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B craTbe omuchiBaeTcsi OMBIT MOATOTOBKH YYeOHBIX MaTepuaaoB Mo Kypcy «HMHocTpaHHBIH $f3BIK» Ha
Marepuaje ayTeHTHYHbIX HA3BAHMI OpeHJ0B HAa AHIVIMHCKOM s3bike. ONHMCBIBAIOTCH OCHOBHBIC LEJIH
HCCIeIOBAHMA: AHATU3 (POHOCEMAHTHYECKHUX XAPAKTEPUCTHK Ha3BaHUil OpeHI0oB, pa3padoTka W anmpodaunus
Yu4eOHBbIX 3aJaHMi MJIsl CTYJAEHTOB 0akajaBpuaTa IO HANPaBJIEHUIO NMOAroToBKU «MeHeXxMeHT». B ocHoBe
HCCIeIOBAHMSA JIEKAT NMPUHUIUNBI MPo¢ecCHOHATbHO-KOMIIETEHTHOCTHOIO MOAX0Ja 00y4YeHHs HHOCTPAHHOMY
SI3BIKY M NPUHIUNBI KOMMYHHKATHBHOCTH: MOTHBALIMOHHAS U JIMYHASI BOBJIEYEHHOCTH, LeJEHANPABIEHHOCTH
o0yuenns, npogeccuoHaIbHasl COCTABJSIIOLIAS COJAEP:KaHUsA y4eOHOro MaTepuaJsa. PaccmarpuBaercs:i noHsiTue
«HEeHMHUHIOBasi KOMIIETEHIUS. OnuchiBaeTcsi MNOHSITHE «HEMHHIoBasi CcyOKOMIIETEHIMSI» Ha OCHOBe
(oHOCEeMAHTHYECKOI0 MOAX0Ja. ABTOPHI JONOJHSIOT NMOHATHE «HEHMUHIrOBasi CyOKOMIIETEHIUs» NPpUEMAMHU
36yKonodparicanue W 36yKocumeonuzm. ONUCHIBAIOTCS Ppe3yJabTaTbl (POHOCEMAHTHYECKUX HCCIeT0BAHMIA
BJMSIHUSI 3BYKOBOTO Psiia HA BOCHPHUSATHE, KOTOPbIE JIETJIM B OCHOBY Pa3paldoTKH y4eOHBIX MATEpPHAJIOB IO
HHOCTpaHHOMY  si3bIKy. [IpeacTaBieHbl  NpuMepbl  yNpa:KHEHHWii, HampaBJjeHHbIe Ha  pa3BHUTHE
npodeccHOHAIbLHOI  KOMMYHUKATHBHOW  KOMIETEHUMM Ha  Marepuaje OpeHAHeHMHHra. ABTOPBI
NOTYEPKUBAIOT, YTO 3aJaHUS HOCAT TBOPYECKHH M TOMCKOBBIH XapakTep, HaleJdeHbl HA OPraHU3AMHIO
ayJAUTOPHOM U CAMOCTOSATEJHLHOH Pa00Thl 1 OPHEHTUPOBAHBI HA 00y4aIOLIUXCS ¢ Pa3HBIM YPOBHEM MOATOTOBKH.
CpaBHHBAIOTCSL Pe3yJabTAThl AHKETHPOBAHHA CTYIEHTOB [0 M MoOCIe NPOXOo:AeHHs Kypca. OTmedaercs
NMOBBILIEHHE HHTEPECA CTYAeHTOB K M3Y4YeHHI0 HHOCTPAHHOTO A3bIKa. B 3aK/l0ueHne cTaBuTCS 32/1a4a Pa3BUTHUSA
METOAUKU PadoThl ¢ TeKcTaMu (KOMIOHEHTAMH TEKCTOB) pAa3JMYHLIX KAHPOB B pPaMKax HWHOSI3BIYHOMI
NMOAITOTOBKY CTY/IeHTOB 0aKkajiaBpuara.

KiroueBble  cioBa:  mpodeccHOHATIbHAsT  KOMMYHHKATHBHAs ~ KOMIICTGHIMS, HEHMMHIOBas  KOMIICTEHIIWA,
(hoHOCEMaHTHKa, HHOSN3BIYHOE O0YYCHHE.

DEVELOPMENT OF FOREIGN LANGUAGE TEACHING AIDS USING BRAND NAMES
(PHONOSEMANTIC APPROACH)
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The paper describes the experience of development of teaching materials for Foreign Language course using
authentic brand names in English. The main objectives of the study are described: analysis of phonosemantic
characteristics of brand names, development and testing of assignments for undergraduate students majoring in
Management. The study is based on the principles of a professional-competence approach to teaching a foreign
language and the principles of communicativeness: motivational and personal involvement, purposefulness of
training, professional component of the content of the teaching aids. The concept of naming competence is
considered. The concept of naming subcompetence is described based on the phonosemantic approach. The
authors supplement the concept of naming subcompetence with onomatopoeia and sound symbolism. The authors
describe the results of phonosemantic studies of the influence of sounds on perception, which form the basis for
teaching ads for a foreign language course. Examples of exercises aimed at developing professional
communicative competence based on brand naming are presented. The authors emphasize that the tasks are
creative and exploratory in nature, aimed at organizing classroom and independent work, and targeted at
students with various levels of language training. The results of student surveys before and after completing the
course are compared. An increase in students' interest in learning a foreign language is highlighted. In
conclusion, the task is set to develop a methodology to work with texts (components of texts) of various genres
within the framework of foreign language training for bachelor students.

Keywords: professional communicative competence, naming competence, phonosemantics, foreign language training.
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Ha coBpemeHHOM 3Tarie 0Opa3oBaHMs MPU U3YYCHHUH HHOCTPAHHOTO sI3bIKA O0SI3aTEbHO
YUYUTBIBAIOTCS BOMPOCHI B3aUMOCBSI3M sI3bIKA W KYJIbTYpbl. [Ipu 3TOM menaroru-mpakTHKH
MOJUEPKUBAIOT HEOOXOIUMOCTh aKTHBHOTO BHEAPCHUS ayTEHTUYHBIX TEKCTOB B  Kypce
HHOCTpaHHOrO s3bIKa [1; 2].

AYTEHTHUYHBIM, KaK MPABHUJIO, HA3bIBAIOT TEKCT, KOTOPbIA HAMWCAH IS HOCHTENICH s3bIKa
HOCHUTEJISIMU JIaHHOTO SI3bIKa U B IIPUHIIMIIC HE TIPEIHA3HAYCH VIS JIMHTBOJAUIAKTUUCCKHX 1eneid. B
paMKax JaHHOTO WCCJICJOBAaHHMS TOJ ayTeHTUYHBIM TEKCTOM pacCMaTpUBacTCs TEKCT,
NPE/ICTABICHHBIA B PEaJbHOM KOMMYHUKATHBHOW TMPAKTUKE HOCHTENEH s3bIKa W OTPaXKAIOIIU
€CTECTBEHHBIC CUTYAILIMH U KYJIbTYPHbBIC YePThI MOBCEAHEBHOIO JIHOO JEIOBOTO OOIICHHS.

OTpakeHHEM HHOS3BIYHON JICHCTBUTEIBHOCTH B cepe AerIoBOro OOIICHHS SBISIOTCS
TEKCThI CPEJICTB MacCOBOI MH(POPMAIMH, B YACTHOCTH PEKJIaMbl. B 0TeUeCTBEHHBIX UCCIICIOBAHHUSIX
paccMaTpUBaIOTCS BOMPOCHI UCIOJIB30BAHUS TEKCTOB Pa3IMYHBIX KAHPOB PEKJIAMHOTO JUCKYpCa B
JTMIAKTUYCCKUX LeNsX. JIMHIBUCTHYECKOE pa3sHOOOpasue ayTEHTHYHBIX PEKIAMHBIX MaTepHAaIOB
MO3BOJISICT UCIOJIb30BATh MX B MIPOIIECCE HHOS3BIYHOTO O0YUYCHUS B BY3€.

Heabp uccienoBaHusi — paccCMOTPETh (POHOCEMAHTUYECKUE XAPAKTECPUCTUKU PEKIAMHOIO
JMCKypca Ha TNPHMEpe Ha3BaHWN OpPEHIOB, MPOAHAIM3MPOBATH BO3MOXHOCTH HCIIOJIB30BAHUS
Ha3BaHWH OpPEHIOB B JIMHTBOJUIAKTHUYCCKHX I[ENIAX; PACCMOTPETh TOHITHE «HEHMHHIOBAsI
KOMITCTCHIIHSLY, IOTIOJIHUTh TIOHITHE «HEHMHHIOBasi CYOKOMIIETCHIIUSY; OMUCATh OIBIT Pa3padoTKH
U anpoOanyu y4eOHBIX MaTEpPHUANOB MO IUCHUIUIMHE «HOCTpAHHBIA S3BIK» JJIsI CTYJCHTOB
HalpaBJIeHUs TIOATOTOBKU «MEHEIHKMEHT.

MeToab! 1 MPUHIMIBI HCCJIET0BAHMS

PazpaboTka conepkanusi yaeOHbIX MaTepuanioB (YM), a Taxke ux anpoOarus npoBOIUIACh
CO CTyAeHTaMH OakaJaBpuaTa II0 HaIpaBJICHHIO TOATOTOBKH «MEHEIKMEHT» Ha Kadenpe
PYCCKOTO ¥  WHOCTPAHHOTO S3BIKOB  VIBaHOBCKOTO TOCYNApCTBEHHOTO JHEPreTHYECKOTO
yHuBepcutera umeHu B.U. JlennHa B pamkax quciuruinHbl « THOCTpaHHbIH s3b1K», MOAyTu Brands
u Advertising. Marepuanom Juis pa3paOOTKH TOCITYXHJIM AyTCHTHYHbIC Ha3BaHUS OpCHIOB B
TEKCTaX PEeKJIaMbl HA aHTJIMICKOM SI3bIKE.

B mporecce uccnenoBaHus HCHONB30BAUCH SMIIMPHYECKHE U TEOPETUYECKUE METO/IbI.
Teopernueckass 0a3a OCHOBBIBAE€TCSI Ha MPHHIHIAX NPO(PECCHOHATHHO-KOMIIETEHTHOCTHOTO
noJxoja 0O0y4eHHsI HHOCTPaHHOMY sI3bIKYy Ha MaTepuayie TEKCTOB peKJIaMbl. DMIupudeckas 0asza
BKJIFOYACT METO/bl HAOJIO/ICHHS, aHajdu3a W aHKCTUPOBAHUS OOYYaIOIIUXCS B Kypce II0
UHOCTPaHHOMY SI3BIKY.

B ocHoBe uccnemoBaHus JIeXaT KIOYEBbIE MPUHIUIB KOMMYHUKaTHBHOCTH: MOTHBAIIHS,
eJICHANIPABICHHOCTbD, JMYHAS BOBJICUCHHOCTh o0ydaroImxcs, npodeccroHa bHas

HaMPaBJIEHHOCTh COJCPKaHUS y4eOHOro MaTepHaa, MPUHIIKAI Jdanora KyasTyp [3].



Pe3yabTaThl cc/ieIOBaHUS U UX 00CYKIeHUE

Texctet CMU, pekiiambl, Ha3BaHUsS OPEHIIOB M CJOTAaHbl PACCMATPHUBAIOTCS KakK SIPKUE
MCTOYHUKH HMH(OPMAIMM O HAIMOHAIBHBIX, MOBCEIHEBHBIX M JIEJIOBBIX OCOOCHHOCTSX >KHU3HU
Hocutenel si3bika [4]. VX wW3ydeHWe HEOTAENMMO OT KYyJIBTYPHOTO M HPO(ECCHOHATBHOIO
KOHTEKCTOB, CJI€ZIOBAaTEIbHO, UCIIOJIb30BaHUE TEKCTOB pEKJaMbl B y4eOHOM Ipoliecce odoraumaer
JMHTBUCTHYECKHE 3HAHUS OOydaromuxcs, JaéT HOBbIE 3HaHMA 00 oOpase >KU3HH, MOBEACHUH, O
NPUHATOW CHCTEME IEHHOCTEHW B IOBCEIHEBHBIX M MPO()ECCHOHAIBHBIX CUTYAIMsIX M B IEJIOM
CIIOCOOCTBYET Pa3BUTHIO KOMMYHHUKATHBHOM KoMmIeTeHIuH [5, ¢. 329].

[Tenarorn HEOJHOKPATHO MOATBEPXKJIAIN LEIECOOOPA3HOCTh MCIIOJIb30BAHMS ayTEHTHUHBIX
PEKJIAMHBIX TEKCTOB IPH 00YYE€HUH WHOCTPAHHOMY sI3bIKY [6-8]. B pamkax IaHHOI cTaTbu aBTOPEI
NPENPUHSUIA TIOMBITKY pa3paborars ydeOHBIC 3aJaHHMs Ha Marepuaje Ha3BaHWUU OpeHIOB W
anpoOupoBaTh UX B paMKaxX AUCHUIUIMHBI «HOCTpaHHBIN S3BIK». AKTYaJbHOCTb TEMAaTUKU
OIpeiesIAeTCs] HEeOOXOIUMOCThIO OOHOBJIATH COJEpXKAHME JUCHMIUIMHBI B COOTBETCTBUU C
tpeboBanussMu @I'OC u morpeOHOCTSIME OOy4arommxcsi. Tak, Ha Ha4aabHOM JTare OOYYCHHS
aBTOpBI IPOBEJM OINPOC O PEAIbHBIX MOTPEOHOCTSAX CTYAEHTOB IEPBOrO Kypca B COJEp)KaHUU
aucuuIuInHbl «MIHOCTpaHHBIN A3bIK». Pe3ynpTaThl onpoca nokasaiu, yto 64% CTylEeHTOB XOTAT U
TOTOBBI M3y4yaTb M OOCYKJaTh TEKCThl PEKIaMbl HAa aHTJIMICKOM sf3blKe, 22% MpeanoYUTaroT
COBEpIICHCTBOBATh I'paMMaTudeckue HaBblkU U 14% 3aTpynHsIOTCS OTBETHTH. TakuM 00pazoMm, B
conepkanue Moayied Brands m Advertising ObuTM BKITFOYEHBI TEKCTHI PEKJIaMbl C YIOMHHAHUEM
Ha3BaHUIl OpPeHI0B.

PaccmoTpuMm, mouemy Ha3zBaHUs OpEeHIOB, WJIM HEMMUHT, NPUBJIEKIN BHUMaHHUE aBTOPOB.
Bcenen 3a orewectBenHbM uccienonateneM E.C. Kapa-Myp3oil HEIMUHT paccMaTpuBaeTcs Kak
YacTHOE HalpaBJIeHHE KpeaTHBa, Kak KOMMEpUeCcKoe HauMEHOBaHUE IPOAYKTA U/UJIH €0 CO3JaHue,
KaK «aBTOCEMAaHTHYHash 4YacTh pekiamMHoro tekcra» [9, c¢. 102]. Dkcmept oTMedaer, dTO
1esnecoobpasHo  pa3BUBaTh y OOYyYalOIIMXCSl HAaBBIKK M YMEHMsI JIMHTBHUCTHYECKOTO U
COJIEP’KAaTEIbHOTO  aHaju3a, MHTEpHpeTalii W B UTOre CO3JaHUS HOBOTO  Ha3BaHUS
KOMITAaHUU/IIPOAYKTA/TIPOEKTA, TO €CTh pa3BUBAaTh HEMMUHIOBYIO KomneTreHuuo. bonee toro, E.C.
Kapa-Myp3a BbiensieT CcyOKOMIETEHIIMH B HEHMHUHTe — IPUEMBI OHUMH3AIUK, TPAHCOHUMU3ALIUH,
HOPMaTHBHOE M OKKa3HOHaJbHOE ci0BooOpazoBanue [9, c. 103]. B pamkax qaHHOTO MCCIETIOBaHUS
aBTOpBI JOMOJIHAIOT CYOKOMIETEHIIMM HEHMHHra Ha OCHOBE (OHOCEMAHTHUYECKOIo IOAX0Aa,
BbiIensis npuémel 3Bykomnoapaxanus (3I1) u 3BykocumBonusma (3C). DTo CBSI3aHO € TEM, UTO
3¢ GEKTUBHOCTh MO3UIIMOHUPOBAHMS TOBapa HAa PhIHKE BO MHOTOM 3aBHCUT OT TOTO, KaKk Mapka
(GBYYMT» JJIsI TOTEHIMAJIBHOTO MOTPeOUTENsi, TO €CThb 3BYKOBOH pAJI BOCIPHUHHMACTCS
napajuleIbHO  CEMaHTHYECKOMY,  CIeJOBaTelIbHO, (OHETHYECKass COCTaBIsOLIAs  TEKCTa

BO3JICHCTBYET Ha MOTPEOUTENS, YBEINYNBAs BEPOSATHOCTD TE€X WU UHBIX CYKJICHUI.



bonee toro, pe3ynbraThl (OHOCEMAHTHUECKUX HWCCIEIOBAaHUI JIEMOHCTPUPYIOT, Kak
3BYKOBOW psii crnocoOeH BiusATh Ha Bochpusitue dyenoseka [10; 11]. Cpemu paHHEX
OKCHEPUMEHTAIbHBIX HCCIIEIOBaHUI Hamboiee wu3BectHa pabora 3. Cenmpa. YUYaCTHUKH
SKCIIEPUMEHTa MOJAOUpaIl CJIOBO, OTpaXKallllee KadeCTBEHHYI0 XapaKTePUCTUKY CToja —
«Oonpimoit/mManenpkuiiy — mil table mw mal table. B pesynsrare yueHblli OOHapYXHI, YTO
MH(QOPMAHTHI COBEPIICHO YETKO CBS3BIBAIOT 3BYK [1] C IPE/ICTABICHUEM O YEM-TO MAJICHBKOM, a [&]
— ¢ 6onpM. CBsI3b MEXIY pa3MEpOM U TJIACHBIM CTajla OYEBHIHOW. ITO MOXKHO OOBSICHUTH JTHOO
apTUKYISIIHEH (OTKPBITHIM WM MOYTH 3aKPBITHIM POT MPU MPOU3ZHECEHUH 3TUX ABYX 3BYKOB), THOO
aKycTHKoii ([&] 3ByuuT rpomde, 4eM [i], MOCKOIBKY A3bIK PAcIoNOkKeH HIXKE, a pOT 00JIee OTKPHIT).
Uccneposarens B. Pamauanjpan takke uzydas gaHHoe siieHue B koHie 1990-x u nayane 2000-x
rozioB [12].

SIBienue 3ByKOCHMMBONU3Ma Jl0KazaHo Kojepom, oOpaTUBIIMM BHHMMAaHHE HA B3aHMMOCBS3b
bopMBI ¥ 3ByKa B JKCIEpUMEHTe co cioBamu Mmaluma u takete. BoJbHIMHCTBO PECIIOHICHTOB
OTBETWIH, 4TO maluma umena kpyriyio dopmy, a takete — yriosaryro. B. Pamavanipan nmosropui
3TOT SKCIEPUMEHT, HO 3ameHms Ha cioBa buba u kiki. Pesymnbratel 0OBsCHSIOTCS 3 heKTOM
CHUHECTE3MH, CIIOCOOHOCTBIO CO3/1aBaTh KpPOCC-MOJANIbHbIE abcTpakiuu (MPOBOJAUTH aHATIOTHIO
MEKAYy pPa3IUYHBIMH OpraHaMd 4YyBCTB). Takum oOpa3oM, 3ByKoBas o0osouka cioBa buba
accoIMHUPOBajIach ¢ Kpyrioi ¢opmoii, a Kiki — ¢ yrimosaroii [12, ¢. 27].

N3yuenne 3BykocumBonM3Ma Puuapnom  KiMHKOM — 3HQUMTENBHO NOBIMSUIO  HA
UCMOJb30BaHUE TMPUHIUIIOB (OHOJOTMM B MapKETHHIOBBIX HccienoBaHusxX. Mccienosarens P.
KnuHK sMnupuyecku oka3an, 4To MPOIYKTHI C Ha3BaHUSAMU OpEHIOB, COAEP)KAIMMHU TJIACHbIE
MEPEHETO Psiia, BOCOPUHUMAIOTCS KaK «MEHBIIHUE 10 pa3Mepy, Ooyiee CBETIbe, MIATKHE, THOKHE,
Oostee OBICTPBIE, XOJIOIHBIE, OOJIee APYKETI00HbIe, Ci1adble, Ooiee JIETKUE U KpacuBbie» [13, €. 22].
ITpoayKThl ¢ Ha3BaHUSAMH OpEH/IOB, COJEPXKAIIUMHU IJIyXHE CMBIYHBIC, B OTJIIMYHE OT 3BOHKHX,
BOCIIPUHUMAJIMCh Kak Oojiee Menkue, ObICTpbIe U JIETKUE, Oosee pe3Kue U *KeHCTBEeHHbIe. bpeHbl,
cojiep KamIe riryxue (pUKAaTUBEI, B OTIMYHE OT 3BOHKUX, BOCIIPUHUMAJIICH KaK Ooyiee OBICTpHIE,
MSITKHE U )KEHCTBEHHEIE.

Wrtak, pazpaboTka yuyeOHBIX MaTepHajoB Ha IMpUMepax HEHMHUHra B paMKax HCCIIEIOBAaHUS
MIPOBOJIMIIACH B HECKOJBKO ATANoB: cOOp MIMPOKOro kopmyca YM, aHanu3 (OHOCEMaHTHUECKUX
XapaKTEPUCTUK AaHTJIOS3BIYHBIX Ha3BaHUM OpeHsoB, (opmMupoBaHuEe Yy3KOro Kopmyca YM,
pa3paboTka 3ajanuii (¢ y4eTOM pa3HOrO YPOBHS MOATOTOBKH OOYYAIOIIMXCS, C HANPABICHHOCTHIO
Ha OpPraHU3allMIo CaMOCTOSATEIbHOM padoThl, KpeaTuBHBIE) U anpodanus YM.

Mupokuit xopnyc YM Obl1 CHOPMHPOBAH pPEKIAMHBIMU TEKCTAMH W3 HHTEpPHET-
HMCTOYHMKOB OTKPBHITOrO JOCTyma. Jlamee Ha drame aHanmm3a 0coOeHHOCTeH YM BBISBICHBI

(dhoHOCEMaHTHYECKE OCOOCHHOCTH Ha3zBaHUN OpeHmoB M copmupoBaH y3kuii koprmyc YM. Ha



OCHOBE (DOHOCEMAaHTUYECKOTO aHAJIN3a BbIIEICHBI IPUEMBI 36YKONOOPANCaAHUL N 36VKOCUMBONIUIMA
KaK CyOKOMIIETCHIIUY HEHMUHTA.

[Tpumepamu 3ByKOIOIpaXkaHHs SIBJISIOTCS TakuWe cjIoBa, Kak zoom, snap, crackle, buzz,
whoosh, splash. TIpuem 3I1 ymecTeH B ciydasix, KOrja 3BYY4aHHE CJIOBA TECHO CBSI3aHO C
WHIUBHIYyAIbHOCThIO OpeHma. Hampumep, B HazBanmsx Nestle Crunch u Cap'n Crunch
ucnonb3yercs npuém 311, 4ToObl MPOUILTIOCTPUPOBATH 3BYK, KOTOPBIA M3/1a€T MPOIYKT, KOTJa OT
HEro OTKYCBIBalOT Kyco4eK. COOTBETCTBEHHO, OT/EN XJIOIBEB JIOMUTCS OT 3BYKOIOPAXKATEIbHbIX
Ha3BaHUU TOproBeix Mapok: Cinnamon Toast Crunch, Honey Smacks, Corn Pops, Cracklin’ Oat
Bran.

PaccMoTpuM mprMepbl 3ByKOCUMBOJIM3MA B HeiimuHre. Hanpumep, kpatkuit rinacHslii [i] B
ZipCar unu Kindle Bei3siBacT B BooOpaXkeHHH 00pa3bl pa3Mepa, Beca, CKOPOCTH M JIaKe SIPKOCTH.
3Byk [z], manpumep, B Prozac o3HauyaeT ycroKaWBaroIlyl0 JIETKOCTh, B TO Bpems Kak Protac,
Prodak uiu Profac, onpenenenno, He 001a1ar0T TakuM ke 3GHEKTOM.

JeBun Ineituex (David Placek), ocnoBarens nerenmapuoro Openma Lexicon Branding B
KaJII/I(l)OpHI/II/I, pacckasajl O TOM, KaK KOMIIAHUA IMMPUAyMaJia TAKHEC 3alIOMUHAIOIIUCCA Ha3BaHUA IJId
CTaBIIMX KyJIbTOBBIMHU TIpoaykToB — Swiffer, BlackBerry, Impossible Foods, Dasani, Febreze, Fios,
Pentium u Sonos. Ilieiiuex 00BICHII, YTO PE3y/IbTaThl HCCIICAOBAHUS HAHOOIee MPUBIICKATEIbHBIX
3BYKOB BBISIBUIIH, 4TO [V] accommupyercs ¢ sHeprueit u xxusnepagoctuocteio (Corvette u Viagra),
[b] u [t] HamomunaroT o Hagesxxunoctu (BlackRock, T-Mobile u BlackBerry).

3Byku [M, h, w, |, r, n] SBASIOTCA MATKUMH ¥ YCIIOKAWBAIOIIUM, TIO3TOMY HEYIMBUTEILHO,
YTO Ha3BaHUS KOCMETHYECKHX CPEICTB OCHOBaHbI Ha HabOpe POCKOIIHBIX CO3Byuwii: Loreal,
Maybelline, Amour, Revlon, Aramis.

Ha ocnoBe y3koro xopmyca YM Ha npumMepax Ha3BaHUN OpEeHIOB ObUIM pa3pabOTaHbI
yueOHble 3aganus. OTMEeTUM, 4TO 3aJaHUs HOCSAT TBOPUYECKUI U MOMCKOBBIN XapakTep, HAlPaBIICHBI
Ha OpraHU3allMI0 ayJUTOPHOW M CaMOCTOSTENbHON paboThl U OPUEHTHUPOBAHBI HA CTYIEHTOB C
Pa3HbIM YPOBHEM SI3BIKOBOM IIOATOTOBKH.

1. Work in groups. Read the brand names aloud. Suggest your own translation using
translation techniques (transcription, transliteration, loan). Comment on the onomatopoeia
techniques used for brand naming.

For example, Schwepps (Schwepps, IIlsennc. Sounds imitate the sound of a can or bottle
opening, as well as the hissing of gas bubbles).

Bla Bla Car, Twitter, Pop Tart, Tic tac.

2. Match the name of the brand (letters) and the product/service/the field of professional
activity (numbers). Comment on the onomatopoeia techniques used for brand naming. What makes
you think so? Search for info and prepare a 1-minute story about one of the brands.



a) Krispy Kreme, b) Ziploc, ¢) Pop Rocks, d) Slurpee, e) Wham-O Toys, f) Kaboom Energy,
g) ZipCar, e) Puffs, f) Windex.

1) car rental services, 2) candy, 3) toys), 4) drinks, 5) drinks, 6) food storage bags, 7) donut,
8) glass cleaner, 9) tissue.

3. The automobile industry strives to emphasize energy, speed, reliability, and action, so
manufactures use special letters and sounds to embody these characteristics in their brand name.
What letters/sounds do you think demonstrate energy, speed, and reliability? Give your examples of
car brands. Comment on the onomatopoeia techniques used for brand naming.

(For example, Porsche, Jaguar, and Corvette. Letters j, p, sh, k, r, and v convey a sense of
action, endurance, and energy).

4. Work in pairs. Read the brand names aloud. Comment on the onomatopoeia techniques
used for cars brand name. Keep in mind the following questions: What kind of cars are these? What
conveys the idea of a small, fast, and light car?

Seat Mii, Up! VW Up! Suzuki Swift, Ford Ka+, Honda Jazz.

5. Analyze the onomatopoeia techniques in the following phrase: Skoda Citigo vs SEAT Mii
vs VW up! Imagine you are a Car Sales Manager. Compare the characteristics of these cars.

Search for the info https://www.autoexpress.co.uk/car-reviews/14539/skoda-citigo-vs-seat-mii-vs-

vw and present your findings in class and answer “Which of the VW Group’s city car class leaders
offers the most for your money?”

6. Read the brand names of the hotels: Marriott, Hilton, Wyndham, Hyatt. What sounds
association do you feel? Comment on the use of sounds [m, h, w, I, r, n]. Imagine you are a Sales
Manager of Marriott Bonvoy hotel. Prepare a 1-minute story about benefits of staying in the hotel.
You may find the following word combinations useful: to unlock the benefits, complimentary, in-
room Internet, free access, mobile check-in, late checkout. Imagine you are going to stay in
Marriott Bonvoy hotel. Write down questions you would ask a Sales Manager.

7. Read German brand names. Comment on the onomatopoeia techniques used for brand
naming.

BMW, Audi, Volkswagen, Bosch, Kdrcher, Braun.

8. Read Italian brand names: one word name and two-word name. What sounds association
do you feel? What makes you think so? Comment on the onomatopoeia techniques used for brand
naming. Can you name the product/service that brand represents. Check your answers with your
groupmates.

Dolce vita, Per amore, Elegante, Primavera, Viva, Bravo, La Rosa, Felice.

9. Pronounce the name of the brands: 032¢, PB 0110, 8848 Invest. Suggest your own
translation. Suggest the products/services these brands represent. What makes you think so? Check


https://www.autoexpress.co.uk/car-reviews/14539/skoda-citigo-vs-seat-mii-vs-vw
https://www.autoexpress.co.uk/car-reviews/14539/skoda-citigo-vs-seat-mii-vs-vw

your ideas. Were you right? Find out about the origin of these brand names. Prepare a 3-minute
presentation about one of these brands (history, current trend, customers). Present your findings in
class.

10. Look at the picture and try to name the brand (puc.). What is this brand famous for?
Comment on the onomatopoeia techniques used for brand naming. Search for info and prepare a 3-

minute story about the history of the brand, its products, or customers.

H3006padicenue 5120001

11. Watch the video. What is this brand famous for? Comment on the onomatopoeia
techniques used for brand naming. Continue the following phrase with the name of the brand:
“Don’t get down about a sore nose, grab ___ ____ to soothe your blows. A nose in need
deserves ___indeed.”

https://www.youtube.com/watch?v=-JBtvSGYmns

PaspaboTanHbie 3amaHus ObLIM anmpoOHMpOBaHBI B pamkax Momysied Brands u Advertising
IUCUUIUIMHBL «VIHOCTpaHHBIH A3bIK». Pe3ynbTaThl anmpoOaiyy MOATBEPKIAIOT MEIeco000pa3HOCTh
MCTIOJIB30BAaHUS TEKCTOB PEKJIaMbl HA MaTepHaje HeWMUHTa B yueOHOM mporecce. Tak, pe3ynbTaTsl
orpoca B KOHIIE CeMecTpa IOKa3ajl, YTO YHCJIO CTYJIEHTOB, KOTOPHIE XOTSAT M TOTOBBI M3Yy4aTh
TEKCThl PEKJIaMbl Ha aHIJIMHCKOM SI3bIKe, yBeIMumiIoch Ha 14% u cocraBuio 78%; 12% crynenTos
MO-TIPEeXKHEMY HalleJIeHbl Ha paboTy ¢ rpaMmmaTukoi U 10% 3aTpyaHstoTcs oTBETUTh. OTMETHUM, UTO
JUIS CTYAEHTOB MPOJBUHYTOr0 ypoBHS (26%) Hanbonee NHTEPECHBIMU ObUIH 3aJJaHUs TIOMCKOBOTO,
TBOPYECKOTO XapakTepa C MPe3eHTAIel pe3ylbTaTOB COOCTBEHHOT'O HMCCJIEIOBAHHUS, B TO BPEMs
KaK CTYJICHTbI C HauaJIbHbIM YPOBHEM NOATrOTOBKHU (21%) Ha3Banu HHTEPECHBIMU 33JJaHUs C ONIOPOH
Ha KapTUHKY.

3akiro4eHue

B 3akimoueHrne 0TMETHM, YTO Pa3HOOOpa3He PEeKIaMHBIX TEKCTOB Ha MaTepuaie Ha3BaHUI
OpEeHJIOB MO3BOJISICT HCIOJB30BaTh WX B IPOLIECCE HHOSA3BIYHOTO OOpa30BaHUS Ul Pa3BUTHUS
npodeccHOHaTbHON KOMMYHUKATUBHON KOMIIETEHIIMU. Pe3ynbTaThl (POHOCEMAaHTHUYECKOTO aHAIN3a
MO3BOJIMIIM  JIOTIOJIHATh ~ CYOKOMIIETCHIIMM  HEWMHUHTa TPUEMAMH  38VKONOOPANCAHUSL |
38YKOCUMB0OIU3MA, KOTOpPhIE BKIIOYEHHI B YM Kypca 1O JEIOBOMY HWHOCTPAaHHOMY SI3BIKY.
Pesynpratel anpoOamuun YM co cTydeHTamu OakajiaBpuaTa MO HAalpaBICHUIO MOJATOTOBKU
«MeHeKMEHT» TO3BOJISIIOT TOBOPUTH O TMOBBIIIEHWM MHTEpeca CTYJEHTOB K H3YYEHHUIO

WHOCTPAHHOTO sI3bIKa, a TaKXke 00 aKTyalu3alldd COJAEpPXKaHWUsA TMPOrpaMMbl Kypca IO



MHOCTPAaHHOMY SI3bIKY M BKJIIOYEHMH B He€ MpodeccHOoHalbHO OpPUEHTHPOBAHHBIX TEKCTOB. B
MEPCIIEKTHBE aBTOPHI IJIAHUPYIOT Pa3BUBATh METOJUKY pabOThl KaK C IEIbIMH TEKCTaMU Ha
MHOCTPAHHOM SI3bIKE, TaK U C KOMIIOHEHTAMHU TEKCTOB Pa3JUYHBIX )KAHPOB B paMKaX MHOS3BIYHOMN

IIOATOTOBKH.
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