YAK 811.111:33

Oxkcana I'yTupsik
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AHTJIIACBHKI TEPMIHH BI3BHECY: OCHOBHI CJIOBOTBIPHI MOJIEJII
© I'ymupsax O. 1., 2012

CTaTTs NPUCBSIYEHA AHAJII3Y OCHOBHHX CTPYKTYPHHUX CJIOBOTBIpHMX MojeJieil aHIIiiCbKIX
TepMiHiB 0i3Hecy. IlinTBepakeHO, 10 BHACTIZOK KOHKYPeHIii MixK TepMiHaMHu, mepeBara Ha-
AA€ThCA TepMiHAM He HAKOPOTIIMM i He HAWAOBIIMM, ajie THM, 10 IXHA I0BKHHA CTAHOBUTH
npudausno 20-50%0 Bix makcumaabHoi. MeHIIy 10BKHHY MOBA HA/IA€ JIsl CTBOPEHHS HAHOLIBIN
BAKJIMBHUX i YaCTO BXKMBAHHUX TePMIiHiB, a OLIbIIY — TepMiHIB 11 BUPa’KeHHsI 0CO0JIMBO CKJIATHHUX,
aJie piglue BXKUBAaHUX, MOHATD.

KuarodoBi cioBa: anrailicbka MoBa, TepMiHoJIOTisA 0i3Hecy, CJ10BOCIOJY4YEeHHS, OAHOKOM-
MOHEHTHHUIi TepMiH, 6araTOKOMNOHEHTHHII TePMiH, CTPYKTYPHMIi THII.

The article is devoted to the analysis of the main structural word building models of the
English business terms. It has been proved that the preference is given to neither the shortest
nor the longest terms but to those whose length is approximately 20-50% of the maximum one.
Shorter length have the most important and frequently used terms while longer length is used
for the expressing of the most important but fewer used notions.

Keywords: English language, business terminology, word combination, one component
term, many component term, structural type.

BimonspHICTh Ta KOMIJIEKCHICTh € BaXKJIMBUME XapaKTepHUMH prcaMu TepMiHomorii Oi3Hecy. [lin
OIMOJAPHICTIO TYT MaeMO Ha yBa3i ii TICHWIA 3B’430K 3 MOOYTOBOIO JIEKCUKOIO, 3 OAHOTO OOKY, Ta i3 CyTO
HAayYKOBHMH TE€PMIHOJIOTIsIMH, 3 iHIIOTO. BimomsipHicTh TepMiHOIOTIT Oi3HECY MOB’s3aHa 3 IHIIOK i PUCOI0
— KoMIUTeKcHIcTHO. L5 TepMiHomorist BBiOpasa B cede sik mooyToBy nekcuky (business, sell, buy Toro), Tak
1 JIGKCHKY, III0 CTOCYEThCS 0arathox cep MpakTUIHOT Ta HAYKOBOI JisUTLHOCTI (OpraHisailisi BApOOHHUIITBA,
peKsIama, TOPriBJis, MCUXOJIOTIs, eKOHOMIKA, MATEMAaTHYHA CTATUCTUKA Ta iHIIe). Takuit XxapakTep TepMiHOJIOTIT
CIIOHYKA€ PO3TIITHYTH TUIIOBI TEPMIHOTBOPHI MO, TPUTAMaHHI .

AHTITIICEKA TePMIHOJIOTIS Oi3HeCy, 5K 1 MepeBakHa OUTBIIICTh CYYaCHHUX Tally3¢BHUX TEPMIHOIOTTIHUX
CHCTEM, CKJIAJA€THCS 3 JIEKCHYHUX OAMHHUIIb JBOX TUIIIB. OAHO- Ta 0araTOKOMIIOHEHTHHX. JI0 ocTaHHIX MOXKHa
3apaxyBaTH K BIACHE CIIOBOCIIONIYYEHHs, TaK i OJMHHUII 3 MEPEXiTHUM Y HEBH3HAYEHUM CTaTycoM [5].
Benvka kinpkicTh TepMiHiB GizHecy — e yrBopenss Tuiy Stone wall (product line, product development,
business circle phase, direct-cost pricing) Ta mexcukaiizoBaHi CIOBOCIOIyYeHHS, ab0 CIOBO CTATHEHHS
(means of production marketing, open-end long-term contract, point-of-purchase materials, return on
investment pricing).

CyuacHe MOBO3HABCTBO HE BUPOOMIIO YITKUX YHIBEPCATEHUX KPUTEPIIB pO3MEKYBaHHSI MIXK CJIOBOM
Ta CJIOBOCIIOJNYYCHHSIM. Y Cy4acHOMY TEPMiHO3HABCTBI TaK0X HE BU3HAYCHO UITKHX MEX MiK TEPMiHOM-
CIIOBOM Ta TEPMIHOM-CIIOBOCIIONYYEHHSAM (OMHOCIIBHI Ta 0araTOKOMIIOHCHTHI TepMminu). lo Toro x
HanucaHHs 0araThOX TEPMiHIB BapitoeThes: price-demand curve Ta price demand curve, value-added tax
ta value added tax romro. Tomy Ha TepIIOMY €Tarli JOCTiHKEHHS OYJI0 BHILIEHO JIIIE ABA KJIaCH TEPMiHIB
— OJIHOKOMITOHEHTHi (OJHOCTIBHI) Ta GaraToKOMIOHEeHTHi. J[0 OcTaHHIX 32 (OPMAaTBHOI O03HAKOK OYIIO
3apaxoBaHO TEPMiHH, CKJIAJIOBI YACTUHU SKUX PO3JALICHI MpoOitaMu 4u Aedicamu.

V mocrmimkyBaHiil TepMiHOJIOTIUHIM cHCTeMI BHUSBHIACS HeBeNMKa KiNbKicTs (6mm3pko 30%) oaHo-
cmiBaux Ta moHan 70% OaraTOKOMIIOHEHTHHX TepMiHiB. lle BiAmoBimae 3arajabHii TEHICHINT CydacHOrO
TEpMIHOTBOPCHHS, SIKa XapaKTePH3Y€EThCS TIEPEBAKHIM BHKOPUCTAHHSIM CKJIaJHUX CHHTAKCHYHHUX OJJMHUIID

34



y sxocti TepMmiHiB. 3a manumu C. B. I'puneBa 60-95% TepMiHiB y CydacHHUX €BPONEHCHKHX MOBax — II¢
6araTOKOMITOHEHTHI OAWHHUII [6].

BurmuBae, o TepMiHH, SKi MalOTh Y CBOEMY CKJIaIi OuH ab0 JBa KOMITOHEHTH, CTAHOBIIATH OJIM3HKO
85%, a Ti, 10 MArOTH BiJl OTHOTO JI0 TPHOX — OJM3BK0 96% 3arambHOT KUTEKOCTI TepMiHiB. Takuid po3mo i
TEPMIiHIB 3a KiTBKICTIO KOMIIOHEHTIB CBITIUTH MPO T€, IO TEPMIHOJOTIS Oi3Hecy, K OyIb-sIKa iHIIa JeK-
CHYHA CHCTEMa, IMiUIsIrae 3aKOHY €KOHOMIT MOBHHUX 3ac0o0iB. Ha miATBEpKEHHS I[LOTO BAPTO JOJATKOBO
HABECTH JjaHi PO PO3IMOALT TEPMiHiB Oi3HECY 3a KUTBKICTIO MOpQeM Ta JIiTep B iIXHbOMY CKJIai.

3 IOCTiKEHHS BUILIMBAE, 1110 TEPMIiHHM, SIKI MAlOTh Y CBOEMY CKJIaJi BiJl OJHIET 10 TPhOX MOpdeM,
CTaHOBJIATH Om3bK0 74%, a Ti, M0 MaroTh BiJ ofHiel 10 YoTupbhoX Mopdhem — 90% 3aranbHOI KiIBKOCTI
TEPMIiHiB.

Tpu uBepti TepMmiHiB (TouHime, 76%) MarOTh Y CBOEMY CKJIaJli Bill YOTUPHOX J0 TPUHAILSATH JiTep, a
91% TepMiHiB MalOTh JIOBXKUHY He Oinbiry 17 sitep.

VYci TepMinu 0i3HeCy, y TOMY YHCII 0araTOKOMITIOHEHTHI, yTBOpeHO Ha 0a3i 865 cmiB. TepMiHo-
€JIEMEHTOM HA3WBAETHCS TYT CIIOBO, SIKE BUKOPHCTOBYETHCS SIK CKJIAJ0Ba YacTHHA TepMiHa. Haifuacrime
JI0 CKJIajy TepMiHiB (CJIOBOCIIONYYEHb, CIOBOCTSTHEHb, YTBOpeHb TuIly Stone wall BXxoasTh Taki TepMmiHO-
enementu: market (69 BxomkeHnp 10 ckinany TepminiB), marketing (67 Bxoskens), price (36 BXOmKeHB),
currency (36), credit (35), demand (25), product (23), exchange (23), consumer (22), capital (22), bank
(22), account (22), tax (20), analysis (19), discount (17), cost (17), rate (16), free (16), contract (15), bill
(15), sale (14), pricing (13), investment (13), stock (12),profit (12), payment (12), deposit (12), cash
(12),brand (12), value (11), trade (11), bond (11), balance (11), order (10), operation (10), insurance (10),
goods (10), competition (10), company (10), audit (10), agreement (10). Bixg m’satu 10 aeB’ATH pa3iB
3ycTpivaroThes TepMminoenemenTu advertisment, agent, assets, auction, audience, base, business, buyer,
circulation, commission, commodity, competitive, consumption, control, current, curve, custom, cycle, debt,
delivery, development, direction, distribution, duty, expenditure, export, firm, fixed, forecast, functional,
fund, import, income, index, interest, liability, license, limit, liquidity, loan, management, media, monetary,
money, mortgage, national, note, organization, panel, plan, potential, private, production, promotion, pure,
quota, realization, research, risk, strategy, structure, system, tariff, transaction, transfer, vertical, zone.

OnHocniBHI TepMiHM Oi3HECY 3a CIOBOTBIPHOIO CTPYKTYPOIO PO3MOUISIOTHCS TaKUM YHHOM:
npocTux ciiB — 36%, moxinHux, To0To adikcanbuux, — 60%, crxaamaux — 4%.

Haitmomupewnimni cioBoTBipHi cydikeu: -ion, -er, -ing, -or, -ment, -(i)ty, -ance (ence, ancy, ency).
HaifaktuBHimunmu € nepmi Tpu cygikcu: 55% omHOCTIBHHX TepMiHONOXITHHX CJiB YTBOPEHO 3a JOIO-
MoOroro Iux cydikciB. Bonu Bxoaarts 1o ckiany 23% ciiB-TepMiHOEIEMEHTIB.

AmnarnizoBaHi cy(ikcu BXOIATH A0 CKJIady TEPMiHiB, TOOYIOBaHUX MEPEBAKHO 32 TAKUMH CTPYKTYPHO-
CEMaHTHYHUMH (DOpMYyITaMu:

- TepMiHH i3 cy(ikcamu -er Ta -0r: BiAaiecTiBHI iIMEHHHUKH 31 3HaUeHHsIM cy0’exty aii (broker, buyer,
consumer, dealer, uditor, consignor, mediator);

- TepMiHH 13 cydikcoM -ment: BiftiecniBHI IMEHHUKY 31 3HAUSHHAM Ji1 a00 pe3ynbTaty aii (agreement,
investment);

- TepMiHH 13 cydikcom -ing eiodiecniBHi iMmeHHMKH 31 3HadeHHsM Aii (branding, buying, detailing);

- TepMiHM 13 Cy(iKcoM -ion: BiAiecTiBHI IMCHHUKH 31 3HaYCHHsM Jii abo pesynbprary mii (auction,
consumption, exhibition);

- TepMiHH i3 cydikcoMm -ance (-ence): Ha3Bu fiii ado cranis (allowance, dominance).

JIBourneHHi, TOOTO Taki, 0 CKIAAy SKUX BXOJATHh JBA IMOBHO3HAYHUX CIIOBA MEPEBAXKAIOTH CEpE]l
0araTOKOMIIOHEHTHUX TepMiHiB. BoHM cKi1agaroTh Oifble MONOBMHM BCiX TepMiHiB OizHecy. Lli Tepminm
HaJIeXKaTh, TOJIOBHUM YWHOM, 0 IIECTH CTPYKTYPHHUX THIIIB.

Itum: N + N. Ile Tax 3Bani yrBopeHHs tumy Stone wall 3 pisHHM CTyIeHEM CeMaHTHYHOI MOHO-
JiTHOCTI (IIompasaa, BUMIPIOBATH CTYIIIHE CEMaHTHYHOI MOHOIITHOCTI MM HE BMIEMO, TOMY ITOCHIIAEMOCS
TYT JIMIIIC HA CBOE IHTYITHBHE BimuyTTs): exchange market, exchange price, exchange profit, export quota,
insurance liability, product line, etc.

HaBpsi 41 MOXHa CTOCOBHO JIEKCEM JaHOTO THUIy 3aCTOCYBaTH Ha3By HeCTiliKe CKJIAJIHE CJI0OBO
(AKy YacTo BKHBAIOTh y CTOCYHKY /IO «3BHYAMHOI» JIEKCHKH), OCKIJIBKH BOHH € TEPMiHAMH, OTXKe IM MpH-
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TaMaHHA BiATBOPIOBAaHICTh. DAKTHYHO 32 CBOEIO CTPYKTYPOIO Ta 33 CEMAHTHKOIO BOHH HIYMM HE BiJpi3-
HSFOTHCS BiJl «CIIPaBXKHIX» CKIQTHHUX CITiB.

Il Tumi: A + N . Ile TumoBi aTprOyTHUBHI CIIOBOCIIOTYICHHS:

direct investment, direct marketing, intermediate seller, marginal buyer, narrow market, etc.

Crpykrypui tumm Participle 1+ N Ta Participle 1l + N Mo)Ha BBaXkKaTu MiATHIIAMH TOMEPEIHBOT
koucTpykiii: blocked account, blocked currency, consentrated marketing, falling currency, working
capital etc.

I Tum: N + Prep + N. [lo HpOro HanexaTh IPUAMEHHHKOBI KOHCTPYKIIIT 3 0OMEKEHOI0 HOMEHKIIA-
Typoro npuiiMeHHHKiB. HaifuacTimne BXXKHBalOTHCS TaKi TPUAMEHHHUKH:

of — 30 cnoBocnonyuens (Chanel of distribution, circulation of currency, cover of credit, etc.);

on — 5 cnoBocnony4yeHs (BUKIIOYHO B TepMmiHax free on board, free on rail etc.);

in — 4 cnoBocnotyuenns (@mount in cash, discrepancy in cash, import in bond,endorsement in full);

by — 1 cmoBocnonryuenns (auction by tender).

Hesenuka kinpkicts TepMminiB Tumy N’S + N, aki Hamexxatrh A0 TepMiHOIOTIT Oi3HECY, CTOCYETHCS
MTOHATE, 3MICT KX BKIIF04Yae oco0y — cy6’exra unm 06’ exra mii: (banker’s bill, buyer’s market etc).

TpuuiieHH] TepMiHu 0i3HECY, TaK CaMo, K ABOYICHHI, MOMUISIOTHCS HA JIBI BEJIUKI TPYMH — BJIACHE
CJIOBOCTIOJTyYEHHS Ta JIGKCUYHI OJUHHMLI 3 MepexigHuM ctarycoM. Cepel HeplInX MepeBakHy OiTbIIICTH
CTaHOBIIATH MPUIMEHHMKOBI KOHCTpYKIi: choice of marketing means, confirmed letter of credit. Heuncnenny
IpyIy CKJIaJar0Th CJIOBOCIIONYYCHHS i3 IBOMa MpUKMeTHUKaMu free economic zone,free enterprise zone.

TepMmiHM 3 TEpexXilHUM CTAaTyCOM BiAPI3HSIOTHCS BiJ] YHCTHUX» CIOBOCIOJNYYEHb CIEHH(IKOI0
CHUHTaKCHYHHX 3B’SI3KiB MK KOMITOHEHTaMH TEPMiHa!

YucTi» CII0BOCTIONYYCHHSI Jlexcemu 3 mepexiHUM CTaTyCOM
choice of (marketing means) (means of production) marketing

VY «4yHCTHX» CIOBOCIONYYEeHHSX 0a30BMM uieHOM € OiHapHa cuHTarma (marketing means, letter of
credit), sika posropraeThcs 3a paxyHOK noaaTkoBux wieHiB (choice of, confirmed, free). ¥V tepminax 3
MepexiJHUM CTaTycoM 0a30BHM 4JIeHOM € He OiHapHa cuHTarma, a okpeme cioBo (marketing, pricing), i
PO3TOpTaHHS TONATae B MPHETHAHHI 70 I[LOTO CIOBA CIIOBOCIONYUCHHS, Y HAIIKX MPUKIagaX TBOUYJICH-
Horo (means of production, received value), sike Bimirpae Taky >k poJib, SIK HepIIa OCHOBAa B CTPYKTYpi
CKJIQTHOTO CJIOBa. Po3ropTaHHs 3iHCHIOETHCS 32 PaXyHOK 03HAYaIbHOT'O KOMITOHEHTA.

TumoBoto € Taka cxema: (bar code) label,(business circle) phase ons TepmiHiB, siki CKIamarOThCS
BUKJTFOYHO 3 iIMCHHUKIB (200 iIMEHHMKOBHX OCHOB, SIKIIIO BBXKATH I1i TEPMIHHM 32 TaKi, 1[0 TMPOUIILIH MEBHY
YacTKy Ha IUIIXY 0 IXHBOTO NMEPeTBOPEHHS B CKiasi cioBa). Cepen JEKCUYHUX OJMHUIID 13 MEPEeXiTHIM
CTaTyCcOM TaKUX TEPMiHiB MepeBakHa OibmricTh: (Market management) organization, (market penetration)
pricing, (retail price) index Toro.

Jlns BacHe CIOBOCHOJYYEHb THUIIOBOIO € IHIIA CXEMa PO3rOpTaHHS TPUWICHHOTO TepMiHa, sKa
3yCTPIYa€ThCs Cepell TePMiHIB, yTBOPEHUX Ha 0a3i iIMEHHHKOBHX OCHOB: company (income tax),.deposit
(currency operation).

Cepen 4OTHPH- Ta I’ ITHJICHHUX TEPMIiHIB TaK caMO 3yCTPIYarOThCs BIIaCHE CJIOBOCIIONyUeHHs (contract
vertical marketing system, cooperative vertical marketing system), Ta meKcHYHI OIUHMII 3 IEPEXiTHUM
crarycom: (fixed-price contract with determination, open-end investment company), npu4omy KiIbKiCHO Tiepe-
Ba)KalOTh OCTaHHI.

CrpyKkTypHa cxema BiacHe cioBocroy4eHs: contractual (vertical (marketing system). CtpykrypHi cxemu
JIEKCMYHUX OJIMHHUIIb 13 TiepexiguuM cratycom: (Stock market) (value rate), (open-end) (long tern) contract).

Takum 4MHOM, PO3IOALT TEPMiHIB Oi3HECY 3a JOBKHHOIO Ta IXHS CTPYKTypa CBiT4aTh MPO T€, IO B
it chepi JeKCHKH, TaK caMo, K y MOBIi B IIIJIOMY, BiIOyBarOThCsI ONTUMIi3alliifHi mponecyu. Haifuacrime B
TEPMIHOJIOTIi Oi3HECY 3yCTPiUarOThCS OJUHHMIN, A0 CKIany SIKUX BXOJAThH 2 cioBa, 3 Mopdemu, 12 mitep.
CTpyKTYpHO MPOCTIII ¥ KOPOTIII TEPMiHU € 3PYYHHMH Ui KOPUCTYBaHHS, ajieé MOXKJIHBOCTEH KOMOi-
HyBaHHS [IBOX-TPhOX MOpP(EM UM IT'SATH-IIECTH JITep 3aMayo Ul IMCHYBAHHS BEJIMYE3HOI KiIBKOCTI
(haxoBUX TOHATH, KOPOTIIi TSPMIHH HE 3aBXIU 3aIOBLTBHAIOTH TAKOXK B ACIIEKTI TOYHOCTI, OCKIIBKH JOCHTH
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B2)KKO BHPA3UTH 3MICT CKIIATHOTO TTOHATTS Yepe3 MBi-TPH O3HAKH, BPaXOBYIOUH, IO JJIS XapaKTEPHUCTHKH
ONIHi€T 03HAKW TOTPiOHA, IIOHAWMEHIIe, OJlHAa KOPEHEeBa UM CIIOBOTBipHa Mopdema. 3 iHIIOro OOKy, JOBTi
TEPMiHH, SKI HAJAAOTh OLTBII MOXIIMBOCTI /U aJ€KBATHOTO BiOOpaKeHHS BEIMKOI KUTBKOCTI CKIIQIHHUX
(haxoBUX TOHSATH, «BIAMTOBXYIOTHCS» MOBOIO 3TiJIHO i3 3aKOHOM €KOHOMIii MOBJICHHEBUX 3yCHIb. OTKe, Y
MIPOIIECi CTAHOBJICHHS Ta PO3BUTKY TEPMIHOJIOTIT BHACIIOK CBIJOMOTO Y1 HECBIIOMOTO BiI0OPY, 30KpeMa,
YHACIIZIOK KOHKYPEHITI MK TepMiHAMH, TIEpeBara HaJacThCsl TCPMiHAM HE HAMKOPOTIIIAM 1 HE HAHIOBIIIHM,
ajyie TUM, IO IXHS JOBXHMHA CTaHOBUTH MpuOm3Ho 20-50% Big MakcuManbHOi. MEHITy TOBKUHY MOBa HaJae
JUTSE CTBOPCHHS HAWOULIBII BaKJIMBUX 1 YacTO BXKHMBAHUX TepMiHIB (L0 330BOJILHSE BHUMOTH CSKOHOMIT
3yCUIib), @ OUIbLIY — TEPMiHIB Ul BUP)XEHHS OCOOJIMBO CKIAJHHUX, ajie PiAlle BKMBAaHUX, MOHATH (IO
3aI0BOJILHSIE BUMOTH TOYHOCTI).
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ITPO HOBI CJIOBA TA BIAITOBIIHUKU B IEPEKJIATHUX
CJIOBHUKAX HAYKOBOI MOBU
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Leii nonuc € cnpo6o BUCJIOBUTH HAIIl MOTJISI HA TPUBAJY, 3aIaBHEHY il YacOM HAJITO
rocTpy, 30KpemMa i3 3ajJydeHHsIM M03aHAYKOBHX aPTyMeHTIB, TUCKYCiI0 11010 MOTPeOH MoaaBaTu
B CJIOBHMKAX HOBI CJIOBA.

KurouoBi ciioBa: ykpaiHcbKka MOBa, JIeKCMKOrpadgisi, HOBe cJI0BO, HOBOTBIp, NOXiIHE CJI0BO,
TePeKJIATHNNA CTO0BHUK

An attempt is made to contribute to the long-lasting discussion concerning the need to
introduce new words in the bilingual dictionaries. It should be noted that sometimes this
disscussion is excessively acute and involves non-scientific arguments.

Keywords: Ukrainian language, lexikography, new word, neologism, derivative word,
bilingual dictionary

Ha mouatky XX cT. ormsan Jukepen yKpaiHCBKOi JIEKCHKM Hif KyTOM 30py YKJIaJaHHS CJIOBHHUKIB
nonaB bopuc ['pinuenko B mepenmoBi 1o «CrioBapsi ykpaiHchbkoi MoBu». Llei orisin cBiguuTh, 1m0 BCi
ykinagadi cinoBHUKIB XIX cT. OO0 YW MEHIIO MipOIO 3aTy4ajd JI0 CIIOBHHKOBUX PEECTPIB HE JIUIIE
CJIOBa Ta CHOJYKH, II0 MOOyTyBalIM B JIITEPAaTypi Ta KHUBiM (axoBiii MOBi, a i HOBOTBOPH, IO iX YaCOM
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