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SUMMARY L.ttt et 65
BCTYII

ExoHomiuHa BaXJIUBICTH OpEHIB HA BHYTPIIIHIX 1 MI)XHAPOJHUX PUHKAX €
0e33anepeyHor0. BaXJIMBUM € TakoXX BIIUYTHHM COLlaJIbHUM, MCUXOJIOTTYHHMA Ta
eMOI[IfHUN  BIJIMB  OpeHJIB Ha  CBLIOMICTh  crnoxuBayiB.  KirouoBumu
XapaKTEPUCTUKAMU KOMYHIKaIllil, Ha JyMKY 0ararbox €KCIEepTiB, MOKHA BBa)KaTH
JOBIpY, TBOPYICTh Ta Trjodamizaiito. K0 TOBOPUTHU MIPO [OBIpYy, TO 1€
dbopMyBaHHS OCOOMCTOTO CTaBJICHHA 0 OpeHAYy ¥ MIIHOTO €MOIIMHOIO 3B’S3KY,
KOJIY JIFOJIMHA TIOAUISE IIHHOCTI Ta 1€l 1[boro OpeHy. BBaxkaeThcs, 1110 BigOynacs
3MiHa (oKyca Ha rJ00aIbHOMY PiBHI: BiJl pEHTA0EIBHOCTI IHBECTHIIIH 10 EMOIIiH.

Kommnanii, siki BOJIOIIOTH YCHIIIIHUMU OpeHIaMU, MOXKYTh 3MIHUTH 1CHYIOUY
CUCTEMY LIHHOCTEH Ta MOBEIIHKU B CyCHIJIbCTBI W HaBITh CTBOPUTHU AOCOJIOTHO
HOBHH CTUJIb XUTTA. L cHila MOXODUTH BiJ MacH JIOSJIBHHUX CIIOKHBAYiB, SIKi
MOCTIAHO CTEXKAaTh 32 CBOIMU YJIFOOJICHUMU OpeHaMU 1 4acTo 1IeHTU(PIKYIOTh ce0e
3 HuMmH. CrHokMBadyaMm BaXJIMBO 3HATH CEHC ICHYBaHHS, HaMmipy Ta IIHHOCTI
yIr00JIeHOTo OpeHy, PO sKi BIH MOXeE JI3HATUCS Yy 3asBax Opedy Mmpo Micito Ta
Bi3110. Micisl Ta Bi3is OpeH]ly € MAPKETUHIOBUM MPUHOMOM BUKOPHUCTAHHS Mejia-
NOTEHL1aJy 3 METOI0 TPAHCIIIOBAaHHS CEHCY, HAMIpIB Ta I[IHHOCTEH OpeHay.

3asBM PO MiCilO, Bi31I0 Ta I[IHHOCTI OpeHay e He OyJu MHPOKO
MPEACTaBIICHI B JIIHIBICTUYHUX JOCHIKEHHsAX. Pe3ynprat iX aHamizy MOKHa
3HaWTH B HEOAraTOYMCICHHUX POOOTAX BITYM3HAHUX Ta 3apyO1’KHUX HAYKOBIIIB, K-
to: C. bpayna, JI. I'peropi, I1. JIprokepa, II. Mamera, JI>x. PatOyna, I1. Pomxepca,
Ix. Cyeiin3a, . Ymanoscskoi, P. @okca ta k. @okca.
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be3zanepeynuM € TBepUKEHHS, IO YCIIIIIHE BIPOBAKEHHS KOHIICTIIii
CTaJIOTO0 PO3BUTKY BHUMAara€ 3MiH IOBEIIHKM Yy CYCHUIBCTBI Ta CTaBJICHHS 0
OTOYyrO4Oro cepemoBuia. OCKUTBKM Taki 3MIHM BIUIMBAIOTh HAa MacH, a HE Ha
OKpEeMHX JIOJIEH, 31aTHICTh OPEH/IIB MEPEKOHYBATH CIOKMBAYIB 1010 MPUUHATTS
piteHs € HeorliHeHHOo10. CaMe cTaiti OpeHu — OpeH !, 110 3aCTOCOBYIOTh IPAKTUKA
CTaJIOTO PO3BUTKY B CBOEMY Oi3HECI — 3/1aTHI IHIIIIOBATH TIMOOKI 3MIiHM B KHUTTI
JII0JIeH 1 3a0e3nedyBaTi OalaHC IHTEPECIB CIIOKUBAYiB, KOMITaHIM Ta CyCI1JIbCTBA.
Takum BepOalbHUM 1IHCTPYMEHTOM BIUIMBY CTaluX OpEHIB Ha CBIIOMICTh
CIIO’KMBAYIB € 3asBa PO MICIIO Ta Bi3110. Y Cy4YaCHOMY CYCITUIBCTBI, JI€ IIOTHSI JTFOIN
OTPUMYIOTh BEJIIMUE3HUIN 00CAT eKOHOMIYHOi 1HhopMmallii, Tudp Ta CTATUCTUIHHX
JAHUX, 3asBU WIIOJI0 CEHCY ICHYBaHHSA, HaMIpiB Ta LIHHOCTEH OpeHay 3/4aTHI
MPUBEPHYTU OLIIbIIIE YBAaru, BUKIMKATH €MOIIlli Ta BIAYYTTS JA0BipU y Jojaen. Kpim
TOTO, B CYYacCHId JIIHIBICTULI Ta NEPEKIaJ03HABCTBI BIJICYTHI KOMILJIEKCHI
JOCIIIJIPKEHHSI Ta CUCTEMAaTH30BaH1 JIaHl 10 MicCii Ta Bi3li OpeHay SIK IHCTPYMEHTY
KOMYHIKaIli 3 IIb0BOI0 ayauTopiero. Lls mpobiema 3yMOBIIOE aKTyaJbHICTh
HAIIIOr0 JOCIIIHKEHHS.
006’ekTOM JOCTIKEHHSI € TOHATTS Micli Ta Bi3ii OpeHAy SK IHCTPYMEHTY
KOMYHIKaIlil 3 ayIUTOPI€I0 B KOHTEKCTI CTAJIOr0 PO3BUTKY.
IIpeameTom AOCIIIPKEHHS € JIIHTBICTUYHI Ta MEPeKIaAalbKi aClIeKTH MICii Ta
Bi31i OpeHy.
Meta [OCHIIKEHHS MOJSAra€e B TOMY, II00 TEOPETUYHO OOIPYHTYBaTH Ta
MIpOaHaNi3yBaTH JIHTBICTUYHI Ta MepeKIafalbki acekTh Micli Ta Bi3li OpeHay B
KOHTEKCTI CTaJIOrO PO3BUTKY.
JloCATHEHHsI TOCTaBIIEHOT METH Tiepe10adae BUKOHAHHS TaKNX 3aBAaHb:
— Ilpe3eHnTyBaT OCHOBHI MapKETHHTOBI Ta JIHTBICTUYHI PO3BIIKH IIOJIO
Micli Ta Bi3ii OpeHuy;

— Omnucatu cnenudiky CTPYKTYpHO-CEMaHTHUYHOI opraHizailii Micii Ta Bi3ii
OpeHny;

— BwusHauuTH comiaabHUNA BIUIMB Micli Ta Bi3li OpeHIy B KOHTEKCTI CTaJIOro

PO3BUTKY;



— BusSBUTH CTUITICTHYHI OCOOIUBOCTI aHTJIOMOBHHX 3asIB MPO MICIIO Ta Bi3110
OpeHny;

— IlpoanamizyBatu cmneuuiky Ta OCHOBHI MNPUHOMH  TEpEKIaTy
AQHTJIOMOBHUX 3asB IIPO MICitO Ta Bi3110 OpeH/Ty.

MeTtonomoriss TOCHIHKEHHST 3yMOBHJIA JOLLUIBHICTh BUKOPUCTAHHS TaKUX
JIHTBICTUYHUX METOAIB. METOl peepaTUBHOTO aHATI3Y AJIsi 0OpOOKH TEOPETHUHUX
JUKEpeNl Ta BUCBITJICHHSI HANpSMIB JOCHIDKEHHS; METOJ| aHalli3y CIOBHUKOBHUX
nediHiid  A7I8  BU3HAYEHHS TEPBUHHOTO  3HAYEHHS  TEPMIHIB, METOA
KOHTEKCTYaJbHOTO aHalli3y JIJIsl BUBYEHHSI YMHHUKIB, 0 BIUIMBAIOThH HA CTICIU(IKY
oprasizaiiii 3asB po MICII0 Ta Bi3110 OPEHy B KOHTEKCTI CTAJIOTO PO3BUTKY; METO/T
CYIIbHOT BUOIPKHU NIPUKJIIA/IB 3 MaTepially JOCIII>)KEHHS.

MarepiajioMm [OCHIPKEHHS CIyryBaidu BeO-calTu cranmux OpeHpiB. byno
IIPOAHAIII30BAHO CTPYKTYPHO-CEMAaHTUYHY OpraHi3alil0 Ta CTUJIICTUKY 3asB MPO
MICIIO Ta Bi31I0.

TeopeTM4HO0 3HAYYIIICTIO HAYKOBOT'O JTOCIIPKEHHS IOJIATAE B TOMY, IO
3100yTi pe3yIbTaTH € BHECKOM Y JOCIIKEHHS JIIHTBICTUYHUX Ta MEePEKIaIallbKUX
aCmeKTiB Micli Ta Bi3li OpeHIy SK IHCTPYMEHTY KOMYHIKAIIIEI0 3 ayJIUTOPIEI0 B
KOHTEKCTI CTAJIOTO PO3BUTKY.

IIpakTnyHe 3Ha4YeHHs POOOTH TMOJIATAE y MOMKIUBOCTI BUKOPHCTAHHS
pe3yabTaTiB I1i€i pOOOTH B TOMAIBIIUX JOCHIDKCHHSIX 31 CTHIICTUKH Ta
COLIIOJIIHTBICTUKH Ta MPAKTUYHUX KYPCIB 3 aHTJIIMCHKOT MOBU, IPAKTUKU MEPEKIATy
MDKHApOJIHOT E€KOHOMIYHOI TEpPMIHOJIOTIi, CTajliol JIHIBICTUKH, MOBH CTaJHX
OpeH/IIB. a TAKOX JIJIsi HAITMCAHHS HayKOBUX POOIT 3 3a3HAaYEHOT MPOOJIEMATHKH.

Anpobauis gociaigkedns. OCHOBHI TIOJIOKEHHS M Pe3yJIbTaTh JOCIIIKEHHS
BHUKJIAJICHO aHTJIIHCHKO0 MOBOIO Y MIDKHAPOIHIN KOJEKTUBHIM MoHOTpadii “Modern
aspects of science”, PecryOmika Yexis [43] Ta y daxoBomy BuIaHHI YKpaiHu
kareropii b «®inosnoriyni Tpaktatiy, Ykpaina [50].

Ctpykrypa podoru. KpamidikamiitHa Marictepcbka po00oTa CKIIaJa€eThCs 3i
BCTYITY, TPhOX PO3/ILJIiB 13 BUCHOBKAMH JI0 KOKHOT'O PO3LTY, 3arajilLHUX BUCHOBKIB

Ta CIUCKY BUKOPUCTAHUX JKepen (UTICTPAaTUBHI Ta JOBIIKOBI JXKEPEIa BKIIOYHO).
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PO3/11 1

TEOPETUYHI 3ACAIU JOCJIJIXKEHHS MICII TA BI3Ii BPEH]IY SIK
IHCTPYMEHTY KOMYHIKAIIL 3 AYJIUTOPIEIO

1.1 IouaTTA MIicCii Ta BI3il IK MAPDKETHHIOBOI'0 TA JIIHIBiCTUYHOI'0 SIBHILA

MapkeTHHIOB1 CTpaTerii MPOrpecyoTh B COLIAIbHO-KYJIBTYPHY TEXHOJIOTIIO,
a MapKeToJIOTH, y CBOIO 4Uepry, 3MYILIEHI BPaXxOBYBaTH COLIAJIbHI Ta KyJIbTYpHI
acnekTd. bpena, KkpiM yTuiiTapHOi HEOOX1AHOCTI, cipusie (OPMYBAHHIO KYJIbTYpH
0COOHMCTOCTI, PO3KPHUBAE TEHETHYHI 3B’ SI3KM MDKKYJIBTYPHHUX B3a€MOJIiH, BOAHOYAC
30JMKYIOUH JIBA MOJIFOCU: TOTPEOY Ta MPUHAIEKHICTD IO COLUIOKYIBTYPHHUX peasii
[2 c. 220]. KoMIutekc KOTHITUBHHX MPOIIECIB YTBOPIOE 00pa3 OpeH/y, 110 MICTHTh
CEMIOTUYHHUH, aKCIOJIOTTYHUN Ta EMOLIIMHUN CKJIaTHUKH.

bpeHau crtanu roBOpUTH 3 JIIOABMHU 3pPO3YyMIJIOK0 MOBOKO 1 JKMTH iXHIMH
iHTepecamMu. EMOIIHHUIA CKIAIHUK € JOMIHAHTHUM, OCKUIBKM I Yac BUOOPY
OpeHly OCHOBHHMM CTHUMYJIIOIOYMM (DAKTOpPOM BHCTYIA€ CTBOpPEHHI 0o0pa3, a He
GbyHKIIIOHATBHI XapaKTePUCTUKHU TOBAPY UM MOCIyTU. EMOIiiHMIA 3B’ 130K OpeHTy
31 CIOYKMBA4YeM POOUTH IHTEPAKIil0 HACHYCHOIO, CTAJO0K Ta OpUriHaIbHOW [14,
c. 257].

B Mexax MapKeTHHroBUX KOMYHIKAIill BiIOyBa€eTbCsl OpeHI-KOMYHIKAI[s —
B3aeMo/list OpeHay (Hocis 1HdopMarlii) 31 crokuBadeM (pelumieHToM iHdopmariii)
32 JIOMOMOIOI0 MOBHU OpeHIy, SKa € CHCTEMOI0 BepOaJIbHMX Ta HEBepOAIbHHUX
3HAKIB, 1110 BUKOPUCTOBYETKLCS JJIs1 iepeadi iHdopmartii mpo 6penn. Lle aiinenTrka,

sKa CTBOPIOETbCS Uil 1eHTU(ikamii Openay, audepeHuianii Horo CyTHOCTI Ta
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BU3HAUYCHHs LIHHOCTEeH. MoBa OpeHy YMOXIIMBIIOE (JOpMYyBaHHS HOTO 17€0JI0Tii,
[0 JIOTIOMarae CIO)KMBa4eBl 1ICHTU(IKYBaTU TEBHUM OpeH] Ta YTBOPUTHU
SMOIIIMHMH 3B’ 130K MK HEM Ta CJIOBaMH ¥ CHMBOJIAMH Ha HOro mo3HadeHHs. [13,
c. 55]. Bpena-koMyHiKallisi CHUPAETHCS HAa MHOKHUHHI COI[IOKYJIBTYPHI BUMIPH, SIK-
TO: JIOAM, Yac, MOJii, MICIIE Ta CHUTyamis 3a SKUX BiJOYBAa€TbCS 3aT0BOJICHHS
CIOKMBYUX MOTPeO OpeH0oM.

bpeHauHr 3HA4YHOI0 MIPOIO 3aJIEKUTHh BIJL MOBM, 1 CIOXHBayl YacTo
Ji3HAIOTHCS PO OpeH I yepe3 MoBy [18, €. 1]. MoBa € cTpaTerivHuM iIHCTPYMEHTOM
YIpaBJIIHHSA KOMYHIKalli€o OpeHay 31 crokuBayaMmu. BigHocHHU Mik OpeH1aMu Ta
CIOKMBAYaMHM 3 4acOM 3HA4HO 3MiHWIMCcs. KommaHnii, siki BOJOAIIOTh YCHIITHUMHU
OpeHIaMu, MOXYTh 3MIHUTH ICHYIOUY CHUCTEMY I[IHHOCTEH 1 MOBEIIHKH B
CYCIIUJIBCTBI 1 HABITH CTBOPUTH aOCOJIOTHO HOBHUM CTWIIb KUTTS. L1 cuiia moxoauTsb
BIJl MacH JIOSUIbBHHX CIIOKMBAaYiB, SIKI MOCTIMHO CTEXAaTh 32 CBOIMHU YJIIOOJIEHUMU
OpeHaMU 1 4acTO CUJIBHO 1IEHTU(]IKYIOTh ce0€ 3 HUMHU.

VY KOHTEKCTI OpeHJ-MEHEIKMEHTY, MOBa OpEHJly € KJIIOYOBUM IOHSATTAM
1AeHTU(IKAITHOrO MiAXOAy, SKWMM mnependavae, IO BCl MapKETUHIOBI Ta
KOMYHIKaTHBHI 3aXOAM MaloTh OyTH 1HTErpoBaHi. TUIbKK y Takuil croci0 MOXKHA
CTBOPUTH IIUTICHUH o00pa3 OpeHay nis crnoxuBaya. Po3poOka MO3UTHUBHOI
allICHTUKY OpeHJly JoroMarae KommaHii Au(epeHIiF0BaTUCh TOMIXK KOHKYPEHTIB
Ta CTBOPHUTH MIIIHI acolfiaii 31 cBoimu npoaykramu [48, ¢. 203]. InentudikamiiHuit
MiJX1J] Ma€ HA METI CTBOPEHHsI €IMHOI BepOaJibHOI, Bi3yaJbHOI Ta MOBEAIHKOBOI
anneHTuku Openny. Ilepenbadaerncs, 1Mo crokuBadi (GOPMYIOTh YSBJICHHS PO
OpeHJ CrIMpaloyuch Ha 3arajlbHUN JOCBIJ, TPAKTUKY Ta MOBEIIHKY KoMmMaHii [29,
c. 49].

Koxen Openn mMae MoTOYHY METy — MICitO (CEHC iCHYBaHHS) Ta MalOyTHIO
MeTy — Bi3ito (6ayeHHs). Micist — 11 4iTKe, JJAKOHIYHE 1 TpUBaJie TBEPXKEHHS TIPO
NPUYHMHU ICHYBaHHA OpeHly chbOroJiHi. Bi3is € onmucom Mail0yTHHOI METH, 1110 HaJlae
MEHTaJbHy KapTUHY, HATXHECHHS Ha JOCSTHEHHS TO3UIlli, 10 SKOi mparHe OpeH.

[{inHOCTI OpeHay (B OIBIIOCTI 3asiB HE BIAOKPEMJIEHI BiJl MICIi Ta BI311) — I 1Aealn



Ta TMPHUHIINIU, SKI KePYIOTh MOBEIIHKOI Ta MisSMH OpPEeHIy, a TAKOK BHU3HAYAIOThH
foro xapakTep Ta MOTOYHI ¥ MaiOyTHi mimi [50, ¢. 119].

HesBaxaroun Ha Te, 10 3asBU MPO MICit0, Bi3iI0 Ta I[IHHOCTI MalOTh YiTKi
CYT€CTHBHI BJIAQCTHUBOCTI, BOHHM II[¢ HE OyJM IIMPOKO BHUBYCHI 3 JIIHTBICTUYHOI
nepcrektuBu. Pe3ynpTatu ix aHamizy MokHa 3HaiiTH B poOotax C. bpayna,
JI. I'peropi, I1. JIprokepa, I1. MameTa, [Ix. ParGyna, I1. Pomxkepca, [Ix. Cyeitn3a,
I. Ymanoscekoi, P. ®okca ta /[xx. Dokca.

3BEpPHEMOCH JI0 METOTy CIIOBHHKOBOI JediHiIii. 3T1IHO JOBIAKOBUX JKEPE,
micist (Mission) — 1e 3asBa KOMITaHii, Koproparlii 44 opraHisailii, ska BU3Ha4ae ii
OCHOBHI MIPUHIUIIN Ta HaMipy. Xoua 3asBa MOXe OyTH KOPOTKOIO, BOHA € KEPIBHUM
IPUHIMIIOM, IO PETYJII0€ MOBEAIHKY Ta MOJITHUKY OpraHizaimii B HalOIMK4OMy
MaiiOyTHhOMY [54, c. 244]. Micig € odiliiiHOIO 3asBOIO0 MPO IiJi Ta 3aBIaHHS
opranizarii [53, c. 551]. Micis onucye uum 1 71st Koro OpeH xode OyTu 3apa3 Ta B
MmaiiOyTHpOMy [19, c. 44].

HaiiGinpm posropHyTe Bu3HaueHHA Micii 3amnpornoHoBano C. bpayHow,
3TiHO 3 SIKAM, MICisl MICTUTB TPH aclieKTH, a caMe: TTOTOYHI T — Micis (mission),
NOTJISIM Ha MaiOyTHE — Bi3is (VisSion) Ta ¢inocodis — minnocti (values) 6penay [17,
c. 431]. 3asBa mMpo MiCiF0 OMUCY€E MOMJIMBI [ii, SIKI BKUBAIOTHCS HA IMOTOYHHI
MOMEHT JUIS JOCSITHEHHS Iiied. BiH Bu3Hauae il KoMmmaHii Ta coocid ix
nocsiTHeHHs. Micisg Mae OyTH JTOCUTH MPOCTOIO 1 JTAKOHIYHOIO, 30epiraTu CTUIIb 1
Jekcuky MoBH (aiaeHTuky) (identity) meBHoro Openmy. Micis € IIJTICHOIO 3asBOIO
PO METY, SIKa BIAPI3HSAE OJWH OpEH] B 1HIIUX MOAIOHUX J0 HBOTO. Micia — 11e
JeKJIaparlisi IpUYNHYI Ta CEHCY ICHYBaHHA OpeHy, ii 4iTke (popMyITItOBaHHS Ba)XKJIMBE
T e(eKTHBHOTO BCTAHOBJICHHS 1IiJIeH 1 cTpareriit Openay [20, c. 59].

3 ornsiay Ha JIHTBICTMYHI XapaKTEPUCTUKH, MICisl € BHOIPKOBUM KJIACOM
JKaHpiB, [0 BHUCTYNAIOTh HOCISIMHM 1J€0JIOTiI Ta KOpPHOpaTHBHOI KyIbTypu [45,
c. 230]. ®opmysroBaHHS Micii 4acTO Mae CTPYKTYpYy IUCKYypPCUBHOI KoJioHii [37,
c. 190] — tuny TeKkcTy, KOMIIOHEHTH SIKOTO BUKOHYIOTh OJTHAKOBI (DYHKIIii, MOXYTh
(GYHKIIIOHYBAaTH HE3aJIe)KHO, HE 0a3yloThCs Ha TOCHIIOBHOCTI Ta 00’ €aHaHI

pamkamu KoHTekcTy [31, c. 13]. HaiimomiTHima o3HaKa KOPIOPATHBHOTO
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MyOJIIYHOTO TUCKYPCY BUHUKAE caMe B MiCli, OCKIJIbKM BOHA IMPOHU3aHa €MOIIIITHOIO
rinepooIiuHOI0 MOBOIO [25, ¢. 171].

[IparmaTi4HO, CTBOPIOIOYM MICIF0, HEOOXITHO BHU3HAYHTH I[IJILOBY
ayJIUTOPIIO CIOKMBAdiB, Ha SIKUX BOHA CIPSMOBAaHA, JJI OTPUMAHHS BUCOKUX
MPOJIaXiB 1 JNOIIILHOTO PO3IMOALTY MapKETHHTOBHX pecypciB. IIpore mporpama
MOBMHHA OYyTH YHIBEPCAJIBHOI, MO0 3aTyYWTH PI3HUX KIIIEHTIB 1 3a0e3MmeunTd
cTabiapHe mKepeo poxony [32, c. 4]. Micisg mae OyTr eMOIiiHO0, 1100 CTBOPUTH
y HIBOBOI ayAUTOPIi BITUYTTS Bipy B OpEH] Ta CIIOHYKATH 11 10 IPUUHATTS PIIIICHb.
BaxxnuBuM € npaBuiibHE BUKOPUCTAHHS JIIHTBICTUYHUX 3aC0O01B JIJIs BiIOOpaXKEHHS
I[IHHOCTEHN OpeH/ Ty Ta CTBOPEHHS NIEBHUX €MOIIIH Y CIIOKHBAYIB.

B opranizamiiHoMy KOHTEKCTI 3asiBa MPO MICIIO TPOCYBAE 17€0JIOTIIO,
CTBOPIOE IMI/DK Ta OMHUCYE JOCBIA KOMIaHIil y Ti KOHTEKCTYasbHil CTpyKTypi [41,
c. 552] BapTo 3a3HaunTH, 1110 3 OISy HAa OpraHizaiiro 0i3Hecy, KOXeH OpeHI Mae
CBOIO MICIIO, aJIe HE Y BC1X BOHA 33JJTOKYMEHTOBaHa YM BUKJIaJICHA MTUCHMOBO.

B inTepHe npocTopi, Ha cBOiX o(iliitHMX BeO-calTax, OpeHIU PO3MIIIYIOTh
MMCHMOBI 3asiBU MPO Micito y posauiax «IIpo nac» abo «Hama micis». Kpim toro,
el BepOaslbHMIA €JIEMEHT MOBHU OpeHIy MOKHA 3yCTPITH B PEKIaMHUX OyKieTax,
JUCTIBKax abo0 Ha ymakyBaHHI. Micii Moxe OyTH SIK OKpPEMHUM €JIEMEHTOM
PEKJIAMHOTO TEKCTY, TaK 1 MOBHICTIO 301ratucs 3 (ppa3oro-BiJIyHHSIM a00 CIIOTaHOM.
3rilHO 3 pe3yJbTaTaMu JIHTBICTUYHHM JOCIHIJKEHb 3asB MPO MICI0, CJIOTaH €
oJHi€r0 3 11 OCHOBHUX 3araibHUX Gopm [36, c. 98].

3asiBa Mpo MICIt0, SIK 1 CJIOTaH MOKYTb CKJIQJIaTUCS JIMIIIE 3 OJTHOTO PEUCHHS:
Our mission is to be an authentic community of artists and musicians who create out
of wholeness and inspire the world into connection with God (10) a6o moxe OyTu
tekctoM: Our mission is to make diversity, equity & inclusion our way of doing
business. We will advance our culture of belonging where open hearts and minds
combine to unleash the potential of the brilliant mix of people, in every corner of
Johnson & Johnson (18).

JUisi TMO3UTHBHOI pernpe3eHTauii JIisIbHOCTI OpeHAy BHKOPUCTOBYIOTHCS

IMEHHMKH 31 TO3UTUBHUM 3HaueHHsM: goal, principle, values, culture, environment,
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sustainability, relationship, standards, experience, perfection, quality, respect.
JliecnoBa Ta MperKaTH, 1110 XapaKTepu3ylOTh MPOAYKTUBHI JUCKYPCUBHI MTPOLIECH,
AK-TO. Inspire, try, strive, seek, respect, create, nurture, discover, serve, believe,
focus, provide, be dedicated to, be committed to, be aware of, do one's best, €
HEBIJ'EMHOI0O YAacCTHHOIO €(QEeKTUBHUX 3asiB Mpo wMicito. HalBrmiuBoBimum
JIHTBICTUYHUM THCTPYMEHTOM € BUKOPUCTAHHS OCOOMCTHX 3aiMEHHUKIB WE, US,
our juIsi MOTHBAIll IIJILOBY ayJUTOPIIO MUIAXOM 3aJydeHHS JI0 CIUIBHOTH Ta
emdasu 1HKIIO3UBHOCTI Ta HEYNEPEKEHOCTI OpeH Y.

BpaxoByroun BuIlie3a3HaueHe, 3asBa MMpo MiCito € eMOIIHHUHI TinepOooTIYHIM
TEKCTOM, 1110 CTBOPIOETHCS 3 METOIO IPUBEPHYTHU YBAry CIOXUBaYiB, BUKIUKATH Yy
HUX 3alliKaBJIEHICTb A0 OpEHy Ta CIIOHYKATH 0 MPUUHATTS PIllIeHb II0JI0 HBOTO.
Jl1st BUKOHaHHA (PYHKITIHM 1 JOCITHEHHSI METH TIiJ] 4ac CTBOPEHHS BepOaIbHOI 3asBU

PO MiCii Ta Bi310 OpEHy BUKOPHCTOBYIOTHCS MEBHI JIHIBICTUYHI 3aCO0H.

1.2 Cranuii po3BUTOK Ta €K0JIOTisi MOBH, €KOJIiHIBiCTHKA

«Cramicte» (“sustainability”), «crilikicTe» (“stability”), «36amancoBaHicTb»
(“balance”) sik oxuH 13 KIFOYOBUX MOHATH Y JUCKYCIi PO €KOJIOTIUHI IPpOoOIeMH Ta
HEOOX1JHI 3MIHM CTaBJEHHSA JI0 HABKOJUIIHBOTO CEPENIOBUINA € CHHOHIMOM
«crayoro» (“sustainable”) abo «rpuBanoro po3utky» (“lasting development”).
Cranuii pO3BUTOK PO3TISAAETHCS SIK PO3BUTOK, SKHM 3aJ0BOJIBHSAE TOTPEOH
ChOTOJICHHSI 0€3 IITKOJIU 111010 31aTHOCT1 MaiiOyTHIX MOKOJIIHb 3aJ0BOJILHATH BIACH1
notpebu [42]. Cranuii po3BUTOK Ma€ TpU BUMIpH: 1) €KOJIOTIYHA CTAJICTh (3aXUCT
MPUPOJIHUX PECYPCiB, 3MEHIICHHS 3a0pYIHEHHS, 3aXUCT E€KOCHCTEM TOIIO); 2)
EKOHOMIYHA CTaJICTh (€KOHOMIYHMI m00po0yT, 3axuct Oe3neku poodoTH,
€KOHOMIYHA CB0O0OOJIa TOINO); 3) coliaJibHA CTaiCTh (3aJ0BOJICHHS OCHOBHHX
JOJCHKUX MOTPEd TaKUM YMHOM, 100 YHUKHYTH MallOyTHIX KOH(IIKTIB IIOAO
po3moAlTy pecypciB). Yci Tpu BHMIpU MalOTh pEaTi30ByBaTH MPUHIIUITH

CIPABEAJIMBOCTI MK MOKOJIHHAMU. ICHY€ CKlIalHa MDKIMCLUMIUTIHAPHA JTUCKYCIs

10



HI0JI0  «MPaBUJIBHOTO» OajaHCy LMX TPbOX BUMIPIB JUIsl  JIOCATHEHHS
crpaBeBocTi [51].

[ cramoro po3sutky — LICP (Sustainable Development Goals — SDGs),
TakoK Bigomi sk ['moGanehi mimi (Global Goals), 6ynu yxBaneni Opranizaiii€ero
O0’emnanmx Hamitt y 2015 pori sk yHIBepcalbHUN 3aKiIMK 10 Id OO
CKOpPOYEHHS O1HOCTI, 3aXHUCTYy ITUIAaHETH Ta 3a0e3MeveHHs Toro, mob 10 2030 poxy
yci Jmoad KM B Mupi Ta gocratky [28, c¢. 7]. CiMHagusaTh Mmined €
B3a€MOIIOB’SI3aHUMH Ta B3a€EMOJIONIOBHIOIOTh OJHA OJHY: 1ii B ofHiil cdepi
BIUTMBAIOThH HAa pe3yjbTaTH B iHIIMX. OTXKe, EKOHOMIYHA, EKOJIOTIYHA Ta COIllajJbHa
CKJIAJIOB1 CTAJIOTO PO3BUTKY MalOTh OyTH 30a71aHCOBAaHUMHU.

[ICP wmaroTh Ha MeTi mokjiactu Kpadl OimHocti, ronoxy, CHIy Ta
ayuckpuMiHamii KiHOK 1 miB4aT. Jns mocsrHeHHs [[CP y KoXHOMY KOHTEKCTI
HEOOX1H1 TBOpYI MiJIXOAM, HOY-Xay, HOBITHI TE€XHOJOTIi Ta ()iHAHCOBI pecypcHu
BChOT'0 CyCIUIbCTBA. HemMae cyMHIBY, 1110 3MiHa MTOBEIIHKY BaXKIMBA J1JIsI TTOI0JIaHHS
€KOJIOTTYHOI KPU3H Ta CIIPUSHHS CTAJIOMY PO3BUTKY. HeoOXi1/1He MPUUHATTS PIllIeHb
BKJIIOYA€ MOBEAIHKY SIK HA MPUBATHOMY, TaK 1 Ha MOJITUYHOMY PiBHI JUISl 3aXUCTY
MPUPOJHOTO CEPEJIOBHINA IIJIIXOM BpaxyBaHHS EKOHOMIYHHUX 1 COIllaJIbHUX
HACJIIJIKIB Takoi moBeaiHku [33, . 98].

3nayna yBara mae npuauistucs ocBiTi (LICP Ne4 — Slkicma ocBita) st
PO3MOBCIO/KEHHSI 3HaHb IIOJI0 CTAJIOTO PO3BUTKY Ta JTOCATHEHHS 1HIIUX IIJICH.
MerTa 1HKJIFO3UBHOI Ta SIKICHOI OCBITH ISl BCIX 1€ pa3 MIATBEPIKY€E TOM PaxT, mio
OCBITa € OJIHAM 13 HAWMOTYXHIIMIUX 1 TEPEeBIPEHUX 3ac001IB peaizallii CTaloro
po3Butky. Lls mera rapantye, mo g0 2030 poky BCl AiTH 3100yyTh OE3KOIMITOBHY
MOYATKOBY Ta CEpeHIO OCBiTY. BoHa Takok crpsiMoBaHa Ha 3a0e3MeueHHs PiBHOTO
JOCTYIy 10 Tpo(deciifHOr0 HaBYaHHS, 1HKIIO3MBHOCTI, YCYHEHHS TEHIEPHOI Ta
MaTepiaibHOI HEPIBHOCTI, a TaKOX JOCATHEHHS 3arajbHOro JOCTYMY IO SIKICHOT
BUIIO1 OCBITH.

[IpoTe oueBMAHUM 3AIMIIAETHCS (DAKT TOTO, IO OLIBIITNI aKIICHT BCE K TaKH
pOOUTHCS HAa EKOHOMIYHE Ta EKOJIOTIYHEe 3pOCTaHHsS, BOJHOYAC COIliajdbHA, a

TOYHIIIIE COIIOKYJIbTypHA chepa, 0 BKII0YAE MOBY Ta KOMYHIKAIIII0, 3AJTUIIAETHCS
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HeroMmiueHuM [47, c. 90]. [IparaeHHs 10 cTajioro MaiOyTHLOTO Ma€ CIIOHYKAaTH 0
o0’eqHaHHs 3ycwib. lle He Mae OyTH JMIlIe BHKOPUCTAHHS «KaJTIOTITHUX
300paxeHb OUTMX BEAMEIB» 1 OE3JTMKUX CTAaTUCTHMUYHUX JaHUX HAYKOBHUX 3BITIB.
Heo06xiaH0 ToHOCHTH /10 3araiy iHdopMaliiro mpo Te, 1o katactpoda, moB’si3aHa 31
3MIHOIO KJIiMaTy, Ta AOTUYHI Tparefii € rymMaHiTapHuMHU npobiemamu. B mpomy
KOHTEKCTI caMe€ MOBa € CIIOCOOOM TMOAOJaHHS PO3PHUBY MK HAKOIMHMYECHUMU
3HaHHSMH Ta JiroactBoM [40, c. 5].

Sk BKe 3a3HAYANOCS, IOHATTS CTAIOCTI MOXOUTh BiJl TPAAMIII] MTOCHIIATUCS
Ha €KOHOMIYHUU PO3BUTOK, IO MaiKe MOBHICTIO ITHOPYE IHIIT CEepH KUTTS Ta
HAyKd, 30KpeMa, JIHTBICTHKY. Bu3Harouu HEOOX1IHICTh CHUHEpTii, JOCTIAHUKU
IIYKAIOTh NUISXU TEPEHECEHHS 1€l CTajloCcTi B MOBHE TIOJie¢ Ta TIOE€THAHHS
CKOHOMIYHHUX, €KOJIOTTYHHUX, KYJIbTYPHHUX 1 MOBHUX KoMIieTeHIii [43, ¢. 205]. Mosa
€ BOXKJIMBOIO HE TUIbKM JJI1 (DOPMYBaHHS BIQUYTTS INPHUHAIEKHOCTI, ii MOTPIOHO
e¢(eKTHBHO BUKOPUCTOBYBATH JJIS CIIPUSIHHS TTOIIMPEHHIO TPUBAOINBOCTI CTAJIOTO
BuOopy [40, c. 6]. MoBa, Oyap TO MiclieBa yHiBepcalibHa YH MOJIITU30BaHA, MOXKE
e(hekTUBHO (hopMyBaTH MaOYTHE rI100aIBHOI CTANIOCTI, 3aTy4at0uu ayJUuTOPItO SIK
Ha (aKTUYHOMY, TaK 1 Ha €MOLIWHOMY DpiBHSAX. MoBa GopMye MHUCTEHHS,
MEPEKOHAHHS, TyMKH K OKPEMOi JIFOAWMHH TakK 1 CIIUIBHOTH. be3 MOBM HEMOKIIUBO
yseutH inero LICP [23, c. 59].

MoBa € cTanoro, Koiau, He3BaKaloud Ha 3MIHM OOCTaBHH 1 COLIAJIbHOIO
CepeIoBUIIA, BOHA BCE 1€ BUKOPUCTOBYETHCS. HalmpsiMiIor rapaHTi€ro CTaIOCTI
€ Tepeaya MOBH Bijl MOKOJIIHHS 10 1HIIOro. [Toku MOBa mepenaeThest BiJl OJTHOTO
MOKOJIIHHS JI0 1HIIIOTO Ta BUKOPUCTOBYETHCS IOAHS, MPUHAWMHI BIOMa, MOBa €
ctanoro. CTaaicTh MOBH B MOKOJIIHHSX 3aJICKUTh BiJ MOTHBAIIli OaThKIB Iepe1aBaTh
MOBY CBOIM JIiTSIM, TOOTO CITIJIKYBATHCS 3 HUMH I[I€F0 MOBOIO BiJl HAPODKEHHS [22,
C. 3]. ®opmyBaHHS cTaI0l MOBU Ma€e OyTH MPOIECOM MOCTYIMOBOI TpaHCopmaIlii
Bl MOTOYHOI MOJIEl JIHTBICTUYHOI OpraHi3ailii JIOJACBKOr0 BHUAY, MeTa SKOl
noJjsiraja y ToMmy, 1o KojektuBHa aBoMoBHicTh (bilingualism) a6o momirmorusm
(polyglottism) mroaeit BUMaraau BiIMOBHU BiJ BIIACHUX MOB Pi3HUMH KYJIbTYPHUMH
rpymamu [16, c. 5].
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MoBa 3aBkau BUKOHYE 1Bl (PYHKIII B CYCHIJIbCTBI — BOHA YMOJKJIUBIIHOE
oOMiH 1H(pOpMallI€l0 YJIeHaMH CYCIIUJIBCTBA Ta JIONOMarae iM BUCJIOBJIIOBAaTH CBOIO
KOJICKTUBHY 1IeHTHYHICTH [22, C. 3]. Lli ¢pyHKIii CKIIagat0Th OCHOBY €KOJIOTTYHOTO
MUCJICHHS, SIK€ TOJSira€ B PO3YMIHHI CHCTEMHHMX B3aeMO3B’s3KiB. Cucrema
CKJIQ/Ia€ThCS 3 KUIBKOX YaCTUH, O€3Jidl eleMEHTIB, 0 NepedyBaroTh y MEBHUX
BITHOCHHAX MDX co0010. Lle crocyeTscst i eKoyorii, OCHOBHUM 00’€KTOM SIKOT €
Oynp-sike O00’€HAHHS >KMBUX ICTOT pa3oM 13 CEPEelOBUILIEM iX MPOKUBAHHS,
MOB’SI3aHE 3 BHYTPINIHIM 1 30BHIIIHIM CBITOM CKJIQJHOIO CHCTEMOIO B3aeMuH [1,
c. 8].

Ha nepetuHi TIHTBICTUKU I €KOJIOT1i BUHMKA€E HOBA Tally3b MOBO3HABCTBA —
€KOJIIHTBICTHKA, 110 HA0yBa€ 3HAYHOI'O PO3BUTKY B KOHTEKCTI Cy4acHOI MapagurMu
MOBO3HABUUX JIOCHTIPKeHb. EKOMIHTBICTMKAa — 1€ 3arajbHUMl TEPMIH I BCIX
rajxy3eil JTOCHIJIKEHHs, sIKi 00’ €JHYIOTh €KOJIOTII0 Ta JIHIBICTHKY. EKojoria MoBu
JOCIIIJIKY€E B3a€EMO3B’SI30K MK MoBaMu. EKOJIOTIYHA JIIHIBICTHKA TpaHCHoOpMye
TEpPMIHM ¥ TIPUHLOMIM €KOJIOTii B MOBY. JIIHTBICTMYUHA €KOJIOTiS BHBYAE
B3a€MO3B 30K MK MOBOIO Ta NMUTaHHIMH ekojorii [24, ¢. 68]. ExomHreictruka
noegHye gasa Meroau. llepmmi  Metox  po3risigae Take  MOHATTA  SIK
COITIOJIIHTBICTUYHUM TMPEIMET, KU Mae Ha MeTi 3a0€3MeUuTH TapMOHIMHUM 1
CTaIuii PO3BUTOK MOBH B KOHTEKCTI JBOMOBHOTO i 0araTOMOBHOTO PO3BUTKY.
Jpyruii METOJ] CBOEK YEPror BU3HAYA€ MOBHY W KYJBTYpHY CKJIaJJOBI YaCTHHU
MOBHOI €KOJIOTii, K€py€ TEOPETUYHUMHU W TMPAKTHUYHUMH JOCTIIKEHHSMHU IIOJI0
PO3BHTKY ¥ 30epeKeHHsI MOBH i MOBHOT KyJIbTypH [6, C. 121].

[IpoOnemaTuka €KOJIIHTBICTUKHU TIOB’Si3aHA 13 HMIUPOKHM CIEKTPOM MHUTaHb
MOBHOI ekosiorii. Crolu MOKHa BIJHECTH KOPEJAIiI0 KOHIENTyanabHOI cdepu
KOMyHIKamii MK MpeJACTaBHUKAMH  PI3HUX  JIHTBOKYJBTYpP;  YHIi(iKaIlifo
TEpMIHOJIOTIT HaykoBOi Ta (axoBoi KOMYHIKalii 3 YypaxyBaHHSM 3MIH Yy
r100aai30BaHOMY CYCHIIBCTBI M CBIJOMOCTI JIOJIeH; BU3HAYEHHS 3B SI3KIB
BepOaIbHUX 1 HeBepOaTbHUX KOMIIOHEHTIB, IXHBOTO CIIJIBHOTO (PYHKI[IOHYBaHHS B
yMOBaxX MUCHMOBOI Ta YCHOI KOMYHIKaIi; (POpMyBaHHS JIHIBICTUYHOI KYJbTypHU
criakyBaHHs Tomro [9, . 193].
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[IpaBwiibHI 1111 B paMKaXx JIHIBICTUYHOI CTAJIOCTI BUMAraroTh IMTMOOKUX 3HAHb
npo (QyHJAaMEHTaJbHY €BOJIOLINHY JMHAMIKY Ta YHHHHUKH COINIOJIHTBICTUYHHUX
eKOCHCTEM fIK Ha JIOKAJIbHOMY, Tak 1 Ha riobampHOMYy piBHsX. II]06 BuBuUaTH
«1HrBOCc(epy», €KoJIoriss MOB Mae OyTH Takolo, 10 3aCHOBaHA HAa €KOCHUCTEMaX 1
BIJHOCUHAX MK IIHUMH €KOCHCTEMAaMU, OCKIJIBKA OCHOBHOIO OJIMHHUIICIO € HE MOBA,
a 3aBxau MoBa y 1i koHTekcti (the language-in-its-context). Crama moBa B
COITIOKYJIBTYPHIN €KOCHCTEMI O3Hauyae 30aJlaHCYyBaHHS CKJIQJHOI oOpraHizariii, B
MeXax SKOI TIEBHMM KOJ MOXxe OyTh 3abe3nedeHuil (yHKIIOHAIBHOIO HIIIICTO,
JIOCTaTHBOIO J1JIs1 3a0€3MeYeHHs aJIeKBaTHOTO romeocTtasy. CralnicTh 6€3CyMHIBHO €
CKOCHCTEMHOIO Ta JuHamiuHoio [16, €. 35].

Otxe, cramuid pO3BUTOK, WIO0 Tepeadadae OIIHHI Ta TMOBEIIHKOBI
TpaHchopmarllii y TphOX B3aEMO3ANCKHUN cepax CyCcHiIbCTBA — EKOHOMIII],
€KOJIOT1l Ta COILIIOKYJIbTYPHOMY HUTTI, HEMOXJIMBUI 0€3 MOBH. Y KOHTEKCTI
CTaJIOr0 PO3BUTKY MOBa € MUKIAHMCLMIUIIHAPHUM IHCTPYMEHTOM 00’ €HAaHHS LHX
cdep Ta IHCTPYMEHTOM BIUIMBY Ha €MOIIi1 CIIO’KHUBAYIB, Y TAKUH CIIOCIO 3MYIITYIOUH

iX 0 MPUUHATTS MO3UTUBHUX PIIIEHB IIO/I0 CTAJO1 MOBEIIHKY.

1.3 CouianbHuii BIVIMB Micii Ta Bi3ii OpeHIy B KOHTEKCTi CTAJ10r0 PO3BUTKY

Cramicte — 1e¢ Oamanc MK €EKOHOMIKOIO, JIFOJbMU Ta HABKOJHUIIHIM
cepenoBuiieM. MaeThcs mpo Te, MO0 MH MAeMO KMTH CBOIMH LIHHOCTAMH, MisTH
YeCHO, BiAMOBIaIBHO Ta 1epo. MneThes mpo rnepebyBaHHs B CIIIBHOTI, BeICHHS
J1ajioTy Ta B3a€EMOJIII0, TOMY IO JKOJHa oco0a uyu KommaHis (OpeHn) He €
«OCTPOBOM», BCe Ta BCi B3aemomnoB’sizaHi [44]. BpaxoByrouwu, MO YCIIIIIHE
BIIPOBA/DKEHHS] KOHLEMIII CTaJloro pO3BUTKY BHMarae 3MIH TIOBEIIHKM Ta
CTaBJICHHSI, SIK1 BIUIMBAIOTh HA MAacH, a HE OKPEMHUX JIIOJICH, Taka cujia OpeH/IIB €
HeoliHeHHOIO [26, ¢. 408]. IcHy10Th pi3Hi KpUTEPIi 151 CTBOPEHHS YCIIIITHOI CTaIO0l
cTparterii OpeHy, IK-0T. YHIKaJIbHICTh, IHHOBAIIIHHICTh, CIIJIBHE CTBOPEHHS CTAJINX

IIHHOCTEII, @ TAKOXK YiTKa Ta 3po3ymisia komyHikariis [21, c. 53].
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[[lo6 3HalTH CHOUIBHE MDK E€KOHOMIKOIO Ta JIHTBICTHKOIO, CJIJ 3HAWUTH
KOHKPETHI TOYKH JOTHUKY Uit cuHeprii. Lle MoxyTh OyTu came OpeHau Ta MOBa
OpeH/IiB, OCKUIbKH «BUJATHI OpeHAM HE HaJeXaTh JO OJIHIEI MOBU — BOHH €
YaCTHUHOIO HOBOI IJ100aJIbHOT MOBH, €CIIEPAHTO KacH caMO00CIIyroByBaHHs. Mu Bci
00’eqHaH1 M KHApOIHOO JTiHTBa OpeHma» (“the great brands don’t belong to any
single language — they 're part of a new global tongue, the Esperanto of the check-
out stand. We're all drawn together under the international lingua branda”) [39,
c. 189]. CyuyacHi nixou 10 BUBYCHHS OPEHTy PO3KPHUBAIOTH HOT'O KOMYHIKaTHBHY
CYTHICTh 1 BKa3ylOTh Ha MOKJIMBICTh JIIHTBICTUYHOTO aHajizy. Y KOMYHIKallliHIHI
napajaurMi OpeHJl BHUCTyMae SK JpKepeno i1Hdopmalii mpo kommaHioo abo i
NPOJAYKTH, 1 BIH Mepenae 1o iH(OpMaIilo CHOKKWBAYeBl 4epe3 MOBY OpeHIy —
cUCTEMY BepOaIbHUX Ta HEBepOAIbHUX CUMBOJIIB Ta 3HAKIB.

VY 11bOMy KOHTEKCTI CJiJ] 1aTH BU3BHAUYCHHS MOHATTIO «CTAIUi OpeHy. OTxe,
crani Openam (Sustainable brands) — me Opennam, sKi 3aCTOCOBYIOTH MPAKTUKH
CTaJIOTO PO3BUTKY B CBOEMY Oi3HECI Ta BIJCTOIOIOTH iX. BOHM BUKOPUCTOBYIOTh
IHCTPYMEHTHU KOMYHIKaIlli OpeH 1y, 1100 JOHECTH MEepeBaru CTajJoro pO3BUTKY CBOIM
CIOKMBa4YaM, y TakuWi crnoci0 CHOHyKaro4u iX NpUAMAaTH CBIIOMI PIIICHHS,
noB’s13aH1 3 UMM OpeHaoM. Ctanuii OpeH1 HOBUHEH A1€BO IHTETPYBATH CBOI 3as1BU Y
CBI{ O13HEC-TIJIaH 1 3aCTOCOBYBATH iX Ha MPAKTHUIII.

3a cnioBamu O. CripuHKeIb, CTAIMNA OpEHI Ma€ CMUCT 200 METY, 110 BUXOJIUTh
32 paMKH 3apOoOJIsiHHS TpOIIE, HATOMICTh BIH MparHe MiABUIIUTH J00pOOyT
JIIOJICTBA Ta BChOT'O KUBOTO Ha HaImii mianeti. Ctanuii OpeHa po3risiaac JIaeH Sk
TBOPUMX JMISYIB, a HE CIOXKKBA4iB, Ta PO3YMIE >KUTTEBUM IHUKJI 1 BIUIUB Ha
HABKOJIMIITHE CEPEJIOBUIIE BCi€i CBOET MisIbHOCTI. Tomy Takuii OpeHJ mparHe
MOCTIMHMX 1HHOBAIlI Ta 3BOJMWTH CBIM BIUIMB Ha HABKOJIMIIIHE CEPEIAOBHIIE JI0
MmiHiMymy [44]. Ls nedinimis miAKpecIroe KOMYHIKATUBHY TPUPOAY OpeHIy —
BIUIMBATH Ha IIJIOBY ayJIUTOPIIO Ta y TaKUW CHOCIO MparMaTU4YHO 3MIHIOBATH il
MOBEIHKY.

CwiibH1 cTaimi OpeHau MOXYTh 1HIIIFOBATH TTMOOKI 3MIHU B KUTTI JIFOJEH 1
3a0e3medyBat OajaHC MK UYHCIEHHMMH IHTEpecaMd TpPhOX  3a3BUYAl
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NPOTWICKHUX CTOPIH — CIHOXKMBAyiB, KOMMaHIA Ta CycHiabcTBa. bpena — e
yVHIKQJIbHE TMOE€JAHAHHS (PYHKIIOHAIBHUX Ta EMOIIMHUX XapaKTEepPUCTHK, IO
CIPUMMAETHCS CHOKMBAYaMH SK JOAATKOBA IIIHHICTh, YHIKQJIBHWHN JOCBIA 1
BHUKOHaHa oOinsgHKa [35, ¢. 405]. BpeHauHr — mpoiec CTBOPEHHsS OpeHAy — CTaB
«icTopiero MpuHAJIeXKHOCTI Ta mnomupeHHs» (“the story of belonging and
pervasion”), oCKiJIbKHA BiH JIO3BOJISE CIIO’KMBAadaM BHCJIOBJIIOBATH CBOI IHTEPECH,
CTaBJICHHs, yNOJO0aHHS Ta OCOOHUCTICTh B IJIOMY 4epe3 OpeHau, sSKI BOHHU
coxuBaroTh [27, ¢. 79-80].

OCKUIBKH CTaICTh CTOCYETHCS MaOyTHBHOTO, SIKUM HE MOXHA KEPTBYBATH
3apajii CbOTOJICHHS, TaKl HAMIpH II0JI0 MalOyTHHOTO PEMPE3EHTOBAHI B 3asB1 MPO
MICII0, SIKa ONKUCY€E CEHC ICHYBaHHs Ta 1111 OpeHy. KoxkeH OpeH1 Ma€ TOTOUHY METY
— Micito (MISSioN) Ta MaliOyTHIO MeTy — Bi3ito (OadeHHs) (Vision). Micis — 11e JiTke,
CTHCJIE Ta CTaJIe TBePPKCHHS MPUYHH ICHYBaHHs OpeHty 3apa3: Our Roadmap starts
with our mission, which is enduring. It declares our purpose as a company and
serves as the standard against which we weigh our actions and decisions (33). Bizis
— 1Ie ONUC MaOyTHHOI METH, KUK Ja€ YSIBHY KapTHHY MPArHEHHS 0 TO3MIIii, IKY
Openn mae mocsrru: Our vision serves us the framework for our Roadmap and
guides every aspect of our business by describing what we need to accomplish to
continue achieving sustainable, quality growth (33). Llinnocti Openmy (brand
values) — 1e imeanu Ta MPUHIUIM, SKI KEPYIOTh MOBEAIHKOIO Ta JisIMH OpeHy,
BU3HAYAIOTh HOr0 Xapakrep, MOTOYHI Ta MaiOyTHi mimi: Our values serve as a
compass for our actions and describe how we behave in the world (33). ¥ noegnansi
MicCisl, Bi3isl Ta IIHHOCTI CTBOPIOIOTH CTaje¢ ITOBIJIOMJICHHS ISl ONTHMAJIBHOI
KOMYHIKallii OpeHy 31 CBOEIO LIJIbOBOIO ayIUTOPIEIO.

Takum 4YuHOM, 3asBa MPO MICII0 SIK €MOIIWHO BIUIMBOBUN I1HCTPYMEHT
KOMYHIKaIIi1 € BAXKJIMBOIO Y JOCATHEHHI IIJIEH CTAJIOr0 pO3BUTKY. Y 3asBi PO MICitO
OpeHJ 3ameBHSE€ CHOXXHMBayiB, IO BIH Ji€ CTajlo Ta 30ajJaHCOBAHO 3apaju

Maii0yTHHOTO TUIAHETH Ta cycmiibeTBa: OUr purpose is to make sustainable living

commonplace... We strive to do more good for our planet and our society — not just

less harm. We want to act on the social and environmental issues facing the world
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and we want to enhance people’s lives with our innovative, sustainable, and high-
quality products (37).

BuUKOpHCTOBYIOUM MapKepH 1HKJIIO3UBHOCTI, OpEHJ] YTBOPIOE MOMITHHIA
COLlaJbHUI BIUIMB Ha croxuBaviB yepe3 cBoro Miciro: OUR MISSION. To inspire

and nurture the human spirit — one person, one cup, and one neighborhood at a time.

OUR VALUES. With our partners, our coffee, and our customers at our core, we live

these values: Creating a culture of warmth and belonging, where everyone is

welcome. Delivering our very best in all we do, holding ourselves accountable for

results. Acting with courage, challenging the status quo, and finding new ways to

grow our company and each other. Being present, connecting with transparency,

dignity, and respect. We are performance-driven, through the lens of humanity (32).

bpenau-nigepu y cdepl cramoro po3BUTKY, MICTATh MPHUHIMI CTajIOro
PO3BUTKY y CBOiX 3asBax PO MICII0, [0 03HAYAE, 110 CTAIUA PO3BUTOK Ta 3aXHUCT
HABKOJIUIIIHBOTO CEPEIOBUIIA € OJIHIEI0 3 MPUYMH 1CHYBaHHS 1IUX OpeHIiB. XopoIa
3agBa TPO MICII0O 3 aKIIEHTOM Ha CTaJuil PO3BUTOK TPHUMAE€ KOMIIAHIIO Ha
MPaBUILHOMY IUISXY B HECHPHUSTIMBI Yach Ta JOMOMAra€ y «BIYHIA OUTBI MIX
KOMEpIliali3ali€cro Ta miHHoCTAMI [15].

barato OpeHAiB MO3UIIIOHYIOTh ceOe sk «3eieH» (“green”) — eKoJorivHi.
3asBa mpo Micito openay Chevron — e kjacu4Ha 3asiBa Mpo Micito, y SIKif CTaIicTh
Ta EKOJIOTIYHICTh BUKJIAJCHA B MyKe 4YITKIM 1 mpsmiit ¢opmi: Our company’s
foundation is built on our values, which distinguish us and guide our actions. We

conduct our business in a socially responsible and ethical manner. We respect the

law, support universal human rights, protect the environment and benefit the

communities where we work (11).

Sk xommaHig 3 BUpOOHUIITBA B3yTTS YU OJSTY B3arajii MOKe Ha3uBaTu cede
«3eneHoo»? Ase JicHO cTaji OpeHIu 1€l 1HIyCTpii MarTh 1€ Y CBOIA MICi€l —
CHOPUMHSATTS KOHILIEMII MOTPIMHOTO pe3ynbTary: JIOAM, IUIAHeTa Ta MPUOYTOK
(People, Planet and Profits), sk, Hampukigax y 3asBi IOpo MICil0 BiZIOMOro

cioptuBHoro Openay Adidas: We are a global organisation that is socially and
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environmentally responsible, that embraces creativity and diversity and

is financially rewarding for our employees and shareholders (1).

OCKIJTBbKHY 3/I0pOBE XapuyBaHHS € OJHIEIO 3 IIJIEH CTAIOT0 PO3BUTKY, Y CBOIH
3asB1 MPO MICIFO Ta BI3il0 OpeHAM MOXKYTh MpoIaryBaTd Kpamuid Ccrocio
XapuyBaHHSI, 3aTy4aloqd JIFOACH 110 310poBoro crocody xuttsi: We believe there’s

a better way to feed our future. By shifting from animal to plant-based meat, we can

positively affect growing global issues such as constraints on natural resources and
animal welfare. After all, the positive choices we make every day — no matter how
small — can have a great impact on our world (5) — ctBepkye 6pena Beyond meat.

Typ60Ta IIpo 3EMJII0 Ta HABKOJHMIIHE CCPCAOBHIIC € 3aIlIOPYKOIO CTAJIOI'O
po3BUTKY. ToMy cTam OpeHau nparHyTh HiAKPECIUTH CBOi aKTHBHOCTI CIIPSIMOBaHI
Ha EKOJIOTIYHY CTaJIiCTh, MPOTOJIOIYI0UH cBOKO Micito: Earthwise™ products are

designed with the planet in mind. For a product to be considered Earthwise™, at

least one of its main components must contain more sustainable materials, and at

a minimum percentage (36). We strive to create products from sustainable sources

and build relationships with our communities (35). Micis 6penay onsary Patagonia
— IIe OpSMHUI MO Ha crainy Oi3Hec-mpakTuKy. KopoTko Ta TO4YHO mepenae

TIOBIIOMJICHHSI TIPO MPUYMHU cBoro icHyBaHHs: Our Reason for Being: Build the

best product, cause no unnecessary harm, use business to inspire and implement

solutions to the environmental crisis (23).

HaitymroOnenimux OpeHn kaBu y cBiTi Starbucks 3Hae, sik po3moBicTH TPO
CBOIO TIPAKTHKY CTAJOro PO3BUTKY. IxHs exonoriuna micig (Environmental Mission
Statement) Bizmpi3HsEeTbCA BiJA OCHOBHOI Micii “nurturing the human spirit — one
person, one cup at a time”. He 3Bakarouu Ha Te, IO CTATICTh HE BXOIUTH JI0 IXHBOT
OCHOBHOi MicCii, BOHa TOJOCHO Ta YITKO BH3HAau€Ha Ha iX BeO-calfTi Ta y iXHIX
MarasuHax, a came: Starbucks™ Shared Planet™ is our commitment to do business

in ways that are good for people and the planet (32).

Jlinep y cdepi cranoro po3Butky openn intep’epis Interface Global mae onny
3 HaWKpammx 3asB Npo Micito. Pell AHAEpCcOH, MOKIMHUI 3aCHOBHHUK KOMIIaHIi,

MOYaB MUISIX JI0 CTAJIOTO PO3BHUTKY Y BiMi 62 pokiB Ta TpaHCcPOpMyBaB CBiil Oi3HEC
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Ha 360. Micis giTka Ta 3po3ymina: From recycling initiatives to the first ever carbon

negative carpet tile, discover how we’re changing the game... endeavouring to

become the first name in industrial ecology, a corporation that cherishes nature and

restores the environment (17).

Cranuii po3BUTOK Ma€ OXOILTIOBATH BCl KOMIIOHEHTH — €KOHOMIKY, €KOJIOT1I0
Ta COLIOKYIbTYypHY cdepy. [eski crami Openai B3sim coli 3a MeTy came
00’eHaHHA LUX €JIEMEHTIB y cBoii aismpbHOCTI: Our Vision. We are creating an
international multi-sector platform in the Western Balkans that adopts sustainable
measures and collaborates to find solutions to today’s most pressing economic,
environmental, and socio-political problems. We connect four sectors, the Green

Creative Sector, Green Business, Green Science and Green Philosophy, to take a

main lead in finding sustainable solutions and communicating them to the wider
public (19).

bpenn 6e3ankoronpauii HarmoiB Coca-Cola Takox He 3aJIMIIA€THCSI OCTOPOHD
CTaJIOI'0 PO3BUTKY. Y HaBeI[eHiﬁ HHKYC MYJIbTUMOAAJIbHOMY TEKCTI 3aBU IIpo CTally
Micito 1pboro OpeHmy Mu O6aunmo Tekct 3asBu — \We act in ways to create a more

sustainable and better shared future. To make a difference in people’s lives,

communities, and our planet by doing business the right way (33), BepbanbHo-
Bi3yaJbHHUI JIOTOTHII, KOPIOPAaTUBHY Tpadiky, MPOTE€ 3aMiCTb KOPHOPATHBHHUX

KOJILOPIB (UepBOHUM Ta 017U ) TPUCYTHI MPUPOJIHI KOJTHOPHU — 3EJICHUM, OTAKUTHHIA,

THE (M%COMHNV Our Company Our Brands Sustainability Social Impact Careers News Investors O\ @

Our planet matters.

°.  We act in ways to create a more sustainable and better shared future. To make a difference
in people's lives, communities and our planet by doing business the right way.
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y Takuil crnocid poOs4YM akKIEeHT Ha JPYKHbOMY CTaBJIEHHI JI0 OTOUYYIOUOIO
cepenosuma (Puc. 1.1):

Puc. 1.1. Coca-Cola, official web site

VY 6penny Apple ogHa 3 HaliIOBIIMX, 3BUBUCTHUX 1 MMOBTOPIOBAHUX 3asB MPO
Micito. Xoda IXHsS IPOAYKIIISI Ay’Ke HE CX0Xka Ha «IPOAYKTH €TMOXH MiHIMaNi3My»,
CIIOBO «EKOJIOTIYHHI» € B CEMH 13 BOCBbMH KEPIBHUX NMPHUHIMITB KommaHii: Apple

Computer is committed to protecting the environment, health, and safety of our

employees, customers and the global communities where we operate. We recognize
that.../ (3).

OTxe, CHOUIKYIOYUCh MOBOK CTaJOr0 PpPO3BUTKY, OpEHOU MOXKYTh
3aBOMOBYBATH PUHOK, 3aJIy4aTH €KOJIOTIYHO CBIJJOMHUX CIIOKMBAulB Ta y TaKUH
cnoci0 BIUIMBATH HA CycHiAbCTBO. OJIHAK MU HE MOBUHHI 3a0yBaTH PO TAK 3BAHUIM
«rpinBommiHry (“greenwashing”) — dbopmy pekiamMu 9u MapKETHUHTY, Yy SIKiH 3eTICHHIMA
PR 1 ekonoriyauii MapKeTUHI 0OMaHHO BUKOPUCTOBYIOTHCS, 3 METOIO MEPEKOHATH
rPOMAJICHKICTh Y TOMY, IO MPOJYKTH, LTI Ta MOJITUKA OpraHi3alil € CTAIUMH Ta
€KOJIOTIYHO YHMCTUMH. XO4Ya Ha MPaAKTHI I1¢ HISK HE MIATBEPIKYETHCSA ISIMHU
KOMIIaH1i, a IHKOJIM HaBMaKH, € TIOBHOIO MPOTUJICKHICT 3asiB PO MICIIO Ta BI31IO.
Tox BepOAIbHUN CKIIATHUK OpEH]T allJICHTUKU Ma€ KOPEIIOBAaTH 3 ii MOBEIIHKOIO Ta

MPAKTUYHOIO AiSUTBHICTIO.
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BucnoBkmu 10 po3ainy 1

Otrxe, MoxeMmo 3poOuTH BHCHOBKHM. ColllaNibHUN, TIICHMXOJOTIYHUM Ta
EMOIIMHUI BIUIMB OpEHIIB Ha CBIJOMICTh CIIOXHBaudiB € BKpail BaKJIMBUM.
KitouoBuMH XapakTepuCTUKaMU KOMYHIKAIlIX € JOBIpa, TBOPYICTh Ta TII00ai3aIlisl.
Komnanii, siki BOJOAIIOTH YCHIIIHUMU OpeHIaMH, MOXKYTh 3MIHUTH ICHYIOUY
CUCTEMY LIIHHOCTEW Ta NOBEAIHKU B CYCHIIbCTBI TA CTBOPUTH HOBUW CTUIIb KUTTS.

B Mexxax MapKeTHHTOBHX KOMYHIKAIlil BiOyBaeTbcsl OpeH/I-KOMYHIKaIlis —
B3a€MO/II OpeHay 31 CIIOKMBAYEM 3a JOIMOMOIOI0 MOBHU OpEHIY, SIKa € CUCTEMOIO
BepOQJIbHUX Ta HEBEPOAIbHUX 3HAKIB, 0 BUKOPUCTOBYETHCA [UJIS Tiepenadi
iH(popmarrii po Opena. CrnoxuBayaM Ba)JIMBO 3HATH CEHC 1CHYBAaHHS, HAMIpU Ta
LIHHOCTI yJIt00JIEHOT0 OpeHTy, PO SIKI BIH MOKE JII3HATHUCS Yy 3asBax MPO MICIIO Ta
Bi3i10 Openy.

BepOanbHuM 1HCTpYMEHTOM BIUIMBY CTajuxX OpEHMIB Ha CBIAOMICTb
CIIO’KMBAYIB € 3asBa MPO MICito Ta Bi3ito. Micis Ta Bi3ist OpeHAYy € MapKETUHTOBUM
MPUIIOMOM BUKOPUCTAHHS Meia-TIOTEHIIaly 3 METOI0 TpPAaHCIIOBAaHHS CEHCY,
HaMIpiB Ta MIHHOCTEN OpeHly, Lie 3asBa KOMIIaHii, KOproparllii Y1 oprasizaiii, sKa
BU3HAYA€E 1i OCHOBHI NMPHUHIIMIHN Ta HaMipu. 3asiBU MPO MICit0, Bi3iI0 Ta I[IHHOCTI
OpeHay 11e He OYyJIM MIUPOKO MPEACTaBIIEHI B JIIHTBICTUYHUX JOCIIKCHHSIX.

Micist MICTUTh TPU ACMEKTH: MOTOYHI LTl — MiCisl, IOTJISAAM HA MaOyTHE —
Bi3is Ta (isocodist — IIHHOCTI OpeH y. 3asBa MPo MICII0 € eMOIIHHO-TIMePOOTIYHUM
TEKCTOM, III0 CTBOPIOETHCS 3 METOI0 IIPUBEPHYTH YBary CIOKMBaYiB, BUKJIUKATH Y

HUX 3allIKaBJIEHICTh O OpEeHy Ta CIIOHYKATH 10 MPUHHATTS pILIeHb 1010 HHOTO.
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Cranuil po3BUTOK PO3TIISJAETHCS K PO3BUTOK, IO 3aJ0BOJIbHSIE MOTPeOU
CHOTOICHHS HE IPUHOCAYU B KEPTBY 3/1aTHICTh MaOYTHIX MOKOJIIHb 33/I0BOJIbHSITH
BJIacHI moTpebu. Yci Tpu BuUMipH (CKOHOMIYHWN, CKOJOTIYHMM  Ta
COITIOKYJIBTYPHHI) MarTh peagi3oByBaTH IMPUHIMIMN CIPaBEIJIUBOCTI MIXK
NOKOJIIHHSAMU. MoBa € crmocoOOM TOJONaHHS PO3PUBY MK HAKOMHMYECHUMHU
3HAHHSIMU Ta JIIOJICTBOM.

MoBa € cTanor, KOJu, HE3BaKAalOYM Ha 3MIHU OOCTaBUH 1 COIaJIbHOIO
CepeIOBHIIA, BOHA BCE I1[€ BUKOPUCTOBYEThCA. HalpsIMIIIO0 rapaHTi€o CTaNIOCTI
€ Tepeaya MOBH B1J MOKOJIIHHS JIO 1HILIOTO.

Crani Openau — 11e OpeH/Iu, K1 3aCTOCOBYIOTh TPAKTUKH CTAJIOTO PO3BUTKY B
CBOEMY Oi3Heci Ta BIJCTOIOIOTh iX. BOHM BHKOPHUCTOBYIOTH 1HCTPYMEHTH
KOMyHiKallii OpeHIy, 100 JOHEeCTH I[epeBard CTajloro pPO3BUTKY CBOIM
CHOKMBAa4yaM, Yy TakuWid crnoci0 CHOHYKAal4M iX MNPUHAMATH CBIAOMI PIIICHHS,
OB’ s13aH1 3 UM OpeH1oM. CHIlbHI cTail OpeHId MOKYTh 1HILIIOBATH TJIMOOK] 3MIHU
B JKUTTI JIOJiel 1 3a0e3neuyBaTd OaJaHC MK UYHCICHHUMHU IHTEpPECaMu TPhOX

3a3BUYall IPOTUJIEKHUX CTOPIH — CIIO’KMBAY1B, KOMIIAHI| Ta CyCIJIbCTBA.
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PO3/ILI 2
AHAJII3 JITHTBICTUYHUX ACIEKTIB AHTJIOMOBHUX 3ASIB
ITPO MICIIO TA BI3ITO BPEH/IY

2.1 CTpyKTYpHO-CEMaHTHYHA OPraHi3auisg aHIJIOMOBHHX 3asiB IIPO Micil0 Ta

Bi3il0 OpeHay

Sk BkKe 3a3HA4YaANOCh, Y KOHTEKCTI Oprasizaiii 0i13Hecy, KOXHa KOMITaHis
(OpeHz) mMae CBOIO MiCil0, TPOTE€ HE Yy KOXKHOI BOHAa BHKJIaJeHa MUCHMOBO.
Anemnoroun 10 chOPMOBAHOTO MHU(PPOBOrO CBITOTJSAY LUIBOBOI ayIUTOPII,
OUIBIIICTh OPEHJIIB PO3MIILIAIOTh MHUCHMOBI 3asBU MPO MICII0 Ha OQILIMHUX BeO-
cauTax.

3asBa mMpo MiCil0 Ta Bi3i0, IO poO3TalioBaHa Ha OQilidHY BebO-caiiTax €
MYJIbTUMOJIAIbHUM TEKCTOM — CHHTE30M MOJYCIB — CEMIOTMYHMX 3ac001B PI3HOI
npupoau. Moy HEe € aBTOHOMHUMH Ta TOCTIMHUMU; BOHH (OPMYIOTHCS Yepe3
COIllaJIbHI MPOIIECH; BOHU PyXJIMBI 1 MiHIMBI. MoJyni He yHIBEpcalibHI; BOHU €
cnequIYHUMHU I TIEBHOTO CEPEIOBMINA, JI€ ICHY€ CHUIbHE PO3YMIHHS IXHIX
ceMioTHUHHUX XapakTepucTuk (12, . 126).

o mpukiiaxy My B3sUTH 3asiBY TIPO MICIF0 KOMIMaHIi 3 BiAHOBIIOBAHOI eHeprii
Bullfrog Power, y skiit penpe3enToBaHi BepOaJIbHUI Ta Bi3yalbHUN MOJYCH: TEKCT
— Our _mission is to inspire and empower people to lead the way to a renewably
powered future (Bullfrog), rpadika, BepOaibHO-Bi3yaabHHI JOTOTHII, CHMBOJ Ta

KoprnopaTuBHi kosbopH (Puc. 2.1):
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Powering the future of business Blog mybulifrog [} in ¥ Request a quote

bullfrogpower Sustainability solutions v Community v Who we are v

Ovur vision and mission

Bullfrog Power’s vision is to be Canada’s source for smarter, greener energy solutions. Our mission

is to inspire and empower people to lead the way to a renewably powered future.

Puc. 2.1. Bullfrog Power, official web site

Micito Ta Bi3i0 SIK BepOanbHUI OJOK TAKOXK MOKHA 3HAWTH B pEKIaMHUX
OykJieTax Ta JJUCTIBKaX, IHKOJIM Ha ynakoBiil. ['padgiuHo 3asBa mpo Micito Moxke Oy TH
AK OKPEMHM €JIEMEHTOM pEKJIIaMHOIO TEKCTy, TaK 1 IOBHICTIO CHIBIAJaTH 13
b pa3or0-BIITyHHSIM 200 CIOTaHOM.

[IpoBiBIIM aHami3 3asB MPO MICII0, MOXKHA 3POOUTH BUCHOBOK, IO MOA10HO
(Gpa3i-BIIIyHHIO Ta CJIOTaHy 3asBa PO MICit0 € TeKcToM Manoi ¢opmu. lomo
CTPYKTYpHOi Oprasizailii, BOHAa MOXE€ CKJIaJlaTUCA 3 JIBOX Ta OLIbIIE pPEUYCHb.
Peuenns 3a3Buuaii MalOTh KOMIUIEKCHUI cuHTakcuc. Our passion, our calling, is
making the world a better place by protecting people, animals, and the environment
and having as much fun as possible while doing it. Brewing Good Coffee Company

is the manifestation of this mission, and it was founded with the help of more than

100 individuals who believed in it enough to invest in our sustainability and help us
launch (8).

Jlesiki 3asiBU MPO MICIIO CKJIaJA0Th JIUIIE 3 HOMIHATUBHHUX peveHb: Values.
Integrity. Service spirit. Innovation. Responsibility. Transparency. Professionalism.
Commitment. Honesty. Passion. Vision (7). bararo 3asBu mpo Micit0 Ta Bi3il0 €
JAKOHIYHUMH Ta CKJIAJAIOThCA JHIIe 3 omHoro pedents: Our vision is born of a
belief in human dignity, people helping people, and a market need for a well-
designed, affordable and sustainable product (20).

dopMyBaHHSA IEIKUX 3asB MPO MICIIO € YHIBEpCATbHUM: OyAy4u OJTHOYACHO

CJIOTAHOM, BOHA JIETKO 3aIlaM’sITOBYEThCS Ta HAJOBrO 3aJIMINAE CTajl acoliarii y
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cnoxxuBadviB, Hanpukiaad: We believe in being better — 3asBa npo wicito; Believe in
being better — cioran Toro xx 6penay (29).

3asiBU PO MICiI0 MOXKHA MOUTUTH Ha JIBI TPYIIN — IPSMI Ta HETIPSIMI, 3aJI€KHO
BiJl BXKMBaHHs 3arojioBKiB-mapkepiB “Mission”, “Vision”, “Our Vision”, “Our
Mission”, “Mission Statement”, “Our Values” abo 6e3 mmx [13, c. 123-124].
[MpuknagamMu mpsMux 3asB 1po Micito €: Mission. Our mission is to drive
sustainability throughout the automotive industry by leveraging a common voice
and by engaging with suppliers, stakeholders, and related sectors on impactful

activities. Vision. Our vision is to lead the transformation towards a circular and

sustainable automotive value chain (13). Our Mission. Liberate Luxury, while

protecting you and the planet with sustainable manufacturing. Far too many fashion
brands are seduced by huge quantities to reduce their bottom line and in some cases
prefer to incinerate or send to landfill, as long as they reduce the price to the
consumer. We only make what we need to lower our environmental impact and
carefully select styles that support your every need in multipurpose, transformable,

and thoughtful design (21). Vision and Mission Statement. Vision statement:

Liberating the fashion industry from its habits. Mission statement: Develop and

produce high quality clothing close to home by causing no necessary harm to people
and environment, help and inspire other companies to become more sustainable with
collections/company fashion and create awareness about the state of fashion (39).
B Henpsmux 3asiBax Impo MICII0 BXKUBAIOTHCS 3ar0JIOBKU-CUHOHIMH, TaKl K
target, aspiration, goal, purpose, philosophy, beliefs, principles, commitment,
pledge. Hanpukiaz: As it has been from the beginning, our purpose goes far beyond
profit. We Dbelieve Starbucks can, and should, have a positive impact on the

communities we serve. Our aspiration is to be people positive — investing in humanity

and the well-being of everyone we connect with, from our partners to coffee farmers
to the customers in our stores and beyond (32).

3aJIe’)KHO BiJ HAsABHOCTI KOMITIOHEHTIB (Micis, Bi3isl, IIIHHOCTI) 3asiBH IPO
MICIIO MOXYTh MaTH IOBHY Ta HEMOBHY ¢opmy [13, c. 126]. IloBHa 3asBa npo Micito

micTuTh yci Tpu kommonentu (Mission, Vision, Values), nanpukian, y 3asBi mpo
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micito openay The Leaf. Mission, Vision, Values. The Leaf Mission. Leaf promotes a

sustainable lifestyle by providing alternative solutions for plastic-use and shedding light on

convenient ways to respect the nature in our daily-lives. The Leaf Vision. Our visionisto build

and grow a community with eco-friendly businesses and individuals to make together a

difference for Thailand 's environment. The Leaf Values. The company s values represent our

beliefs. They give us a guideline on how to achieve our company vision and are representatives
for our company culture (19).

3asiBH PO MiCit0 TOBHOI ()OPMU 3yCTPIHAIOTHCS TIOCUTh HEYACTO, IEPEBAKHO
BH MICTATh a00 Micit0 Ta Bi3it0, abo jmme wMmiciro. Ha BeO-caiiTax KommaHId
MPEBAIIOIOTHh HETIOBHI 3asBH PO MICit0, J¢ MPEeACTaBICHUH JIKIe OJuH abo JBa ii

xoMronenty. Mission and vision. The Afterglow Vision. Afterglow is an

environmentally responsible sportswear brand that aims to promote a healthy
lifestyle and seeks to preserve the environment by creating eco-friendly clothing and
accessories. Our vision is to become a leading creator of sustainable performance
and athleisure wear, to make a positive impact on building a better world — and to

have a great time while doing it. Our Mission. Afterglow’s primary mission is to

become a globally recognized, innovative sports brand with a deep commitment to
sustainable production methods, and a strong social conscience that inspires people
to live fitter, healthier lives, while protecting the environment (2).

OTxe, MU BCTAHOBUJIH JIB1 y3arajabHEH1 IPYIH MICIii: TIPSIMI Ta HETIPSIMI, Pi3H1
dbopmu mogaHHs Micii: moBHa Ta HenoBHa. LLlo0 cTpykTypHOI Oprasi3zaiiii 3asiB npo
MICitO, SK 1 CJIOTaH, BOHH MOXYTh CKJIQJIATHCS JIMIINE 3 OJHOTO peuyeHHs, abo

MePEBAKHO 3 IBOX Ta O1IbIIEe KOMIUICKCHUX PEUCHD.

2.2 CtuaicTH4HI 0CO0JIMBOCTI AaHTJIOMOBHUX 3a11B NP0 Micilo Ta Bi3ito OpeHay

3asiBa TIPO MICII0 € EMOIIIHHO-TIMEePOOSIYHUM TEKCTOM, IO Aarelioe 0
CBIJIOMOCTI CIIO)KMBauiB, BHUKJIMKA€E 3allIKaBJICHICTh Ta CHOHYKae mo0 mi. Jlis
JIOCSITHEHHSI TIEPCya3uBHOTO €(DEeKTy B KOHTEKCTI CTaJoro PO3BUTKY, Y 3asiBaxX IMpPO
MICII0 OpEHly BUKOPUCTOBYIOTHCS Pi3HI CTUIICTUUHI PUHOMHU.
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ByxuBanHs iMeHHHUKIB Ccustomers, consumers, employees, people, guests,
friends, person, neighborhood, community, humanity, planet 3 meroro anentoBaHHs
710 CBIZIOMOCTI CIIOXKHMBAUiB Ta 3aly4aHHs iX 70 Micii cBoro opermy. Our Mission is
to be the most trusted source for top sustainable brands & products for the everyday
person. Our vision is to make the greenest choice the most convenient option every
time for the everyday consumer so that a sustainable lifestyle can be accessible for
everyone. At Zero Waste Store... all people can confidently shop carefully vetted
brands & low waste swaps with absolute ease (41). Y 3asBi mpo Miciro 3a3Ha4a€THCS
€THICTh OpEeHJY 31 CBOIMH CIHOXXMBauyaMH Ta CIIUJIBHOTOI,  IIJIKPECIIOETHCS
YHiKaJII)HiCTI) KOJXHOT'O Ta IPAaruCHHA 40 ITIO3UTHUBHOI'O BILJIMBY.

[To3uTHBHA pernpe3eHTalis IsUIbHOCTI OpEeHly B yMOBaXx CTajoro poO3BHTKY
IIIAXOM BHKOpHCTaHHS iMmeHHukiB goal, future, principle, values, culture,
wellbeing, environment, sustainability, relationship, standards, choice, experience,
perfection, quality, respect, sxi maroTh akciojoriuHy imrniikamiro. Our purpose
means so much more to us than just a taste experience. It comprises responsibility
for the wellbeing of both people and the environment as well as our way of working.
The food industry can play a crucial role in global climate and health solutions, and
we have set ourselves the ambitious goal of being a sustainable frontrunner in our
industry. For our part, we promote the sustainable future of food and inspire
consumers to make sustainable_choices while never compromising taste and ease
(24). Y uiii 3asBi MiAKPECITIOIOTHCS CTIMKHUN 3B’ I30K Mi’K OpEHIOM Ta CyCIIBCTBOM
1 HABKOJIMIITHIM CEPEOBHUIIEM, a TAKOK IPArHEHHS /10 JOCKOHAJIOCTI Ta JOCATHEHHS
BHUCOKHX CTaHJapTiB.

CtBOpeHHSI YHIKadbHOTO oO0Opasy OpeHay Ta OMNUC HAWTOJOBHIIIKUX
BIJIMIHHOCTEH BiJl IHIINX B1I0YyBAETHCS 32 PaXyHOK TirmepOoJti3allii 3assBU Mpo MiCito
[UIIXOM BXXUBaHHS NMPUKMETHHUKIB Y HAaWBUIIUN (OpMi MOPIBHAHHS Ta TAKHX, 1110
BKa3ylOTb Ha BHCOKY HEIMEPECIYHy SAKICTh NPOAYKTYy ab0o MOCHyru, SK-TO:
overwhelming, great, exceptional, the best, outstanding, the highest, unique,
exclusive, exceptional, prime, elite, expert. bpena Copper Moon cteepmkye: We are

focused on sourcing and roasting the very best coffees from all around the world.
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Each of our uniquely smooth, perfectly roasted blends and single origin coffees is

thoughtfully crafted with you in mind (12).

BuxopuctanHs mieciiB y HaKa30BOMY CIOCO01 IJIs TMIAKPECICHHS CTaloi
nisutbHOCTI Opermy. The Tea Spot cTBepmkye, mo Micieto kommadii e€: To foster
health & wellness through whole leaf tea, so you can live an inspired and healthy
life (34). Lls Micis BimmoBinae Tomy, mo poouts The Tea Spot mis miaTpuMaHHS
cBoro 0Oi3Hecy. Take BUBHa4Y€HHS MICii MICTUTh OCHOBH1 KOMITOHEHTH (istocodii.

BuxopucTtanss Ji€CiiB Ta CIOJYyY€Hb, 0 MAaIOTh €MOIIIHY IMILTIKALIIO Ta
OKpECIIIOI0Th MePeKOHAHHS OpeHy: care, inspire, try, strive, seek, respect, create,
nurture, discover, serve, believe, focus, provide, be dedicated to, be committed to,
be aware of, do one’s best, empower. [Ipukiagom € 3asBa Tpo MicCit0 OpeHIy
cioptuBHoro B3yTTss New Balance: Independent since 1906, we empower people
through sport and craftsmanship to create positive change in communities around

the world. We are committed to creating change by lifting underserved communities

through access and opportunity to health and education (22)

Sk MU BXKe 3a3Hayald paHilne, OJHMM 31 CTHJIICTUYHUX CIOCOOIB
MPUBEPTAHHS YBaru CIOXXUBAYiB € BXXUBAHHA y 3asBax MPO MICIF0 OCOOOBHUX Ta
MPUCBIMHUX 3aiMEHHUKIB We, US, our, you, your. Ile cmoci®6 MoTuBalii 1mijibOBOi
ayIUTOPIi MIISXOM 3alTy4eHHS IO CBO€ET CIIIBHOTU. JIOpeUYHUM MPUKIATOM TaKoi
IHKJTFO3UBHOCTI € 3asBH MPO Miciro gaHcbkoro openay April coffee: At April, we aim
to learn, improve, and share our products with quality-focused partners around the
world. We always strive to become better at what we do (3) ta 6penay Selfridges:
Selfridges exists to make the world brighter;_we are convinced the power of
collective optimism can kick start radical change towards a sustainable future for
our people, our communities, and our customers (30). Taxki 3asBu PO MiCit0 HE
3aJINIIIAKTH 6aﬁJIYH<HM KOAHOI'O CIIOXKHBAada, OCKUIBKH € rapoHuM IMIpuKJIaaoM
1HKJIFO3UBHOCTI Ta TYpOOTH PO JHOJEH Ta IXHE MailOyTHE.

Mu nipoBen# TOCTIKEHHSI TOTO, SIK caMe OpPEeHIU MO3HIIIOHYIOTh cebe K
«cTani». B ymoBax crtamoro po3BUTKY OpeHIM BxkuBalTh C-cilioBa — MapKepu

CTaJIOCT1 Y CBOIX 3asiBaX IPO MICII0 3 METOI0 MO3HAYeHHS ce0e MIHCHO CTaiuM
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opennom. Ile Mapkepu € MPUUYUHOIO CAaMOTO ICHYBaHHs OpEH/IB, HUMH BOHU
MO3HAYaI0Th TE€, 110 POOJIATH JJI CTBOPEHHS CTAJOTO CBITY Ta K TYpOYHOThCS
PO CTANICTb.

Takumu MapKEepaMu CTaJIOCTI BHUCTYIIAOTb 3BaH1 C-cjIoBa — cJI0Ba CTaJIOCTI
(S-words — Sustainability words). /o HuX MoOXKHA BiJTHECTH TPHKMETHHKU
distinctive, leading, lasting, profitable, positive, competent, consistent, eco-friendly,
environmentally friendly, resource-positive, sustainable, lasting, ethical, fair,
responsible, life-long, balanced, equal, recyclable, biodegradable, compostable;
imennukm Sustainability, balance, resilience, environment, ecology, planet,
resources, care, freshwater, harmony, health, education, opportunity, improvement;
niecnosa to strive, to replenish, to eliminate, to balance, to improve. Hanpuknan, y
micii openny Black Ivory Coffee: The mission of Black Ivory Coffee is to take a
negative situation, namely human elephant conflict and turn it into a positive one by
creating a luxury product that helps not hurts elephants. It must also taste great, be

distinctive and create a lasting, positive and memorable experience for the guest (6)

METOI0 OpEHJly € IEPETBOPEHHSI HETaTUBHOI CUTYAIlli Ha TIO3UTUBHY.

We are working to store more carbon than we emit, replenish more freshwater
than we use, and eliminate waste. Our vision for the future is to become resource
positive — giving back more than we take from the planet. And we know we can’t do
it alone. It takes all of us. (32). MynbTuMoOaaabHAN TEKCT 3asiBH PO MICiIO Ta Bi3it0

BOro OpeHly penpe3eHTOBaHo Ha odiuiiiHoMy BeO caiiti (Puc. 2.2):
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STARBUCKS
STORIES PEOPLE COFFEE & CRAFT PRESS CENTER v Q @ v
ANEWS

Planet

Prc. 2.2. Starbucks, official web site

Sustainability Mission Statement. Our vision is to inspire, beautifully — in

harmony with people and planet. Our efforts to balance our operations with mother
nature is outlined in our sustainability commitments and goals, encompassing
People, Planet and Profit. We are using data to drive responsible decisions and
though our efforts may be far from perfect, they re a lifelong journey of continuous

improvement for us. We welcome you to join us in this journey (31). Exckiro3uBHu#i

opena Wolfgang Puck: Taking care of our planet and resources if one of our top

priorities at Wolfgang Puck Coffee. We have made great strides in introducing

recyclable, biodegradable, and compostable materials into our products and

packaging, and continue to look for ways in which we can improve our practices

and use of sustainable materials (40).

Otxe, y 3agBax Ipo Micit0o OpeHIy, Kl € €MOIIMHUM TinepOoTIYHUMU
TEKCTaMH, BAKOPUCTOBYIOTHCS Pi3HI CTUIICTUYHI PUMOMHU, SK-TO; arleIIOBaHHS 70
OKpEMHUX 1HIUBIAYYMIB a0 T'pYII JIIOJIEH 3a JOTMOMOTr0K IMEHHUKIB-MapKepiB HUX
rpyl;, TO3UTHUBHA pemnpe3eHTalliss AISUIbHOCTI OpeHay IUIIXOM BUKOPHUCTAHHS
IMEHHUKIB 3 I[IHHICHOIO IMIUTIKAIlI€0; BHKOPHUCTAHHS HAKa30BOTO CIIOCO0Y
JECIIOBA; BXXMBAaHHS OCOOOBUX Ta NPHUCBIMHMX 3aliMeHHMKIB. Cram OpeHau

XapaKTEePHU3yIOThCS BXKUBaHHAM C-CITIB — MapKepiB CTAJIOr0 PO3BUTKY.
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2.3 3aco0u ¢popMyBaHHSI eMOTHBHOCTI B AHIJIOMOBHHUX 3a1BaX MPO MICit0

Ta Bi3il0 OPEeHJy B KOHTEKCTi CTAJI0r0 PO3BUTKY

AOWu 3alllKaBUTH CIOKMBAUIB y CBOiX TOBApax Ta MOCIyrax Ta 3ally4duTH iX J0
1716l CTanoro po3BUTKY, CTalll OpeH/l BKMBAIOTh €MOIliIfHY MOBY. 3 MEPCHEKTUBU
JIHTBOIMIPAarMaTUKY TaKe 3aJIy4eHHS 3/1MCHIOETHCS 3a IOMIOMOTOI0 BepOaIbHUX Ta
HeBepOaJIbHUX 3aC00IB MOBH OpeHJy, Kl CTBOPIOIOTh CYIeCTUBHUM BILIMB Ha
CBIZIOMICTh peIUIi€HTa. 3aneBHEHHsS BiJOYBa€ThCS IMiJ] BIUIMBOM KOHBEPICHIIIT
€JIEMEHTIB MOBH OpEH]Ty, III0 CTBOPIOE MepPCya3uBHUM e(eKT. 3aydeHHsS] YTBOPIOE
EMIIaTII0 — CaMOOPraHi30BaHy KOHIENTYallbHY CTPYKTYpy, IO BHHHUKA€E Yy
CBIJIOMOCTI SIK BiOOpaXKeHHsI IMOBipHICHOT mpupoau cBiTy (46, c. 414).

OcoOnuBUM MparMaTUYHUM TOTEHIAJIOM BOJOJIIOTH PUKMETHUKH-
eMOTHBH cTasocTi (positive, sustainable, environmental, influential, green, ethical,
fair, friendly Ta in.). Cnenudidnoro pucorw eMOTHBIB € iX 0co0auBa pedepeHiris:
BOHU HE CITIBBITHOCSITHCS 0€3MOCEePEIHBO, SIK IHIUKATUBHI CIIOBA, 3 MPEMETaMU Ta
SBUIIIAMH JIIHCHOCTI. BOHM CHIBBIZHOCATHECS 3 THINI30BAHMMH €MOI[ISIMH, IO
BUKJIMKAIOTh 11 3aiBU — BIAYYTTS 3aXHCTy Ta BIIEBHEHOCTI Y MaiOyTHROMY: Our
Mission is to engage all cultural organizations, individual artists and businesses to
practice sustainability. Artists and cultural workers have always been social leaders
and influential innovators. Thus, their role, in raising awareness about sustainable
living and promoting green living standards to the wider public is pivotal whether

referring to economic, environmental or social, sustainability for us means the

capacity to continue a particular behavior indefinitely with wide positive impact
(14).

3asiBa mpo Micito, SIK 1 MOBa OpeHIy B LUIOMY, € MYJIbTUMOIAJIbHUM
YTBOPEHHSM — IIO€THAHHSIM Pi3HUX CeMIOTHYHUX pecypciB (49, ¢. 211). BepbanbHast
CKJIaJOBa — TEKCT 3asBH, HeBepOanbHa (Bi3yasibHMa) — rpadika, KOJILOPH,
300pakeHs. BpaxoByroun MIBHUIKI TEMIU PO3BUTKY KOMIT FOTEPHOI KOMYHIKAILi,
[HTEpHET € HEeBiJ’€MHUM KOMIIOHEHTOM OpeHA-KOMYHIKalld Ta MOOLI13aTopoM

MOBHHMX peCypcCiB JJii BIUIMBY Ha CBIJOMICTb, MOYYTTS Ta AYMKH LLJIBOBOI
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aynutopli. BukopucrtanHs BepOaJbHMX 1 HeBepOaJIbHUX 3aco0iB Yy cdepi
CJICKTPOHHOT KOMYHIKAIlli Ma€ yCBIJIOMJICHMM, HUICCHPSIMOBAHUM 1 COIlIaJIbHO-
OLIIHHUHN XapakKTep.

[IutanHsa eheKTUBHOCTI MOBJIEHHEBOTO BIUIMBY Mependavyae 3BEPHEHHS 10
TaKUX MOHATH, AK «IEPEKOHJIMBICTE» 1 «CYTeCTUBHICTH». [IpHu 11bOMy 0COOIMBUM
BUJIOM KOMYHIKaTHUBHOT J[ii BBAXKAETHCS BIUIUB CIIOHYKaHHS, a cCaMe TICBHUN BIUIHB
Ha ajpecara 3 METOI NEPeKOHaTH B YOMYCh, 3aKIMKATH 1O BUKOHAHHS YU
HeBukoHaHHs meBHMX i (30 c¢. 15). TlepekoHIMBY KOMYHIKAIII0 YacTO
OTOTOKHIOIOTH 3 PAIllOHAILHOIO apTyYMEHTAllI€l0. SIKI0 NMEpEeKOHIUBUI BIUIUB €
3BEPHEHHSIM JI0 JIOT1KH, pO3yMy Ta (haKTiB, TO CyT€CTUBHHM BILUIUB 0OXOAUTH PO3YM
yepe3 MOpsMiI YW HENpsAMiI HaBIIOBaHHs. 3a3BUYail 1€ 3BEpPHEHHS 10 EMOIIIH,
HECBIIOMOT'O Ta SICKpaBUX BpaxkeHb (38, ¢. 325).

EmomiiiHicT, Ma€ TICHHM 3B'S30K 31 CBIJOMICTIO 1 MHUCJIICHHSAM, a OTXKeE, 3
MOBOI0. EMOTHBHICTB, BUCTYMAI0YH 3aCOO0M MOBHOTO BIUIMBY, MOXKE CTUMYJTFOBATH
EMOIIIIHICTh, fKa BOAHOYAC (YHKIIIOHYE pa3oM 3 MOBOIO 1 KOMIIEHCYE€ MOBHI
3acobu. [loenHaHHS TEKCTOBUX 1 BI3yaJbHUX 3HAKIB PI3KO 3HHMXKYE MOPIT 3yCHIIb,
HEOOXITHUX IS CHOPUMHATTA 3asgB 1Ipo Micito Ta Bi3io. CTBOpPHOETHCA
«KOOTIEPATUBHUM €(EeKT», MOB’A3aHUU 13 B3AEMOJIEI0 JBOX THUIIB CIPUUHATTI —
CEMaHTHUYHOI0 Ta E€CTETUYHOI0, OCKUIbKM TpadiuHuil gu3ailH € HeBia €MHOI0
JaCTUHOIO JMCKYpCy ecteTruHoro (34, c. 57).

Our passion, our calling is making the world a better place by protecting

people, animals, and the environment and having as much fun as possible while

doing it... We work hard to find the most ethically grown coffees in the world,

sourcing organic, bird-friendly, and shade-grown beans, and to go above and

beyond fair trade standards (8). Y maBeneniii 3asBi mpo Micit0 OPEeH MiAKPECITIOE

CBO€ IPArHeHHs JI0 3aXKCTY TBAPUH Ta OXOPOHH HABKOJIMITHLOTO CEPEIOBHINA, TIPU
IIbOMY BHKOPHCTOBYIOYM MapKepu cTajoro BHpoOHuITBa, sik-To: bird-friendly,

shade-grown, fair trade, ethically grown, organic.
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[Himmit npuknan — obimidHUN caliT eKckIdruBHOro Openay kasu Wolfgang
Puck (Puc. 2.3), ne penpe3eHTOBaHA YacTHHA MYJIbTHMOIAIBHOI 3asBU PO MiCiO
IbOT0 OpeHIy, 10 CKIAEThCs 3 BepOanbHOi yacTuaH — Tekcty: We are proud to
partner with the following organizations in creating environmentally and socially

responciable products and business practices: ‘“Bullfrogpower”, “Fairtrade

Certified”, “USDA organic”, and ‘“Rainforest Alliance”(40) Ta Bi3yanbHOI —

KOJILOPIB Ta JIOTOTHUITIB 3a3HaYCHUX OpraHi3allii.

About v Services v Blog Contact

WE ARE PROUD TO PARTNER WITH THE FOLLOWING ORGANIZATIONS IN CREATING
ENVIRONMENTALLY AND SOCIALLY RESPONSIBLE PRODUCTS AND BUSINESS
PRACTICES:

bu!fff?xgﬁ;wer' @

Our award winning roasting plant is Our Fair Trade certified coffees We offer several USDA certified Rainforest Alliance is an international
powered by 100% green, carbon free support economic stability for farmers organic coffees. The beans used in non-profit organization that works to
energy harvested from natural and in producing countries and these coffees are grown in organic conserve biodiversity and promote the
renewable sources. environmentally responsible farming soil, free of pesticides and harmful rights and well being of workers, their
techniques. chemicals. families, communities, and
environments.

Puc. 2.3. Wolfgang Puck, official website

Takum urHOM, BepOaIbHUN TEKCT JOMOBHIOETHCS Bi3yalIbHUMH PECypcamMu
(300pakeHHSIMHA, CUMBOJIAMH, BHKOPHUCTAHHSM KOJBOPIB), W00 MOCHUIIUTH
CIIPUIHSATTS 3a51BU PO MICI1IO Ta 3p0OUTH 11 O1JIBIII TPUBAOIMBOIO TA MEPEKOHINUBOIO.

OTxe, EeMOTHBHICTh $IK 3aci0 MOBHOTO BIUIMBY, MOXE€ CTHUMYJIIOBAaTH
€MOIIIHICTh, TUM CaMUM BUKIIMKAIOYM €MOLIMHUI PE30HAHC MiX aJApECaHTOM M
aapecarom. [lparmaTuuHuii BIUIMB y TEKCTaX 3asB MPO MICiI0 Ta Bi3il0 OpeHmy
3MIMCHIOETHCS IIJISXOM TPUBEACHHS B [III0 KOTHITUBHUX, TIICHXOJOT1YHHX,
COIlAJIHUX Ta MOBHMX MEXaHI13MiB, 1110 JIal0Th 3MOT'Y BILJIMBATH Ha CBIIOMICTh, Ha

MIPOIISC MPUNHATTS MOTCHIIIMHUM CIIOKMBAYiB PIIICHb MO0 CTAJIOI ITOBEIIHKH.
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BucHoBku 10 po3aisy 2

[TpoBiBmIK aHami3 3asB MPO MICiIO Ta Bi3il0, MU JINILIN BUCHOBKY, IO TaK
caMmo SIK 1 cJIoraH, BOHAa MOXE MICTUTH JiIe oJHe peueHHs. [lepeBaskHa KiJIbKICTh
3asB MPO MICIIO Ta Bi31I0 BOHA MOX€E CKJIQJAaTUCA 3 JIBOX Ta Ouible peueHb. Jleski
3asBH MPO MICIIO CKJIAJAIOTh JIUIIE 3 HOMIHATUBHUX PEUCHb.

3asBU MpO MICII0 MOXKHA MOJUIMTH Ha JIBI TPYNH — MPsSMI Ta HEMpsiMi,
3aJIe)KHO BiJI BXKMBAHHS 3aroJIOBKiB-MapkepiB (MpsmMi) ab0 3aroioBKiB-CHHOHIMIB
(HenpsiMi). 3aJI€KHO BiJ] HASBHOCTI KOMITOHEHTIB (MICis, Bi3is, IIHHOCTI) 3asBH MPO
MICII0 MOXYTh MaTH IMOBHY Ta HENMOBHY (opmy. [ToBHa 3as1Ba PO MICit0 MICTUTBH YCI
TPU KOMIOHEHTH — MICIsl, Bi31s, HIHHOCTI. 3asiBU PO MICIIO Ta Bi3110 NOBHOI (popMHU
€ MasouncenbHUMHU. [IpeBato0Th HEMOBHI 3as1BU, € MPEJACTABICHUN JIUIIE OJUH
a00 1Ba 11 KOMIOHEHTH.

3asBa MpoO MICII0 € €MOLIMHO-TINEepOOTIYHUM TEKCTOM Malioi (GopMmu 31
CTWJIICTUYHUMH aCHEeKTaMH, SIK-TO: aleIOBaHHS J0 OKPEMHUX IHIUBIIYYMIB a0o
rpyn JIIoAeH 3a JOMOMOIOK IMEHHUKIB MPUHAJIEKHOCTI JI0 MEBHOI CIHUIBHOTH;
MO3UTHBHA PENpe3eHTallis MIsIbHOCTI OpeHly (KOMMaHii) IUIIXOM BUKOPUCTaHHS
IMEHHMKIB 3 I[IHHICHOIO IMILIIKAII€}0; CTBOPEHHS TinepOoJi3alii 3asBU PO MICII0
32 paxyHOK B)XXMBaHHA TPUKMETHUKIB Yy HaWBHUIIIN CTyNEHI MOPIBHAHHS;
BUKOPUCTAaHHS HAKa30BOT'O CIOCO0Y JI€CIiB; BUKOPUCTAHHS HAKa30BOTO CIIOCO0Y
Ji€ciOBA Ta MPEIWKATUBHHUX CIIONyYeHb, IO XapaKTEpU3ylOTh MPOAYKTHBHI
MPOLIeCH; BKUBAHHSA OCOOOBHMX Ta MPUCBIMHUX 3alMEHHUKIB K 1HCTPYMEHTa JIsl
MOTHBAIIIT THOBOT Ay IUTOPIi MIJITXOM 3Ty4SHHS 10 CBOET CIUTBHOTH.

B ymoBax cTanoro po3BUTKY OpeHAM BXXUBAIOTh MapKepH CTAJIOCTi Y CBOIX
3asBax PO MICII0 3 METOO MO3Ha4YeHHS cebe milicHo ctamum OpeHmom. Ile Tak
3BaH1 C-ciioBa — MapKepH, 110 MO3HAYAIOTh MPUYUHY ICHYBaHHS OpeH/I1IB, T€, IO
OpeHu poOJIATH AJIs1 BOPOBAIKEHHS 1716l CTaIOro pO3BUTKY.

Crani OpeH/il BXKUBAIOTh EMOIIIIIHY MOBY 3 METOIO 3allIKaBUTH CIIOKHBAYiB Y
CBOIX TOBapax Ta MOCIyrax Ta 3aJy4HTH iX JI0 1/1ei CTalIor0 pO3BUTKY. 3areBHEHHS

Bi/I0YBAETHCS TiJT BILTMBOM KOHBEPTEHIIl €JIEMEHTIB MOBU OpEHy, IO CTBOPIOE
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nepcyasuBHUNA e(QeKT. 3amydeHHS YTBOPIOE €MIIaTii0 — CaMOOPTaHi30BaHY
KOHIIENITYalbHY CTPYKTYpY, IO BHHUKAa€ Yy CBIIOMOCTI SK BiZOOpaXKeHHS
HMOBIpHICHOT IPUPOJIH CBITY.

3asBa Mpo Micito, SIK 1 MOBa OpeHIy B IIJIOMY, € MYJbTUMOJAIbHUM
YTBOPEHHSIM — TMOE€JHAHHSAM PI3HUX CEMIOTHYHUX pecypciB. Bukopucranus
BepOanbHUX 1 HeBepOadbHUX 3ac0o0iB y cdepi eNeKTPOHHOI KOMyHiKalii Mae
YCBIJIOMJICHHM, ITIJICCIIPSIMOBAHUHN 1 COIAJIBHO-OIIHHUN XapakTep: BepOabHUM
TEKCT JOTIOBHIOETHCS BI3yallbHUMHU pecypcamMu (300pakeHHSMH, CHMBOJAMH,
BUKOPUCTAHHSAM KOJbOPIB), HI00 THOCWJIMTH CHPUMHATTA 3asBH PO MICIIO Ta

3poOuTH i ORI MPUBAOIUBOIO Ta IEPEKOHIUBOIO.
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PO3/11 3
OCOBJIMBOCTI MEPEKJIAJIY AHTJIOMOBHHUX 3ASIB ITPO MICIi TA
BI3Ii BPEHIY B KOHTEKCTI CTAJIOT'O PO3BUTKY

3.1 Cneundika nepexksany aHIJIOMOBHHMX 3afiB NP0 Micilo Ta Bi3ilo OpeHay

YKPaiHCHKOI0 MOBOIO

B ymoBax iHTerpamii YkpaiHu y CBITOBE €KOHOMIYHE CITIBTOBAPUCTBO Ta
JIOJIy4€HHSI 10 CTpAaTerii CTajoro po3BUTKY MOCTIMHO 3pOCTAa€ KiJIbKICTh TEKCTIB
€KOHOMIYHOI MpoOJeMaTUKU Ta NPOOJIEMAaTUKU CTaJOCTI, IO MPEACTaBISAIOThH
BEJIMKUH 1IHTEPEC JJII YKPAIHOMOBHOIO uhTaya. ToX 3 JIHIBICTUYHOI IEPCIIEKTUBU
BCe OUIBIIOI aKTyalbHOCTI HaOyBa€ BUBUEHHS AHTJIINCHKOI TEPMIHOJIOTI CTAlIOro
PO3BUTKY Ta CIOCOOIB ii MEpeKyaly Ha YKpaiHCbKy MOBY. /[MHamMmika pO3BUTKY
CBITOBOT €KOHOMKH Ta MI>XHAPOAHOTO HU(POBOr0 PUHKY B1IOUBAETHCSI HA MOBHOMY
piBHI, opMyI0un O€3eKBIBAJICHTHI TEPMIHOJIOTTYHI OJIMHUIII, K1 200 € aOCOIIOTHO
HOBUM SIBUIIEM B YKPaiHCBKIA MOBI, a00 II€¢ HEIOCTATHHO PO3POOJICHI 1 OMHUCaH1
BUCHUMHU.

[Tepexnan C-tepmiHoOrii (TEPMIHOJOTIT CTAIOr0 PO3BUTKY) Mependayvae,
NepIIl 32 BCE, aHAJII3 1 CUCTEMATU3AIII0 PI3HUX JIIHTBICTUYHUX MPOLIECIB BCEPEIUH1
TEPMIHOCUCTEMHU, TPYJAOMICTKY pOOOTY 13 BUSHAUCHHS 1 KiTacu(ikailii TepMiHiB, SIKi
BITHOCSITBCSI IO BCHOTO TIPOIIECY CTANIOTO PO3BUTKY.

JIIHTBOCTUITICTAYHI OCOOJIMBOCTI TIEPEKIIAAY TEKCTIB 3as1B MPO MICIIO Ta Bi31I0
OpeHIy BHMararTh HE TUIBKM TEOPETHYHHUX 3HAHb OCOOJIMBOCTEN mMepekyiany 3
aHTJIACHKOT MOBH Ha YKPaiHCBKY, ajie i 001K KOHOTaTUBHUX Ta KOHTEKCTYyaJIbHUX
ONWHUIIL TeKcTy. Mera mepekiaay Hacamiepea IMoydrae y 30epekeHHl
IparMaTUYHOIO IOTeHIiany BuxigHoro tekcry [4, c¢. 33]. Cmig ocoOnuBO
HaroJIOCUTH Ha MDKIUCHMIUTIHAPHOMY  XapakTepl poOOTH TMepekiiagaya:
JIOKaJTi3allis 3asiB PO MICIIO Ta Bi3i0 OpeHIy Ma€ Ha yBa3i 00K ITUPOKOTO CIIEKTpa

(dakTopiB MpH i1 afanTailii y Kpoc-KyJIbTYpHOMY MapKETUHTOBOMY CEPEIOBHIIII.
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[Tepmn HIX BUKJIACTH aHalli3 MEPEKIaJallbKUX acMeKTIB 3asB MPO MiCil0 Ta
BI31I0 CTalMX OpEHIB, BapTO 3BEPHYTH yBary Ha IMEpeKyaj] TaKUX TEPMIHIB SK
“sustainability” Ta “sustainable development”.

[MpuxmeTHuK “sustainable” (3adikcoBanumii mpubaM3HO 3 1727p.) Ta IMCHHHUK
“sustainability” e moximHuMu Bix giecnmoBa “to sustain”, skuit TIymMauuThbes SK 1.
CIOPHYMHATH a00 JT03BOJISATH YOMYCh ITPOJIOBKYBATUCH MTPOTIATOM IIEBHOTO TIEPIOTy

yacy (to cause or allow something to continue for a period of time); 2. 3amumatucs

xuBuM (to keep alive) [52]. LliakoM odYeBHIHO, IO B JAHOMY KOHTEKCTI MOXKE
B)KMBATHUCS TUIBKU TIEPIE 3HAYCHHS.

Tepmin «cTanuii po3BUTOK» HAO0YB 3ByUaHHS MICHs TOTO, AK y 1987 p. koMicis
OOH mix kepiBauurBoM I'py Xapnem bpyHTmann (KOJUIIHS TpeM’€p-MIHICTP
Hopgerii) omy6mikyBana 3BiT «Harie crninbHe mMailOyTHE», B SIKOMY 1€ TOHSTTS
BH3HAYAIOCH K PO3BUTOK CYCHIBbCTBA, IO 33J0BOJIbHSIE MMOTPEOU CHOTOICHHS, HE

IPUHOCSAYU IPU IIOMY B KE€PTBY 3[aTHOCTI MalOYTHIX MOKOJIIHb 33J0BOJIbHSATU

cBoi motpedu. (Sustainable development is considered as the development that meets

the needs of the present without compromising the ability of future generations to

meet their own needs). ITonstrs “sustainable development” (cranuii po3BUTOK)
O3Ha4Ya€ PO3BUTOK CYCNUIbCTBA 0O€3 3pocCTaHHs, ab0 SKICHE NOJIMIIEHHA 0e3
KUTbKICHOTO 301JIbIIICHHS.

bararo ykpalHCBKMX HayKOBIIIB, OCBITSIH, €KCIIEPTIB 3aCTOCOBYIOTh TaKOX

TEPMIH «30aJI1aHCOBAHUM PO3BUTOK» SK TaKWH, 110 OLIbIIIE BiJMOBIJIa€ CYTTEBOCTI

PO3BHUTKY SIK MPOIECY 3MIH 3 YTPUMAHHIM €KOJIOT0-€KOHOMIYHOIO Ta COI1aJbHOTO
Oanancy. [Ipore nepeknan repminy “sustainable development” sk «cranuiiy» neskum
JIHTBICTUMHUM HOHCEHCOM, TOMY IO CTIHKOTO a00 CTajoro po3BUTKY MPOCTO HE
MOXXe OyTH — SKIIO € PO3BUTOK, TO CTANOCTI abo OamaHcy Bxke Hemae. Ciin
3a3HAYMUTH, IO TONIYK TOYHMX BIJAMOBIAHUKIB ITUM aHTJIIMCBKUM TEpMiHAM —
npo0iema, sika CTOITh He JIMIIE Mepe]l YKPaiHChKO0, ajie il iIHIIMMH MOBaMH.
[Ipoanasni3yBaBIIM JIHTBICTUYHI JDKEpeNia, MOXKHAa CTBEPIKYBaTH, IO
BiAnoBiqHUK “‘sustainable development” y HaykoBii, AiJOBii i MyOJIUCTHYHIMA

cepax BKUBAETHCS MMOHA/ IECATOK YKPATHChKUX CIIIB Ta CJIOBOCHONYy4eHb. Pi3HuIs

37


https://dictionary.cambridge.org/dictionary/english/cause
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nojiira€ B Iepekiani came cioBa ‘‘sustainable”, sxe BigTBoproeThes sK (Y
MOCJIIJIOBHOCTI 32 3MEHUICHHSIM YacTOTH BXXUBAHHA) «CTaJIU», «CTIAKHUII»,
«30aJ1aHCOBAaHUIY, «CTAOLILHUITY, «TapMOHINHUNY, «3PIBHOBAXKEHU»,
KTPUBAIUI», KyCTAJICHUN», «TATJIUN», «CTallui, 30alaHCOBaHUH, TOBIOTPUBAIINI,
«CTaJHi  EKOJIOrO-TeXHOTEHHUN  Oe3NMeYHUil», «EKOJOTIYHO 30pIEHTOBAaHUMN
eKOHOMIYHMIT» Tomlo. [IpoTe i BU3HATH, L0 KOJCH 13 HABEJACHUX BapiaHTIB HE
aJieKBaTHHH aHrmicbkoMy “sustainable development” [8, c. 3].

Bupas “sustainable development” Baxxko KOPOTKO ITEPEKIIACTH Ha YKPATHCHKY
MOBY — BIH 03HAa4a€ PO3BUTOK, MPUITYCTUMHUI Y TOTO/KEeHUM 31 craHoM [Ipupoau
Ta ii 3aKOHIB (JIOCJIIBHO 1€ TPUBKUU PO3BUTOK, TOOTO PO3BUTOK CYCIIILCTBA, IO
MO>KE TPUBATH SIK 3aBIOIHO JOBro). HMoro aBTopy Many Ha yBa3si came Lie# 3MicT.
Came TepMiH «CTalHil pO3BUTOK» € O(IlIIfHO BU3HAHUM B YKpaiHi BiIMOBITHUKOM
aHTJIIACHKOrO TepMiHA. 3’ IBHJIaCSd HABITh J€p>KaBHA KOHIIEMISl CTAJIOTO PO3BUTKY
[7,c.412].

CkitaHilne mepeKaacTy MOXiaHuM Bix “Sustainable” Tepmin “sustainability”

— the quality of being able to continue over a period of time (3maTHicTh TpHUBaTH

npoTSroM MeBHOro mepioay duacy); the quality of causing little or no damage to

the environment and therefore able to continue for along time (te, mo 3aBaae

HE3HAYHOI IIKOJY HABKOJHUIIHBOMY CEPEJOBUIILY a00 HE 3aBlac ii B3araii, 1 TOMY
MOJKE TPHUBATH MPOTIrOM TpuBajioro vacy) [52]. YkpalHChbKi CIIOBHUKH HAIarOTh
TaKl BaplaHTH MEPEKIIATY  «CTIMKICThY, «CTaOUIBbHICTBY, «30aJaHCOBaHICTh/0anaHC
1 JIUIIE OCTaHHIM — «CTaJicTh». TOXX BHHHUKAE MpobOiieMa KOpeJsiii TEepMiHIB
«CTaMi PO3BUTOK» Ta «CTANICTh» IJ Yac TMepeKsay TEeKCTIB IO CTaJIoMy
PO3BUTKY, y HAaIllOMY BHIAJIKy, TEKCTIB 3asB PO MICil0 Ta Bi3it0 OpeHAy adu
30eperTd CMHCII ITOB1IOMJICHHS.

[IpobGiema 3anuImaeTbCcsl MiJ Yyac MEPeKIaday 1HIIUX CIOJYy4YeHb, 10 CKIady
SKUX BXOJUTb TEPMIH “‘Sustainable”, OCKUIbKHW 3a3Ha4€H1 TEPMiIHU HE3aJOBLIBHI 3
NOTJIsiy JAepuBaTHOCTI. Hampuknaa, TiymMaueHHsS TepMiHa «cTaye (CTiike,
cTallabHE) BUKOPUCTAHHS MPHPOJHUX pecypciBy (“‘sustainable use”) mepenbauae

HE3MIHHICTh 00CATIB J0OyBaHHA IUX pecypciB. OMHAK, 1€ COTBOPIOE CIPaBKHIN
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3MICT KOHIIEMIIIi, sIka JIOMyCKae B KOHKPETHUX BHUMAJKaX SIK HE3MIHHICTb, TaK 1
CKOPOYCHHS 00CATIB I00yBaHHS (HEBIAHOBHI peCYpCH) UM iX 301IbIIIEHHS (B1IHOBHI
pecypen) [8, c. 4]. Takox mpobiema MmoJsrae B TOMY, IO TaKi CTai CIIOJTy9IeHHS SK
“sustainable approach”, “sustainable brand”, “sustainable language”, “sustainable
linguistics” Tomo MarTh OyTH NEPEKIAJACHUMHU SK «CTATUH IMAXIiA», «CTATHH
OpeHm», «cTajla MOBay, «CTaJla JIIHTBICTUKAY, OCKUIBKUA WIETHCS PO I SBUINA B
KOHTEKCTI CTajJoro pO3BUTKY, Ha BIAMIHY BiJ] CIIOJYYCHHS «CTAJIMM BUCIIBY — “‘Set
expression” — «cTaquii BUCHIBY», TaKWH, KUK HE 3MIHIOEThCS B daci. [Tomekymu
MOJKJIUBE BHUKOPUCTAHHSA aHATITHYHMX (opM mepekiamy, sK-To: ‘‘sustainable

language” — «MoBa cTanoro po3BUTKY», “‘sustainable linguistics” — «minrBicTHKa

CTaJIOTO PO3BUTKY>.

Takox BaXJIMBOIO € JIOKaJi3allisi TePMiHIB CTaloro po3BUTKY. KynbTyphi
HIOAHCH MOBH € BaXJIMBUMH JIJIsl TOTO, OO Pi3HI MIAXO0M Ta CTABJIEHHS JIO CTAJIOrO
PO3BUTKY Oy CyMICHUMH B 1HIIIN KpaiHi. Jleski cjioBa MarOTh OUIbIIlYy Bary, HIXK
1HIII B IEBHUX MOBAX, 10 MOKE YCKJIQIHUTHU TIEpeiavy iXHbOT CUITU 1HIIIOI0 MOBOIO.
ToOTo cranmuii pO3BUTOK B OJHIM KpaiHl MOXE 30CEpe/KyBaTUCS Ha PIZHHUX
aCrmeKTax B 1HIIN KpaiHi.

3BepHeMOCs N0 crnenu(iku Mepekaaay 3asB Mpo MICII0 Ta BI3II0 CTaIHX
opennaiB. Ciig onpa3y OKPECIUTH MPOOJEeMy, sKa IOJIATaE B TOMY, IO IMHTaHHS
BIJICYTHOCTI €KBIBAJIEHTIB TEPMIHIB CTAJOCTI Yy MOBI NEpeKiaay Ta iXHbOTO
MPaBUJILHOTO TEPEKIIaTy 3aHINAEThCS BIAKPUTUM, AK€ HIETHCS MPO MepeKiia
KJIFOYOBHUX CJIIB TAKUM YHMHOM, 100 30€perTu CIpaB>KHICTh I[IHHOCTEW OpeHy Ta
aBTOMATU3yBAaTH MOBOIO MEPEKIaay NMpaBUIbHUN MIA0Ip HACTYNMHHUX CTaTeH, SK1
CTaHyTh JIOTTYHUM MPOJOBKEHHIM MPOUYUTaHOI iHpopmartii [3, c. 177].

Sk pesynprar, Aeski OpeHaW, MiJ Yac aaanTaiii aHTIHCBKUX TEPMIHIB
CTAJIOCTI y CBOIX 3asBax MPO MICiI0, HE TEPEKIAJaI0Th AHTJIINCBKE CJIOBO, a
YTBOPIOIOTH CBOEPITHUN MOBHHI CcHMOiI03 y CBOIX Tekctax. Hampukmnan,
yKpaiHChKUI OpeH 610p03KIIaIHUX BUPOOIB HA OCHOBI BUKOPUCTAHOI KaBOBOI I'yIIil
Rekava roeoputh mpo cBow Micito Tak: [lfo naiieonosuiue y pobomi sustainable

opendy? Micis. CnpagoicHs, sika niomeeporicyemocs uwjooeHHumu oiamu. Hawa — ye
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SMIHUMU 36UYKU CHOJNCUBAYIB 34 PAXYHOK CMBOPEHHS OPYIHCHIX 00 OO0BKLILIA
npooykmie. Tomy ceped Hawux HANPAyw8aHvL € OIOPO3KIAOHI O0OHOPA308I
CMAKAHYUKU, 20PUWUKU OJIl POCIUH MA HAUeKoNo2iuHiwi 6 YKpaini apomaceiuxu
(26). sIx mm Gaummo, cioBo “sustainable” ve mepeknaneHo Ta He TpaHCIITEpOBaHE,
a TPAHCIJIAHTOBAHO — 3aJIMIIIEHO Yy CBOEMY aHTJINChKOMY TI'padiyHOMY BapiaHTi Y
CKJIaJIi CIIOJyUEHHS 3 YKpPalHCHKUM clIoBOM — Sustainable 6perno..

OcCkinbKd OCOOJIMBOCTI 3asiB MPO MICII0 Ta BI3iI0 CTaauX OpeHIiB, sKi
po3MilleH1 Ha BeO CTOpIHKaX KOMITaHii, 00yMOBIIIOIOTE TPYAHOII IEPEKIIATy TAKUX
TEKCTIB, MEpEeKajJ BHUMArae HE TUIbKM TEOPETUYHUX 3HaHb OCOOJMBOCTEN
nepeKjaaay 3 aHIJINAChKOI MOBM Ha YKpaiHChKYy, ajlé ¥  I03aMOBHHX
MDKJIUCIUIUTIHAPHUX 3HaHb KOHTEKCTY. TpyAHOINI BUHUKAIOTH ITiJT Yac ajanTarii
TEpPMiHIB cTajoro po3BuTky (t0 sustain, sustainable, sustainability) y xpoc-

KYJIbTYPHOTO MapKETUHIOBOMY CEPEIOBHIIII.

3.2 OcHOBHI NMpPUIIOMH TNepPeKJaAy AHIJIOMOBHHUX 3afiB NPO MICil0 Ta Bi3il0

OpeHay YKpaiHCHKOI0 MOBOIO

[IBuAKI TEMOU PO3BUTKY MIKHAPOJHOI EKOHOMIKM Ta BHUKIUKH, SKi
NOCTAalOTh Tepell YKPaiHOI0 B yMOBaxX CTajoro pO3BUTKY, POOJIATH MEepeKiaj
aHTJIOMOBHUX TEKCTIB HEB1J'€MHOIO YACTHHOIO YCIHIIIHOI IHTETPaIlii B MXKHAPOIHY
cuinbHOTY. ITpodeciitnuii nepexnan JEKCUKU CTaJoro po3BUTKY 0arato B YoMy €
3aMOPYKOI0 YCIIXy MIXHAPOJHOI CIIBMpalll YKPaiHChKUX Ta 1HO3EMHHUX OpEH]IiB.
Bumora moBHOT Ta TOYHOI mepeadi Ha yKpaiHChKY MOBY JIEKCUUHUX OJMHHMIIb, 1110
B1JIOMBAIOTH CHEIM(IKY aHTJIOMOBHOI KApTUHU CBITY, 3HAXOJAUTh BUPA3 Yy TEPMIHAX
«aJIeKBATHOCTI» 1 «EKBIBAJICHTHOCTI» MEPEKIIAy Ta TPAAMUIIIHO BBAXKAIOTHCS HOTO
OCHOBHOIO MeTor0 [11, €.61]. Sk BimomMo, OLIBIIICT JIEKCHYHHUX OJUHHUIL BUX1IHOT
MOBHM MarOTh OJWH a00 Oe3/1i4 CIOBHUKOBUX €KBIBAJICHTIB B MOBI, Ha SKYy
3MIACHIOETRCS Tiepekiat. [IpoTe, sik 3a3Hav4aioch paHilie, B aHTJIOMOBHHX TEKCTaxX
TEMAaTHKH CTAJIOT0 PO3BUTKY MOYKHA BUSIBUTH ITUTHH PSIT CITIB, SIKI HE MAIOTh MPSIMHX
CJIOBHMKOBUX BIATIOBIIHUKIB B YKPaiHCHKIN MOBI.
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[Tin 6e3eKBIBaJICHTHOIO JIEKCUKOIO CJiJl PO3YMITH JIEKCHUYHI OJUHHUII MOBH
OpUTiHaNY, 10 HE MalOTh B CJIOBHUKOBOMY 3alaci MOBH NEpeKiaay €KBIBaJIEHTHUX
BIJIMOBIIHUKIB, 3JaTHUX HA aHAJIOTIYHOMY pIiBHI MepedaTH BCl pPeieBaHTHI
KOMIIOHCHTH 3HAYE€HHS BUX1JIHOI JIGKCHYHOT OJMHHII a00 OJHOTO 3 ii BapiaHTIB B
pamMKax KOHTeKCTy. ToOTO O€3eKBIBAJICHTHUMH MOYHA BBa)KATH TaKi CJIOBA 1 CTIHKI
CJIOBOCITOJTYYCHHSI MOBHM OpWTiHANYy, JUIsl SKUX y MOB1 TIepeKiagy HeMae
HepeKIafalbKuX BiJIMOBIAHOCTEH y BHUIVIAAI TOTOBHUX JIEKCHYHHUX OAWHHMIB[11,
c.63].

[Ipote 3micT Ge3eKBIBAIEHTHOT JIEKCUYHOI OJJMHUII MOBU OPUTIHAY 3aBXKIU
MOke OyTH TepelaHO B MOBI MEpeKiIaay B KOHKPETHOMY TEKCTI 3a JOTOMOTOIO
LIJI0T0 psany 3aco0iB. Jlo HUX MOXXKHA BIJHECTH TPAHCIITEPALiO 1 TPAHCKPHIILIIO,
KAIbKYBaHHS, HAOMMKCHUW TIepeKiaa, OIHMCOBHH TEpeKiaj, eIiMIHAIIIo
HaIlIOHAJIBHO-KYJIbTYPHO1 crenudiKu 1 Nepepo3noiiyl 3HaueHb O€3eKBIBaJIECHTHOI
JIEKCUYHOI OJIMHHUIII B SIKOCT1 CIIOCOO1B MIEPEKIIATy .

[TonynsipHICTh KaJIbKyBaHHS, TPAHCKOJYBAaHHS 1 OMMCOBOTO MEPEKIaay SK
croco0iB mepenavi OE3eKBIBAJEHTHOI JIEKCUKH CliJl, Mal0yTh, MOSCHUTH CYTO
MparMaTMYHUMU TPUYMHAMHU: BOHHU TMPEJCTABISIOTh HAMOUIBII MPOCTI CIOCOOU
nepeKiaaay, 10 BUMAaraioTh MIHIMAJIBHUX NEepeKiIafalbkux 3ycuib. OCTaHHIM
4acoM TIPH Tepe/Iadi HeOJIOT13MiB CTAJIOTO PO3BUTKY 3aCTOCOBYETHCS TAKOXK MIPHIAOM
MPSIMOTO BKJTIOUEHHS, IKUH SIBJIsIE COO0I0 BUKOPUCTAHHS OPUTTHAIBHOTO HAITUCAHHS
aHTJIIACHKOTO CJIOBA B YKPAiHCHKOMY TEKCTI.

bararo B 4yoMmy yCHIIIHICT, Ta aJCKBATHICTh MEPEKIANy 3aJCKHUTh BIJ
HAJIEKHOT'O 3HAHHS BHUXIJAHOI Ta IIILOBOI MOB Ta OCOOJIMBOCTEH MOBJIEHHS I[IUMH
MOBaMH, HIXK BJIACHE B1J] BOJIOJIHHSI HABUYKaMU Nepekiiaay. ToMy, OCKIIbKY JIEAKl
aCMEKTU aHTJIIWCHKOT MOBHM Ta aHTJIINCHKOTO MOBJIEHHS, IOCUTh CYTTEBI 3 TOUKH
30py MEepeKIIaay, BaXIMBO 3HATH OCOOJIUBOCTI TPaMaTUYHOI 1 IGKCUYHOT TOOY10BU
aHTIIHCHKOTO PEUYCHHS ITiJ1 Yac nmepeknany [5, ¢. 18]

[Tepexnanarpki Tpanchopmallii yMOKIMBIIOIOTh MEPEKIIa]] TEKCTY CTaluX
OpeHIIB TaKMM YHMHOM, 1100 HE MPOCTO MepeAaTH OCHOBHY MO3MIlII0 OpeHay Ta

OPUXWINTU A0 ceOe MOKYMIIs, a i BIVIMHYTH Ha MOBENIHKY KopucTyBada. OfHi€ro 3

41



npo0jeM BUKOPUCTAHHS NEPEeKIafalbKuX NPUMOMIB MOXKE CTaTH JOJaBaHHS
cy0’€KTUBHOCTI MepeKIajiaya B TEKCT MepeKIiaay 3 METOIO IMIJBUILEHHS MPOIaxiB,
CYNPOBO/KYBaHE HEXTYBaHHSM CIPABXKHIX IIHHOCTEH Ta TMOMITHKHA CTajoro
openay [10, c. 109]. HasiBHICTh CTamuX TEPMIiHIB B CTATTAX 3a TEMOIO «CTaJIHii
PO3BUTOK» 3MYIIy€ NEpeKiafadiB BAaBaTUCA 0 OMyIIEHHS abo IMIUTIKAIl yepes
BIJICYTHICTh BIAJIOTO €KBIBAJCHTY Y MOBI MEpEKIaay, 110, B CBOIO YEpry, MOXKE
COPUYMHUTHA BHUKPHUBJICHHS 3MICTy Ta VYIYIICHHS BaXXJIMBUX MOMEHTIB JIs
COPUHHATTS OpeHIy Y TaKOMYy BHIJISL, SIK BIH PEMPE3CHTYE ceOe I MUTbOBOT
ayJIUTOPIi.

B iHTepHeT-jKepenax HaMMCaHHA TINEPTeKCTIB 13 3aCTOCYBAHHIM
BIJIMOBIJTHUX CTHJIICTUYHUX 3acO0IB Ta iX MEpeKiaj] COpsIMOBaHE HA OXOIUICHHS
OLTBIIIOT ayAMTOPIi Ta MOCHIICHHS BILTUBY (3, ¢. 176). Oco0IMBOCTI 3asIB MPO MICit0
Ta BI3II0 CTadMX OpEH[IB, $KI pO3MIIIEHI Ha BeO CTOpPIHKaX KOMIIAHIMH,
00yMOBIIIOIOTH TPY/IHOIII MEPEKIaay TaKuX TEKCTIB. 3a/ada nepekiagaya Mmosrae
y TOMYy, 11100 30eperTu ToM ke CTUIIICTUYHUMN Ta nparmMaTuuHuil edekt. [lpote 1e ne
3aBXKJU BAAETHCS, TOMY JIOBOJUTHCS 3BEPTATHCS 10 IEBHUX MPUHOMIB.

3asBa Mpo MicCil0 Ta Bi3it0, 110 poO3TalioBaHa Ha OQiIidHYy BeO-caiiTax €
MYJIbTUMOJIAJIbHUM TEKCTOM — CHHTE30M MOJYCIB — CEMIOTMYHMX 3ac001B PI3HOI
npupoau. Tox aHaTI3ylO4M Taki TEKCTH, BapTO Opatu 10 yBaru yci Horo
KOMITOHEHTH — BepOaibH1 Ta HeBEepOaJbHI.

3BEepHEMOCH 10 OMpAaIfOBaHHS TEPEeKJIaay 3asiB MpO MICII0 Ta Bi3ito, IIO

po3tamioBani Ha odimiiHUX BeO-calWTax JeKUIbKOX  OpenmiB. [lepmmm
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npoanamizyemo Opena Xenkenb (Henkel), ioro anrmomoBny (Puc. 3.1) Ta

ykpaiHncekoMoBHY (Puc. 3.2) Bepcii.
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As reflected in our corporate values, we are committed to leadership in

sustainability. As leaders, we aim to pioneer new solutions for sustainable

development while continuing to shape our business responsibly and increasing our
economic success (15)

3atimarouu nidepcoki nosuyii y cepi cmanozco po3sumky, Mu NpacHemo

nepuuUMU 8NPOBAOINCYBAMU HOBL PILUEHHS [ NPU YbOMY, SK I paHiue, Cnpusmu ceoiu
OIAILHOCMI 3 HANEHCHOIO BIONOBIOAILHICMIO MA NPUMHONCYBAMU EKOHOMIUHUUL
yenix komnanii (16).

SAx Gaummo 3 HaBeJEHUX MPUKIIAJIB, ITiJl Yac MepeKiary, mepekiagad BaaBcs
JI0 HEMOBHOTO TMepekiany TepmiHa. Takum yuHOM, Sustainability, abu yHUKHYTH
IIOKHU IIIe HEe 3BHUYHOIO CJIoBa «cTaiicThy» (“‘sustainability”), B mepekmaai BKUTO
«CTaJIMA PO3BUTOK», a 3aMICTh «CTpaTeris ctajmocti» (“sustainability strategy”) —
«CTpATETIsl CTAJIOr0 PO3BUTKY.

Takox BapTO BIA3HAYMTH MPUCYTHICTh MNPUKIAAIB TpaHciuiantauii. Lle
CTOCYEThCSL SIK caMoi Ha3BU OpeHny Xewkenv — 30€peXeHO aHTIIACHKUMN
BignoBimHUK Henkel, mo ckopim 3a Bce Oysio 3po0JeHO 3 METO 30eperKeHHS
BepOaIbHO-BI3yaIbHOTO JIOTOTUITY OpeHTY.

TpaHcmiaHTalio 3 NEPEKIAAOM-TIOSICHEHHSIM CIIOCTEPITAEMO 1y TEKCTI 3asiBU
PO MICIIO:

Our sustainability strateqgy is inspired by our purpose: Pioneers at heart for

the good of generations. (15)

Hawa cmpame?aisi cmanoeo po3sumky ipyHmy€emscs Ha KOPROpamuHiu Memi

xomnanii: Pioneers at heart for the good of generations («/Iepuionpoxoowyi 3a

HOKIUKOM cepysi 3apaou biaza nputioewnix nokoainsy). (16).

JletanpHilie mpoaHaii3yBaBIIM KOHTEHT aHTJIOMOBHOI Ta YKPaiHCbKOMOBHOT
Bepcii calTy, [JIWNUIA BHUCHOBKY, IO caMe€ METOJ TpaHCIUIaHTalli €
HaWMOIIMPEHIIINN JIJIs1 TIepEeKIIaly TEKCTIB IIbOro OpeHIy:

Who is Henkel and what drives us? What unites us all at Henkel is our purpose
“Pioneers at heart for the good of generations” and a common strategic framework.
(15)
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Xmo maxuii Henkel i wo cnonykae nac 0o 0iit? Ycix nac y komnanii' «<Henkel»

00'eonye nawa cninona mema: «Pioneers at heart for the good of generations» ma

cninona cmpameziuna npoepama. (16).

Hactrynuum  Oyno  mpoanamizoBaHo anrimomoBHa (Puc. 3.3) Ta
yKkpaincbkomoBHa (Puc. 3.4) Bepcii caiiTy BcecBiTHbOBiOMOTO Openay FOHineBep
(Unilever). Mosxemo cTBepKyBaTH, IO YKPaiHChKOMOBHE HAIOBHEHHS HE
MOBHICTIO BITIOBIIa€ aHIJIOMOBHOMY BapiaHTYy 1 Iepeaae eulo Hiry iHhopmMarito.
3 ycix CKJIaJOBHX MYJIbTUMOJAIBHOTO TEKCTY 3asgBH PO MiCil0 30epekeHo

Bi3yaJIbHY — KOJIOPH, IPOTE PO3TALLYBaHHS TEKCTY Ta HOTO MepeKyIaj Pi3HATb.

Puc. 3.3. Unilever, official web site.

Mu kepyemocs HaLLOKO METOH0: 3po6uTn
CTaNIniA PO3BUTOK Ta NOKPALLEHHA AKOCTI
YKUTTA 3BUUHUM ABULLLEM Ta AOCTYMHUM

o Ana Bcix

Puc. 3.4. Unilever.ua, odiriitauii BeO-caliT
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TakuMm yrHOM, Mij Yac nepekiaay nepekiiaiad Ao BIAXUISEThCS BiJl HOPM
MepeKyialy Ta MOXKE€ TaKUM YHUHOM IOPYIIMTH OCHOBHE IIOCJIaHHS OpeHy,

MIPUITYCKaIOYUCh BUTBHOTO nepekiaay. KopoTka anrmomoBHa 3as18a mpo miciro “Our

purpose is to make sustainable living commonplace” (37) B ykpaiHOMOBHi# Bepcii
BUTJISIIA€ SIK aBTOPCBKUM TEKCT:

Mu KepyemMocs Haulor memoio. 3p06umu cmanuil PO36UMOK ma NOKPAUIEHHA

AKOCMI JHCUMMSL 36UHHUM seuuem ma docmyntum 0ns ecix (38)

Takox BapTO 3BEpHYTH yBary Ha Te, IMJI Yac TEPEKJIaTy CIOJyYICHHS
“sustainable living” nmepekiagay, sk 1 y BUIaAKy 3 Mici€to OpeH 1y X CHKEIb, YyHHKA€E
nepeavi MpsiMoro 3HAYCHHS «CTaje KUTTS», a BAKOPHUCTOBYE BXKE OiIBIN 3BHUHE
CIIOJTyUCHHS «CTaJMHA PO3BUTOKY.

Jlaii mMu 3BEpHYJIHCH 10 aHali3y ykpaiHomoBHOi (Puc. 3.5) Ta aHrJIOMOBHO1

(Puc. 3.6) Bepciii micii ykpaiHCbKOTO OpeHIy KaBOBUX MPOAyKTiB Rekava.

AIK Ue npauwe 6nor KOHTaKTH rekava candles I'eKava +380 95 499 24 26 @ f o in ua eng
AT
e

Biopo3knagHui ogHOpa30BUiA NOCYA 3 KaBOBOI ryLui

/

LLl06 3MEHLIMTU HEraTUBHUIA BMIMB Ha AOBKINNS, He
noTpibHO cTaBaTV repoeM. [locTaTHLO NniLLe 3pobUTH

MEPLLMIA KPOK — 3aMIHUTU 3BUYHIUI NNACTUKOBMN
CTaKaH4MK Ha anbTepHaTUBHUIM BIOPO3KNaaHWIA.
Halua Micis — HafaTu Lo anbTepHATUBY KOXKHOMY.

Puc. 3.5. Recava, odimitinuii Be6-caiT
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the way it works blog contacts ~ rexavacan dles I'eKava +380 95 499 24 26 @ f o in ua eng

Biodegradable disposable tableware made of recycled coffee
grounds /'

You don't need to become a hero to reduce the
negative impact on the environment. You just

need to take the first step - to replace the usual
plastic cup with an alternative biodegradable one.
Our mission is to provide this alternative to
everyone. 4 /

Puc. 3.6. en.Recava, official web site

Ha 060x caifTax ykpaiHCBKOTO OpeHTy 30epiraeThcs JOTPUMAHHS Bi3yaJIbHOT
dbopMu Ta HamoBHEHHS, 0a30BaHOr0 Ha OpUTiHAIBHOMY. TekcT Mmicii OpeHay €
JOCITIBHUM TIEPEKIIAIOM 3 YKPaiHCHKOT:

[I{o0 3MEHIIMTH HETaTMBHUI BIUIMB HA JIOBKLLIS, HE TOTPIOHO CTaBaTH T€POEM.

JlocTaTHRO JIUIIIE 3pOOUTH TIEPIITNA KPOK — 3aMIiHUTH 3BUIHUH TUTACTUKOBUI CTAaKaHIHK
Ha aJbTepHATUBHUMN Olopo3kiaanuid. Hara micist — HaiaTv 110 alTbTePHATUBY KOXKHOMY
(26).

You don’t need to become a hero to reduce the negative impact on the

environment. You just need to take the first step — to replace the usual plastic cup

with an alternative biodegradable one. Our mission is to provide this alternative to

everyone (25).

SAx MH BXKe BIIMITHIM, TIEPEKIal TEKCTy 3asBH MPO Micito OpeHay €
JIOCITIBHHIA 32 BUHSATKOM 3BOPOTHOI TpaHCIUIAHTAIll — Ha3Ba Openmy Rekava icHye
JIMILIE y aHTJIIHCHKOMY BapiaHTI.

Bapto Takoxx Big3HAuuTH JI0BOJI BAany angantamito C-TepMiHIB Ha
opuriHagbHOMY caiti Openny (Puc. 3.7), ski, i3 JOTpUMaHHSM Bi3yalbHO1

1ZICHTUYHOCTI, PETIPE3EHTOBAHI 1 Ha aHTJIOMOBHOMY caiiTi Openny (Puc. 3.8):
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K Ue npauoe Gnor KOHTaKTY rexava candles rekKava .soosa992426 f O in ua eng

| MM MAEMO BUXiO — 3p0bUTK 3 HEl nocyAa

NOBHICTIO Giopo3knaaxwit \’ “ gjpoci:;v?ﬂ XApHoRT TopUHct
g 8 o« ‘
BessigxoaHnin ” BGesnedHuit Ans 300pPOB'A
§’ v ~
100% BeraHCbKui .‘ &  eco-friendly
Puc. 3.7. Recava, odiriiinuii Be0-callT
the way it works blog contacts rekava candles rekava +380 95 499 24 26 © f @ in ua eng

and we have the solution - to make
tableware out of it

completely biodegradable \’ based on food by-products
\ bt 4% ‘
o <>
waste-free \” v safe for your health
100% vegan ‘ &  eco-friendly
’ L)
| \ "

Puc. 3.6. en.Recava, official web site
Huxye HaBonuMo ykpaiHchki C-TepMiHM Ta iX aHIIIMChKI €KBIBAJICHTH:

- NOBHICMI0 DOIOPO3KIAOHUL, 1e2KO KOMNOCIMYEMbCA | po3Kkiadacmucsa 3a 1,5 -

4,5 micayi — completely biodegradable, easily composted and decomposed in
1.5 - 4.5 months;

- 0e38i0X00HuUll, NICS BUKOPUCIAHHS MOJCEe CMAmu KOpMOM OJisi MEAPUH,

0obpusom abo bionanusom — Waste-free, it can become animal feed, fertilizer,
or biofuel after use;

- 100% secancokuii, auute 3 KOMnOHeHmMie pociunHo2o noxooxcenrs — 100%

vegan, It consists only of components of plant origin;
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- HA OCHOBI Xapy4080i 8MOPUHHOI CUpOBUHU, 6e3 NIACMUKY [ 3 HAMYpPalbHUM

cknaoom — based on food by-products, without plastic and with natural

ingredients;

- 0ezneunuil 0as 300po8 s, ne micmums PFAS ma inwux ximikamis — safe for

your health, free of PFAS and other chemicals;
- eco-friendly — 6ionosioae npunyuny recycling me 36epicac depeéa — €co-
friendly, complies with the Recycling principle and preserves trees.

Ax 6aunMo, aBTOp mepeknamy 30epir ciaoBa “eCco-friendly” ta “recycling”,
HEe3Ba)Kal04yM Ha Te, 1110 BXKE 3aKPIIJIeH] YKPaTHChKI eKBiBaIeHTH IuX C-TepMiHIB —
«EKOJIOTTYHO YHCTHID) Ta «IepepoOKay BiMOBIIHO.

HactynHum HajaeMo aHaii3 3asiBU MPO MICIIO, 1[0 PENPE3CHTOBaHA Ha JBOX
caiitTax ykpaiHcbkoro wmojgHoro Openay Ruslan Baginsky. O6unBi Bepcii —

ykpaincbkoMoBHa (Puc. 3.9) ta anrnomoBHa (Puc. 3.10) € i1eHTUYHUME O/THA OJTHIH.

= RUSLAN BAGINSKIY UVA/UAH Q@ R © A

Bpena Ruslan Baginskiy 6ys aacHoBanui 2015 poky y NlbBoBi, Ykpaika.
About Mepuwi ronoski yGopu anzaiiHep Pycnan bariHCbkuii BUroToBNsSe
CaMOCTIlHO, OTPUMABLIM AOCBIA B apTU3aHANbHX NbBIBCHKUX
MaiiCTepHsX, B AKX 3Bepernucs yHikanbHi TexHororii BupobHUUTBa.
"Konu s nepernanae apxisHi chotorpadii XX-ro cTonitTs, MeHi 3aexan
anasanock HecnpaBenv BIM, LLO ronoBHi yGopy 3 pokamu aHeuiHunues,
@ Pa3oM 3 HUMM 3HMKNA LiiNa KyNbTypa. XoueTbes NOBEPHYTH
Kanenioxam 3acnyeHuil CTaTyc, 3HoBY 3poBMUTH iX NOBHOLIHHIM
enemeHToM rapaepoby”, - rosopuTb PycnaH.

Ruslan Baginskiy - ue ocyyacHeHa i MofiepHizoBaHa au3aiiHepom
Knacvka. Haauxarounch CiMeikiMmi apxisamit, BIHTEXHAMU MOLHUMM
3OMKaMK i repoTHAMM KynbToBUX hinbmis, Pycnan cMminueo
€KCTIEPUMEHTYE 3 TPaaULLIAHMMU hOPMaMK | CTBOPIOE rofoBHI y6opu B
Ayci yacy - komOopTHI, yTUNITapHi i ynbTpamoaHi. 3a n'aTb pokis
icHyBaHHsa GpeHay Kanenioxv Ta dypaxku 3'ABUNKCS B rapaepobax
Tucsy RB Girls, cepen siknx MaporHa, Benna i Jxigxi Xapia, Teinop
Csicpr, Poyai XaHTiHrTon-Yaini, Mamena AuaepcoH, Kaxvenb Mowe,

Aniwa Kis, Maini Caipyc, Kas lepbep, Harans BoasHosa, Hiki [inTow,

{ / f \ ) Y
~ W Anna [lenno Pycco, Koko Powwa Ta Ipuka Weiik. Mpo 6pera nucanu The
N . Ls New York Times, Vogue, Harper's Bazaar, W Magazine, V Magazine,
=2 i e ~ -~ e s 5

Puc. 3.9. Ruslan Baginsky, odiriitauii Be6-caift
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= RUSLAN BAGINSKIY EN/S Q@ R © A

Ruslan Baginskiy started his career as a stylist almost 10 years ago, and at the same
About time he was creating his first couture headwear pieces for fashion photoshoots. The
eponymous brand was founded in 2015 in Lviv and now is based in Kyiv, Ukraine.
First RB hats were handcrafted by a designer, who was gaining experience in local
artisan workshops, where unique production technologies were preserved. “When |
looked at archival photographs of the XX century. it always seemed unfair to me that
hats have depreciated over the years and a whole culture has disappeared. | want to
make the headgear great again, it deserves to be an essential part of the men’s and
women'’s wardrobe", Ruslan says.

Inspired by art, Ukrainian national costumes, archival family photos and vintage
fashion shootings, Ruslan boldly experiments with traditional shapes and creates hats
in the zeitgeist - comfortable, utilitarian, trendy. Brand's family is growing every day.
among RB Girls are Madonna, Bella and Gigi Hadid, Kaia Gerber, Taylor Swift,
Pamela Anderson, Rosie Huntington-Whiteley, Janelle Monae, Anna Dello Russo,
Coco Rocha, Miley Cyrus, Nicky Hilton and Alicia Keys. The brand has been featured
in The New York Times, Vogue, Harper's Bazaar, W Magazine, V Magazine, ELLE,
Marie Claire, Glamor, Garage Magazine and many other international magazines.

The Ruslan Baginskiy Hats are represented all over the world, but the designer always
emphasizes his Ukrainian origin. The debut couture collection presentation at the
Crillon hotel was dedicated to native nature, local craftsmanship and traditional

Puc. 3.10. R"uslan Baginsky;é, official web site

Sk BUIHO 3 MPHKJIAAiB, OOMJIBI BEPCii MICTATh JOCUTh CTPHUMaHI KOJbOPH,
Bi3yaJIbHUI CUMBOJI — TIOPTPET 3aCHOBHUKA Ta BepOaIbHy CKIAJ0BY — TEKCT 3asBU
PO MICiIO:

Komnanis niompumye nokanibhe SUPOOHUYMBO, | MOMY KOJNCEH KANeurox

opendy — Made in Ukraine, ors nac ye o0un 3 20108HUX NPUHYUNIE CMIAIO20

pozsumxy (28).
The company supports local production, therefore each hat of the brand is

Made in Ukraine, for us it is one of the main principles of sustainability (27).

Hlono mepexiagy, TO SK 1 y BUNAAKY 3 IONEPEAHBO MPEICTABICHUM
yKpaiHcbkuM OpenaoM Rekava, ocHoBHUMEU criocoOamu € AOCTIBHUN NEpeKiIaa Ta

TpaHcIutanTaiis ¢ppasu Made in Ukraine B ykpaiHOMOBHOMY BapiaHTi TEKCTy Ta

Ha3Bi Openay Ruslan Boginsky. IHIOO CX0KO0K0 pHCOIO € YHHUKAHHS JTOCITIBHOTO
nepexiany ¢pasu “principles of sustainability” — «npuHIMIM cramocTi», a

HATOMICTh 3aMiHa Ha «ITPUHITUIIIB CTAJIOTO PO3BUTKY.
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BucnoBku 10 po3ainay 3

B ymoBax cporojieHHss Bce OUIBIIOI aKTyaJbHOCTI HAaOyBa€ BHBUYEHHS
aQHTIMCBKOI TEPMIHOJOTII CTajoro pPoO3BUTKY Ta CHOCOOIB ii mepekiagy Ha
yKpaiHcbKy MOBY. [lepekian C-TepMiHiB (TEpMIHIB CTAJIOTO PO3BUTKY) mepeadayae
aHali3 1 CHCTEMaTH3allil0 PI3HUX JIHIBICTUYHUX TMPOLIECIB  BCEPEIUHI
TEPMIHOCUCTEMH, TPYJIOMICTKY pOOOTY 13 BU3HAUYEHHS 1 Kiacu@ikallii TepMiHiB, sIK1
BITHOCSTBCS IO BCHOTO MPOIIECY CTANIOTO PO3BUTKY.

JIIHTBOCTHITICTUYHI OCOOJIMBOCTI MEPEKIIAAY TEKCTIB 3asB MPO MICIIO Ta Bi31I0
OpeHay BHMararoTh HE TUIBKM TEOPETHUYHUX 3HAHb OCOOJMBOCTEW MepeKkiany 3
aHTJICHKOT MOBH Ha YKPAiHCHKY, ajie i 001K KOHOTaTUBHUX Ta KOHTEKCTyaJIbHUX
ONMHUIIL TeKcTy. Mera mnepekiaay Hacammepesa Moydrae y 30epekeHHl
parMaTUYHOTO NOTEHIIATy BUXIAHOTO TEKCTY.

Takox BaXXJIMBOIO € JIOKaJi3allisl TEPMIHIB CTaJIOro po3BUTKY. KyibTypHi
HIOAHCH MOBU € BOKIIUBUMH JJIsI TOTO, 1100 Pi3HI MIAXOAU Ta CTABICHHS /10 CTAJIOTO
PO3BUTKY Oy CyMICHUMH B 1HIIIN KpaiHi. Jleski cjioBa MarOTh OUIbIIY Bary, HIXK
1HIII B IEBHUX MOBAX, 10 MOKE YCKJIQJIHUTHU TIepeaady iXHbO1 CHIIM 1HIIIOI0 MOBOIO.
ToOTo cTanmuii pO3BUTOK B OJIHIM KpaiHI MOXE 30CEpeKyBaTHCS Ha PI3HUX
acnekTax B 1HIIM KpaiHi. TpyAHOLIl BUHUKAIOTH MIJ Yac ajganTauli TepMiHIB
crajgoro po3BuTKy (t0 sustain, sustainable, sustainability) y kpoc-kynbTypHOTO
MapKETUHTOBOMY CEPEJIOBHIIIL.

[Ipodeciiinuii mepeknaa JIEKCUKH CTAJIOTO PO3BUTKY OaraTo B 4YOMYy €
3aMOPYKOI0 YCIIXy MIXHAPOJHOI CIIBMpalll YKPaiHCHKUX Ta 1HO3EMHUX OpEHIB.
[IpoTte 3MicT O€3eKBIBAJIEHTHO1 JIEKCUYHOI OJIMHHUILII MOBH OPUTIHAILY 3aBXKIU MOXKE
OyTu mepenaHo B MOBI MEpEeKJIaay B KOHKPETHOMY TEKCTI 3a JOTIOMOTOIO IIIJIOTO
pany 3aco6iB. Jlo HUX MOXKHAa BIJIHECTH TpaHCIITEpalil0 1 TPAHCKPHUIIIIIIO,
KJIbKYBaHHS, HAOMMKEHUW TepeKyiajl, OINUCOBUM TMepeKiaj, eJiMIHaIIIo
HaI[lOHATBHO-KYJIBTYPHOI crienudiku 1 mepepo3noAis 3Ha4eHb O€3eKBIBAJICHTHOT

JIEKCUYHOI OJTMHUIII B IKOCT1 CLIOCOOIB MEPEKIIATy.
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Oco06MBOCTI 3asB MPO MICIIO Ta Bi3110 CTAIMX OPEHIIB, sIKI PO3MIILIEH] Ha BEO
CTOpIHKaX KOMIIaH1id, 00yMOBJIIOIOTh TPYIHOIII NEPEeKIaay TaKuxX TEKCTIB. 3agaya
nepeKagada Mojsrae 'y ToMy, o0 30epertd TOoM Ke CTUIICTUYHHN Ta
nparmMatuuHuii eext. [IpoTe 11e He 3aBK I BAAE€THCS, TOMY JOBOJUTHCS 3BEPTATUCS
JI0 TIEBHUX MIPUHOMIB. 3as1Ba PO MICIiO Ta Bi3if0, IO po3TaIioBada Ha odilliiiHy BeO-
calTax € MyJIbTUMOJAIbHUM TEKCTOM — CHHTE30M MOJYCIB — CEMIOTUYHUX 3aC001B
pi3HO1 mpupoau. Tox aHATI3yIOUM TakKl TEKCTH, BapTO OpaTu 10 yBarud yci Moro
KOMIIOHEHTHU — BepOalibH1 Ta HEBEPOAJIbHI.

AHami3 aHrjgo- Ta yKpaiHCbKOMOBHUX BEpCiii CaWTiB, Ji¢ peNnpe3eHTOBaHi
MYJIbTUMO/JIAJIbHI TEKCTH 3asB MPO MICIIO Ta Bi3il0 OpeHIB MOKa3aB, IO IiJ 4ac
ajianTailii aHrJIOMOBHUX BEPCIi, IEpEeBaXa0Th TaKl1 MepekiagalbKi IPUIHOMH SK-TO:
JOBUTHHUM 200 aBTOPCHKUI MEpEKIIaj], KalbKyBaHHS Ta TPAHCIUIAHTAIIIS TEPMIHIB 3
aHTJIAChKOI B yKpaiHCcbKy. Ilig wac mepeknamy ykpaiHCbKMX BeO CalTiB Ha
aHTJIIACHKY MPEBAIIIOE JOCIIBHUI MEPEKIIa]l Ta TpaHCIUIaHTallld TepMiHIB. CX0XKO0I0
pucoro € Toi (akt, mo C-TepMiHM aNanTylOThCs B AHIJIOMOBHUX BEpCisiX
NEPEeBAKHO METOJOM TpAHCIUIAHTAIlll, YHHUKAIOYM TPH IOMY JOCIiBHOTO
IepeKIaay CIoNy4YeHb 31 ciaoBoM ‘“‘sustainability” — «cramicTb», 3aMiHIOIOYHM Ha
«craymi  po3BuTOK»  “‘sustainable  development”.  BiszyameHa  ckiamoBa
MyJIbTUMOJAIBHUX TEKCTIB 3adB IPO MICII0O Ta Bi3il0 OpPEHIIB 3aJIMIIAETHCS

HE3MIHHOIO.
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3AT'AJIBHI BUCHOBKHA

Y mporieci qochiaKeHHs Micii Ta Bi3ii OpeHIy K IHCTpYMEHTY KOMYyHIKallii 3
ayIUTOPI€I0 Ta JHTBICTUYHUX Ta MEPEKIAJalbKUX ACHEKTIB LOTO SBUIA, MU

JUWIUIA TAKUX BUCHOBKIB:

CormianpHuM, MCUXOJOTIYHUN Ta €MOIIMHMI BIUTMB OpEH/IIB Ha CB1JIOMICTh
CIIO’KMBaviB € BKpai BaxuiMBUM. KoMITaHii, siki BOJIOAIIOTh YCHIITHUMH OpEH/IaMH,
MOXYTh 3MIHHTH ICHYIOUY CHUCTEMY LIHHOCTEH Ta TMOBEAIHKHM B CYCHUIBCTBI Ta
CTBOPUTU HOBUU CTWIb >KUTTA. BpeHJ-KoMyHiKallis — B3aeMOJisi OpeHmay 31
CTIOKMBAa4eM 3a JOMOMOTOI0 MOBHM OpeHAy, sIka € CHUCTEeMOI0 BepOalbHUX Ta
HeBepOaIbHUX 3HAKIB, 1110 BAKOPUCTOBYETHCS IS Tiepenayl iHdopMallii mpo OpeHI.

BepOanbHuM 1HCTPYMEHTOM BIUIMBY CTaJiMX OpEHJIIB Ha CBIJIOMICTb
CIIO’KMBAYIB € 3asBa MPO MICito Ta Bi3it0. Micis Ta Bi3is OpeHAy € MapKETUHTOBUM
MPUIOMOM BUKOPUCTaHHS MeAia-MOTEHIIaly 3 METOI0 TpPAaHCIIOBAaHHS CEHCY,
HaMIpiB Ta HIHHOCTEN OpeHy, Lie 3asBa KOMIIaHIi, KOproparlii Y1 oprasizanii, aKa
BHU3HAYAE il OCHOBHI MPUHIUIIU Ta HAMIPH.

Micist MICTUTh TP ACTIEKTHU: TIOTOYHI IIUJII — MICisl, TIOTJISIIM HA MalOyTHE —
Bi31s1 Ta P1110c0(dist — IHHOCTI OpeHy. 3asBa Mpo MICIIO € EMOLIHHO-TIIEePOOTITYHUM
TEKCTOM, 1110 CTBOPIOETHCS 3 METOIO IPUBEPHYTH YBary CIOKMBAYiB, BUKIUKATH Y
HUX 3aI[IKaBJICHICTh JI0 OpPEH/y Ta CIIOHYKATH J0 MPUNHATTS PIIICHb 100 HHOTO.

Cranuii po3BUTOK PO3IIIATAETHCS SK PO3BHUTOK, IO 3aJ0BOJBHSIE MOTPEOH
CHOTOJICHHS HE IPUHOCSYH B )KEPTBY 3/1aTHICTh MaOyTHIX TTOKOJIIHB 3aI0BOJILHSATH
BJaCHI moTpedu. VYci Tpu BUMIpM (€KOHOMIYHUM, €KOJIOTIYHMM  Ta
COIIIOKYJIBTYPHHI) MalrTh peaai3oByBaTH MPUHIMIMN CIPaBEIJIUBOCTI MIXK
MOKOMHHSIMU. MoBa € crmocoboM TMOJOJIaHHS PO3PUBY MK HAKOMUYCHUMHU
3HAHHSIMU Ta JIFOJICTBOM.

MoBa € crajoro, KOJM, HE3Ba)Karoud Ha 3MIHH OOCTaBHH 1 COLIAJIBLHOTO
CepeZIoBUIIA, BOHA BCE 1€ BUKOPUCTOBYETHCS. HalmpsiMiiow rapaHTi€ro CTaaoCTi

€ Tiepeaya MOBH BiJl TOKOJIIHHS /10 1HILIOTO.
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Craii 6penau — 11e OpeHIu, K1 3aCTOCOBYIOTh MPAKTUKHU CTAJIOT0 PO3BUTKY B
CBOEMY Oi3HeCI Ta BIJCTOIOIOTh iX. BOHH BHKOPHUCTOBYIOTH 1HCTPYMEHTH
KOMYHIKaIii OpeHay, o0 [JOHECTH TepeBard CTaJOr0 PO3BUTKY CBOIM
CIO’KMBauaM, y TaKui CHOCiO CIOHyKaroud iX MpUAMaTH CBIOMI PIillICHHS,
OB’ s13aHi 3 IIUM OPEHIOM.

3 ormsAay Ha CTPYKTYpHY OpraHi3allifo, 3asBa IPO MICil0 Ta Bi3iI0 MOXe
MICTUTU JIMILE OJIHE peyYeHHs abo CKIajaTHCS 3 JIBOX Ta OUIblIe CKIAIHO
CUHTaKCUYHUX PEUYCHb.

3asBY MPO MICIIO MOAUISOTHCS HA AB1 TPYIIU — IPSIMI Ta HEMPSIMI, 3aJIEKHO BiJl
B)KMBAHHS 3aroJIOBKIB-MapKepiB (mpsiMi) a00 3arojOBKIB-CHHOHIMIB (HETIPsIMI).
3aiexxHo BiJl HasSBHOCTI KOMIIOHEHTIB (MICisl, Bi3is, I[IHHOCTI) 3asBH PO MICIIO
MalTh TOBHY Ta HenoBHY ¢opmy. [loBHa 3asBa mpo MiCit0 MICTUTh YC1 TpHU
KOMIIOHEHTH — MICis, Bi3isl, IIIHHOCTI. 3asBH MPO MICiI0 Ta Bi3ii0 MOBHOI (popMu €
MajourceasHUMU. [IpeBamor0Th HETIOBHI 3asIBH, J€ TIPEICTABICHHM JINIIE OANH a00
JIBa 11 KOMIIOHEHTH.

3asgBa Mpo MICII0 € €MOLIMHO-TINEpOOTIYHUM TEKCTOM Maiol (opmu 31
CTHJIICTUYHUMHM acCIIeKTaMHM, SK-TO: aleIIOBaHHS 0 OKPEMHUX 1HIUBIAYyyMiB abo
rpyn JroAeil 3a JOMOMOIOl IMEHHUKIB MPUHAJIEKHOCTI 10 MEBHOI CHIJIBHOTH;
MO3UTUBHA perpe3eHTAalllsl AIsUTbHOCTI OpeHAy (KOMIMaHii) MIJITXOM BUKOPUCTaHHS
IMEHHUKIB 3 I[IHHICHOIO IMIUTIKAIII€I0; CTBOPEHHS Tinep0oIi3aliii 3asBU PO MICIO
32 paxyHOK B)XXMBaHHA TPUKMETHUKIB Yy HaWBHUIIIN CTyNEHI MOPIBHAHHS;
BUKOPUCTAaHHS HAKa30BOTO CIMOCOOY JIE€CIIB; BUKOPUCTAHHS HAKa30BOTO CIIOCOOY
JECTIOBA Ta TMPEAUKATUBHHUX CIOJYY€Hb, IO XapaKTEePU3yIOTh MPOAYKTHUBHI
MPOIIECH; BXKUBAHHS OCOOOBHUX Ta MPHUCBIMHUX 3alMEHHUKIB K 1HCTpYMEHTA JIJIst
MOTHBAIIIT UTHOBOT Ay IUTOPIT MIJITXOM 3UTy4SHHS 10 CBOET CIUTBHOTH.

B yMoBax cTanoro po3BUTKY OpEH/IH BXXUBAIOTh MAPKEPH CTAIOCTI Y CBOIX
3asiBax MPO MICII0 3 METOI TMO3HAaUYeHHs cebe ailicHo ctanmum OpeHaom. Ile Tak
3BaHl C-cioBa — Mapkepu, IO IMO3HAYAIOTh MPUYUHY ICHYBaHHS OpEHIIB B
YyMOBax CTaJIOCTI Ta aKTHUBHOCTI OpEeHIB JIsl BIPOBAKEHHS 1J€H CTaJOro

PO3BUTKY.
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Crai OpeH/il BXXHBAIOTh EMOIIIMHY MOBY 3 METOIO 3allIKaBUTH CIIO)KHUBAYIB Yy
CBOIX TOBapax Ta MOCJIyrax Ta 3ajlyudTH iX JI0 116l cTajoro po3BUTKY. 3aeBHEHHS
BiIOyBAETHCS MiJT BILTMBOM KOHBEPTEHINI €JIIEMEHTIB MOBU OpEHJY, III0 CTBOPIOE
nepcyasuBHUN eeKT. 3aaydeHHs 3I1MCHIOEThCS 3a JOMOMOTOI0 BEpOaIbHUX Ta
HeBepOambHUX 3ac00iB MOBH OpeHAy, SKI CTBOPIOIOTh CYT'e€CTHBHHM BIUIMB Ha
CBIZIOMICTb PEILIMITIEHTA.

3asBa Mpo Micilo, SIK 1 MOBa OpeHIy B IIJIOMY, € MYJbTUMOJATbHUM
YTBOPEHHSIM — TMOE€JHAHHSAM PI3HUX CEMIOTHYHUX pecypciB. Bukopucranus
BepOaJIbHUX 1 HeBepOalIbHUX 3aco0iB y cdepl eIeKTPOHHOI KOMYHIKAIlll Mae
YCBIIOMJICHHM, IIJIECTIPSIMOBAHUMA 1 COILIIAJIbHO-OIIHHUN XapakTep: BepOalbHUI
TEKCT JOINOBHIOETHCS BI3yallbHUMHU pecypcaMH (300paXKEHHSMHU, CHMBOJIAMH,
BUKOPUCTAHHSAM KOJbOPIB), HII00 THOCWIMTH CHPUMHATTA 3asBH PO MICIIO Ta
3poOUTH i OB NPUBAOIUBOIO T IEPEKOHIHUBOIO.

B yMoBax cpOorojeHHss Bce OUIBIIOI aKTyaJbHOCTI HaOyBa€ BHBYEHHS
aHTJIACHKOT TEPMIHOJIOTII CTaJIOTO0 PO3BUTKY Ta CHOCOOIB ii mepekiamy Ha
yKpaiHcbKy MOBY. [lepeknan C-TepMiHIB (TEPMIHIB CTAJIOTO PO3BUTKY) Meperdavae
aHajgi3 1 CHCTEeMaTH3allll0 PI3HUX JIHTBICTUHYHHUX IIPOIECIB  BCEpEaHMHI
TEPMIHOCUCTEMH, TPYAOMICTKY pOOOTY 13 BUBHAUCHHS 1 KIacu(iKallii TEpMiHiB, SIKI
BITHOCSITBCSI IO BCHOTO TIPOIIECY CTANIOTO PO3BUTKY.

JIIHTBOCTHIIICTUYHI OCOOJIMBOCTI MEPEKIIaAy TEKCTIB 3asB PO MICIIO Ta Bi3iI0
OpeHIy BHMararThb HE TUIBKM TEOPETUYHHMX 3HAHb OCOOJIMBOCTEW MeEpeKnany 3
aHTJIACHKOT MOBH Ha YKPaiHCHKY, ajie i 001K KOHOTaTUBHUX Ta KOHTEKCTYyaJIbHUX
ONUHUIIL TeKcTy. Mera mnepekiagy Hacamiepea Moydrae y 30epekeHHl
parMaTUyHOTO NOTEHIIATy BUXIAHOTO TEKCTY.

Takox BaXJIMBOIO € JIOKaJi3alis TEPMIHIB CTaJoro po3BUTKY. KyibTypHi
HIOAHCH MOBH € BaXJIMBUMH JIJIs1 TOTO, 10O P13HI MIAXOM Ta CTABICHHS JIO CTAJIOTO
PO3BUTKY OyJIM CyMICHUMM B 1HIIIN KpaiHi. [{eski cioBa MaroTh OUIBINY Bary, Hix
1HIIT B IEBHUX MOBAaX, 0 MOKE YCKIIQJTHUTH TIepeiady IXHbOI CHUIJIH 1HIIIOI0 MOBOIO
OCKIJIbKA CTaJWil PO3BUTOK B OJIHIM KpaiHI MOXKE 30CEpEePKYBAaTHCS Ha PI3HUX
acmekTax B 1HIIM Kpaini. TpyaHOIIll BUHUKAIOTH IMiJ Yac ajamnTailii TepMiHiB
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cramoro po3Butky (t0 sustain, sustainable, sustainability) y kpoc-KynbTypHOro
CepEIOBHIIII.

[Tpodeciiinuii mepeknajg JIEKCHKU CTaJIOTO PO3BUTKY 0Oarato B 4OMy €
3aMOPYKOK0 YCIIXY MIKHAPOJHOI CHIBIpaIli YKpaiHCBKUX Ta 1HO3EMHHUX OpEHJIB.
[lepemaua 3MicTy O€3€KBIBAJICHTHOI JIEKCHYHOI OJMHHUIIl MOBU OpHTIHAILY
3MIIACHIOETHCS B MOBI MEPEKIIAy B KOHKPETHOMY TEKCTI 3a IOIOMOTOIO II1JIOTO PSAY
3aco0iB, SK-TO: TpaHCIITepallis 1 TPAHCKPHIIIS, KaJbKyBaHHS, HaOIMKEHUN
NepeKsia], OMUCOBHMI TMEpeKiaj, AOCHIBHUM TMepekiaa, BUIBHHMA MepeKial,
TpaHCIUTaHTAIlisl.

Oco0auBOCTI 3a5B PO MICIIO Ta BI31I0 CTAIUX OPEH/IB, SIK1 pO3MIIlIeHI Ha BEO
CTOpIHKaxX KOMIIaH1id, OOyMOBIIIOIOTh TPYIHOILI NEPEKIaay TaKuX TEKCTIB. 3agadya
nepekyiagaya Moysirae 'y ToMy, o0 30epertd ToMl ke CTUIICTUYHUN Ta
nparMaTuyHui eexT. 3asBa Mpo MICII0 Ta BI31I0, IO pO3TalloBaHa Ha OQILIHHY
BeO-caiiTax € MyJIbTHMOJAJIbHUM TEKCTOM — CHHTE30M MOJYCiB — CEMIOTHYHHX
3ac001B pi3HOI pUpoau. Tox aHaNI3yI0YM Taki TEKCTHU, BAPTO OpaTH 0 yBaru yci
HOro KOMIIOHEHTH — BepOabHi Ta HEBEpOAJIbHI.

ITix yac aganTarii aHTJIOMOBHHUX BEpCIH, IepeBakarOTh TaKl MepeKIIaaalbKi
OpUAOMH  SIK-TO: JOBUIBHMI a00 aBTOPCHKMM Mepekiaj, KaJlbKyBaHHS Ta
TpaHCIUIAHTALllsl TEPMIHIB 3 aHIJINACBbKOI B yKpaiHcbKy. Ilin uac nepeknamy
yKpaiHCbKMX BeO CalTIB HAa aHMINCHKY NPEBAIIOE JOCTIBHUN TEpeKian Ta
TpaHCIUIaHTalliss TepMiHiB. Cxoxor pucoto € Toi ¢dakr, mo C-TepMiHH
aJanTylOThCS B AHIJIOMOBHHMX BEPCISIX TMEPEBAXKHO METOJOM TpaHCIUIaHTAIlll,
YHHUKAIOUHW IIPU IbOMY JOCIIIBHOTO TIEpEKIa Ly CIIOJIyueHb 31 CJI0BOM “‘sustainability”
— «CTaJIICTh», 3aMIHIOIOUM Ha «CTalui po3BUTOK» ‘‘sustainable development”.
BizyanbHa ckiiagoBa MyJIbTUMOJAIBHAX TEKCTIB 3asB PO MICIIO Ta Bi3it0 OpEH/IIB

3QIMIIAETHCS HE3MIHHOIO.
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A, Bopdonomees Muxaiino CepriioBud , CBOiM MiAMKUCOM 3acCBiA4yIO, IO
Mos KBamidikaliiiiHa podoTta «Micis Ta Bi3ist OpeHy B KOHTEKCTI CTaJIOr0 PO3BUTKY:
JIHTBICTUYHI 1Ta TIEPEKIaanbKi aClIeKTH» BUKOHAHA 3 JOJICPKaHHAM yCiX BHMOT
70 HAyKOBOi €THKM Ta TOBard J0 IHTENEKTyaJIbHUX Haa0aHb, CaMOCTIHHO Ta
iHauBinyanpHo. Ilim dac HamucaHHAs pPoOOTH S JOAEPKyBanacs TPUHIIAIIB
akazeMiuHoi J0OpOYEeCHOCTI Ta HECy BIAMOBIJANBHICTh 32 MOPYLICHHS

3aFaHBHOHpHﬁHHTHX IIpaBHJI HUTYBAHH.
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SUMMARY

Vorfolomeiev M. S. Brand Mission and Vision in the Context of

Sustainable Development: Linguistic and Translational Aspects

Today, people receive a huge amount of economic information, numbers, and
statistics every day. Thus. statements about the reason of existence, intentions, and
values of a brand can attract more attention, evoke emotions and a sense of trust in
people. Moreover, modern linguistics and translational studies lack comprehensive
research and systematized data on the mission and vision of the brand as a tool of
communication with the target audience. This issue determines the relevance of our
research.

The object of the research is the concept of mission and vision of the brand as
a tool of communication with the audience in terms of sustainable development.

The subject of the study is the linguistic and translational aspects of the
mission and vision of the brand.

The purpose of the research is to theoretically substantiate and analyze the
linguistic and translational aspects of the brand mission and vision in terms of
sustainable development.

Achieving the set goal involves the tasks. They are to present basic marketing
and linguistic intelligence regarding the mission and vision of the brand; to describe
the specifics of the structural-semantic organization of the brand’s mission and
vision; to determine the social impact of the mission and vision of the brand in the
context of sustainable development; to identify the stylistic features of English-
language statements about the brand’s mission and vision; to analyze the specifics
and main methods of translating English-language statements about the brand’s
mission and vision.

The research methodology determined the expediency of using the following
linguistic methods: the abstract analysis method for processing theoretical sources

and highlighting research areas; the method of analyzing dictionary definitions to
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determine the primary meaning of terms; the method of contextual analysis to study
the factors affecting the specifics of the organization of statements about the brand’s
mission and vision in the context of sustainable development; method of continuous
sampling of examples from research material.

The research material was the websites of different brands. The structural and
semantic organization and stylistics of mission and vision statements were analyzed.

The theoretical significance of the research is that the obtained results are a
contribution to the study of linguistic and translational aspects of the mission and
vision of the brand as a tool for communication with the audience in terms of
sustainable development.

In the study of the mission and vision of the brand as a communication tool
with auditory and linguistic and translational aspects of this phenomenon, we
reached the following conclusions.

The social, psychological, and emotional influence of brands on the minds of
consumers is significant. Companies that own successful brands can change the
existing system of values and behavior in society and create a new lifestyle. Brand
communication is the interaction of the brand with the consumer using the brand
language, which is a system of verbal and non-verbal signs used to convey
information about the brand.

A verbal tool of sustainable brands’ influence on the minds of consumers is a
mission and vision statement. The mission and vision of a brand is a marketing
technique of using media potential to broadcast the meanings, intentions, and values
of a brand, it is the tool of a company, corporation or organization that defines its
main principles and intentions.

The mission contains three aspects: current goals — the mission, views on the
future — the vision and philosophy — the values of the brand. A mission statement is
an emotionally hyperbolic text that aims to grab consumers’ attention, interest them
in a brand, and motivate them to decide about it.

Sustainable development is seen as development that meets the needs of the

present without compromising the ability of future generations to meet their own
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needs. All three dimensions (economic, ecological, and socio-cultural) should
implement the principles of intergenerational justice. Language is a way of bridging
the gap between accumulated knowledge and humanity.

A language is sustainable when, despite changes in circumstances and social
environment, it is still used. The most direct guarantee of sustainability is the
transmission of language from one generation to another.

Sustainable brands are brands that apply sustainable development practices in
their business and advocate for them. They use brand communication tools to convey
the benefits of sustainability to their consumers, thus encouraging them to make
conscious decisions related to the brand.

Given the structural organization, the mission and vision statement can
contain only one sentence or consist of two or more sentences with complex syntax.

Mission statements are divided into two groups — direct and indirect,
depending on the use of marker headings (direct) or synonymous headings (indirect).
Depending on the availability of components (mission, vision, values), mission
statements have a complete or incomplete form. A complete mission statement
contains all three components — mission, vision, and values. Complete mission and
vision statements are few and far between. Incomplete statements prevail, where
only one or two of its components are presented.

A mission statement is an emotional-hyperbolic text of a small form with
stylistic aspects, such as: appealing to certain individuals or groups of people with
the help of nouns belonging to a certain community; positive representation of the
activity of the brand (company) by using nouns with a value implication; creation of
hyperbolization of the mission statement due to the use of adjectives in the highest
degree of comparison; use of imperative form of verbs; the use of the imperative
form of the verb and predicative conjunctions characterizing productive processes;
the use of personal and possessive pronouns as a tool to motivate the target audience
by involving them in their community.

In the context of sustainable development, brands use sustainability markers

in their mission statements to mark themselves as a truly sustainable brand. These
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are the so-called S-words (sustainable words) — markers that indicate the reason for
the existence of brands in terms of sustainability and brand activity for the
implementation of sustainable development ideas.

Sustainable brands use emotional language to get consumers interested in
their products and services and involve them in the ideas of sustainable development.
Reassurance occurs under the influence of the convergence of elements of the brand
language, which creates a persuasive effect. Involvement is carried out with the help
of verbal and non-verbal means of the brand language, which create a suggestive
effect on the consciousness of the recipient.

The mission statement is a multimodal formation — a combination of various
semiotic resources. The use of verbal and non-verbal means in the field of electronic
communication has a conscious, purposeful, and socio-evaluative character: the
verbal text is supplemented with visual resources (images, symbols, and use of
colors) to strengthen the perception of the mission statement and make it more
attractive and convincing.

Under current conditions, the study of the English terminology of sustainable
development and ways of its translation into the Ukrainian language is becoming
more and more relevant. The translation of S-terms involves the analysis and
systematization of various linguistic processes within the term system, the time-
consuming work of defining and classifying terms related to the entire process of
sustainable development.

The linguistic and stylistic peculiarities of the translation of the texts of
statements about the mission and vision of the brand require not only theoretical
knowledge of the peculiarities of translation from English into Ukrainian, but also
the accounting of connotative and contextual units of the text. The purpose of
translation is primarily to preserve the pragmatic potential of the source text.

Localization of sustainable development terms is also important. Cultural
nuances of language are important for different approaches and attitudes towards
sustainable development to be compatible in another country. Some words carry

more weight than others in certain languages, which can make it difficult to transfer
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their power to another language, as sustainable development in one country may
focus on different aspects in another. Difficulties arise when adapting the terms of
sustainable development (to sustain, sustainable, and sustainability) in a cross-
cultural environment.

Professional translation of the vocabulary of sustainable development is in
many ways the key to the success of international cooperation of Ukrainian and
foreign brands. The transfer of the content of the non-equivalent lexical unit of the
original language is carried out in the translation language in a specific text using
several means, such as: transliteration and transcription, tracing, approximate
translation, descriptive translation, literal translation, free translation,
transplantation.

The peculiarities of statements about the mission and vision of sustainable
brands, which are posted on the web pages of companies, determine the difficulty of
translating such texts. The task of the translator is to preserve the same stylistic and
pragmatic effect. The mission and vision statement located on the official website is
a multimodal text — a synthesis of modes — semiotic means of various nature.
Therefore, when analyzing such texts, it is worth considering all its components —
verbal and non-verbal.

During the adaptation of English-language versions, the following translation
methods prevail. They are arbitrary or author’s translation, tracing, and
transplantation of terms from English to Ukrainian. During the translation of
Ukrainian websites into English, literal translation and transplantation of terms
prevails. A similar feature is the fact that S-terms are adapted in English-language
versions mainly by the method of transplantation, while avoiding the literal
translation of combinations with the word “sustainability”, replacing it with
“sustainable development”. The visual component of multimodal texts of brand
mission and vision statements remains unchanged.

Keywords: brand, mission, vision, values, statement, sustainability,

sustainable development.
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