course it mattered that in this case the persons were, of course, ones that could
not afford the more expensive models.

Most of us live by images, of course. Images show our desires and
dreams; they explain our perception of the world, as well as they, in turn, form
and change it. Therefore, accepting an image (i.e. buying a product more
frequently than other comparable ones) is also a vote for values represented in
the image.

A public discourse via sales numbers - this is the most positive
conception of image advertising. But this conception misses the normative
effect of advertising in the mass media. Consumers not only decide for their
values by themselves; they are also fold by the overwhelming quality of
commercials what to like and what to dislike.
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Summary

B cratee paccmarpuBaercst npobnema coznasus, GyHKIMOHUPOBAHMS
U BOCHpUATHA 00pasa B PEKIaMHOM IUCKypce. AHANH3HPYIOTCS IOAXOMIBI
sanaaHbix yuensix (K. I'yoepa, I'. Kyka v mp.) x ucronxosanuro ponu obpasa B
pekname. ABTOp CUHTAeT, HYTO IOJOKUTENbHOE BOCHPUSTHE PeUUNMEeHTaMU
BepOabHO-BU3YaJbHO-3BYKOBOTO 00pasa B peKJIAaMHOM IHCKYPCE €CTh He HTO
HHOE, KaK MPU3HAHWE LIeHHOCTEH, NPEACTaBIECHHbIX B 00pa3e S3bIKOBBIMHU U
BHES3BIKOBBIMHU CPEACTBAMH.

YK 811.112.2°373.45
Bacumox LM., Houimyx I'.A.

CTATYC AHTJIOMOBHHX 3AIIO3MYEHD
Y CYHACHIM HIMEIBKTIH MOBI

YucenbHi eKCTPATIHIBICTHHHI (DAaKTOpH, IO CHOPUYHHSIOTE SIBHILE
33MO3UHMEHHA [HUIOMOBHUX ORMHULE, 3YMOBIOKOTE POIIMHPEHHS MOBHOI
KapTUHM CBiTYy, ii yTOuHeHHS Ta OINbLI afieKBATHE CHPUHHSTTS NPEIMETIB
OTOYYIOYOTO CepenoBHina v cepax, IO BUMAraioTh KIIBUIKOTO PEATYBAHHS
3 60Ky MOBHOi Marepii, ~ MOJITHKY, EKOHOMIKH, TEXHIKM, KYJIBTYPH, CIOPTY
Towo. Ieperaxry GinburicTs 3ano3nuens 3abe3nedye anurniicbka Mosa (abo ii
aMEepUKAHCHKMHA Bapiant). MeTOW0 WBOro HOCHIKEHHS € CTPYKTYpHO-
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€ CTPYKTypHO-

CEMAHTHYHA XapaKTePUCTHKA AHIVIOMOBHMX 3aMO3W4YEeHb B HIMELbKIl MOBI
CHOTOJIEHHS — MOBI, 10 € OJM3BKUM POJAMYEeM aHIichKoi Ta, sK 3aaBanoca 6
Ha TepIWi TOrsi, ska 4YdHWia O HaWOIpui OIp «BTPYHAHHION»
ETHMOJIOTTIHO CIIOPIAHEHIX eJIEMEHTIB V BIIACHY MOBHY MaTepiro.

Sk sigomo, nonynspuuit Tepmin Umgangssprache nosHadgae akTUBHY
dopmy cydacHoi HiMeUpKOi MOBHM, 1IN0 MICTUTH 3HA4YHY KUIBKICTH
EKCIIPECUBHOI Ta 3HIKEHOI JIEKCHKH, CIIPHSE MOsBI Ta MHPOKOMY BXKUBAHHIO
OKA310HANBHUX JEKCUMHUX ONUHUIL. 3aNO3WYeHHs 3 1HIMWX MOB € JIOCWUTH
FHYYKHAM 33c000M MOMOBHEHHA Ta (PYHKLIOHAILHOI [1€BOCTI NOBCAKAEHHOIO
MoBJieHHsI. J{isi MOBHOTH MOBHOTO CHEKTPY BHKOPHUCTOBYBAIKCH HIMELBKI
NepionNYHI BUAAHHS OCTAHHIX POKIB pisHux skaHpiB: “Der Spiegel”, “Focus”,
“Suddeutsche Zeitung”, “Fur Sie”, “Freizeit Revue”, “Freundin” Ttomo.
BiznosigHo i3 umMm TemaThdHa xjacudikauis BKIFOYae B cebe JIEKCUUHI
ONMHMIU PI3HWX radysedl 3HaHb, noxituku: die Lobby, die Agenda, die
Connection, der Slogan, etfc.; exonomixu:. der Check, der Deal, das
Topmanagement, das Cash, das Marketing etc.; cnopry. die Fitness, der Fans,
das Match, der Beach-Volleybail, die Pool-Party, etc., 6isHecy: der online-
Shop, e-business, E-Mail, das Copying, das Copyright, etc.; nobyty Ta
MOBCSAKACHHOTO KUTTS: das Fiercing, das Make-up, der Lover, der Thriller,
das Shopping, etc.

JocnimpkyBaHuMu  ORMHHLAMHM € CJIOB2 Ta CJIOBOCIIONIYYEHHS, LIO
3ar03uyeHi 3 OPUTAHCLKOTO Ta AMEPUKAHCHKOIO BapiaHTiB aHIIHCHKO! MOBU.
Ili opuuuil mnpeAcTaBlieHi $SK IMEHAMH BJACHUMM — OHIMaMM, TaK 1
saradbHUMU — anenAtusamu | 1,4]. Bracui Ha3ssu BUCTYNAKOTH K abGCOMIOTHI
KCEHI3MH HaBiTh B HiMeupkilf MOBi, TOOTO mepemarOThes i3 30epekeHHAM
aHrmicekol opdorpamu, HE3BAXKAIOYYM HAa ETHMOJIOTIYHY CHOPIXHEHICTH
0araThOX 3ano3uW4eHux CcJiB ab0 OKpeMuX eJIEMEHTIB CIIOBOCIIONYYEHE,
Takumn oHIMaMu € Ha3BU:

a) xopriopauifi, xommaniii: General Motors, Microsoft, General

Electric, die Firma Sweetface Fashions, 20" Century Fox;

6) 6aukis: Barings, CS First Boston, Chase Manhattan Bank.

B) ipm, ycrawos Ta opranizauiii: British Telekom, Siemens
Information and Communication Networks, der britische Foreign
Office, das “Fortune Telling” Dienst;

r) roremB: Oriental, New World Harbour View, Grand Hayatt,
Carlion, Capri Palace Hotel;

1) reorpadiuaux peaniit (ronoriMiuHux Hase): New Jersey, New York
City, New Yorks Upper West Side, Broadway, Londoner East End,
St. Martin in the Fields;

e) My3uuHux TBOpie (nicens). “Candles in the wind”, “Flying away”(

die Band Smoke City), “One Wild Night” (Bon Jovi);

€) xynoxuix Ginsmis “Cop Land”, “Starship Troopers”, ‘“‘Wall

Street”, “In Love and War” (xoua 3ycTpi4arOThCs BHIMAIKH
nepekiafy aHrioMoBHMX inemie — “Was Frauen Wollen”,
“Verschhollen”, ane 3ayBa:xuMO, IO Ha3BU XYAOXKHIX TBOPIB, L0
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MalOTh CTPYKTYPY CKJIAJHUX YTBOPeHb a00 pedeHb MONAXOTHCS, 5K
NpaBwio, Tinbku y nepeknani: “Die Bruderschaft” (Grisham),
“Schilangenlinien” (Walters), “Das Schweigen des Glucks”;

k) mepiopuuHux Bumaub. das “Time Muagazine”, das “Wall Street

Journal”, das US Magazin “Vanity Fair”, “Baltimore Evening -

Sun’’;

3) Tearpis Ta TeaTpanbHux 3axnanis: das Old Vic Theater, die Coveni
Garden Opera in London, die Guildhall School of Music and
Drama in London, Perth repertory Theatre.

Caip 3a3HauWTH, IO HA BIIMIHY B {HHIMX MOB, B SIKMX HEPIKO TIpH
3aM03MYeHH] OHIMIB OCTaHHI CYNIPOBODKYIOTHCA napajenbHuM
TPaHCKPUOYBAHHAM Ta TPAHCITITEPALIE0, TAKUX BUIIALKIE B HiMELbKIi MOBI,
3pO3YMLJIO, HE CIOCTEPIranoch.

3 TOuYKM 30py CTPYKTYPHHUX MOJeNned 3ano3WdeHb OCTaHHI
IIPECTAaBlIeHi OAMHHLAMM DI3HOMAaHITHOI Mopdosorigyaoi OyaoBH — Bif
KOpPEeHeBUX, MOHOMODP(EeMHNX clliB (10 B KITbKICHOMY BHUPaXXCHHI CKIaaioTh
MepeBakHy  OUIBMIICTB) JO  TIOMMOPPEMHHMX  NEeKCHYHUX  OJUHUIIb,
CIOBOCIIONYYEHD Ta peueHb (HaBeneHl npukinazu subpaui 3 xypHany “Focus”
( Ne 43, 1994) ta “Gala”(Ne 21, 2001), Focus (Ne 12, 2001):

a) KOpEHeBl CINOBa-3amo3uyeHHs. zehn kilo leichter — und happy, die
Partys der Welt; viele Shootings, das Handicap;, das Gala
Interview, im Cinema, das Outfit;

0) cxnanHi ciosa i3 3ano3w4eHuUM enemeHtom: das Abendoutfit, der
Sportelook, Babysachen von Dior, hollywoodreif , der Traumjob,
der Actionheld, der Handyanruf;

B) CKJAmHi cioBa-3anoswdeHus. die Highheels, die Bodyguards,
Bluejeans, der neue Shootingstar, Quizshow-Fans, Topten-Hit,
Anschluss an die Highsociety, High-Tech-Jobs;

r) chnoBocnony4eHus; sexy Streetwear, DJ Fatboy Slim, die ehemalige
Miss Texas, ein bisschen local Hero, Die Money Win Option zum
Geburtstag, die One Man Show;

n) peuenHs (HalvacTille Le €JUNTOBaHI CTPYKTYPU 3 PEKIaMHMX
oronoiuens).  “‘Get more out of the future. Pioneer investments”,

“Finn comfort made in Germany”, “LG. Digitally yours”,
“Diamonds are a girl’s best friend”.

IIfo crocyeThest YACTOTHOCTI BXKMBAHHS 3aMO3UMEHb, TO TYT MOMKHA
BII3HaYMTU meBHI ocoOmmuBocti. Ilo-mepime, Benuky rpymny 3amo3w<eHb-
AHIMIM3MIB CKJIAMAI0Th Tak 3BaHi eKBIBAJEHTHI cloBa, TOOTO OmuHuL,
JAEKCH4H] TIOHATTA SKUX € MDKMOBHMMHM. BOHM (YHKLIOHYIOTH Y JEKITBKOX
€THOKYJIBbTYPHUX Ta MDKMOBHMX €JHOCTSX T4 aJeKBATHO NEPEAANTHCS LIMMU
moBamu [2, 137]. Lle omuHuii “mMMPOKOro BXMUTKY”, IO 3aBHAKU CBOIH
nonymapHocTi (y BMIMAZKY HIMEIBKOI MOBM 1€ H CHPUYMHEHOK Ta
MUICWICHOX  (POHETUKO-ETUMOJIONTYHUMU omopamu) He mNOTpebyiOTH
nepexiagy abo nosicHeHHs: ..ein Vermdgen von 400 Milliarden US-
Dollar...”; “Die Psychologie gibt Tips fiir die Wahl Ihres Babysitters”; “‘eine

28

Xzpa
B CVsacsm
EHT TIDGMIB
TexcTL, a 8
STODHHEON

2)



b MOIAOTHCS, AK
maft” (Grisham),
Glucks”;

das “Wall Street

alfimore Lvening -

eater, die Covent
of of Music and

KBX HEpPINKo Tpu
napajenbHuM
| HIMELLKIFA MOBI,

BEuens  ocTaHHl
i Oymosu — Big
EeHHI CKIANATh
BHMX  OJUHMIIb,
Eypuany “Focus”

&= und happy; die
Beap; das Gala

' Abendoutfit, der
£, der Traumjob,
die Bodyguards,
\ams, Topten-Hit,

Wm, die ehemalige
» Win Option zum

PH 3 peKIaMHMX
leer investments”
Digitally yours”,
&, TO TYT MOXHa
¥Iy 3armo3u4eHb-
TOOTO OXMHMLI,
BOTE vV EKINBKOX
BPenaThHCA LUMU
[0 3aBmsiku CBOIU
MIDMYMHEHOKO Ta
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nette junge Lady, Sie hatte eine gute Singstimme”; “Jobs bei US-Konzernen”;
“das Know-how”. e crano 3BUYHUM SBUIIEM, XO4a IHKONH TPATUIAIOTHCS
BUMAAKK Tiepexnany zanmoswdeHoi opununi: “Ein Film ist ihm wichtiger:
“Swap”(Tausch)” (Gala, No 21), abo “Der sogennante “Crossover” ist die
Musikmode der Zeit” (Gong, 26 Juni, 1999,).

ITo-gpyre, He MEHWI YHCENBHY TPYyNy CKJIAAIOTh TEPMIHOJOTIHHI
ONMHULG, O B Oymb-sikili MOBI-peuumieHTi, B TOMY 4uWcii 1 B HIMeLbKiil,
BBAKAIOTLCS 3ac00amu “LIBUAKOTO pearyBaHHS Ha  HEBJACHI 1HOBaLl:
“Startup Firmen”, “der Hacker”, “high-speed Druckgeschwindigkeit”,
“Epson Stylus Hotline”, “Topmanagement”, * das Make-up”, “Fitness”.

OnwucysaHa rpyna JeKCHYHUX OJUHHLb MAe CBOI OCOOIMBOCTI:

a) OaraTo TepPMIHOJNOTIMHMX 3aMO3MYEHBL MAlOTh EKBIBAJIEHTU B
HiMELBKIM MOBI, Hanp.: topmanagement — Firmenleitern; check —
Bankformular; football — FuBBball; service — Bedienung.

0) aHrIOMOBHI 3aM03WYEHHS TEPMIHOJIOTIHHOTO XapakTepy HIBUAKO
IPUENHYIOTBCS OO TpoueciB Mopdonoriusoi nepusaitii, He
3aTPUMYIOYHCH HAJOBIO Ha CTafii HynbpOBOI acumimami: “Wir
miissen eine seriose Lobbyarbeit betreiben”, “15000
Lobbyisten residieren bereits in Brissel”; “Die EU-Staaten
mussten erst mal fir das Thema Subsidiaritit sensibilisiert
werden”; ein neuer Look; Nippon-Look;, Geisha-Look; der
Pamela-Anderson-Look; Sehr komisch.Sehw clever; “Daher is es
cleverer, sich schén wdhrend der Schulzeit und wdhrend des
Studiums dariiber klar zu werden” (Rheinische Main Media,
26.Mai, 2001),

B) TOMY, Ha BIAMIHY BLJ IHIIMX MOB (BpaxoByrO4ud TOH daxr, mo
3aMO3UYYIOTHCS E€THMOJONYHO CHOPIAHEH! ClIOBa, IO 3HAYHO
nmoJiermye  “‘Harypanizanmixo”  OAMHHMIN), HIMEIbKa  MOBa
IeMOHCTPYE MOIINpPEHE BUKOPUCTAHHS AHTJIOMOBHHUX
CUHTAKCUYHUX KOHCTpyKUid Oe3 Oynb-sikuX KOMEHTapiB:
“Konzert Kampagne: “Helmut  Lotti  goes  classic”,;
“Dumpingpreis  fiir  Partnertickets”; “Meet  You:
“Freizeitagentur fiir Singles”;, “Luxus-Bag fir Job &
Shopping”; “New Callantics, das Training mit Stretch-Effect’;
“Mit Learning by doing in die Kreative FElite”. Hamu
3adixcoBaHi BUMAAKM Ne(hiHILIHHOrO BH3HAYEHHS 3aMO3WUYEHO]
AHIVIOMOBHOI OJMHULI 33 AONOMOIOK0 CaMe aHrJHHCbKUX CIiB |
crew — Besatzung eines Schiffes, Gruppe, Team .

XapakTepHO0 0COOIMBICTIO BUKOPUCTAHHS aHIJIOMOBHUX 3aI03UYeHb
® CyyacHIM HiMeUpKiii MOBI € crumictuuHo 3abapBieHe  BKMBaHHS
SHIUM3MIB, 100, [O-TIEPINE, ITIKPEC/IIOE HEOPIUHAPHICTh TAKHX OAMHULIL B
®CTIL. @ mo-Apyre, MPUBOAWTH 1O JOKAI3anii 3amo3uueHHs pasoM i3

CKC

a) mit raffiniertem Touch, Warm-up, Die Fxtennis-Queen, Asia-
feeling, npudomy ocobnueo “nipuabauBuMuK” 3 L€l TOUKY 30py
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BUTTANAIOTL OiHAPHI TA TPHOXKOMIIOHEHTHI CJIOBOCIIONYYEHHS
“Fit & Schon”, “Joker-Reisen”, “Lrst ein Drink!”, “Hits fur

Kids”, “Sicherheit und Service”: “No Limits” — Fitness,

Wellness und Gesundheit;

6) anrmiceke €ioBO kick Mae nekinbka 3HaYEHb:

1) act of kicking;

2) [sl] a strong feeling of excitement, pleasure;

3) [infml] strength; power to produce an effect;

4) an extremely strong new interest [3, 574].

Ile cnmoBO B HiMEUBKOMY pedYeHHI uacTO BXMBAETbCA caMme ¥y
riepesocHoMy 3HauenHi: “Ausserdem ist das der Kick — man weiss nie, wer
kommt, und nie, wo man landet’ (Freundin Ne 17, 1997), Tobto i3
3aikCOBaHMX y CIIOBHUKY 3Ha4eHb “Schuss’, “Stoss” BUKOPUCTOBYETHCA
a BTOpHHHE, nepeHocHe — “Hochgefuhl, Energie”. '

IlpoBepeHuii aHami3 CBUIYUTH NPO IIUPOKUIH CIEKTP MIKMOBHHX
b 3B’S13KiB, 10 BiAOMBAETHCS B YHUCENBHUX BUNAAKAX BUKOPUCTAHHS
AHIJIOMOBHMX 3alO3UY€Hb B CydacHii HiMewpkiii mMoBi. CyTTeBUM (SIKLIO He
OpaTtu [0 yBaru JIGKCH4HMX OIMHHUIIL TUIIOBHX Uit OyAb-sKOi MOBH, TOOTO
iHTepHAL[IOHATBHOI IEKCHKM, TEPMIHOJNOTIHHUX OAMHHUUE TOLIO) € Toi dakT,
IO MPOLeC aCHMUTILII aHIJIOMOBHMX 3aNO3W4YeHb CIOPIAHEHOX HiMEIbKOK
MOBOK € CHOPOLISHMM Ta TpUCKopeHuM. Lle MiNTBEpIPKYETBCSE THM, IO
3aI03MYEHHA B IepeBakHiil O1MbIIOCTI BUMAAKIB JOCUTE JIETKO BCTYMANOThH B
| npouecu MOp(pONOTIMHOI Ta CEMAHTHUYHOI JepuBaiii. BOHM € CTPYKTYpHO i
CEMAHTUYHO “PyXOMHMH~ OAMHMULSIMH, IO 3 CAMOIo I[OYaTKy IIOSIBU B
HIMEIIbKill MOBI 3aliMalOTh HABKOJOUEHTPOBI, a00 HABITH LEHTPANbHI MO3ULT
1 TIOJsT MOBHOI CHCTeMU Ha BiAMIHY Bif OYIb-SKMX IHIIWX 3ano3WMeHb, IO
TPUBANIVHA 4HaC 3aJIMINANOTBCA MOBHUMM eneMmeHTamu nepudepii. Hairbinpim

XapaKTepHOX PHUCOX € HAI3BUYAMHO aKTHMBHE BUKOPHCTAHHS HIMELBKOIO  belpof msher g
MOBOIO QHIJILM3MIB 32Ul LI Tak 3BAHOIO “‘couiaNibHOro npectuky’ [4, 2 dream  Imsoem
70], pozmuperHs 3acobis BUpaKeHHs nparMaTn4Hol inpopmauii. IlparHeHHs - mkmowe solls §
0 EKCIPEeCHBHOCTI BUIMAra€ TOPYUIEHHS CTAHAAPTy, PO3LIWPEHHsI Pamok s overywinere ]
HE3BUYHOTO. QHTJIOMOBHI 3aIlO3UYEHHS B CYYACHIM HIMEUBbKIA MOBI € came f thae there were W
TakuMH HOBOyTBOpeHHsivu (Neupragungen), 1mo 30epirarouyd CeMaHTHHHY | WETT way 100 m
TOTOKHICTD OJMHUII, I0/IAK0Th eMOLIHOrO 3a0apBIeHHs MOBI-PEUHUITIEHTY. - Comtmame  thewr
~ appexred = the

Jhireparypa - Eowads for

1. I'naapescknii P.C., Crapocren B.A. HuocTtpanHele wMeHa u - way Even e te
Ha3BaHUs B pycckoMm Tekcre. — Mocksa, 1978. 2. HOpuyk O.D. © wric sometin
KoHTpacTUBHMI aHAli3 CEMAHTHKM 3aM03W4eH, y  HekomudikoBaHuX ~ ebwious that the ¢
npomapkax nexcukd. - Kuis, 1997. 3. Longman Dictionary of - was zbsohnely
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Summary

The given article analyses English borrowings in modern German,
their character and degree of assimilation in the recipient language. Particular
attention is given to the so-called appealatives, i.e. common names, that
contribute to the enlargement and enrichment of the spoken German word
stock thus expanding means and ways of providing pragmatic information.

VK 372.881.111.1
Voloshchenko E.A.

LEARN TO WRITE WITH “ELEMENTS OF ARGUMENT”

Thinking about the times of my university years 1 cannot help
remembering the fun that we had as students. I remember all the grammatical
exercises that we did, texts that we read, and dialogs that we all composed.
’\'rv many of us dreamed of becoming interpreters, very important people

th leather briefcases, always ready to help the leaders of the country and top

s" 1ess corporations to solve any international problem. We role-played

maginary situations, studied grammatical rules, learned new words. All this,
«zthout doubt, contributed to the creation of the necessary language skills,
which resulted in positive marks at our final exams and the graduation with the
diploma of a specialist.

After graduation very many people realized that the dream of
pecoming a person who would help solving international problems with the
'."~e"p of his/her grammatically correct English sentences would forever remain
& dream. Instead, the unwelcome world demanded new, and very often,

unknown skills from us. Such familiar word “writing” seemed to be following
us everywhere. Those who did become a translator or interpreter found out
that there were very few people whose speech had to be translated while there
were way too many papers that were meant for that. Others, who thought of
continuing their education and wanted to apply for exchange programs
ppeared in the situation where they needed to formulate in writing the
grounds for granting them a scholarship in an intelligent, correct and coherent
A a Even the teachers who worked at schools, colleges and universities had
o write something in order to enhance their professional level. It became
sovious that the development of one of the most essential skills for our careers

as absolutely uncovered by our university program.

It happened so that at the freshman and sophomore years of the studies

(28
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we did not have enough language knowledge to study something as serious as
wniing. While too little time and class hours remained to cover it during the

SEmIOor year.
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