their opinions, which is helpful for traffic management departments to optimize the public transit
system, easing the traffic pressure, ensuring the operating of the public transit system healthily.
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NEPEBO/] HA3BAHU HHOA3BIYHBIX BPEH/I0B HA KUTAMCKHUM SI3bIK
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Hncmumym Koudhyyus no nayke u mexnuxe BHTY
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Abstract. During the last decade, the problem of translating foreign brand names into the
Chinese language has become very important due to the fact that more and more companies
consider China as a target market for their products and services. However, very little research
has been carried out to determine the effectiveness of the methods currently used to translate
foreign brand names into the Chinese language. Therefore, the aim of the article is to summa-
rize the peculiarities of brand name translation into the Chinese language, as well as to provide
a description of the currently used brand name translation methods, such as transliteration,
literal translation, liberal translation, and adaptation.

B coBpeMeHHOM OBICTPO pa3BHUBarOLIEMCs MUpE BCE OouIbliee 3HaUeHHE MPUOOpeTaeT pe-
kiama. OHa BIMSIET HA MHOTHE C(Pephl YEIIOBEUECKON IeATETLHOCTH (TOPTOBIIsi, 00pa3oBaHuUe,
3/IpaBOOXPAaHEHHE, OT/BIX U T.J.). OJJTHUM U3 OCHOBHBIX KOMIIOHEHTOB PEKJIAMbI SBIISIOTCS S3bI-
KOBbIE cpesicTBa. IMEHHO OHU MCHOJB3YIOTCS ISl IPUBJIEUEHUsI MOTEHIIUAIbHBIX MOKYIaTe-
JIeil ToBapoB M MoJib3oBatelielt yciayr. O4eBHIHO, YTO Ha3BaHUE OPEH 1a OKa3bIBAET CYIIECTBEH-
HOE€ BJIMSHHME Ha yCIeX WJIM HEeMOMyJspHOCTh TOBapa, yciyru. [IpaBuibHbIi monbop uMeHn
TOProBOM MapKH BXOJWUT B COCTaB NEPBOCTENEHHBIX 3a/1a4 BCEX MApPKETHUHIOBBIX CTPATETHH.
Kuraii npeacrasinsieT co60i OJMH U3 CaMbIX OOIIUPHBIX PHIHKOB, KOTOPBII CTPEMSATCS OCBOUTh
MHOT'OYHCIICHHbIE 3apy0eKHbIe KOMITaHUH, GUpMBI U ipeAnpusTUs. OHAKO JUHIBUCTUYECKHE
pa3ianurs MeXAy €BPONMEHCKUMHU S3bIKAMH U KUTAMCKUM SI3bIKOM BECbMa 3HAUUTEIbHBI, YTO
CO31a€T TPYAHOCTH NPU MHTEPIIPETALINN UHOA3BIYHBIX HA3BAaHUI Ha KUTaliCKOM PBIHKE.
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OnHUM U3 OCHOBHBIX OTIMYMN MEXKIY €BPONEHCKUMU A3bIKAMHU M KUTANUCKUM SBIISETCS
HamnucaHue, T.K. OOJIBbIINHCTBO 3alaJHbIX A3BIKOB 0a3MPYIOTCs Ha al(aBUTHON CHCTEME, B TO
BpeMs KaK eIMHHIIA HAUCAHUs B KUTaiCKOM — ueporiud. B kuTaiickoM si3pIKe CyIIECTBYET
6osee 50000 uepornudoB, U3 KOTOPHIX B IMUPOKOM HCIIOIb30BaHMH HaxossaTcs 7000, a B mo-
BCEIHEBHOM — 0k0JI0 3500. B 40-ToMHOM crioBape kuTaiickoro sizbika " X KFH" («bos-
110} CIIOBaph KUTAHCKUX HeporaudoBy) coaepxxutcs 49,905 uepornmudon. OnuH 1 TOT ke clior
B KUTAICKOM sI3bIKE€ MOXET IepeaBaThbcs HecKoJabKuMu uepornudamu. K npumepy, ans o6o-
3HaueHus ciora "yi" B 4-M TOHE B TUCBMEHHOM KUTAHCKOM SI3bIKE CyIIecTByeT 92 uepornuda.

JIMHrBUCTHYECKOE U KYJIbTypHOE pa3HooOpa3ue Kuras noau€pkuBaeT Cll0KHOCTb B CO-
3/IaHUU €TMHOM CTpaTErvu AJIs TIePEeBO/Ia Ha3BaHU OPEH/I0B Ha KUTalCKuii S3bIK. HeoamHaako-
BOCTb CIIOCOOOB, KOTOPBIM MOXKET OBbITh IPOU3HECEH OJIUH U TOT K€ UepOriud, co31aéT cuty-
aIIo, IPU KOTOPOH HEBO3MOXKHO IMOJIATaThCs HA CTAHJAPTU3UPOBAHHYIO (POHETHYECKYIO CH-
CTEMY II0 IIPUYMHE €€ OTCYTCTBUS, IIO3TOMY IIPU MEPEBOJE HUCIIOJIB3YETCS BAPUAHT I'PYIIIBI
JMANIEKTOB MyTyHXya. Kutaiickue ueporimgsl MOTYT IPOU3HOCUTHCS MO-Pa3sHOMY B 3aBUCH-
MOCTH OT JIMaJIEKTa, IO3TOMY IpU BbIOOpE BapHaHTa NEPEeBOia HHOS3BIYHBIX OPEHIOB HA KH-
TaNCKMUIl, KOMIIAHUU JOJDKHBI YIOCTOBEPUTHCS B 0Jaro3ByYHOCTH U JETKOCTH MPOU3HOIICHUS
Ha3BaHUs Ha OOJIbLIEH YacTH TEPPUTOPUH LIEJIEBOTO phIHKA. [13-3a 60IBIIOr0 KOJIMYECTBA OMO-
HUMOB BeJIMKa BEPOSATHOCTb, YTO IIPU MPOU3HECEHUU HA ONPEICIIEHHOM UATIEKTE CJIOBO MpH-
o0peTéT HelTpasibHyt0 MO0 HEraTMBHYIO KOHHOTaluio. IlosToMy mepen OKOHYATEIbHBIM
YTBEPKACHUEM Ha3BaHUsI HEOOXOAMMO BBISIBUTH BCE ACCOLMALIMM, KOTOPbIE MOKET BbI3bIBATh
BbIOpPAaHHBINA BapUaHT.

Kpome Toro, nmpu nosunuoHupoBaHuu 3apyoexxHoro Toeapa B Kurae u BriOope kuTtaii-
CKOTr'0 Ha3BaHMsI OpeH/1a Heo0X0AUMO 00palaTh 0c000e BHUMaHUE Ha COLUANIbHBIE U KYJIbTYp-
HbIe (PaKTOPBI, KOMOMHAIMS KOTOPHIX 00pa3yeT COIMOKYJIbTYPHBIN acnekT. Hekoropeie yué-
HbIE€ MPEAIOIaramT, YTO JIMHIBUCTUYECKUE M KYJIbTYPHBIE pasnuuus Mexny Kurtaem u Tak
Ha3bIBaEMBIMU CTpaHaMM 3ariajia MOKHO OOBSCHUTH TEM, YTO OOJIBIIMHCTBO 3alaJHbIX KYJb-
TYp OTHOCSITCS K HU3KOKOHTEKCTHBIM KYJIbTYpaM, 4YTO 00yCIIaBIUBAET NPSIMOTY U BBIPA3UTENb-
HOCTb HOCHUTEJIEH 3TUX KyJIbTYp. KuTali OTHOCUTCS K CTpaHaM € BBICOKOKOHTEKCTHON KYJIbTY-
poii. Takoro posa KyJbTypbl OTJIMYAIOT CJIEAYIOLINE OCOOCHHOCTHU: yJieJIeHHue OO0JIbIIOro BHU-
MaHHS (OpME M KOHTEKCTY (BHMMaHHE K (pOpME M KOHTEKCTY); HEBBIpAa)KEHHas, CKpbITas
MaHepa peuM; npeoOiagaHre HeKaTeropuyHbIX (opM («HABEpHOE», «MOXKET ObITH» U T.1.);
0co0oe BHUMaHUE HeBEepOAbHBIM crIoco0am nepeaaun nH(popMaluy 1 HeBepOabHOMY 00I1I1e-
HUIO; OTCYTCTBHE OTKPBITOTO BBIPA)KEHUS HEJOBOJIBCTBA U IIPSIMOTO «HETY.

s 53pdexTuBHOTO NepeBoa NHOS3bIUHBIX Ha3BaHUI HAa KUTAWCKUM SI3bIK CYIIECTBYET
psi crocoOOB, TaKUX KaK TpaHCIAMTepalus, OyKBaJbHBIA MEpeBOJ, CBOOOAHBIN MepeBoa U
aganTtauus. TpaHcIUTEepallMOHHBIN EPEBO/I 3aKIIF0YAETCs B Hanbosiee TOUHO! nepejaue u3Ha-
YaJbHOTr0 (POHETUYECKOTO COCTaBa Ha3BaHMsI, IPH 3TOM CEMAaHTHUECKOW COCTaBIISIONIEH Ipe-
HeOperatoT. OCHOBHOE NMPEUMYIIECTBO JAHHOTO METO/a B TOM, YTO MU MEPEBOJIE CIIOCOOOM
TPAHCIUTEPALINN Ha3BAaHUE MO-TIPEKHEMY OCTAETCsl y3HABAEMBIM Ha CIIyX, YTO SIBJISIETCSA OYEHD
3HAUYUMBIM ISl KPYTHBIX MEXKIYyHapOoJIHbIX OpeHnoB. Crocod TpaHCIUTEpaluy MepeBeaeHbI

Ha3BaHMs TaKMX OpEH/IOB, Kak, HanpuMep, Giorgio Armani -7%,8 B33 fE Qidozhi Amini, Mary

Kay -BH#E]l Méilinkdi n m1p. HenocraTok TpaHCIMTEpaluK B TOM, YTO NPHM TaKOM CIIOCOOE

NepeB0/1a MOJHOCTHIO yTPAUYUBAECTCsl CEMAaHTUUYECKUI KOMITOHEHT UMEHHM COOCTBEHHOTO, T.€. [0
HA3BaHMIO CIOHO WJIM HEBO3MOXHO CYJUTh O KaKUX-JIMOO CBOMCTBAX MPOIYKTA U YaCTO J1aXxe
0 TOM, K KaKOH IrpyIIe TOBapOB IPYIIE OH OTHOCUTCS.

[Tpu GykBasIbHOM NIEPEBOJIE, HATIPOTUB, COXPAHIETCS CEMAHTUYECKOE CXOJCTBO C OPUTH-
HaJIbHBIM Ha3BaHWEM OpEeH/a, OHAKO MTOJHOCTHIO UIIH MIOYTH IOJHOCTBIO yTpauuBaeTcs (hoHe-
TH4yeckoe nojgobue. JJlaHHbI crocod mo3BOJISIET MOTPEOUTENSIM MOJIYUUTh J0BOJIBHO 1I€TI0CT-
HOE IpeJICTaBlIeHHE 00 OCHOBHBIX KaYeCTBAX M XapaKTePUCTUKAX MPOIYKTa, OJTHAKO BBUAY (o-
HETHUYECKON HEMOXO0XKECTH Ha OPUTHMHAJ 3TO 3aTPYIHSET acCOLUAINI0 KUTANCKOro Ha3BaHUs
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6peH;[a C COOTBCTCTBYIOIIIUM €MY MHOA3BIYHBIM HA3BAHUCM. Taxokxe JaHHBIN THUIT nepeBoJa mu-
POKO HCIOJB3YETCA TOrJa, Koraga B CHUITY KaKux-1100 00CTOATEIBCTB KUTAMCKOE Ha3BaHHUE

OpeHaa He NpuMeHseTcs B pekiame. Hanpumep, kak B ciydae ¢ 6pennamu Apple - R (s

JI0CJIOBHOM TiepeBo/ie - 46110k0), Microsoft — %X (s nocnoBHOM 1epeBoic — MEKPOIPOrpamMM-

N L

Hoe obecrieuenne) , Nestle - # 5 (B 10CII0BHOM IIEpeBOJIE — THE3/I0).

[Tpu cBOOOIHOM TIEpPEBOJIC OJHOBPEMEHHO MPOUCXOAUT PEUICHHE TPEX 3a7ad: CoXpaHe-
HUe (POHETHUYECKOTO M0100Us Ha3BaHUS OpeH/Ia, COXpaHEeHUE U3HAYAILHON CEMAHTHUKH U yTyd-
IICHUE TIPUBJICKATEIBHOCTH TOBapa 3a CUET 100ABOYHOT'O CEMAHTUYECKOTO KOMITOHEHTA C I10-
JIOKUTEIBHBIM 3HaYeHUEeM. J[aHHBII CITO0CO0 SBIISIETCS OTHUM M3 HauOOoJIee CIIOKHBIX B TpeOyeT
OT MePEeBOUMKa 0COOON TOYHOCTH U BHUMAHHS KO BCEM JIETaJsIM. B kauecTBe mpumepa MOKHO

o - s d=E
npuBECTH KuTaiickoe HaszBanue Openna Tide -iKJZT Tai zi, 4To mepeBoAUTCS KaK ‘BHIMBIBAIO-

IIUA IpsA3b’, IPU 3TOM TaKXKe COXPAHEHO U CXOJCTBO Ha (DOHETUYECKOM ypOBHE, IOTOMY YTO
KHATaMCKOe 3ByuaHue Heiima — TalZi yaCTUYHO COBIAAaeT C OPUTHHAIBHBIM BAPHAHTOM.
[TepeBon criocoboM afanTaluy CIyXKHUT AJs CO3/AaHUS ONPEAEIEHHOr0 UMHUKa TOBapa
Ha JAaHHOM KOHKPETHOM pbIHKe. [Ipu TakoM ciocoOe nepeBosia 1 ceMaHTHKa, U (hoHeTHUYecKast
COCTaBJIAOLIAs] U3HAYAJILHOTO HA3BaHUS MOJIHOCTBIO YTPAauMBAIOTCA, Yy TOBapa (GopMupyercs
HOBBIN UMUK, HE UMEIOLIUI YacTO HUYEro o011ero ¢ opuruHaiom. ['1aBHas 3aaqa nepeBo-
YyHUKa OPU IPUMEHEHUH aJalTaluil — MAKCUMAJIbHO XOPOUIO MU3YyYUTh OCOOEHHOCTH PbIHKA U
MEHTAJIUTETA JIFOIEH, IPOKUBAIOIINX HA TEPPUTOPHH, U1l KOTOPOU JAHHBIN TOBAp IPEIHA3HA-

yen. [TpuMepsI HCIIONB30BAHMS ITOTO crIocoda Iepeosa — openns Pizza Hut (M%), Dura-

cell &FHEE) u p.

Taxum 006pa3oM, OY4EBHIHO, YTO IIEPEBOJ HA3BAHMI OPEHIOB HA KUTAHCKUM S3bIK 3HAYH-
TEJBHO OTIMYAETCS OT OCTATIBHBIX BUIOB IIEPEBOA. B CBA3M ¢ 5THM, CIOCOOBI IEPEBOIA HAa3Ba-
Huil OPEHIOB Ha KUTAWCKUIl S3bIK TAK)KE MMEIOT CBOKO cHEeU(PHKY U TPeOYyIOT NalbHEHIIEro
M3YYCHHUS.
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Abstract. In this article marketing price strategy of the competitive pricing is examined
"skimming pricing", that consists in establishment of the intentionally overpriced price on a
new innovative commodity. There are four reasons, on the basis of that a company can make
decision about the use of price strategy "skimming pricing"”: high level of primary charges,
presence of unique advantages, limit powers of production and inelastic demand on a commod-
ity. This direction is complemented also by the decision of task of enterprise on establishment
of optimal production and realization of innovative commodity volume from the point of view
of maximization of the profit by means of mathematical method.

Crparerust "cHATHA CIMBOK'' 3aKIIFOYAETCS B IIOCIIEN0BATEIbHOM IIPUBIICYEHUH PA3HBIX CEr-
MEHTOB pbIHKa. [lepBoHavanbHO UpMa yCTaHABIMBAET MaKCUMAJIbHO BHICOKYIO LIEHY Ha TOBap.
ToBap NO3UIMOHUPYETCS KaK YHUKAIBHBIH, /11 0COOBIX CITy4aeB, POBOIUTCS COOTBETCTBYIOIIAS
pEeKJIaMHasi KaMITaHUs, U CETMEHT NOKYINaTeIe ¢ BBICOKMM YPOBHEM J0XOZd, TOTOBBIX IJIATUTh
MOBBIIIEHHYO IIEHY 3a HKCKITFO3UBHOCTH TIOKYIIKH, TIEPBBIM MPHOOPETAET AaHHBIHA TOBAp.
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