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ANAXPOHVA B PEKNTAMHOM OUNCKYPCE:
AVHaMuKa 1Ucnosb3oBaHus noamcemMmm

N OMOHVMWUWN B PEK/IaMHbIX TeKCTax

(Ha npumepe amepukaHckux karanoros IKEA)

. E.C. /leHkoBa, E.A. HukynuHa

AnHHoTanus. B cmambe @bidensiiomesi u onucblearomcs XapakmepHble 0cobeHHocmu
UCNO/b308aHUS NOAUCEMUU U OMOHUMUU 8 aMepUuKaHckux kamanozax UKEA c nosuyuti
ouaxpoHu4ecko2o nodxodd. Lleabto 0aHHO20 uccae008aHUs 516151emcCsl 8bisieneHUe MeH-
OeHyull 8 UCNONBL30BAHUU NOAUCEMUU U OMOHUMUU 8 PeKAAMHbIX mekcmax. Ymobbt npo-
c1edumb OUHAMUKY UCNOMb308AHUSI OQHHBIX siefeHuUll, ObL10 NPOAHANU3UPOBAHO OOUH-
Hadyamb amepukaHckux kamanozoe IKEA: 3a 2007, 2008, 2009, 2010, 2011, 2012,
2013, 2015, 2016, 2019, 2020 200b1. B kaxcoom kamanoze cooepacumcesi om 97 do 102
DEeKAaMHBIX C102aH08, u3 HUx om 2 00 15% cocmasnsiiom cA02aHbl ¢ NOAUCEMAHMAMU
u omoHumamu. O6HapysceHo, umo 8 aHanusupyembix kamanozax UKEA codepaicumcs
40 cnoeaHos ¢ nonucemueli u 33 cnoeava ¢ omoHumueli. B peaynbmame uccnedoeaHust
ObL10 8bIsBAEHO SIBHOE YBenuueHUe 0blje20 Konu4ecmea pekaambl ¢ noaucemuetl U OMo-
Humuetl 8 kamanozax IKEA 3a nocnednue 2 200a. HayuHasi HOBU3HA Ucc1e008aHus 3d-
K/ouaemcs 8 no0xooe K U3yueHUto noAuceMuu U OMOHUMUU 8 PeKAaMHbIX MeKCmax:
O0aHHble 58/1eHUs1 B0CNPUHUMAIOMCSI KAK OCO3HAHHOe HapyuleHue cmepeomund, HANPas-
JIeHHOe Ha yCu/eHue 8bIpa3umenbHOCMU PeKAaMHO20 mekcma 0451 00CMudiceHust Mame-
puanbHoll Yeau — npoodaxcu pekaamupyemo2o0 mosapa uiu ycayeu. bonee moeo, 6 cma-
mbe aHaAU3UpPylomMcsi NOAUCeMUsl U OMOHUMUSI C MOYKU 3PeHUsl 8bINOAHAEMbIX UMU
¢yHKYull, npocaexcueaemcs UacMOMHOCMb UX ynompebseHus 8 Kamano2ax 8 noc/aeo-
Hue 08a decamusiemusi. bblau 8bisiGNeHbl QYHKYUOHAAbHbIE 0COOeHHOCMU s18/1eHUll: 8ce
c/102aHbl € noaucemuell U oMOHUMUell 8bINOMHSOM KOMNPEeCCUBHyIo, 3CmemuyecKyio,
cMbIcn000pasyowylo u mavunyasmueHyro ¢yHkyuu. Ilpu smom pasenekamesbHas 33 5
¢yHKYyusa uauje peanusyemcsi 8 102aHAxX ¢ OMOHUMUel: u3 33 peKAamHbIX C/102aHO8,
codepacaujux OMOHUMbI, 27 8bINOAHSIIOM pa3zenekamenbHylo yHKYUIO, 8 Mo 8pemsi Kak
Auwb 15 u3 40 cnoeaxos ¢ noaucemueli HayeneHbl HA NOOHSIMUe HACMPOeHUsl NOMeHYU-
anbHO20 NOKynamesnsi.
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DIACHRONIC ASPECT OF ADVERTISING:
THE USE OF POLYSEMY AND HOMONYMY IN ADVERTISING SLOGANS
(Based on the IKEA Catalogues for the USA)

. E.S. Lenkova, E.A. Nikulina

Abstract. The article highlights and describes the characteristic features of using
polysemy and homonymy in American IKEA catalogs in terms of diachronic approach.
The aim of this study is to identify the trends in the use of polysemy and homonymy in
advertising texts. In order to trace the dynamics of the use of these phenomena, eleven
American IKEA catalogs were analyzed: for 2007, 2008, 2009, 2010, 2011, 2012, 2013,
2015, 2016, 2019, and 2020. Each catalog contains between 97 and 102 advertising
slogans, of which between 2 and 15% are slogans with poly-semantics and homonyms.
The analyzed IKEA catalogs were found to contain 40 slogans with polysemy and 33
slogans with homonymy. The study revealed a clear increase in the total number of
advertisements with polysemy and homonymy in IKEA catalogs over the past 2 years.
The scientific novelty of the study lies in the approach to the study of polysemy and
homonymy in advertising texts: these phenomena are perceived as a conscious violation
of a stereotype, aimed at enhancing the expressiveness of the advertising text to achieve
the material goal that is the sale of the advertised product or service. Moreover, the
article analyzes polysemy and homonymy in terms of their functions, tracing the
frequency of their use in catalogs in the last two decades. The functional features of the
phenomena have been identified: all the slogans with polysemy and homonymy perform
compressive, aesthetic, semantic and manipulative functions. At the same time, the
entertainment function is more often realized in slogans with homonymy: out of 33
advertising slogans containing homonyms, 27 perform the entertainment function,
while only 15 out of 40 slogans with polysemy are aimed at raising the mood of a
potential customer.

Keywords: diachrony, advertising slogans, polysemy, advertizing

discourse, the English language, commercial advertising.
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CoBpeMeHHBIH PBIHOK TOBapOB U YCITYT /10~
CTaToyHoO 00IIMpeH U pa3Hoobpa3eH. st ripo-
JIBYDKEHHsI CBOETO TOBapa, NMpHB/IeYeHHs] BHHU-
MaHMs TT0TpeOuTesNsi y KOMITaHUM BO3HUKAeT
HeoOX0/[IMOCTh C03/1aBaTh SIPKHe, OpUTYHab-
HbI€, 3aTIOMUHAIOLIMECs CIoraHbl. UTOObI /10~
CTMYb MaKCHMA/IbHOTO I1epJIOKyTHBHOIO 3¢)-
(ekTa, MpU COCTaB/IEHNM PEK/IAMHOIO TeKCTa
WCTIO/B3YIOTCST CaMble pasHble $I3bIKOBbIe U
Hes13bIKOBbIE CPeZICTBA (M300paXkeHusl, pud-
ThI, KOMITOHOBKA) [1, c. 62].

Kak ykasbiBaeT B.B. YueHoBa, pekiama —
3TO «OTBETBJIEHHE MacCOBOW KOMMYHH-

IPENO/IABATENb

Kal[iW, B PyC/ie KOTOPOTO CO37AI0TCS U pac-
MPOCTPAHSIIOTCA  MHGPOPMALMOHHO-00pa3-
HbI€, IKCIIPECCUBHO CyObEKTUBHBIE TEKCTBI,
aZipecoBaHHbIe TPYTIITaM JIFOZIeH C TIeJTbIO I10-
OyIUTh MX K OTIpeie/IeHHOMY BBIOODY WIIH
MOCTYTIKY» [2, c. 8]. PekylaMHBI! c/ioraH —
9TO JIAKOHWYHOe, JIeTKO 3arloMUHarolleecs
peK/laMHOe COO0OIIeHe, KOTOpoe B SIPKOU
obpa3sHoli Gopme TiepesjaeT OCHOBHYO U/EH0
peKJIaMHON KaMIaHWUM U COBMeIljaeT B cebe
WH(POPMAaTUBHYIO, SKCIPECCUBHYIO, CYITe-
CTUBHYIO U 3CTeTHUECKyH OQYHKIMH [3,
c.234]. TlonucemMusi ¥ OMOHHUMMS 4YaCTO
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paccMaTpUBalOTCs Kak rmpobsieMa /ijist pekia-
Mogaresield, 6apbep K MOHUMAHHUIO pPeK/IaM-
Horo TekcTa. OZJHaKO HeJb3sl OTPULIATh, YTO
OHU SIBJISIFOTCSL M CTpaTernueckKuM pecypcoM
pa3BUTHS peKaaMbl. XOTsl B TEOPUU BCS pe-
K/laMa T[I0TeHLMaJlbHO MHOTO3HayHa, Ha
NIpakTHKe OJJHO 3HaueHHe MOsKeT JOMUHHPO-
BaTh Haj, JpyruMu. Tem He MeHee, cOBpe-
MeHHasi pekjiaMa 4acTO BK/IOUaeT B cebs
CJIO)KHBbIe PUTOPHUYECKHE TIPHEMBI, TI03TOMY
TP T71yOOKOM NMOHMMaHUM MHOTO3HAYHOCTH
BCe OOBSIB/IEHUS] «OTKPBIBAFOTCS» [i/isl pas-
HBIX UHTepIIpeTaiui [4, c.55].

Cornacto yuenutro M.A. KpoHraysa, 1no-
JIUCeMUST — 3TO Ha/lM4Ke y e[IHULIBI s3bIKa
[BYX WIN HeCKOJbKHX 3HaueHWH, KOTOpble
CBsI3aHbI MeX/ly COOOM 110 CMBICITY U ITPOUC-
xokaeHuto [5, c. 121]. OMoHUMUS — 3TO
3BYKOBOE COBIIafieHNe Pas/MYHBIX SI3bIKO-
BBIX €/IMHML], 3HauUeHHs] KOTOPbIX CeMaHTH-
YeCKH JIpyT C JPyroM He CBsi3aHbl [6, c. 344].

[NomiceMust 1 OMOHMMHSI MOTYT BBITIOJI-
HSITB LeJbIA psifi PYHKIMI B PEK/IaMHOM TeK-
cre. 1. JloraueBa Bblfe/isieT KOMIIPECCUBHYIO
(hYHKILMIO: MCTIO/Tb30BaHHe MOTMCeMUN Y OMO-
HUMUHY, Tlepe/iaBasi HeCKO/IbKO CMBIC/IOB B Of-
HOM peKJIaMHOM COOOLL|eHNH, CIOCOOCTBYeT
9KOHOMHUH $I3bIKOBBIX cpeficTB [7, c. 53]. Co-
macHo E.C. EdpemMoBol, faHHble sB/eHUs
BBITIO/IHSIOT pasBiieKare/lbHyt0 (yHKLMIO, TO
€CTb CIOCOOCTBYIOT CO3/IaHHMI0 MPOHUYECKOTO
OTHOLIIEHUSI K NIPOUMTAaHHOMY, NOZHATHIO Ha-
cTpoeHus perrventTa [8, c. 237]. Bosnee Toro,
TIOHMMaHHe peK/laMHBIX CJIOTaHOB, COZep)Ka-
WX B cebe HECKOTBKO TIJTAHOB BOCIIPUSITHS,
TOBBIILIAET CAMOOLIEHKY TIOTPeOUTeJIsl, TakK KaK
He KaK/[blil YesloBeK CroCo0eH WX 3aMeTHTh.
[MoTpeduTesb, y KOTOPOro MOMyUM/IOCh pac-
MO3HaTh SI3BIKOBYIO WIPY, IO/y4aeT 3CTe-
THUUeCKOe  Y[OBOJLCTBHE OT  TPOUTEHUs
OpUrMHa/bHOIO TekcTa. CrefjoBaresibHO, IO-
JIUCEMUSI U OMOHHMMMUSI BBITOJHSIOT 3CTETH-
yecKyto (YHKLMIO B pPeK/IaMHOM TeKCTe.
T.II. KypaHoBa Bblje/nsieT MaHUITYJIATHUB-
Hyl0 (YHKIWIO, KOTOpas 3ak/uaeTcsi B
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ybeXxIeHUH TMOTEHIMAIbHOTO K/IMeHTa TpuU-
obpecTu TpeiiaraeMbiii ToBap [9, c. 276].

B TeueHue HeCKO/BKUX MOCHAEJHUX Jecs-
TUIETUM TeH/IeHIUs B peKJIaMHOM Komupaii-
TUHre HarpaB/ieHa B CTOPOHY YBeIUUeHUs
YacToThl U CJIOKHOCTU MeTadop [10, c. 2].
ITomMuMoO 3TOTO, HEKOTOPBIE KCCeA0BaTeIN
YTBEPXK/IAIOT, UTO «peK/JaMHasi TpaMoT-
HOCTb» JIIOZIeM pacTeT, TOSIB/SIETCS BCe
6osibille aKTUBHBIX, TBOPUECKUX MOTpebuTe-
Jiel, CTPeMSILUXCsI Paci(poBaTh CKPBITHIE
3HaUeHWs peKIaMHBIX TekcToB [11, c. 1].

Kommepueckasi Ba)KHOCTb TIOJIMCEMHU U
OMOHUMMH B peKjiaMe He 0CTasach He3ame-
YeHHOW B MapKeTHWHIoBOW HMHAycTpuu. Ha-
TIpUMep, KOHCA/ITHHTOBasi U OpeHJMHroBast
komnaHuss Millward Brown nipezsiaraeT yc-
nyry “Perceptual Focus Interviews”, koTo-
past BK/TiouaeT B cebst «1mog60p YHUKAIbHO#M
PEeKJIaMbl» U «aHajIu3 ee BO3MOXKHBIX UHTEp-
npetauuii» [12, c. 3].

Lenb maHHOTO MCCI/IeIOBAHNS — BBISIBUTH
TeHJeHL[Y B WCII0/Ib30BaHWH TO/IMCEMUU U
OMOHUMHHU B COBPEMEHHBIX aHIVIOSI3bIUHBIX
peKJIaMHBIX TeKcTaX. B xofe nccieoBaHust
ObUI0  TIpOAHA/M3UPOBAaHO  O/IMHHAALIATH
amepukaHckux KartanoroB IKEA: 3a 2007,
2008, 2009, 2010, 2011, 2012, 2013, 2015,
2016, 2019, 2020 rogel. B kaxkgom U3 Kara-
JI0roB coziepxutcst ot 97 fo 102 pekaMHbIX
CJIOT@HOB, M3 HUX OT 2 0 15% cocTaBastoT
C/IOTaHBI C TIOJTUCEeMaHTaMU W/WIM OMOHHU-
Mamu. B o0l1ieli C/I0KHOCTH, B aHa/TU3Upye-
MbIX KaTajiorax 0bio HatizeHo 40 coraHoB
€ ronvceMuel U 33 cioraHa C OMOHUMUEH.

B kauecTBe riprMepa HUKe Tpe/iCTaB/IeH
(DYHKIMOHAIbHBINA aHa/M3 PeK/IaMHBIX TeK-
CTOB C ToJiiceMrell U OMOHUMUEN 13 KaTa-
noroB IKEA 3a 2007, 2008 u 2020 rogsl.

B karanore 3a 2007 rog, 6611 06HapysKe-
HBI CJIoraHbl KaK C OMOHHUMHUEH, TakK U C I10-
JICceMueit:

1. Turning ideas on their heads (pekyiama
yalek ¢ Ju3aiiHoM, pa3paboTaHHbIM CIeLU-
anbHO IS IOCY/IOMOEYHBIX MalriH). To turn
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on one's head (informal): to turn upside
down; to turn on one’s head (idiom): to in-
novate or alter something, such as a field or
activity, in an unexpected or unprecedented
way [13].

2. Bedroom furniture that takes the edge
off (peknama KpoBaTell C 3aKpyIJIEHHBIMU
yrnamu). To take the edge off (idiom): to
make something unpleasant have less of an
effect on someone [Tam e].

3. There’s a GALANT desk to suit any
life (pexksiama miceMenHoro crona). Gallant:
(of a man) polite and kind towards women,
especially when in public; brave [Tam xe].

4. Drawing on the experience of
childhood (pek/siama TMpPOCMOTPOBOIO JeT-
CKoro crosa Ajisi pucoBausi). To draw: to
make a picture of something or someone
with a pencil or pen; to draw on (phrasal
verb): to use information or your know-
ledge of something to help you do some-
thing [Tam xe].

B npumepax 1 1 2 OMOHHMMUS BBITIO/IHSAET
KOMITPeCCUBHYIO (DYHKLIMIO, [[EMOHCTPHUPYS
XapaKTEePUCTUKK PeKaMUpyeMol Mebesu: B
nipuMepe 1 yKa3bIBaeT Ha TO, YTO OOHOB/IEH-
HbIM ju3aiiH OyZeT 3aMeTeH Ha /jHe Yalllky; B
npuMepe 2 yKasblBaeT Ha 3aKpyIJIeHHble
yriel  KpoBatd. Owmocdonsl GALANT wu
gallant B mpumepe 3 co3maroT 3QdeKT Ka-
namOypa: CTOM HarpaklaeTcsi uejioBeye-
CKMM KayeCTBOM — TaJlaHTHOCTBIO. B cyio-
rade 4 ¢pa3oBbii maron to draw on
o3HauaeT “to use information or your
knowledge of something to help you do
something” [Tam >ke]. BTopoe 3HaueHHe
(hpa3bl 3aKmrovaeTcst B OyKBaTbHOM TIOHMMa-
HUM Qpasbl “to draw on smth” — pucoBatb
Ha ueM-TO. Tak Kak peKIaMHpyeTcs IIpo-
CMOTPOBBIH CTOJ /711 pUCOBaHMsA, 00a 3Ha-
YyeHUs JIeTKO yCBaWBAlOTCS TPU IIPOUYTEHUU
csioraHa. 37ecb OMOHHMMS, TOMHUMO KOM-
TIPeCCUBHON (YHKI[MH, BBITIOIHSIET pa3BJie-
KaTeJIbHYy10, 3CTeTHUYEeCKYI0 U CMbICI00bpa-

3y1oiyto GyHKLIWK.
MIPENOMABATENb

5. An idea that really clicks (pekiama
ckagHbIx cTynbeB). To click: 1) to make a
short, sharp sound, or to make something do
this; 2) to be understood, or become clear
suddenly [Tam »xe].

6. Your personal touch starts at the store
(peknaMa 3aHaBeCOK).

7. Add a softer touch with
(peknamMa TUTIeOB, TIOAYIIIEK).

Komuuecknii a¢dexr B mpumepe 5 cosza-
eTCcs 3a CYeT IONMCEMaHTHYHOTO IJiaronia
“to click”, o3Hauarorero «u3gaBarh IIe-
YOK» M «Z0XOJUTb /10 KOro-1b0». B rpume-
pax 6 1 7 UCTo/b3yeTCsi MHOTO3HAYHas! eji-
Hura “touch”: 1) the ability to know what
something is like by feeling it with the
fingers; 2) a small addition or detail that
makes something better [Tam xxe], T. e. yka-
3bIBA€TCsI HAa TAKTU/IbHbIE OIIYIEHUs] U Ha
«U3IOMMHKY» B [IU3aliHe KBapTUPbI/KOMHa-
Thl/Mebesii. B paccmarprBaeMbix TIpUMepax
MO/IMCEMAHTbl B  OCHOBHOM  BBITIO/IHSIFOT
KOMIIPeCCHBHYIO, 3CTETUUECKYIO U CMBIC/IO-
obpa3zyroryro hyHKLWH.

B katanore 3a 2008 rog;

8. Flat solutions are everywhere. Just
keep looking (pekiama CK/IafIHOM JIFOCTPBI).
Flat: “level and smooth, with no curved, high,
or hollow parts”; flat (n.): “a set of rooms for
living in that are part of a larger building and
are usually all on one floor” [Tam »xe].

9. Living with technology (peknama Tex-
HUKU [T TOCTUHOW KOMHAThl). 37eCh HC-
TOJTE3YIOTCST OMOHUMEI “living”, Participle 1
riaroma “to live”, sxuth: (to continue) to be
alive or have life u “living (archaic)”: estate,
property [14].

10. For every taste, there’s an IKEA
kitchen (peksama mebesu st KyxHH). Taste:
1) the flavour of something, or the ability of
a person or animal to recognize different fla-
vours; 2) a person’s ability to judge and rec-
ognize what is good or suitable, especially
relating to such matters as art, style, beauty,
and behaviour [13].

textiles
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11. A kitchen that works for you (pekiama
kKyxHu). To work for: 1) To be employed by
or work on behalf of someone or some orga-
nization; 2) To be appropriate for someone;
befit someone [Tam »xe].

12. Closer to you (peknama MHOTO(YHK-
L[HOHA/IbHOM Mebenu ans geTckor). Close
(adj.): 1) having direct family connections or
shared beliefs, support, and sympathy; 2) not
far in position or time [Tam xe].

13. Find the comfort you want (pekiama
npocteiHu). Comfort (n.): 1) a pleasant
feeling of being relaxed and free from pain;
2) the state of feeling better after feeling sad
or worried, or something that makes you feel
better in this way 3) something that makes
your life easy and pleasant [Tam >xe].

14. Add a little bit extra to the mood
(pexnama cBeuek). Extra (n.): 1) an attractive
addition or accessory; 2) something of supe-
rior quality or grade [15].

15. Reflect yourself (peknama 3epkana).
To reflect: 1) to show as a duplicate image
on a reflective surface; 2) to think back on
something with careful attention [13].

Kak MOXXHO 3aMeTWTh, CIOTaHbI C TIOJU-
CceMuell B OCHOBHOM BBITIOJTHSIIOT 3CTeTHUe-
CKYI0, CMBIC/I000pa3yHoIy0 U KOMITPeCCUB-
Hyto ¢yHkuud. B npumepax 12 u 15 uger
CBSI3b 3MOLIMOHA/ILHOTO COCTOSTHUSI YesioBe-
Ka U (YHKLMOHAJBLHOCTH PEKIaMUPYEMOT0o
ToBapa (12: mebGesib opranusoBaHa ym06HO,
BCe HEeOOXOAMMOe BCer/ia HaXOAUTCs 10, Py-
KOU; yKa3bIBaeTCst Ha O/IM3KYI0 CBsA3b pebeH-
Ka C pogurensMy; 15: «oTpaxarb» — (yHK-
LWsI 3epKaJjia, «BbIpaXkaTb Cebsi» — (QyHKLUS
yesioBeka). B mpumepe 13 OMOHUMUYHbIE
e/IMHUL[bl MMEIOT 3HaueHusi, KOTOpble Hje-
albHO BIMCHIBAIOTCSI B KOHTEKCT peK/laMbl,
JIeMOHCTPUPYsl (YHKIMOHANBHBINA Dsifi pe-
K/IAMHUPYEMOT0 TOBapa WA €ro CBOMCTBA.
IIpumep 11 BbINONHSET pa3B/eKaTelbHYIO
(GYHKIHIO 33 CUET «OAYILIEeBIEHHs» KyXHH,
HarpaxJieHusi CroCOOHOCTBIO  «paboTaTh»
Ha Biafesblia. B cioraHe 8 OMOHUMUS
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CTPOUTCS 3a CUET [BYX JIeKCHUeCKHX eJy-
uutl; flat (adj.) «wtockuii» u flat (n.) «kBap-
THpa». VIHBIMHM C/IOBaMH, MpUIararenbHOe
“flat” ucrionb3yeTcst AJ1s1 TOro, UTOOBI TOKa-
3aTh, YTO TIpeaMeT Mebenu MOXKeT ObITh
KOMIIaKTHO YTIaKOBaH W UTO OH He 3aiMer
MHOro Mecta mpu TiepeBo3ke. CyiiecTBU-
tenpbHOe “flat” mpepmosaraet CreAyrOLYIO
WHTEpIIPeTaLyi0 CjoraHa: «/lu3aliHepckue
peleHust /il KBapTUPhl MOXXHO HAWTH Be3-
Je. IIpopomkaiiTe UCKaTb».

B karasore 3a 2020 rog;:

16. Kiss the stuff chair goodbye (pekna-
Ma Belayiku ajis ogexxel). To kiss goodbye:
1) to give someone a kiss when parting;
2)to lose or end something, especially
suddenly [13].

17. Recharge your batteries in the IKEA
restaurant (pekiama pectopada UKEA). Re-
charge your batteries (idiom): to rest and re-
lax for a period of time so that you feel ener-
getic again [13].

18. The soft spot in every room (pekyiama
koBpa). Soft: 1) marked by a gentleness or
kindness [14]. Soft spot: a sentimental weak-
ness: a strong liking for someone or some-
thing [15].

19. Some have a green thumb, others
have FEJKA (pek/iama WCKyCCTBEHHOTIO
pactenus)). To have a green thumb: the
ability to make plants grow and be healthy
[Tam »ke].

20. Build a better bedtime (pekiama ak-
CeccyapoB 7SI IeTCKOM);

21. Build a better night's sleep (peknama
kpoBaru). To build: 1) construct by putting
parts or material together; 2) to develop
something gradually [13].

22. Abed you’ll dream about all day
(peknama kpoBaTtH). To dream about: 1) to
think about something that you want very
much [Tam xe]; 2) to envision someone or
something in one’s sleep [14];

23. The softest part of the day (peksa-
Ma KOBpHMKAa B BaHHOW, MoJioTeHIa). Soft:

NPENO/IABATENb
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1) pleasing or agreeable to the senses;
2) marked by a gentleness or kindness
[Tam xe].

24. Take time to reflect (pekiama 3epKarna).
To reflect: 1) to show as a duplicate image on
a reflective surface; 2) to think back on some-
thing with careful attention [Tam >e].

25. Light without limits (pekiama Ha-
cTombHOM Jlammibl). Light: 1) the natural
agent that makes things visible; 2) a source
of light; 3) public knowledge [Tam sxe].

26. A greener way to hydrate (pekiama
MHoOropasoBoii OyTeinku). Green: 1) of a
colour between blue and yellow; of the co-
lour of grass [13]; 2) environmentally con-
scious or designed not to have an adverse
impact on the environment [14].

27. Make the weekend even sweeter
(peknama akceccyapoB /sl KyXHH). Sweet:
1) having a taste like sugar; 2) pleasing; de-
lightful [Tam xe].

28. Arestful retreat, every night of the
week (peknama akceccyapoB /s ioma). Re-
treat: 1) a private and safe place; 2) a period
of time used to pray and study quietly, or to
think carefully, away from normal activities
and duties [13].

B BbIlIeyKa3aHHBIX CTyudasix OMOHUMUS,
KakK M B KaTajorax 3a Mnpe/blayliye roJpl, B

18
16
14

2007 2008 2009 2010 2011

OCHOBHOM  BBITIO/IHSIET ~ KOMITPECCHUBHYIO,
pa3BjieKaTebHYI0, 3CTETUYECKYI0 U CMBIC-
soo6pasytoiyto ¢yHkuuu. Tak, Harpumep,
cnorad 16 «ofyleBssieT» peKaaMUpyeMbld
TOBap npu romotu ¢pasel “kiss goodbye”.
CnoraH 17, c ofHOU CTOPOHBI, YKa3bIBaeT Ha
TO, yTOo B pectopaHe MIKEA MOXHO «of-
KPEeIUTHCs1», a C APYTOi CTOPOHBI, TOBOPHT O
Ha/IMUUM PO3€TOK, KOTOPBIMU MOJXHO T10/Tb-
30BaThCsl /IS TI0Z3apsiiki razkeroB. Crio-
raH 18 mpumeuaresieH TeM, UTO BbIpaKeHHe
“soft spot” Kak CBOOOJHOE CoueTaHWe yKa-
3bIBaeT Ha MSTKOCTH KOBPA, B TO BpPeMsi Kak
uaroma “soft spot” mepeBOAMTCA Kak «Cjia-
60CTb K ueMy-1u00», «HEpaBHOAYIINE».
[TonucemMaHTHYHbIe eAMHUIBI COUETaKT B
ce0Oe HECKOBKO CBSI3aHHBIX APYT C JPYroM
3HaueHui: retreat (mp. 28) — yOexuiie, ye-
[UHeHHe, YKPOMHOe MeCTo; sweet (TIp. 27) —
CMafKui, TIpUSATHBIN; green (Tip. 26) — 3e-
JIeHbIA, SKOJMIOTWYHbA; to build (mp. 20—
21) — cTpowuTh, CO37jaBaTh U JpyTHeE.

Ha ocHoBe mpoBezieHHOTO MCC/Ie/J0BaHNS
OblIa cOCTaB/IeHa [UarpaMma, OTpakaroLast
YaCTOTHOCTh WCIIOJIB30BaHMUS TTOJIMCEMUN U
OMOHHMMHH B PEK/TaMHbIX TeKCTaX KaTasaoroB
UKEA (cm. puc. 1).

HabmozaeTcs siBHOe yBenueHre 0611iero
KONMMYecTBa peKjJaMbl C TONWCeMUeN U

8
6
4
EEERERERER
0

2012 2013 2015 2016 2019 2020

B PekjlaMa C OMOHUMUEN U MOIMCeMUer

Puc. 1. Obuiee KOMYECTBO PEKIAMHbIX TEKCTOB C OMOHMUMMEN U NoAnCceMUEN

MPENO/ABATENTb

372021



12

10

e}

N

2007 2008 200! 2010 2011

B Pek/lamMa C OMOHUMUeN

[MCKypCHBHbIE MCCNenoBaHMs

III 1 Lnllal II

2012

2013 2015 2016 2019 2020

® PekJlaMa C roavceMueit

Puc. 2. KonuuyectBo peknamHbIX TEKCTOB C OMOHUMUEN U NOMCEMUEN

omoHuMUel B Katanorax IKEA 3a nocnef-
HUe 2 roja.

Hanee mpencrapieHa Auarpamma, KOTO-
past TIOKa3bIBaeT pacripe/iefieHue BceX CJiora-
HOB COTJIACHO UCIIO/Ib3yeMbIM B HUX sIBJie-
HUSIM OMOHHMMH U TTOJIMCeMHH (CM. pucC. 2).

Kak MO)KHO 3amMeTHTb, KOJMUECTBO pe-
KJIAMHBIX TEKCTOB C MOMceMuel peobaza-
€T Ha/Jj KOJTMYeCTBOM CJIOTaHOB C OMOHUMUeN
(6b110 0OHapy>keHO 40 CIOTaHOB C TOJHCeE-
Muel 1 33 cioraHa C OMOHUMUE#). ITO Mo-
)KeT OBbITb CBSI3@aHO C TeM, YTO, 10 MHEHHIO
MHOTHX JIMHI'BUCTOB, TIO/TUCEMUST 00eCreuu-
BaeT TUOKOCTb U 3KOHOMHOCTb CJIOBapHOTO
cocTaBa s3bIKa, B TO BpeMsi KaKk OMOHHMUS
CUMTAeTCS HeyKeslaTeNbHbIM [IIsl sI3bIKa siBJie-
HHEM, TaK KaK MOYKeT TIPUBECTH K 3aTpyAHH-
TeJIbHOMY TIOHUMAaHWIO TeKCTa, BBECTH JIO-
neli B 3abmyxnenue [16, c. 51]. CornacHo
H.P. KapuMOBOH, B aHIVIMHCKOM SI3bIKE OMO-
HUMBI COCTABJISIFOT NPUOM3UTebHO 16-18%
JIEKCUKU aHIVIMMCKOro si3biKa [17, c. 250], B
TO BpeMsl KaK TOJIMCeMaHTHUHbIe CJIOBa, CO-
rnacHo ucciegosanusm 2016 roga, coctasnis-
10T npub/msuresibHo 80-85% nekcuku [18,
c. 1045]. CTouT OTMETHUTb, UTO TEeHZeHLIUI K
YBeJIMYEeHUIO KOJIMUeCTBa KaKOTO-TO OJHOTO
sIBJIeHNs1 0OHAPY>KeHO He ObLI0.

Bosnee Toro, B HEKOTOPBIX CJIOTaHaX WPy
CJIOB MOXKHO pacrio3Hath JiM60 TPOuUMTaB

372021

JlasbHellIee orvcaHue ToBapa, Mbo 0OpaThB
BHMMaHHe Ha KapTHHKY, COMPOBOXKAIOIIYIO
peK/IaMHbIA TeKCT. DTO Ji0Ka3bIBaeT CiefyHo-
Iy} THIOTe3y: UTOObl MOBBICUTH CBOIO 3¢-
(heKTMBHOCTh, KPACOYHOCTb U CTaThb Oosee
NPUB/IEKATe/IbHBIMU ~ JI/Is  [IOTpebuTesisi, B
OO/IBIIIMHCTBE C/TyUyaeB KM300pa3suTeIbHO-BbI-
pasuTesbHbIe cpefcTBa (DYHKLMOHUPYIOT CO-
BMECTHO, COUeTasiCb B OJJHOM CJIOTaHe OffHO-
BPEMEHHO, a He 30/IMPYIOTCS IpYT OT ApyTa.
Yto KacaeTcst (hyHKLMOHAIBHBIX 0COOEH-
HOCTeH C/IOraHoB C MorceMUeii U OMOHUMHU-
eii, ObL/I BBISIBIEHBI CJIeAYIOLIVE TeH/IeHLUH:
BCE CJIOTaHBI C TOMCEMUeNl U OMOHUMUeN
BBIMOJIHAIOT ~ KOMITPECCUBHYIO,  3CTeTHue-
CKYI0, CMBICJIOO0PA3yIONIy0 U MaHUITYJIs-
TUBHYIO (yHKUMM. Pa3pnekarenbHast (QyHK-
LUs dYalje peajM3yeTcs B CJoraHax C
OMOHUMWMEH 3a CUeT BOCIIPUSATHS HUCIIOb30-
BaHHOM WMOMBI (yCTOMUYMBOTO BBIP&KEHNST)
Kak CBOOO/IHOTO C/I0BOCOUETaHUsl. BbIIO BbI-
SIBJIEHO, UTO U3 33 peK/IaMHBIX CJIOTaHOB, CO-
JlepKalliiX OMOHHUMBI, 27 BBITIOJHSIOT pas-
BJIEKaTe/IbHYI0 (QYHKLMIO (CM. pHC. 3), B TO
BpeMs1 Kak vk 15 13 40 cjioraHoB € MOM-
cemueil HallesleHbl Ha TOJHSATHE HaCTPOeHUs
MOTEeHL[MA/TbHOTO TIOKyTIaTesist (CM. puc. 4).
OpHa 13 BayKHEMIINX posieil peKaaMbl —
MOCPeJIHMKA MEeX/y TOBapOM W INOTpebuTe-
JieM — BBITIOJIHSETCS «IIyT€M €e AKTUBHOM
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CnoraHbl
C pasB/iekaresibHoi
hyHKumelt

Puc. 3. KonnyectBo peknaMHbIX C1OraHOB
C OMOHMMMUEN, BbINONHAOLLMX
pa3BriekaTenbHy QYHKLUMIO

BOBJIEUEHHOCTU B KOMMYHHWKATHBHBIE TPO-
L|eCCHI, ITPOTeKAIOIIHe B 001I[eCTBe, T03TOMY
MpeMETOM H3YUeHUs] CTAHOBUTCS JUCKYPC
KaK OZIHO U3 BO3MOXKHBIX M3MepeHUH (yHK-
LJMOHUPYIOLUX B COLMyMe TEeKCTOB, Ipej-
CTaBJIsifOLee UX B3aMOZIeICTBYE B CHCTeMe
orpefie/IeHHOW COLIMOKY/IBTYPDHOW —CHUTYya-
uun» [19, c. 306].

TakuM 00pa3oM, PeK/IaMHbIN TEKCT CITY>KUT
[JIsL TIDUBJIEYeHUsT BHUMAaHHUS TIOTpeOuTers,
€ro TVIaBHasl 3ajilaua — yOeIuTh MOTeHa b~
HOTO K/IMeHTa MPHOOPeCTH TMpe/laraeMblii
TOBap WM YCIyry. SIBleHus] MO/IMCEMUU |
OMOHHMMUH MOTYT UCIIO/Tb30BaThCs /15T YBEJH-
YeHUsI BbIPA3UTE/IbHOCTH PEKTAMHOTO TEKCTa,

CnoraHb!
C pasBrekaresibHOi
dhyHKUMel

Puc. 4. KonnuuectBo pekiiaMHbIX C/IOraHOB
C MOAMCEMUEN, BbIMOMHAOLLMX
pasBnekaTenbHyto GyHKLMIO

yCUJIeHUsT BO3[eMCTBUsI PeK/IaMbl Ha peL-
nUeHTa. B MpoaHamM3npoBaHHBIX KaTanorax
MKEA 3a 2007-2020 rofpl KOJIM4eCTBO pe-
K/IAMHBIX TEKCTOB C TIO/IMCEMUel Tpeobiia-
JlaeT HaJ, KOJIMYeCTBOM CJIOTAaHOB C OMOHH-
Mueli 3a cueT oOIIel MoMCeMaHTUYHOCTH
aQHIJIMACKOTO ~ si3blKa.  DYHKILMOHAbHBIN
aHaJIi3 C/I0TaHOB TT0Ka3asl, YTO BCe CI0TaHbI
C TionMceMuell U OMOHUMHeH BBITOTHSIOT
KOMITPECCHBHYHO, 9CTETUUECKYIO, CMBIC/IO00-
Pa3yIoIIyI0 ¥ MaHUITYJISTUBHYIO (YHKIUH,
TIPY 3TOM pa3BjeKaTesbHas (YHKLIWS yYarre
peanu3yeTcs B ClIoTaHaX C OMOHUMUeH 13-3a
TOTO, YTO M/IMOMA WJTH yCTOHUHBOE BBIpaXKe-
HUe BOCITPUHUMAIOTCST U30/TMPOBAHHO.
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