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PE®EPAT

Ctpykrypa auiuioMHo# padortsl. [(unnomHas paboTa COCTOUT U3 BBEACHUS,
JIBYX TJIaB, 3aKJIFOUCHMS, CIIUCKA UCTIOJIb30BAaHHBIX HCTOYHUKOB, BKIIIOYaroiiero 49
HAaMMEHOBAHUM, U JBa pHIIOKeHUs. PaboTa comepKuT 2 TaOIUIIbl U 5 TuarpaMm.

[TonHbIi 00BEM pabOThI — 69 CTpaHMI] IEYATHOTO TEKCTA.

ITepeuenp xkmoueBbix ciaoB: OHOMACTHUUYECKOE ITIPOCTPAHCTBO,
CJIOBECHBII TOBAPHBIN 3HAK, TOPTOBAS MAPKA, BPEHJI, DPIO-
HUM, HEUMUMHI, KOMMEPYECKAS HOMUHAILIMS, OJTHOCJIOBHBIE U
CUHTAI'MATUYECKHUE HOMMWHAIINN, CTPYKTYPHO-
[PAMMMATHUYECKHUE OCOBEHHOCTH, MOTHBbBI HOMHWHAIINU,
HAIIMOHAJIbHASA CITEIIMOUKA.

O0beKTOM HCCIEeNOBaHUS SIBJISIOTCA TOPrOBBIE MapKH M CIOBECHBIE TOBAp-
HbIC 3HAKU KaK €UHUIIBI KOMMEPUYECKOH HOMUHAIIMK B c(hepe MOJIOUYHON MPOIYK-
IUU OEJIOPYCCKUX MPOU3BOIUTENCH.

IIpeamer uccieqoBaHUs — CTPYKTYPHO-TPAMMATHUYECKUE U JIMHTBOKYJIBTYP-
HbI€ OCOOCHHOCTH JIAaHHBIX TPYII KOMMEPUYECKOH HOMUHALINH.

Ieap nUMIOMHON pabOThl — BBISIBUTh CTPYKTYPHO-SI3bIKOBBIE U JIMHTBOKYJIb-
TypHbIE OCOOCHHOCTH TOPT'OBBIX MApOK U CJIOBECHBIX TOBAPHBIX 3HAKOB, UCIOJIb-
3yeMbIX B cpepe MoouHOM npoaykiuu Pecriyonuku benapych.

HoBu3Ha paboThl COCTOMT B TOM, YTO B HEH BIEPBbIC MPOaHATIU3UPOBAHBI
CJIOBECHBIE TOBapHBIC 3HAKH, TOPTrOBBICE MApKU U APrOHUMBI B chepe MOJIOUYHOU
MPOYKIIMUA OENOPYCCKUX MpOU3BOAMTENEH: 1) OXapakTepu3oBaHA WX SI3IKOBas
dbopma u rpadudeckoe ohopmieHHES; MOpdosIoruIecKas 1 CHHTaKCHYeCcKast CTPYK-
Typa; 2) BbISIBIICHA HAIMOHAJIBHO-KYJIBTYpHas crienu(puka OeI0pyCCKUX IProHU-
MOB Ha (poHe aHaOrM4YHBIX HOMUHaNMK Poccuu, Ykpaunsl, Kazaxcrana; 3) ycra-
HOBJICHBI BEJIYIIUE U MAJTOAKTUBHBIE MOTUBBI HOMUHAIINH.

IIpakTnyeckasi 3HAYMMOCTD JTUILIOMHOTO HUCCJIEA0BAHUS COCTOUT B TOM, UTO
coOpaHHBIM B HEM MaTepHall U €r0 WHTEPIpPETalHs MPUMEHUMBI: a) B TEOPUH U
MPaKTUKEe KOMMEPUYECKON HOMUHAIMU; 0) B TEOPUU OHOMACTUKHU — B KaueCTBE HC-
CJIeZIOBaHUs CJIOKHOTO U JIMHAMUYHOTO (pparMeHTa OHOMACTHYECKOI0 MPOCTpPaH-
CTBa, B) MIPU MOJATOTOBKE BY30BCKUX KYpPCOB MO OHOMACTUKE, JIMHTBOKYJIHTYPOJIO-
T'UH, MAPKETUHTY U peKiame st GUIOJOTUYECKUX U DKOHOMHUUYECKHUX CIICIHATb-
HOCTEH.

MeToabl HccaeA0BaHUSA: TPU COOPE SI3LIKOBOIO MaTepuaia — METOJ, CIUIONI-
HOM BBIOOPKH U METOJ] COLIMOJIOTMYECKOTO OMpOca; MPU aHAJIU3e MaTepHrayia — Ko-
JUYECTBEHHAsT 00pabOTKa MaHHBIX, CPABHUTEIHHO-COMOCTABUTEIBHBIA METON H
OMMUCATENbHBI METOJ, BKIIOYAs METOJAMKY MOTHBALIMOHHOTO aHalIN3a U METO]l
JIMHTBOKYJIbTYPOJIOTHYECKOTO KOMMEHTHPOBAHMUS.



SUMMARY

Thesis: 69 pages, 49 sources, 2 tables, 5 charts.

Keywords: ONOMASTIC SPACE, VERBAL TRADEMARK, TRADE-
MARK, BRAND, ERGONIM, NAMING, COMMERCIAL NOMINATION,
SINGLE-WORD AND SYNTAGMATIC NOMINATIONS, STRUCTURAL
AND GRAMMAR FEATURES, MOTIVES OF NOMINATION, NATIONAL
SPECIFICS.

The object of the research - trademarks and verbal trademarks as the units of
commercial nomination in dairy products of Belarusian producers.

The subject of the research — structural-grammatical and lingvocultural fea-
tures of the given groups of commercial nomination.

The primary purpose of the thesis — to reveal structural and lingvocultural fea-
tures of the trademarks and verbal trademarks used in the sphere of dairy products
of the Republic of Belarus.

The novelty of the research lies in the fact that verbal trademarks, trademarks
and ergonims in dairy products of Belarusian producers are analyzed for the first
time: 1) their language form and graphic design, morphological and syntactic
structure are characterized; 2) cultural identity of Belarusian ergonims against the
similar nominations of Russia, Ukraine, Kazakhstan are revealed; 3) the leading
and low-active motives of nomination are established.

The practical significance of the thesis lies in the fact that the material and its
interpretation may be put into practice: a) in the theory and practice of commercial
nomination; b) in the theory of onomastics — for the study of the complex and dy-
namic fragment of onomastic space, ¢) in university courses on onomastics, cultur-
al linguistics, marketing and advertizing for philological and economic specialties.

Research methods: when collecting the language material — a method of con-
tinuous sampling and a method of sociological poll; in the analysis of the materi-
al — quantitative data processing, comparative and descriptive methods, including a
technique of the motivational analysis and a method of lingvocultural commenting.



