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Abstrakt. Magolada tovar nomlarini shakllantirishda stilistik vositalar muhim rol o'ynashi
hagida so'z boradi.

Tayanch so‘zlar: pragmatonimlar, o‘ziga xos otlar guruhi, onomastik sistema, semantik,
funksional va milliy-madaniy xususiyat, mahsulot turlari, “nomlash” Xxususiyati,
pragmatonimlarga xos xususiyatlar.

AocTpak. B crathe paccmarpuBaeTcs TOT (akT, YTO CTHIMCTUYECKHUE TPUEMBI UTPAIOT
BOXHYIO pOJIb B (POPMUPOBAHHH TOPTOBBIX MAPOK.

KiroueBble ciioBa: I[IparMaTOHUMBI, TpyIllla HMCH COGCTBCHHBIX, OHOMACTH4YECCKaAa
CHUCTEMa, CEeMaHTU4YecKas, (DyHKIIMOHaNbHAs W HAIMOHAIBHO-KYJIBTYpHas XapaKTepUCTHKA,
BUJBI IPOAYKIUH, «HA3BIBHOM) IIPHU3HAK, XapaKTCPHUCTUKA ITPATrMAaTOHUMOB.

In the onomastics of the Uzbek language, the proper nouns of goods and products form a
separate semantic group. Pragmatonyms perform a nominative task of distinguishing a specific
type of product from other such products and are characterized by the fact that they carry
valuable historical, socio-political, sociolinguistic and linguocultural information. Linguistic
units representing the names of products and brands — popular names are named differently by
linguists.

The first thoughts about pragmatonyms began to appear in Russian linguistics by the end
of the 20th century. The concept of pragmatonym was defined for the first time in the dictionary
of onomastic terms published by NVPodolskaya!®*. MY Novichikhina analyzes the concepts of
trademark, trade mark, brand and proposes the term "trade name"%2, According to many

101 Cnosape pycckoit onomacThaeckoit Tepmunosiorun / H. B. Tloponbckas; [oTs. pen. A. B. Cynepanckas]. — M.: Hayxka, 1978.
—200c.
102 Hopuunxuna M. E. Kommepueckas Homunanus: Mororpadus / Mapuna Esrensesna Hopuunxuna. — Boponesx: U3n-so BI'Y,
2003. - 192 c.
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researchers, a pragmatonym is a legally protected name of a product or service offering that
gives individuality to a well-known product mark, such as other popular nouns.

In linguistics, the study of pragmatonyms can be classified into several groups:

1. Study of pragmatonyms as a separate group of proper nouns. O. Yakovleva studied the
place of pragmatonyms in the onomastic system according to their semantic, functional and
national-cultural characteristics. Some scientists think that pragmatonyms should be added to
the appellative lexicon, considering that pragmatonyms do not have individualization
characteristics, that is, they can be the general name of several products or several types of
products, not just one thing. O. Yakovleva emphasizes that pragmatonyms should be included
in the list of proper nouns due to their "naming" feature. Because at the same time
pragmatonyms name products or types of products and distinguish them from other products of
the same type. The functional characteristics of pragmatonyms include advertising function,
attractive (attracting attention), aesthetic (giving pleasure), suggestive (offering),
communicative and mythological functions. N. Shvedova researched the functional properties
of pragmatonyms based on modern mass media materials. The author highlighted a number of
functional features of pragmatonyms, such as informative-stylistic, advertising and emotional-
stylistic. N. Stadulskaya proposed to change the formula of a successful advertising company
from AIDA (attention, interest, desire, action) to AIDMA (attention, interest, desire, motive,
action) and thereby shed light on the linguistic manipulation function of pragmatonyms.

2. Research studies in which certain groups of pragmatonyms are studied. K. Antonova
studied the ability of pragmatonyms to attract consumers' attention based on the materials of
confettionyms (candy names). I. Isanguzina also studied the place of pragmatonyms at the
onomastic level in the semantic, linguo-cultural and syntactic aspect using the example of
confectionery productsi®. N. Osipova focuses on the names of sweets, the linguistic features of
the name of the candy "Mu-mu", the use of precedent names in candy names®illuminates. In
A. Banko's research, the issue of using pragmatonyms in advertising texts on the example of
banking industry pragmatonyms and car names is covered'®. S. Bogdanova studied names in
the field of information technology N. Bobireva's article is devoted to the study of
pragmatonyms in the field of sportsi®,

1% canrysuna WM. IIparMaToOHEMBI B OHOMACTHYECKOM IPOCTPAHCTBE: CEMAHTHUECKHil, JIHHIBOKYIBTYPOIOTMUECKHH H
CHUHTAaKCHYECKUH acleKTH (Ha IpuMepe Ha3BaHUH KOHAUTEPCKUX u3nenuii). Bectauk bamkupckoro yausepcutera. 2008. T. 13. N4,
—C.990-993.

194 Ocunosa H.JI. K10 ona, «MY-MVY» B nparmatonnmax? [ToBomikckuit menarorudeckuii ectauk. 2019. T. 7, Ne 2(23). —C.92-
97; OcunoBa H.Jl. OToHMMHBIE MNpeleNeHTHbIE HAaUMEHOBAaHHS KOH(ET B JIMHIBOCEMHOTHYECKOM acCIEKTEe. YUEHbIC 3alliCKH
Ietpo3aBoackoro rocyaapcrBeHHoro yauepeurera. T. 43, Ne 1. —C.60-67.

105 Banpko A.H. DyHKUMOHHPOBAHUE MPArMaTOHUMOB C(epbl «OaHKOBCKAS JEATENHHOCTE B LEHTPAIbHBIX U PETHOHANBHBIX
CMMU. BectH. Bonrorp. roc. yu-ta. Cep. 2, S3biko3H. 2010. No 2 (12). —c.186-190; banbko A.H. SI3bikOBBIE CLIOCOOBI BBIPAKEHHUS
MParMaTOHUMOB B PEKJIAMHBIX TEKCTax (Ha IpHMepe TOBApOB aBTOIpom3BoanTeie). BectHuk UensOMHCKOTO rocyaapcTBEHHOTO
yausepcureta. 2010. Ne 21 (202). dunonorus. UckyccrBoBeaenue. Boim. 45. —-C.10-15.

W06Bo6ppesa H. TepMHUHBI, HOMEHbI M PArMaTOHUMBI B CTICIMATLHOM A3bIKe CropTa (Ha MaTepuale STOHMMHYECKHX €MHMII).
Bectauk Ilepmckoro yauBepcurera. Poccuiickas n 3apyoexnas ¢unonorus. 2021. Tom 13. Beimyck 3. —C.5-11.
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3. Studies in which linguistic features of pragmatonyms have been studied. Phonetic
features of modern pragmatonyms were studied by NDOsipova. In his opinion, in recent years,
when choosing a name for products, entrepreneurs try not only to model positive emotions and
nostalgic memories, but also to attract the attention of consumers with a unigue and unexpected
name. It is noted that the phonetic tools used for this purpose serve to induce a good mood and
smile in the consumer.

4. Studies reflecting the linguocultural and ethnocultural characteristics of pragmatonyms.
In the article of V. Omelyanenko, the linguistic-cultural and communicative-pragmatic
characteristics of pragmatonyms in Russian advertising texts are studied. L.Yermakova studied
the ethnocultural characteristics of non-equivalent pragmatonyms on the example of Russian
and French languages. In another study, the author highlighted the linguistic and cultural
characteristics of "kasha", "porridge”, "bouillie™ - porridge pragmatonyms in Russian, English
and French languages!?’. But in this research, the term pragmatonym is not a proper noun, but
a relative noun. In our opinion, it is not permissible to name similar nouns as pragmatonymes.

5. Pragmatonyms are studied in comparative and comparative terms. A comparative study
of pragmatonyms based on precedent names was carried out by Sun Yumini®, And L.
Arutyunyan studied the formation methods of odorema (names of perfumery products) in
English and Russian discourse.

6. Pragmatonym - researches of globalisms. Some scientists use the term "pragmatonym-
globalism" in their work®. O. Fomenko explains this concept as follows: a pragmatonym is a
brand of goods or a type of service offered that is spread throughout the world on a transnational
scale, is firmly established in the linguistic consciousness of representatives of different
language cultures, and has an important associative value among linguistic and extralinguistic
knowledge. is a descriptive proper name. The researcher notes that as a pragmatonym-
globalism, it represents the trademarks of multinational companies, that is, companies with
several national production units!!®. He also studied the characteristics of morphological
transformation of pragmatonyms - globalisms!l, O. Vasilyeva also studied the characteristics
of pragmatonym-globalisms formed on the basis of zoonyms?!*2,

7. Studies investigating the properties of pragmatonyms as brand names and their
advertising-related aspects. Pragmatic features of industrial brands were studied by N.

107 Epmakosa JI.A., Cempix A.Il. s3bIKOBas KapTMHA MHpPa M NParMaToHMMBbI «Karay, «porriDge», «Bouillie». BecTHuk uriy,
2010. —C.29-35.

108 Cymp IOiMuHB. COMOCTABUTENBHBII aHAIN3 IPArMaTOHUMOB, OCHOBAHHBIX Ha TIPENEICHTHBIX MMEHAX M TEKCTaX. YUeHbIe
3anucku TaBpu4eckoro HalmoHanbHOTo yHUBepcuTeTa uM. B.M. Bepuanackoro Cepus "®wnonorus. CoruanbHble KOMMYHUKAIIN'".
Tom 24 (63). 2011 r. Ne2. Yacts 2. —C.89-93.

199gkopnesa O.E. CeMUOTHYECKHE TUITBI TPArMaTOHUMOB COBPEMEHHOTO PYCCKOTO si3bika: ABTOped. AUCC. ... KaH/. GUIOJL.
Hayk. —HoBocubupck, 2006. —21 c.
Wpomenko O.C. [IparMatoHUMBI-I100aTu3MbL: ABTOped. TMC. ... KaH. Gpuioi. Hayk. —Bosrorpan, 2009. —23 c.

11 domenko O. Mopdonorudeckue TpaHchOPMAIUHU TTPArMaTOHUMOB-TI00aTH3MOB: y3yalbHbIE CIOCOObI

OTIIparMaTOHUMHOTO cioBooOpaszoBanus. Mzsectns BITIY. 2014. —C.63-66.

112 Bacunbena O.A. OcOGEHHOCTH pealu3alliy JIUTEPATYPHOTO 300HAMa B KA4ECTBE MPArMaToHUMa-Tiobanu3Ma (Ha MaTepuae
pexitamHoi kKammanuu Toproeoii mapku NafNaf). Bekrop nayku TI'Y. 2017. Ne 3 (41). —C.113-118. doi: 10.18323/2073-5073-2017-
3-113-118.

664



Qo‘qon DPI. lImiy xabarlar 2025-yil 1-son

Stadulskaya'!®. A. Makarenko analyzed the attention-grabbing characteristics of pragmatonyms
in advertising on the basis of English language materials. O. Vrublevskaya studied advertising
names from the point of view of emotive linguoecology.

8.Research of pragmatonyms in Uzbek linguistics. Although there is no separate
monographic research on pragmatonyms in Uzbek linguistics, a number of researches have
given opinions on the definition and use of the term pragmatonym. In the "Annotated Dictionary
of Uzbek Onomastics Terms" by E. Begmatov and N. Ulukov, the term pragmatonym is
explained as follows: "Pragmatonym (Greek pavnatog - action, onoma - proper noun) - concepts
related to work, activity, practice are proper is a noun, which conditionally includes:
chrematonym, urbanonym, oikonym, paretonym, dromonym, agroonym. One of the famous
horse types. The authors also mention the term trademark: "A trademark is an expression of a
trademark expressed in words and equally applicable to specific languages in this series: "Lada",
"Zhiguli” car, "Riesling" wine". It can be seen from the given definitions that E. Begmatov and
N. Ulukov interpret the product names that we used as pragmatonyms under the term trademark.

G. Odilova's research mentions gluttonous pragmatonyms. The author notes that the
linguistic and cultural characteristics of gluttonous pragmatonyms have not been studied. We
note that the author used the term pragmatonym not for the name of the product, but for the
name of the organization, institution. In M. Madiyeva's article, linguistic and cultural units such
as khan, bek, king (king), chapon, nur, anor, tandir, which serve as the main national component
in the formation of brand names, are analyzed!'*. A number of articles by D. Lutfullayeva and
M. Saparniyazova on the concept of naming have been published.

The expansion of market relations, the increase of trade relations created the need to study
the names of goods and products by the end of the 20th century. In world linguistics,
pragmatonyms as a separate group of nouns in general and their various groups linguistically,
linguoculturally, ethnoculturally, as well as the characteristics of pragmatonyms as brand names
and aspects related to advertising have been researched, but in Uzbek linguistics, the
characteristics of pragmatonyms are monographic not studied in the plan.
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