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Abstract. Modern urban names are characterized by properties that allow them to be simultaneously
attributed to a special type of mass communication, to episodes of external communication of an
organization and acts of self-presentation. A necessary condition for promoting an organization is the
formation of trust among the target audience, and strategies for building trust are verbalized through
the name to great extend. Within the framework of a single cognitive space, the name of the organization
serves as a kind of trigger that includes interest in the organization as a kind of manifestation of feedback:
intellectual / mental (I need it), emotional (pleasant place), behavioral (contacting the organization),
verbal (discussion).One of the ways to form the attractiveness of names that appeal to the target audience
and create a positive image of the organization is to embody the principles of translinguism in urban
names. The essence of using the principles of translingualism is the appeal to the entire communicative
repertoire of the speaker, as a result of which languages and cultures smoothly flow into each other.
When creating the names of urban objects, translatinguality is manifested in the successful use of various
language codes. In some cases, the choice of the nominating subject in favor of a particular language
in the name of the company is determined by the specifics of the organization’s activities. One of the
purposes of using words of foreign origin in the names of organizations is to mimic an imported brand
as the level of trust of the target audience in the goods of domestic producers is often lower than in
foreign ones. Modern names show more and more varied types of translingual combinations. A common
manifestation of translingualism in ergonymy is the contamination of codes, that is, the combination
in the name of the organization of units of different languages. Since in a number of cases the intended
perception of the meaning of names of this kind is based not only on an adequate understanding of its
foreign language component, but also on acquaintance with the realities of another culture that underlie
such discursive elements, it is possible to postulate the transcultural nature of a significant part of
modern urban names.
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Annorammusa. CoBpeMeHHBIe TOPOJICKIEe HAMMEHOBAHUSI XapaKTepU3yIOTCsI CBOMCTBAMU, TTO3BOJISIIO-
MU OTHOBPEMEHHO OTHOCHUTD MX K 0COOOMY THUITY MaCCOBO KOMMYHUKAIIUM, K TTU30/1aM BHEIII-
Hell KOMMYHUKAIIUW OPTaHU3allMK U aKTaM caMoIpe3eHTaln. HeoOXoamMbIM yCII0BUEM ITPOIBH-
SKEHUSI OpraHM3alliK SIBJIsieTCsl (hOPMUPOBAHUE JOBEPUS Y LIEJIEBOM ayIUTOPUU, a CTpaTeTuu op-
MMPOBaHUsI TOBEPUsI B 3HAUUTEILHOI CTEITEHN BepOaIU3yIloTCsl uepe3 HauMeHoBaHue. B pamkax
€IMHOTO KOTHUTUBHOTO MTPOCTPaHCTBA Ha3BaHUE OPTaHU3aUU CITYKUT CBOEOOPA3HBIM TPUTITEPOM,
BKJIIOYAIOLIMM MHTEPEC K OpraHU3alliu B KAUYECTBE CBOETO POJia MPOSIBICHUSI OOpaTHOM CBSI3U: MH-
TEJUIEKTYaJbHOM/ MEHTaIbHOM (MHE 3TO HYXKHO), SMOLIMOHAJIBHO (MMPUSITHOE MECTO), TTIOBEACHYE-
CKOM1 (oOpallieHre B OpraHu3alinio), BepoaabHol (oocyxkneHue). OmHUM U3 CIocoboB (popMUpoBa-
HMS TPUBJIEKATETbHOCTY HAMMEHOBAHMIA, ale/UTMPYIOLINX K 1IeJIeBOM ayIMTOPUHU, U CO3IaHUS TI0-
JIOKUTEILHOTO 00pa3a opraHM3allny SIBJISETCS BOTLIOIIEHNE TPUHIIMIIOB TPAaHCIMHTBU3MA B
TOpoICKUX HauMeHoBaHUAX. CyThIO UX UCITOJIB30BaHUSI BBICTYITAET OOpalleHre KO BCeMY KOMMY-
HUKATHBHOMY peTiepTyapy TOBOPSIIIETO, B pe3yJIbTaTe Yero SI3bIKM W KYJIBTYPHI IJIABHO MepeTeKaloT
Jpyr B apyra. [1pu co3nannu HauMeHOBaHU I TOPOJICKUX OOBbEKTOB TPAHCIMHTBAIBHOCTD ITPOSIBIS -
€TCSI B MCTIOJIb30BaHUHU Pa3IMUHBIX SI3BIKOBBIX KOJIOB. B psijie cirydaeB BHIOOP HOMMHUPYIOIETO CYOh-
€KTa B MMOJIb3y TOTO WJIM MHOTO sI3bIKa B HAMMEHOBAHUY KOMIIAHWUM OTpenesieH CrielinpuKoi nes-
TebHOCTU opraHu3anyu. OIHON U3 1ieJiell UCITOIb30BaHMSI CJI0B MHOSI3BIYHOTO TIPOUCXOXICHUS B
HaMMeHOBAHUSIX OPraHU3aLIMil MOXET BBICTYITATh U MUMUKPHUS TTOI UMIIOPTHBIN OPEH T, TOCKOIBKY
YPOBEHb TOBEPUS 1IeJI€BOI ayIUTOPUHU K TOBapaM OTeUeCTBEHHbIX MPOU3BOANTENEH YacTO HUXKE,
yeM K MHOCcTpaHHbIM. COBpeMeHHbIe HAaMMEHOBAaHUs IEMOHCTPUPYIOT BCe 0oJiee pa3HOOOpa3HbIe
TUTBI TPAHCAWHTBATBHBIX COUYeTaHUM. PacripocTpaHeHHBIM MTPOSIBJICHUEM TPAHCIMHTBAILHOCTH B
SPTOHUMUU SIBJISIETCS] KOHTAMUHAIIUS KOJIOB, TO €CTh COBMEILIEHNE B HAa3BaHUM OpPraHU3alluK eIMHUIL
Pa3IMYHBIX S13bIKOB. [TOCKOJIBKY B psizie CllydaeB 3allJlaHMPOBAaHHOE BOCIIPUSITHE CMbBIC/IAa HAUMEHO-
BaHMI TAaKOTO POJia 3MKAETCS He TOJTbKO Ha aJIeKBATHOM MOHUMaHUM €TO MHOSI3bIYHOM COCTaBISTIO-
e, HO ¥ Ha 3HAKOMCTBE C PeaTUsIMU UHOM KYJIBTYPHI, JISXKAITUMU B OCHOBE TaKOTO PO/ia TUCKYP-
CHBHBIX 3JIEMEHTOB, BO3MOXHO MOCTYJIMPOBATh TPAHCKYJIBTYPHBIN XapakTep 3HAYMTEIbHON YacTh
COBPEMEHHBIX TOPOJICKMX HAMMEHOBAHUIA.
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Introduction

The concept of mass communication currently needs a significant addition. Not only
objects traditionally related to the media are characterized by a mass audience, a special
channel, technological effectiveness and social significance, but also, oddly enough, the
names of organizations represented on city signs. They have ceased to be just a designation
of a business entity, but have acquired a pronounced appeal and look like an immediate
direct appeal to the target audience. There is no doubt that this kind of name is not only
a designation of an object, but also an important element of the organization’s external
communication.

Consideration of the external audience’s factors and characteristics affects the activities
of the company and its communicative behavior. Therefore, it is advisable to consider
the name of the organization as a communicative episode broadcasting a certain message
to a potential consumer.

Discussion

Modern researches classify organizations as open systems. This means that the
successful existence of an organization directly depends on interaction with the external
environment. Moreover, the relationship with the external environment is the most
significant characteristic of the organization. According to M. Mescon, “such a system
is not self-sustaining, it depends on energy, information and materials coming from
outside” [1. P. 54].

As the author of the book “Communication management. The workbook of a PR
manager” A. B. Zverintsev admits, “each organization is permeated with a network of
channels that are designed to collect, analyze and organize information about the external
environment, as well as to transfer processed messages back to the external environment”
[2. P.9].

The struggle for the client’s attention is carried out in various. These are originality
of names (Shury-Mury, Chicken Lipstick), positive associations (Aphrodite), compliments
to the target audience (Beautiful people, Elite), surprise (ChepeChem), etc.

One of the most fruitful approaches to the study of the names of organizations is
research conducted within the framework of anthropocentrism, one of the leading
scientific paradigms of our time. According to E. S. Kubryakova, the essence of this
approach is that “scientific objects are studied, first of all, according to their role for a
person, according to their purpose in his life, according to their functions for the
development of the human personality and its improvement... a person becomes a starting
point in the analysis of certain phenomena, he is involved in this analysis, defining his
prospects and ultimate goals. It marks the tendency to put a person at the forefront in all
theoretical premises of scientific research and determines its specific perspective” [3; 4].
Within the framework of anthropocentrism, the communicant is viewed not as a passive
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individual, but as an active participant in the communicative process, which controls and
corrects the communicative situation. As R.I. Pavilyonis says, “we are talking about a
person — not just a passive reference of linguistic expressions, but an active interpreter
of them, not just a native speaker, but above all, a carrier of certain conceptual systems,
on the basis of which he understands the language, learns the world and communicates
with others native speakers” [5. P. 259—260]. That is why the linguistic personality and
the study of the ways of its manifestation in the language arouse the inexhaustible interest
of scientists.

One of the main goals of external communication is to create a positive image of the
organization. A very effective way to convey information about the company and create
a positive image is to implement a strategy of self-presentation through the name.

The term “self-presentation” is traditionally used in relation to a person who intends
to control the impression about his personality using certain communication technologies,
and is inextricably linked with the concept of an image as a professionally constructed
image. Recently, the idea of the image is quite logical and, accordingly, the use of this
term has spread to collective entities - organizations, settlements, countries, artifacts,
events.

Promotion of an object is rooted in self-presentation strategies. From this it necessarily
follows that the term “self-presentation” is applicable to organizations in terms of their
“self-presentation” to the target audience, i.e. prospective customer base.

In addition to the analysis of the names of organizations within the framework of the
onomastic paradigm (which is traditional in linguistics) and the proposed consideration
of them in the light of organizational communication, the possibility of interpreting
naming as an act of self-presentation deserves attention. Indeed, the name of the
organization (especially for new business entities that have been abundantly appearing
recently) embodies the motivation of the nominators. As it is known, one of the approaches
to self-presentation is based on its interpretation as a behavioral implementation of
motivation [6; 7]. On the other hand, a necessary moment for promoting an organization
is the formation of trust among the target audience, and strategies for building trust are
also largely verbalized through the name. Both the phenomenon of motivation and the
phenomenon of trust request can be effectively implemented only within the framework
of cultural and subcultural dominants of society at a specific stage of its development.
Successful self-presentation is focused on maintaining the cognitive unity of the subjects
of the communicative scenario, i.e. nominator and target audience. In other words,
impression management is possible only when both the sender and the receiver of the
message are guided by the same theory of events: what is right / wrong, beautiful / ugly,
real / unreal, ethical / unethical, true / false, etc. Self-presentation can also be viewed
as attention management. Within the framework of a single cognitive space, the name of
the organization serves as a kind of trigger, including interest in the organization as a kind
of manifestation of feedback: intellectual / mental (I need it), emotional (a pleasant
place), behavioral (contacting the organization), verbal (discussion). Thus, the name of
an organization can be considered as a speech act of a self-presenter, “a mechanism for
transmitting information about oneself through the available means of communication
and taking into account the spatial specifics of interaction” [8].
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One of the ways to form the attractiveness of names that appeal to the target audience
and create an image of the organization is the embodiment of the principles of translinguism
in urban names. According to the definition of Z. G. Proshina, translinguality should be
understood as “the permeability of languages, their mutual influence, as a result of which
a new quality of an enriched linguoculture arises” [9. P. 7]. The essence of using the
principles of translingualism is the appeal to the entire communicative repertoire of the
speaker, as a result of which languages and cultures smoothly flow into each other. In the
process of creating names for urban objects, translinguality manifests itself in the successful
use of languages, violating norms, maneuvering between them and adapting language
codes to their goals and specific contexts. The choice of the nominator in favor of a
particular foreign language in the name of the company is closely related to the specifics
of'the organization’s activities. In each segment of the production of goods and services,
there is a so-called ideal image of the goods, which, among other characteristics, includes
the country of origin. These stereotypes are quite firmly entrenched in the minds of
consumers, we will list only a few of them. If we are talking about cosmetic products,
then they must be of French origin, shoes — Italian, electronics, household appliances —
Japanese or German. Similar analogies are easy to find in the sphere of food. The appeal
to associations existing in the minds of the target audience is manifested in the name of
the object. For the field of beauty and skin care, names in French and Italian are common:
Bon Chance (French ‘good luck’), Bonjour (French ‘good afternoon’), Bote (French
‘beauty’), Incanto (Italian ‘witchcraft’), 7e Amo (Italian ‘I love you’, the spelling of the
nominee is preserved), Tesori (Italian ‘treasure’).Among the multi-brand clothing and
footwear stores there are such names in Italian: clothing stores Dolce Vita, Invidiamo,
shoe store Allegro, Veroni, Super Folle. The public catering industry takes leading positions
in the use of foreign language vocabulary in company names. This way of making names
allows the nominator to convey to the target audience a message about the specifics of
the services provided. The Pan-Asian restaurant is called Shikari, which in Hindi means
‘hunter, guide’; the name of the Georgian restaurant Natvirs He is translated from
Georgian as ‘tree of desires’ and refers to a famous film; examples of names of restaurants
specializing in Italian cuisine are L’angolo Italiano, Milano Caf , Bergamo. Restaurants
BierKeller (translated from German ‘beer cellar’), Gashtet (translated from German ‘small
restaurant, tavern’) offer German cuisine.

English remains the undoubted leader and the most productive foreign language,
regardless of the company’s field of activity. In the most detailed heading of companies
in Minsk www.kontakt.by, containing 61 categories of companies by line of business, each
category contains names in English. The quantitative ratio of titles in Russian and English
varies depending on the field of activity. Ergonyms of English-speaking origin prevail in
the field of entertainment, food, beauty and health, in the field of personal services.

Translingualism in ergonymy is widely displayed by the contamination of codes, that
is, the presence of units of different languages in the name of the organization, as a rule,
no more than two. Contamination can take many forms. When writing Russian or
Belarusian names of organizations, the Latin alphabet is used: Grabli, Kavka, Cavabar
or names in foreign languages, implemented through the Cyrillic alphabet: Coffee Sound,
Lost Key, Belsmile. A language game can also be attributed to the manifestation of
translinguality, which manifests itself in combining the bases of lexical units taken from
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the same or from different languages to obtain a new word similar in sound to the words
already in the language with positive semantics: “TeaKava” (tsikawa — trans. from bel.
‘interesting, exciting’). The combination of the English words tea (tea) and funny (funny)
served as the basis for the name of the coffee house “Teafunny” (Tiffany is the name of
a multinational jewelry company).

According to N. Popov, the founder and creative director of the leading Moscow design
agency “Omnibus”, one of the main purposes of using words of foreign origin in the
names of organizations is to imitate a foreign brand. Often the level of trust of the target
audience in the goods of domestic manufacturers is much lower than in foreign ones.
“The product, which is named by a foreign name, gives rise to some hope that it was
designed somewhere abroad and checked by a foreign specialist” (according to «Omnibus»
web site from 03.12.20, http://www.omnibusdesign.ru). The nominator relies on the
activation of this psychological mechanism. Meeting a name in a foreign language,
potential consumers expect high-level service and appropriate quality of goods.

Conclusion

In the process of names’ creation, the nominators give preference to the Russian, the
English, the Italian and the Belarusian languages. In percentage terms, thisis42%, 34.5%,
9.5% and 3.6%, respectively. The choice of languages used can be explained by a number
of reasons. The Russian language prevails in everyday communication, especially in the
urban environment. The use of the Belarusian language in the name of the enterprise is
connotative in nature, conveys the connection with the national culture, Belarusian
ethnicity. The use of English is explained by its role on the international arena. Through
the Italian language, the nominating entity informs the target audience that the
establishment offers product and service quality that matches the level of one of the world
market leaders in the respective segments.

Since in a number of cases, the intended perception by the addressee of the meaning
of names of this kind is based not only on an adequate perception of its foreign language
component, but also on familiarity with the realities of another culture that underlie this
kind of discursive elements, it is possible to postulate the transcultural nature of a significant
part of urban names as an appellative function of components of the organization’s external
communication.
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