields.

Key words: language subsystem, communication needs, nominative processes, semantic modifications, language
picture of the world, subcultural and intra-group values.
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