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HaykoBa HOBM3Ha TMOB’si3aHa 3 HEPO3POOJEHICTIO IPOOJIEMATHKU
KOHHOTaTHBHUX €MOTHBHHX BiJIHOCUH B aHIJIMCBHKIN TepMiHOJOII Mapke-
TUHTY, SKi paHille He BUCBITIIIOBAINCS Y BITYM3HSIHUX JOCIIJDKEH-
HsX. TepMiHOMOrisi MapKeTUHTY € GIaroJaTHUM MaTepiajoM JUls aHali3y
HAsBHOCTI €MOTHBHOCTI, OCKIJIbKH Cy9aCHHA MapKeTHHT MIKIHCIUILTIHAD-
HUH, TICUXOJIOTIYHUH 1€ CHHTE30M HAayKH, NMPAaKTUKH Ta MHUCTENTBA, SKE
TIOB’sI3aHE 3 EMOLIHHNAM XUTTSIM JIIOAWHHU.

HasBHICTE emomugnux KOHOTAIIi Y TEPMIHOIIOTIT €KOHOMIKH 3yMOB-
JICHO 3HAYHOI0 MIpOI0 eKCTpaNiHrBicTHYHUMH (aktopamu. o excmpa-
JIIHe8icMUYHUX (pakmopis CIiJl BITHECTH, 30KpeMa, HassBHICTh KOHKYPEHTHOT
60poTEOHN y KpaiHax i3 eKOHOMiKaMH PHUHKOBOTO THITy. KOHKypeHmis, fK
1 CIIOPTUBHI 3MaraHHs, CTBOPIOE HANPYXEHHS MPHCTpAcTeil Ta eMOoIii Ta
MpupoJHe OakaHHS IEPEeMOITH Ta CTaTH JIiJepoM pHHKY. EMmormiiHicTh
chepu nmismpHOCTI, 6€3yMOBHO, HE MOKE HE BiI0OpakaTHCh Y BiMOBITHUX
creniagbHUX TepMiHoiorisx. [To-apyre, ncuxonoriyHa HEOOXiAHICTh YHUK-
HYTH HECTIPUSATIIMBHUX YK HeOaxkaHWX (DiHAHCOBUX (PAKTIB CTBOPIOE MOTPEOy
3aByaJIOBaTH X TEpPMiHAMHU 3 IMO3UTHBHUM EMOLIMHNM 3a0apBJICHHSM,
1 eB(heMICTUYHHMM LIJISIM CITyXKaTh HacaMIepe]] TepMiHU-MeTadOopH.

o ninegicmuunux ¢paxmopis BiTHOCATHCS JTEKCUKO-CEMAaHTUYHA OCBITa,
MeraOpUYHE TEPMIHOYTBOpPEHHs Ta MeToHiMis. EmMorTuBHa ckianoBa
CEMaHTHKH TEPMIHIB MAapKETHHIY, 3 HAallOi TOYKH 30pY, KOPIHUTHCS
TOJIOBHMUM YHMHOM Y caMili CyTHOCTI MAapKEeTHHTY, SKWUH TOKJINKAHWHA
BIUIMBATH HAa MOBEAIHKY CIIOKMBAYiB, BIUIMBAIOYM HA iX MOYyTTS Ta
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emouiitauii cran (all marketing is designed to elicit some kind of emotion in
the target market).

Taka mmpoka cdepa MpakTHYHOTO MapKETUHTY SK peKiama, TPOHU3aHa
PI3HOMaHITHUMH IICUXOJIOTIYHUMH THpUHOMaMH repexoHaHHs. Jledinimis
CIIOBHHKA JIiI0BOI aHrmiiicbkoi MoBu (ipmu Jlonrman BusHagae marketing
gk “activities intended to make and attract a profitable demand for a product
by means such as advertising, sales promotion, pricing, carrying out market
research, and developing and testing new products” [7, c. 296].

Tepminu-emomugu, OTpUMaHi B pe3yibTaTi BHOIPKH, HTO3BOJITIOTH
BUAUTUTH KUTbKAa TIATPYI, 3aJIe)KHO BiA OCOONMBOCTEH CEMaHTHKH Ta
TepMiHoJIOriuyHOT HOoMiHawil. Ha ocHOBI BUOIpKYM TEPMiHIB MU BUAUIHIN CiM
HiArpym, sSIKi pO3IIISTHEMO JaJIi.

1) Tepminu, w0 Mmicmamy  emMOUIUHUL — MEPMIHOKOMROHEHM
emotional.

Tepmokomnonent emotional ekcrurikoBaHui y KiTbKOX —TepMiHax
mapkeTuHry (Hanpukiaa, emotional appeal, emotional close) [4, c. 242].

3rigHo 3 TIYMaYHHAM CIIOBHHKOM TEPMiHiB MapkeTuHry ¢ipmu beppow,
Emotional appeal (emoriitauii 3aknuk, emorniiina pekinama) € “Type of
advertising in which the copy is designed to stimulate one’s emotions,
rather than one’s sense of practical or impractical. When copywriters use
emotional appeal in advertising, they are attempting to appeal to the
consumer’s psychological, social, or emotional needs” [6, c. 31], To6To
eMOIIMHMI 3aKIIMK BHMKOPHUCTOBYETHCS JJIsI TOro, 00 e(eKTHUBHilIe
MpojJaBaTH TOBap abO TMOCIyry Ha OCHOBI COINAJbHUX YK EMOIIHHUX
noTped JIOIMHH.

Hanpuknao:

 Nokia switches focus to key areas in the purchase journey to broaden
emotional appeal of its devices [5].

[lix yac CTBOpEHHs PEKJIAMHUX IPOAYKTIB MAapKETOJOI'M BHKOPUCTO-
BYIOTb YHCIICHH] eMO1lii, 11100 IPUBEPHYTH yBary MOTEHLIHHUX CIIOKHBAYiB
(fear, hope, anxiety, love, distress, surprise, guilt, shame, interest,
excitement, joy, anger, disgust, patriotism).

2) Tepminu, w0 Mmicmamov MePMIHOKOMROHEHmMU positive ma
negative.

JIBa ONMO3UTHBHI TePMiHM MAapKETHHTY IiAKPECTIOI0Th HAIIPSIM €MOIIiH,
10 TeHepYIThCS Y MOTEHINMHIX moKymmiB (positive appeal, negative
appeal) [4, c. 242]. Tak, positive appeal (103UTUBHHMI MOTHUB, MO3UTHBHE
3IyYEeHHS) — MOXiA [0 pekiaMH, TP SKOMY HAroJIONIyEThCsl Ha
MO3UTHBHUX SKOCTSX MPOMYKIii Ta THX NepeBarax, ki OTPUMY€ JIOJHHA,
sKa 11 Kynuia.
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Hanpuxnao:

+ positive appeal — Advertising copy approach that attempts to alleviate
a person’s anxiety about buying and using a product. The positive appeal
stresses the positive aspects of a product and the positive gains for a person
who purchases the product [6, c. 31].

* negative appeal —Advertising copy approach that points out the
negative aspects of life without the advertised product. The negative appeal
attempts to increase people’s anxiety about not using a product or service
and stresses the loss they will experience if they do not purchase the
product or service [6, c. 31].

TakuM YHHOM, CJiJ 3a3HAYMTH, [0 TEPMIHOKOMIIOHEHTH POSitive
i negative MmoxxyTh Opati yyacTs y BepOasi3ailii ik OI[iHHOT TaK i eMOTHBHOI
KaTeropusamii, 1B JESIKUX BHIIAJIKaX BaXKKO IPOBECTH YITKY MEXy ix
KaTeropu3yr4oi QyHKIi.

3) Tepminu, wo micmamo MmMePMIHOKOMHOHEHMU 3 NPAMOIO YU
HEenpAMOI0 HOMIHAYIEI0 emouin yu nouymms. Pi3HOBUIaMHU E€MOLIHHOTO
npu3oBy (peknamu) €, Hampukiang, Snob appeal (associates product or
service with personality or lifestyle), fear appeal, mio BukopucTOBYIOTHCS
B peKJlaMi Haifyacrimie, mo i BifOMBAa€ThCA B CIOBHUKOBHUX JE(iHIMIIX
[4, c. 242].

Hanpuxnao:

» Fear appeals have been used for many products, services, ideas, and
causes. Some examples include smoking, personal safety, pregnancy
warnings, child abuse, safe driving practices, insurance, financial security,
sun exposure, smoke detectors, cell phones, safe sex, stress, and regular
health exams [3].

Hanpuxnao:

As it has turned out, Jaguar is producing some of its prettiest and most
highly engineered cars in decades, has lost none of its cachet and, indeed,
may have regained some of the snob-appeal that was squandered in the
Seventies [5].

4) Tepminu, w0 micmamos mMEPMIHOKOMROHEHMU 3 NPAMUM a0O
HenpaMum eupazom azpecii.

TepMminu, moB’s13aHi 3 IIHOYTBOPEHHSIM 1 KOHKYPEHIIi€l0, 9aCTO MOTH-
BOBaHI arpecHBHOIO CTpaTeri€l0 KOMMaHii, 1o i BigoOpaxeHo B merado-
pHUYHI TepMiHOIOTIYHIA HOMIHAIII].

Hanpuxnao:

» Marketers have, for the longest time, used the war metaphor: tactics,
strategy, etc., words that originally come from Jack Trout, one of the
founders of the marketing warfare theory [2].
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5) Tepminu, wo micmamo mepminoKomnonenmu, wio 6epoanizyroms
6UO eMOYIIHO20 HA KIEHMIE.

Hanpuxnao:

» Women are not traditionally thought of as a “vulnerable minority”,
but they are more likely than men to be influenced by persuasive
advertising for products that claim to enhance attractiveness and bring
success [5].

6) Tepminu, wo eepbanizyloms 6u0 HCUXONOZIUHOI MA eMOYIIHOT
ycmanoexu (no3uuii) KiieHmie.

Hanpuxnao:

» These sympathetic consumers, whom Gullen terms “seekers” and
“reactors”, form part of the attitudinal groups who are most likely to
convert ad messages into sales [5].

7) Tepminu memaghopuunozo mepminoymeopenus.

Hanpuxnao:

» Word-of-mouth is one of the strongest forms of marketing.
Consumers trust other consumers, particularly those who have demonstrated
passion and expertise in a particular niche [1].

AHauti3 poii Ta QyHKIT TEpMiHIB-eMOTHBIB Y TEPMiHOCHCTEMAX CIPHUSIE
MOTTIMOJICHHIO PO3YyMIHHS MIPUPOAN HAYKOBOTO 3HAHHS, HOTO HAKOITMYECHHS,
mepeadi Ta TBOpYOro po3urky. CiM BHIOUICHHX WIATPYN TEpMiHIB
MOKa3yIOTh BEIMKY PI3HOMAHITHICTH 1 T03aJCHHICTh TEPMIHOJIOTIYHOT
HOMIHAILII, IO BKJIIOYA€ CEMAaHTUYHUN KOMIIOHEHT, SKHH Ha3uBac abo
BUPAXA€E NEBHI €MOIlii, y SIKHX 3alliKaBJIeH] MapKETOJIOTH.
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