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CEHHSIIHI Yac JBIKTYE pa3Billl€é HOBBIX KYJIbTYpHBIX (popMay, CTyNEHb
CKaHCTPYSIBAHACIII SIKIX 1 CYBSI3b 3 MACIIOBAN TPAABIIBISTH Y KOKHBIM BBITTAIKY
pO3Hasl: 1X JbIAMNA30H Baraeuia aj packpyTki 3adiKcaBaHbIX paHEW 1 HaBaT
BAIOMBIX (hopmay Ja cTBap3HHsS alcaalOTHA HoBara Crok3Ta. AcalniBae
Meclla CSpOJl 1X HaJIeKbIh Op3HAAaM, JIHTBAKYJIbTYpHas CYyTHACIhb SKIX
MYCIIlb YTPBIMJIIBaIlh 3HAYHBI CEMAHTBIYHBI MTATAHIIBISI 1 anpayaBaib JaBep i
yakaHHI TpamajacTBa. Y [IaHBIM BBINMAJAKY YBara ym3siiselia aaHamy 3
nepcaHaxay Oenapyckai midasnorii — IIMOKY, yraHapaBaHaMy MOMHIKaMi, Yy
THIM JIIKy aca0jiBa MaMIIe3HBIM 1 3 BSUIIKIMI MPITIH315IMI TOMHIKAM IIMOKY
«Jlemenbckamy», decteiBasieM «¥Y rocii ga Jlenmeiabckara mMokay, a Takcama
IHIUBIATHIBAN 3aMallaBaHHS 3a IMOKAaM TOHAapy ObIIb TYPHICTHIYHBIM 1 HaBaT
HallBITHAIBHBIM OpaHIaM bemapyci. MaTta apThikyna — aHali3 CIMBaJIIYHBIX
CpoJikay 1 JBICKYPCIVHBIX CTpaTirii, sKiss ObUIl CKapbICTaHbIA IS
KaHCTpysiBaHHS OpaHAa 1 1191 ¢ecthiBansa. Cspon 3amay — pasrienselb
CTyNEeHb AayTIHTBIUHACIII pacKpydaHara BoOpasza, Sro CyaJHsICEHHE 3
JiTapaTypHbIMI TepcaHakami (Ia CJOBax IHILBIATapay, MTYpPUIKOM cCTala
V3ragka 1mMoka ¥ pamane Y. Kapartkesiua). 3 Bsulikail JOJIsiH BeparogHaciil
MOXHa CKa3zallb, mrto Jlemensckara mmmoka ctBapbiii CMI, a rata akmpHTye
acaOmiByi0 VyBary Ja poJii MeIbls SIK CPOAKY, SIKI BbI3Hadae (QapMaThl,
criocaObl «abTroOpTKi» 1 TpaHCHAIBI cdHcAy. AcabmiBas yBara Hajaera
MOYHBIM (haKTapam i CpoJIKaM y KaHCTpysIBaHHI OprHA.

The present day dictates the development of new cultural forms, whose
degree of evolution and connection with the local tradition is different in each
case: their range varies from the promotion of previously recorded and even
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known forms to the creation of a completely new plot. A special place among
them belongs to brands, the linguistic and cultural essence of which must
contain significant semantic capacity and justify the trust and a certain set of
expectations in the society. This work focuses on one of the most popular
characters of Belarusian mythology — the dragon — awarded with monuments,
including a particularly pompous and highly ambitious monument to the
Liepiel dragon, the festival “Visiting the Liepiel dragon”, as well as a recent
campaign to secure the dragon as a touristic and even the national brand of
Belarus. The article aims to analyse the symbolic means and discursive
strategies that were used to construct the brand and the concept of the fest. It
also attempts to consider the degree of authenticity of the promoted image, its
correlation with literary characters (according to the campaigners, the impetus
was a mention of the dragon in Uladzimir Karatkevich’s novel). The Liepiel
dragon must have been created by the media, which emphasizes the role of
the media as a means of determining the formats, ways of “wrapping” and
translating the meanings. Special attention is paid to linguistic factors and
tools in brand construction.
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