Bunyck 22, Towm 1

YOK 811.111
DOI https://doi.org/10.32782/tps2663-4880/2022.22.1.16

KOHUEINT SELF-FULFILLMENT SIK I[I/ICK}’PCOTBIPHI/II?‘I KOHIEIIT
CYYACHOI AHITTOMOBHOI PEKJIAMUA

CONCEPT SELF-FULFILLMENT AS A DISCOURSE-FORMING
CONCEPT OF MODERN ENGLISH ADVERTISING

Kuxapesa 0.0.,

orcid.org/0000-0002-1054-3725

O00KMop Qinono2iuHux HayK, OoyeHm,

doyenm xagpeopu aneniticvkoi Qinonoeii, nepexnady i ginocoii mosu imeni npoghecopa O.M. Mopoxoecvkozo
Kuiscovroeo nayionanvnoeo ninegicmuuno2o ynigepcumemy

CraBueBa B.®.,

orcid.org/0000-0002-0034-4757

KaHouoam neoazo2iyHux HAayx,

odoyenm Kapeopu aHeiticbkoi Mosu i nepekaiady
Kuiscoroeo nayionanvnoeo ninegicmuunozo ynigepcumemy

CratTio npucesyeHo aHanisosi koHuenTy SELF-FULFILLMENT / CAMOPEATJI3AUIA sk onckypCoTBIpHOMO KOHLENTY
Cy4acCHOro AMCKYpCYy KOMepLinHOi peknamu. MeTor AOoCnioKeHHs € ineHTudikaLis BepbanbHuX i nparMaTnyHUX MapKepiB
ANCKYPCOTBIPHOTO KOHLENTY 3 OrMsAAy Ha 0cobnmBoCTi oro cemiotTusauii y peknamHomy auckypci Land Rover. [nckyp-
COTBIPHICTb KOHLIENTY NOSICHIETLCA (PYHKLIIEI MOro KOTHITUBHMX O3HAK Y TBOPEHHI CyBAMCKYPCiB, MOB'A3aHMX i3 peknam-
HMMW KaMnaHisiMy Pi3HUX NepiodiB po3BUTKY OpeHay i hOpMyBaHHSM UifIbOBUX CMOXMBYMX iEeHTUYHOCTEN. Ha BigmiHy
Bil CNMOBHMKOBUX AediHILii, Y AKX eKCNNiKOBaHWM CTaTUYHUIA acneKT KOHLENTY, WO CTOCYETbCA pesynbraTty camopea-
nisauii, y peknamHoMy AUCKYPCi BUCBITNIOETLCA AMHAMIYHO-NpoOLECcyanbHWn acnekT peanisauii AUCKYPCOTBIPHOMO KOH-
uenty. Y nparmaTtuyHin nnowmHi guckypcotsipHui koHuent SELF-FULFILLMENT maHichectoBaHun npsMumu i Henpsi-
MVMW OUPEKTUBHUMU akTamu. [psiMi QUPEKTUBU € INOKYTUBHO CKMaZHWMWU, TOMY WO NPSMUA 3aKnuK, BepbanisoBaHum
y crioraHax i noB’si3aHui i3 fieto, WO CTOCYETLCA Pi3HMX acnekTiB camopeanisalii, BoAHOYac iMMnikye HeNpPsIMUM 3aknuk —
npuabatu ToBap, LU0 € OCHOBHOK YMOBOK peanisauii Takoi aii. Henpsimi AupekTBM BUPaXeHi croraHamm, CTPYKTYpPHO
0ohopMAEeHMMI K HOMIHATUBHI ppasu, WO 3 NparMaTUYHOI TOYKM 30pY € BIOXWMEHHSAM Bi KoonepaTtuBHMX Makcum. Bia-
HOBIEHHS KinbKOCTI i MPO30pocTi iHchopMaLii BigbyBaeTbCa Yepes BUNyYEHHS OUCKYPCUBHOI iMnnikaTypu, Wo € ABoda-
30BMM MPOLIECOM, MEPLUOKD TAaHKOK SKOro € AeKodyBaHHA ekchnikaTypu. [pyrun etan — BuBegeHHs imnnikatypu 36ira-
€TbCS Y CrIoraHax KOMepLNHOI peKnamu i3 inoKyTUBHOK CUITOK HEMPSIMOTO AVUPEKTMBY — 3aKMUKOM A0 NpuabaHHs ToBapy.
OuckypcotBipHuin koHuenT SELF-FULFILLMENT He ekcnnikoBaHWi y peknaMHOMY AMCKYPCi niekcemamu i3 AeHoTaTuB-
HMM 3Ha4YeHHAM “caMmopeanisauisa”. Takui KOHUEeNT peanisyeTbca y auckypci Land Rover yepes HU3Ky KOTHITUBHMX O3HaK,
B TOMY YMCHi: NMOLUYK HOBU3HW, PO3KPUTTS 3diOHOCTEW, “BMXid 3a Mexi’, KpeaTUBHICTb, peanisauis Mpiii, HecTaHO4apTHE
MWCINEHHS, NOJOMNAaHHS NEePEeLUKOA, WO MapKyTbCA NeKceMamu, ki MiCTATb y3yarbHO-KOHOTATMBHI cemu “camopeani-
3auis K npouec, MeTa, pyx ynepesn’ AWHaMIYHOI NAOLWMHM KoHUenTy. MepudepinHi 03HakM AUCKYPCOTBIPHOMO KOHLENTY
KOHOTYIOTbCS1 TAKOX OKa3iOHanbHUMU KOHTEKCTYanbHUMU CEMaMM, WO aKTyani3yloTbCst MPUCHIBHMKAMKU Micus, Cnocody
4ii i npMKMeTHUKaMM-koMnapaTvMBamMm i3 cemMoro “Bepx” i3 KOHOTALE “00CArHEHHs”, cnocoby Aii; okasioHaniamamu; Heo-
3HaYEHUMM 3aMMEHHMKaMMU, LLO MICTATb OKasioHanbHY ceMy “BiACYTHICTb MeX, paMoK’; MPUCAIBHMKAMM Ha NO3HAYEHHS
HeOo3Ha4YeHoI noKanisauii, Lo KOHOTYIOTb CEMY HegOoCHiAKEHNX MPOCTOPIB.

KntouyoBi cnosa: ekcnnikatypa, OWCKYPCOTBIPHWIA KOHUENT, iMnnikaTypa, KOTHITUBHI O3HaKW, MOBIEHHEBI aKTu,
peknaMHumn guckypc.

The article focuses on the analysis of the concept of SELF-FULFILLMENT as a discourse-forming concept of modern
discourse of commercial advertising. The aim of the study is to identify verbal and pragmatic markers of the discourse-forming
concept, given the specifics of its semiotization in Land Rover advertising discourse. The discursive properties of the concept
is due to the function of its cognitive components in the creation of subdiscourses associated with advertising campaigns
of different periods of brand development and the formation of targeted consumer identities. In contrast to dictionary definitions,
which explain the static aspect of the concept related to the result of self-realization, advertising discourse highlights
the dynamic-procedural facet of the discourse-forming concept. In the pragmatic framework, the discourse-forming concept
of SELF-FULFILLMENT is manifested by direct and indirect directive acts. Direct directives are illocutionary complex, because
a direct call, verbalized in slogans and related to the action pertaining to various aspects of self-realization, at the same time
implies an indirect call — to buy goods, which is the main condition for such action. Indirect directives are expressed by
slogans, structured as nominative phrases, which constitute a disregard of cooperative maxims. Restoration of the amount
and transparency of information occurs through the inference of discursive implicature, which is a two-phase process, the first
link of which is the decoding of the explicature. The second stage of the inference of implicature coincides in the slogans
of commercial advertising with the illocutionary force of an indirect directive — a call to purchase goods. The discourse-forming
concept of SELF-FULFILLMENT is not explicated in advertising discourse by lexems with the denotative meaning "self-
realization". This concept is implemented in the discourse of Land Rover through a number of cognitive features, including:
search for novelty, "going beyond", creativity, abilities, dreams realization, non-standard thinking, overcoming obstacles
marked by words that contain connotative semes "self-realization as a process, goal, moving forward" of the dynamic plane
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of the concept. Peripheral features of the discourse-forming concept are also connotated by occasional contextual semes,
which are actualized by adverbs of place, mode of action and indefinite localization, connotating the seme of unexplored
spaces; comparative adjectives with the seme "top" implicating the meaning "achievement", as well as by occasionalisms
and indefinite pronouns that contain the occasional seme "lack of boundaries".

Key words: explicature, discourse-forming concept, implicature, cognitive features, speech acts, advertising discourse.

IMocTranoBka npodsaemu. JlocmipkeHHS TUCKYP-
COTBIPHUX KOHILEMNTIB € aKTyaJlbHUM HAIpPsSMOM SIK
CYYacHOT IMCKYPCOJIOTiT, TaK 1 JIIHFBOKOHIICTITOJIOT 1.
Y 1bOMy JIOCHIKCHHI JHUCKYPCOTBIPHUI KOHIIEHT
YCBIIOMITIOETBCS SIK CHCTEMOTBIPHHM €TEMEHT JHC-
Kypey [1], sxwii moB’s13aHUH 13 “peAMETHUM 3Mic-
TOM JiSUIBHOCTI”, IO OPraHi3oBy€ IUCKYpPCHUBHHI
MIPOCTIp, aKTyalli3yeThCs B KIIIOUOBHX 3HAKaX, CKJla-
Jla€ 3MICTOBHO-TEMaTHYHE SAPO W (PopMye cemio-
TUYHY MOJEIh AUCKYpCyY [2].

[Ipobnema (yHKIIOHYBaHHS TAaKWUX IHTETPATHUB-
HUX MEHTaJbHUX YTBOPEHb BKIIIOYAE, HA HALI ITOTJISIA,
JIBa OCHOBHMX acmekTu. [lo-mepiue, TUCKYpcOTBip-
HUU KOHIENT MOXKE YCBIJIOMIIFOBATHUCS SIK KITFOUOBHUI
KOHIIETIT, IKUH (POpMY€ KOHIIETITYaIbHUH 1 CeM10THY-
HUAN (3aBOSKH CBOIN BepOaizarii) MpoCTOpU TICB-
HOTO JMCKYPCY 1 HOTO CyOnucKypciB. 3 iHIIOTO OOKY,
TaKUil KOHLENT € TUCKYPCOTBIPHUM 3 OIVISILY Ha Te,
IO CIPSIMOBAHUH y CBOIH COLIOCEeMIOTHYHIN (yHK-
1ii Ha KOHCTPYIOBAaHHS TUCKYPCUBHUX KOHCTPYKTIB,
OJIHUM 3 SIKUX € iJEHTUYHOCTI, Y PEKJIAMHOMY JIHC-
KypcCi — CITOKHBYI 1ICHTUIHOCTI.

VY mpoexuii Ha peKIaMHUI TUCKYpC y MEPLIIOMY
13 3a3HaYEHUX PAaKypCiB TUCKYPCOTBIPHUN KOHLENT
KOPEJIIoE 13 MOHATTAM signified y TOMy CEHCI, SKHI
oMy Hamaetwes P. Baptom [3], ToOTO cTae THM 03Ha-
YyBaJbHUM  (aCOIIaTUBHO-KOHOTAaTUBHOIO  CYTHi-
CTIO) PEKIAMOBAHOTO MPOAYKTY a00 MOCITYTH, STKHH
Ma€ BUTICHATH NEPBUHHE (YHKIIOHAJIbHE 3HAYCHHS
TOBapy, acOLIIOI0YN HOT0 3 YCIiXOM, KOPUCTIO, 3/10-
POB’SIM, KpEaTUBHICTIO TOILIO.

BimnosigHo, apyruii  piBeHb  (pyHKIIOHAJb-
HOI aKTyami3amii JHUCKYypCOTBIPHOTO  KOHIICITY,
a camMe pIBEHb KOHCTPYIOBaHHS JUCKYPCHBHOTO
KOHCTPYKTY — IIUTHOBOI CITOKMBYOI 1J€HTUYHOCTI,
Oe3mocepeHbO MOB’S3aHUM 13 MEPIIMM PaKypcoM,
OCKIJIbKM KOHOTAaTMBHO-ACOLIATHBHI BJIACTUBOCTI
TOBapy (Apyruii piBeHb cUrHI(IKAIT 1 Midoorizariil
y pekiIami) METOHIMIYHO TIEPEHOCATHCS Ha TOTO, XTO
CTa€ MOro MOKYMIIeM 1 CHOKMBAa4YeM, BiJIMOBiIal0qH
y TaKHid CI0ci0 MOTHBAIIMHAM MOTpedaM IiTbOBUX
CTHIOKMBUUX 1IEHTUYHOCTEH 1, BOZHOYAC, KOHCTPYIO-
FOYM TaKl 1IEHTUYHOCTI.

VY oMy AOCTiPKeHHI 00paHO TaKUil TUCKYPCO-
TBIpHUH KOHIIECTIT aHTJIOMOBHOTKOMEPIIIHHOT peKIaMH,
sk SELF-FULFILLMENT / CAMOPEAJII3ALIIA.
Bubip Takoro KOHLENTY 3yMOBJICHHH AEKUJIbKOMa
B3a€MOIIOB’I3aHUMH ~ YMHHUKamH.  [lo-mepiie,
Takui KOHLENT Oe3M0oCepeHbO OB’ S3aHUN 13

OCHOBHUMH I[IHHOCTSIMH MOHOXPOMHHUX 1HJIUBIya-
JCTHYHUX KYJBTYp, 10 siapa skux Hajexars CHIA
i Benmuka bpuranis. [lo-npyre, BigmoBigHO A0 Tipa-
MiJI YHIBEpCAIBHUX JIOJICHKUX TOTPEO, KOHIENT
SELF-FULFILLMENT / CAMOPEAJII3ALILA Bin-
TOB1/1a€ HAWBUIIIOMY PiBHIO MOTHUBAIIiH, 1110 € BUIIIUM
3a MOTPeOH M0N0 3aJI0BOJICHHS (I3UYHHMX IMOTPeO
(MO SAKUX YaCTO ameNoe peKiIama), 10 moTped y 6e3-
e, couiamizaii Toulo.

IHocranoBka 3aBaaHusi. OTxe, 3BaKaO4UM Ha
BHIIIECKA3aHE, METOIO III€] CTATT] € BUCBITIIEHHS KOH-
nenty SELF-FULFILLMENT / CAMOPEAJII3ALIIA
SK JTUCKYpPCOTBIPHOTO KOHILIENTY CY4acHOIO aHIJIO-
MOBHOTO TUCKYPCY 3 OITISTY Ha OCOOIIMBOCTI BepOai-
3ar1ii, MparMaTHYHOI IMITTIKAIii i CeMiOTH3aIl1 TaKoro
KOHIIENTY B peKJiaMHOMY IUCKypci Land Rover.

VY pekmaMHOMY AMCKYpCi KOHIIENT ‘“‘camopea-
mizanist’” € OIHUM 13 JUCKYpCOTBIPHHUX KOHIICMTIB,
OCKUTBKH PI3HI IIHHICHI aCTEeKTH TAaKOTO KOHIIEITY
3YMOBITIOIOTE CYyOAMCKYpPCH, TIOB’sI3aHI i3 OKPEMOIO
PEKIaMHOI0 KaMITaHil0 1 (OPMYBaHHSAM MiJTHOBHX
CIIOXKHMBYUX 17ICHTUIHOCTEH.

AHani3z ocTaHHiX gociaigxenb i myoOJika-
wiil. 3Ba)karouu Ha HEOAHO3HAYHICTH 1 CKJIAAHICTH
MOHATTS TUCKYPCOTBIPHOTO KOHIENTY, IO € CyMiXK-
HUM JUTsI KOHIIETITOJNOTI] 1 AMCKYpPCOJIOTIi, il Tmpo-
OnmemaruIli MpUCBSYEHI HEUUCIICHHI Tpalli y Cy4acHii
JHrBicTHLI. 30Kpema, Takul TEPMiH BUKOPUCTO-
BYBaBCS IMiJl 4ac JOCIHI/DKEHHS KOHIEHTYaJIbHOTO
MPOCTOPY MOJITHYHOTO AMCKYpPCY [2], XyA0KHBOTO
nmuckypey [1] Tomro. IIpobremarunii TUCKYpCOTBIp-
HUX KOHIIENITIB y OiOMIHHOMY €KOIMCKYypCi TpHCBS-
yena MoHorpadis 1 myomnikauii O.0. XKuxapesoi [4].
Jocninauus BHBYA€E JUCKYPCOTBIpHI BIACTUBOCTI
takux Kouuenrtis, sk BOI, JIKOJWMHA, COLIYM,
[TPUPOMIA, moenHaHHS SKHX YTBOPIOE KOHIIENTY-
aJpHI eKoTeMu [5].

B iHmi# TepMiHONOTIT TaKi KOHIIENITH OTPHUMAIU
Ha3By METAXTOHHUX [6; 7; 8], “reneparuBaux’ [9],
koHuenTiB-npororuis [10], koHuenrie-ige# [9; 11].

HesanexxHo Bim pi3HUX TEPMIHOJOTIYHUX ITO3HA-
4YeHb, (DYHKIIiSl TaKWX KOHIICTITIB TOJSATae B XHIHM
CHCTEMOTBIpHIH 1 cMUCIOTBIpHIN (QyHKLIT B pi3HUX
JIUCKypCaX, Y PO3rOpTaHHI JUCKYPCUBHUX KOHIICII-
TyaJbHUX TMPOCTOPIB, IO JO3BOJISIE 00 €AHATH BCi
TaKi CyMDXKHI MMOHATTS i1 TApaCOIHKOBUM TEPMIHOM
JTUCKYPCOTBIPHOTO KOHIIETITY.

Juckypc KomepIiiHOi pekiaMH JOCHTh He OyB
00’€KTOM HAYKOBHX JIOCITI/PDKEHb B aCTIEKTi BUBYCHHS
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JIUCKYPCOTBIPHHUX KOHIleNTiB. HaroMicTh, y cTarTi
O.I. Tepyca [12] posmsmaroThCs Taki IIHHOCTI
CY4aCHOI'0 PEKJIAMHOIO JUCKYpCY, SIKI CTBODPIOIOTh
OKpeMi BUIM TUCKYPCiB, a camMe “TUCKYypC MaTpio-
TU3MY”, “IUCKYpC XaJsiBH, “AUCKYPC €TTapHOCTI”,
“IMCKypC mHarepHai3My”, “TUCKYpPC 3aKOpIOHY”,
“aMckypc Moau’”, “IMCKYpC HOCTANBIil”, “IUCKYpC
HaTypaiabHOCTI”, “IUCKypC HAYKOBOCTI”, “IHCKypC
inHOBanii”. ToOTO PakTHIHO aBTOP JTOCIIKYE TUC-
KyPCOTBIpHHUH MOTEHIIia] TaKUX IIHHICHUX KOHIIEI-
TiB, HE BXKMBAIOYH IIPH [[LOMY BiJIIIOBIJHOTO TEPMiHY.

OTxe, HEIOCTATHIN PiBeHb JOCHIKYBaHOI TPO-
OnmemMu AMCKYPCOTBIPHMX KOHIENTIB Ha MaTepiaii
IHCTUTYMIMHUX TUCKYPCIB, B TOMY YHCII PEKIAMHOTO
JUCKYPCY, 1 BaXKIIMBICTh TaKUX KOHIENTIB y ¢op-
MyBaHHI HE JIMIIEC CIIOKMBUYUX, alle W COLIOKYJb-
TYPHHUX IIHHOCTEH Cy4YaCHHUX TpaHCHAI[IOHAIBHUX
(KpOCKYNBTYpHHX) 1IEHTHYHOCTEH, Ha SIKi, HAcam-
nepes, CnpsMOBaHa CydyacHa aHIIIOMOBHA peKliama,
3YMOBJIIOE aKTyallbHICTh 1 HayKOBY HOBH3HY IIHOTO
JOCIIKEHHS.

Marepianom J0CHTIPKEHHsSI 00paHO CIIOTaHU KOp-
nopauii Land Rover pi3HuX nepioniB GyHKIIOHYBaHHS
JCKypey 1boro oOpeny. Cepe/ METOIIIB TOCTIJDKEHHS
OyJIH 3aJTyUueHi: METOI KOMIIOHEHTHOTO aHaIi3y, METO/
CIIOBHUKOBHX Je(iHIIii, METOX aKTOMOBJICHHEBOTO
aHaJTi3y, METOJl CTHITICTUYHOTO aHAaIIi3y.

Buxaax ocHoBHoOro Marepiaay. Po3snianemo
JUCKYpCOTBipHI (pyHKIIi KOHIENTY Ha Marepiami
pexiamMHux cioraiB Land Rover pi3HHX TepioiB
PO3BHUTKY IIHOTO OpeHY.

Marepian AOCHIIKEHHS IOKa3aB, L0 KOHLEHT
SELF-FULFILLMENT / CAMOPEAJII3ALIA He
BepOali3oBaHUN y JAWUCKYpCi KOMHaHii OKpeMHMHU
JIEKCUYHUMH OJJMHHUIIMA Ha HOro MO3HAYeHHs abo
HOMIHATUBHHMHU OJUHHISIMH, IO MICTATh CEMY
“caMopeaiizalliss’ SIK JICHOTATHBHUN KOMIIOHEHT
CBOTrO 3Ha4yeHHS. HaTtomicTb, pexnamMHHl JUCKYpC
Land Rover BUCBITIAIOE HHM3KY KOTHITUBHHX O3HAaK
3a3Hau4€HOT0 KOHLETITY.

Hacamnepen, BakIMBO 3a3HAYMTH, IO O3HAKH
rxonnenty SELF-FULFILLMENT sk auckypcoTBip-
HOTO KOHIIETITY B TUCKYpPCi KOMEPIIIHOT peKIIaMu Kap-
JMHAJBHO BIJPI3HSAIOTHCS BiJ SIGPHUX O3HAK I[HOTO
KOHIIENITY, 3a(iKCOBaHUX y WOT0O CIOBHHUKOBHUX Jei-
Himisx. Tak, B CIIOBHMKaX BiJI3epKaleHO, HACaMIIC-
pel, CTaTUYHUN aCIeKT KOHIICITY ‘‘3a/I0BOJICHHSI BiJl
TIOCSITHYTOTO”: a feeling of satisfaction that you have
achieved what you wanted [13]; the feeling of being
happy and satisfied because you are doing something
that fully uses your abilities and talents [14].

HaromicTb, y pekllaMHOMY TUCKYPCI EKCIITIKOBaHi
Y IMIUTIKOBaH1 03HAKH TUHAMIYHOTO TUTAHY KOHIICTITY.
30KpeMa, cepell SIAEPHUX O3HAK, I[0 BU3HAYAKOTHCS

3a CTYIEHEM IXHbOI YaCTOTHOCTI i MEPCUCTEHTHOCTI,
B pekiaMHoMy auckypci Land Rover [15; 16] inen-
TU(IKOBaHI: KpEeaTUBHICTh, OUIYK HOBU3HU / 1HHO-
BaIlliHHICTh, PO3KPUTTS 3110HOCTEH, “BHUXIJ 32 MEXKi”,
peamizamist Mpiid, HECTaHIApPTHE MHCIEHHS, MOAO-
JIaHHS TIEPETIKO/I, 110 0a3yroThCs Ha BepOasizoBaHUX
y pekiiami y3yaJlbHUX 1 OKa3iOHaJIbHUX (KOHTEKCTY-
albHUX) ceMax ‘‘camopealizalisi sIK MPOLEC, MeTa,
pyx ynepen’ AWHAMIYHOI TUIOIIMHM KOHLeENTy. I3
CTaTUYHHMM KOMIIOHEHTOM II0B’sI3aHi TaKi O3HAKH, SIK
JAEpCTBO 1 Xapu3ma, o (GikCyIoTh BXKE HE MPOIIeC,
a pe3yabpTaT caMmopearnizaiii.

HageneHo, y 1poMy 3B’sI3Ky, TakKi CIOTaHH, sKi
BU3HAYAJIbHI JUIS Pi3HUX MEPIOAIB JisUIBHOCTI KOMIIa-
Hii: Go anywhere. Do anything (ceMu: NOIITYK HOBU-
3HHU, BUXIJ 3a MeXi1); Aim higher, go beyond (cemu:
TIparTHeHHS 10 YAOCKOHAJCHHS, BHXIJ 3a MEXi);
Above and beyond (cemm: TIparHEHHS /IO YIOCKO-
HaJICHHS, BUXiJI 3a Mexi); Never stop discovering
(cemu: KpeaTHBHICTB, MOLIYK HOBHM3HH); a personal
magic of leadership (cemu: xapusma, JIiJIEpCTBO); a
special magnetic charm or appeal (cema: xapu3ma);
Change. The way you look at it (cema: TIOITyK HOBH-
3un); Go anywhere. Now that you can (cemu: po3-
KpHUTTS 3A10HOCTEH, MOIyK HOBU3HM); Daydream vs
Day trip (cema: peamizartist mpiii); And Beyond (cemu:
NparHeHHsl JI0 YIOCKOHAJICHHS, BUXIJ 3a MeXi);
Adventure. Its in our DNA (cema: NOLIYK HOBHU-
3HK); For those who are more off-road than middle
of the road (cemu: NOIIYK HOBHU3HH, HECTAHJAPTHE
MUCIICHHSI, TIOJIOJIAaHHS Tepenkon). B ocraHHbOMY
3 HAaBEIECHUX CIIOTaHIB IMIUTIKYETHCS TIPOTHCTAB-
JIeHHs TocepeaHocTi (accomiarii i3 middling — moce-
penHiii) i HeCTaHAapPTHOCTI.

Po3srnsiHeMo HaBe[ieHi CIOTaHM 3 TOYKU 30py
iXHBOTO JIEKCHYHOTO HATIOBHEHHS, TparMaTu4aHUX
1 CeMIOTUYHHMX BJIACTUBOCTEH — 3 OIVISAY Ha Pi3HO-
pIBHEBY peaii3alifo JUCKypPCOTBIPHOTO KOHIICTITY
SELF-FULFILLMENT.

B acrmiekri JIekCHKO-CEMaHTUYHHIX XapaKTePUCTUK
3a3HaueHi KOTHITUBHI 03HAKH KOHIIETITY MapKYIOThCS
TaKUMHU JIGKCEMaMHU, sk aim, discovering, change,
leadership, a personal magic, charm, appeal, can,
daydream, adventure.

OkpiM JICHOTATUBHHUX 1 Y3yalbHO-KOHOTATHB-
HUX CEM “IOparHeHHs M0 HOBU3HU , “IParHCHHS JO
peanizanii Mpiii”, “notar”, “3MiHu”, “MOXJIHMBICTB”,
“pesynbTar / 3acid camopeaiizailii”’, Mo MICTAThCS
y 3a3Ha4YEHUX JIEKCUKO-CEMaHTUYHUX MapKepax KOH-
HenTy, nepudepiiHi O03HAKHM KOHOTYIOTHCS TaKOXK
OKa310HAILHUMU KOHTEKCTYAIbHUMH CEMaMH, IO
aKTyaJli3yI0ThCS IPUCIIIBHUKaMHU MicLid (ceMa “Bepx”
Ha TMMO3HAYCHHsI JOCATHEHHs) 1 crocolOy mii: above,
beyond, a Takox okaszionamizmamu off-road (person)
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i middle (person), 6a3oBaHMMH Ha METOHIMil “TOH,
xT0 obmupae off-road” (to6to Land Rover), cam HaOy-
Bae BIAMOBIMTHUX off-road sikoctel, mepectae OyTH
nocepeanictio (middle).

OxkazioHaJlbHa KOHOTAaTMBHA ceMa ‘‘BiJICYTHICTb
MEX, PaMOK”’ aKTyalli3yeThCs TaKOK HEO3HAUCHUM
3aliMEHHUKOM anything, M0 € 00’ eKTOM-MOoudiKa-
TopoM il (do anything), i HCO3HAYESHUM TIPUCITIBHU-
KOM anywhere Ha TIO3HAYCHHSI HEO3HAYCHOT JIOKAI-
3aii (KOHOTY€E CeMy HEeIOCHIKSHUX POCTOPIB).

3 TOUKH 30py MparMaThKy, HABEACH] CIIOTaHH € TIPsi-
MHMH 1 HETIPSIMAMH TUPEKTUBHUMH akTamu. Hemnpsimi
aKTH MpeACTaBieH] y (hopMi HOMIHATHBHHX PEYEHb.

I mpsmi, 1 HenmpsMi MOBJICHHEBI aKTH € 1JOKY-
TUBHO CKJIQJJHUMH, TOMY IO MPSIMUN 3aKJIHMK IOCh
3pooutu Go anywhere do anything, Aim higher, go
beyond, Never stop discovering, Go anywhere. Now
that you can BogHOYAC IMILTIKY€ HENPSMUI 3aKITHK —
puadaTH TOBap, IO € OCHOBHOIO YMOBOIO pealti3a-
1ii TpsAMOT ITOKYTHBHOI CHITH: AKIIo mpuadaem Land
Rover, 3moxemn peamidyBatu cede y pi3HHUX aclek-
Tax, a came: iXaTu KyJu 3aBrOJHO, POOUTH HOBI ISt
TeOe pedi, CTAaBUTH BUCOKI 11111, BUXOJIUTH 32 BJIACHI
MeXi, poOuTH HOBI BiIKpUTTI. OTXKE, NpUAOAHHS
TOBapy — 3amopykKa HOBUX BIIKPHUTTIB, HOCSITHEHHS
Mpiii Tomo.

[Ile OimbII CKIIAHOK MPAarMaTUKOK BiJI3HAYEHI
HETpsMi TUPEKTHBH y (HOpMi HOMIHATUBHHUX PEUCHb,
B SIKAX 3aBXK/IW MOPYIIEHI MAKCUMH KUTBKOCTI 1 TIpO-
3opocti iH(dopMarlii, MO € TPUTEPOM TUCKYpPCHUB-
HOl iMImtikatypu. Daydream vs Day trip (peaii3a-
i Mpiid) — SKIIO XOYell MEePETBOPUTU 3BUYANHY
OZHOJCHHY TMOJOPOXK Ha Mpilo, KyImyHd Haml ToBap.
For those who are more off-road than middle of the
road — sIKIIo He Xo4ern OyTH MOCEPEAHICTIO — KTy
Land Rover.

BaxxnmBo 3a3HauMTH, MO IUCKYPCUBHIN 1MILTi-
KaTypi, 110 30iraeThCs y CIOTaHaX i3 UTOKYTHBHOIO
cunoto Henpsimoro nupektuBy (IIpuabaii ToBap),
nepeaye BHIYUYCHHS! eKCIUTIKaTypH, IO BXE IMOTpe-
Oye BiJ IIJIBOBOTO ajpecary PeKJIaMu MEeBHUX KOT-

HITUBHUX 3ycHJib. 30Kpema, y ciorani Change. The
way you look at it excrutikaTyporw (3arloBHEHHSIM
NPOTO3UILIHHOTO CMHUCITY, HEIOMOBJICHOI BepOaIbHOT
(opmu BucnopneHHs) ctae: “Todi moTpiOHI 3MiHK".
BinnoBigHo, AMCKYPCHBHOKO IMIIiKaryporo, 06a3o-
BaHOIO Ha CKCIUTIKATypi, €: KO0 TMOTPiOHI 3MIHH —
kynyi Land Rover.

Omxe, iMIUTIKaTypa, 10 Oa3yeTbcs Ha EKCILTi-
KaTypi, cTae “BIaCHUM” BHUCHOBKOM IOTEHIIHHOTO
nokynus, Gopmyroun y Takuii crocié Horo MoTHBa-
[iiTHI TOTPEOH 1 CIIOKUBYY 1ICHTHYHICTb.

BucnoBku. [uckypcorBipauii konment SELF-
FULFILLMENT / CAMOPEAJIIBALIA peamnizy-
€TBbCS y peKiIaMHOMY Iuckypei Land Rover yepes
Taki KOTHITUBHI O3HAaKH, SK IMOLIYK HOBH3HH, PO3-
KPUTTS 3110HOCTEH, “BUXIi]l 32 MEXKi”, KPEaTUBHICTb,
peamizamist Mpiid, HECTaHIApPTHE MHCIEHHS, MOAO-
JIAHHS MEPEIIKOA, 110 MapKyHOThCS JIEKCeMaMH, SIKi
MICTATh y3yallbHI U OKa3iOHaJbHI ceMH ‘‘camopea-
Ji3amist sIK mpouec, MeTa, pyx ynepen’ AMHAMIYHOT
IUIOIIMHKA KoHIenTy. Ha BimMmiHy Bix pekiamMHOTrO
JIUCKYPCY, B CJIOBHHMKAX CKCIUIIKOBAaHUH CTaTHUHUI
ACIIeKT JIMCKYPCOTBIPHOTO KOHIIETITY, 1[0 CTOCYETHCS
HE TIPOIIeCy, a pe3yJbTaTy caMopeati3arii.

Y nmnparMatuyHiil TUIOMIMHI JIUCKYPCOTBIpHUH
konuent SELF-FULFILLMENT wanidecToBanwuii
OpSMUMH 1 HENPSIMUMH JUPEKTHBHUMH aKTaMH.
[psiMi TUPEKTUBH € 1LIIOKYTUBHO CKIAJHUMH, TOMY
MO TPSMHAA 3aKJIWK, BepOai3oBaHWUN y CioraHax
1 TTOB’sI3aHUH 13 JIi€F0, IO CTOCYETHCS Pi3HUX aCTeK-
TIB camopealizallii, BOIHOYAC IMIUTIKYE HEIpPsSMUI
3aKIJIUK — IPUA0aTH TOBap, IO € OCHOBHOIO YMOBOIO
peasizariii Takoi Jii.

Hempsimi  nmupexTuBM  BHpakeHl CIIOTaHaMH,
CTPYKTYpPHO O(OPMIICHUMH SIK HOMIHATHBHI (ppasm,
110 3 ParMaTUYHOI TOYKH 30PYy € BIAXMIICHHSM BiX
KOOTIEPAaTUBHUX MAaKCHM. BinHOBIEHHS KiNbKOCTI
1 mpo3opocTi iHpopMmarii BigOyBaeTbCsl yepes BUITY-
YEeHHsSl JIMCKYPCHUBHOI IMIUTIKaTypH, IO 30iraeTbes
y cloraHax i3 UTOKyTHBHOIO CHJIOIO HEIPSMOTO
JUPEKTHBY — 3aKJIUKOM MPUAOAHHS TOBapy.
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KaHouoam Qinono2iuHux Hayk, OOyeHm,

Odoyenm xageopu Himeywvkoi ¢inono2ii

Boauncvrozo nayionanvrozo ynisepcumemy imeni Jleci Yxkpainku

CraTTio NPUCBSYEHO BUBYEHHIO CUCTEMHO-CTPYKTYPHOI Cneundikv TEKCTIB HIMELbKOTO LUBaHKY, SiKi TPaHCMIOTb 0CO-
6nvBe CNPUNHATTA KYNBbTYPY CMIiXY Y MOBHIV Ta KyNbTYpHi KapTWHaX CBITY Cy4acHOro MiHrBOKYNsTypHOro npoctopy. Cmi-
XOBa KymnbTypa ClpuMMaeTbCa K IHOMKATOP eMOLIMHOI peakuii Ha CBIT KOMIYHOTO Ta KynbTypy CMIiXy Ta §iK pesynsrar
OYXOBHOrO BifgoBpaxeHHs coLianbHOro PO3BUTKY MiHIBOKYNETYPHOTO COLIyMY.

Himeubknin NpO30BMIA LWBAHK Bigobpaxae BCi CTOPOHW pearnbHOro XUTTA MPeacTaBHUKIB couiymy Ta GaraToBikoBWN
OOCBIA CycninbCTBa. TEKCTU HIMELbKOro Npo30BOro LWBAHKY € CBOEPIAHVMU apXeTunamMun HiMeubKOi CMIXOBOI KyrbTypu.
OcHoBoto ans hopMyBaHHS LIBaHKYy € eneMeHTV KapHaBany abo KapHaBanbHOI KynbTypu. Y CHOXETI LUBaHKY eKCMiKy-
I0TbCA MIHMBICTUYHI 3acobu, ski hopmytoTb CneundiKy KOMMO3ULIMHOI CTPYKTYPU KOMIYHOTO TEKCTY 3aAns BUCBITNEHHS
BCiX enemMeHTiB BepbanisaLii CMiXOBOi KynsTypu.

Y HayKOBIV Napagurmi 3HaHb TEKCTYU LUBAHKY AOCMIAXYOTECS 3 Pi3HUX HAYKOBMX NMO3NLLIN: LWBAHK SIK COLIOKYNbTYPHUI
OPIEHTMP NO3Ha4Ya€e HOPMKU Mopari Ta NOBEAIHKN Y CYCMiNbCTBI, SIK NIHMBICTUYHUIA CUMBOM KOOPAUHYE MEXaHI3MU Ta MEH-
TanbHi PUCK NIHrBOKYMLTYPHOTO MPOCTOPY, 5K NCUXOMNIHIBICTUYHWI IHAMKATOP NOCUIOE cneundiky ayaio-BidyansHoro
CNPUNHATTS CMIXOBOI KynbTypu. Y NIHIBICTUMHUX CTYAISX LWBAHK BM3HAYalOTb K XXAPTiBMMBMI TEKCT Manoi opmu
3 KOMiYHUM eheKTOM Ta AOTENHWUM MyaHTOM. KOMMO3WLiViHI puCK TEKCTIB WBAHKY (DIKCYIOTbCSA Ha CTPYKTYPHOMY, CEMaH-
TUYHOMY PIBHAX Ta POPMYIOTECH POHETUYHMMMU, NIEKCUYHUMW Ta rpamaTYHUMK KOMMNoHeHTamu. Crneumndika TekcTiB
LUBaHKY MOCWMIETLCA KPi3b akTyamnisauilo KOHOTaTMBHOrO MapKyBaHHSA Ta [EeHOTaTMBHOrO 3HaveHHs. KoHoTaTuBHe
MapKyBaHHS eKCMiKye emMouiiHe CNPUAHATTS NyaHTy Ta cneundiky Bepbanisauii MucneHHs. [JeHoTaTuBHE 3HAYeHHS
nparmaTnsye KOMYHiKaTMBHY iHTeHLi0 onosigaya. MNyaHT y TekcTax WBaHKY KOOPAMHYE (i3nyHY, eMOLHY Ta iHTenek-
TyanbHy penpeseHTaLito CMixy.

KniouyoBi cnoBa: LWBaHK, CUCTEMHO-CTPYKTYPHa cneuundika, CTPYKTYPHO-KOMMO3ULLIVIHI pucK, NIHFBOKYNbTYpHa cneuu-
dhika, cMixoBa KyneTypa, KOMIYHUI CHOXET, NMyaHT.

The article is devoted to the study of system-structural specificity of German merry tales, which transmit a special
perception of the laughter culture in the language and cultural pictures of the world of modern linguocultural space. The
laughter culture is perceived as an indicator of the emotional reaction at the comic world and the culture of laugh and as
a result of the spiritual reflection of the social development of the linguocultural society.
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