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Melnik O. A. The emporonims of Vinnytsia region (at the end  

of XX century till early. XXI century) 

The article outlines the tasks and functions of emporonims 

on the examples of names of commercial establishments of Vinnytsia region. 

A high dynamism of the development of erhonominations was marked in the 

late of the last and the beginning of XXI century. The problem of definition 

of the term emporonim was considered, the regional features of nomination 

of shopping facilities in Vinnytsia region at phonetic, morphological levels 

were revealed. The causes of a few borrowings of erhonims from the Russian 

language were studied, and doublespeak on socio-linguistic level and in 

the historical discourse was investigated. The peculiarities of proper ukrainian 

lexems and neologisms or the names of foreign origin to indicate the names 

of the groups of people united by a common profession were described. We 

consider the sociolinguistic aspect of emporonimonominations, their functions, 

motivation, derivative and morphological features of new formations. 

The major advertising function of this layer of onyms was determined. 

The group of commercial facilities, whose name was passed by nomenclature 

name of the trade object and number was characterized. The lingual and 

nonlingual factors were determined. It was found out that emporonims have 

intellectual, emotional, expressive content of nomins, i.e. nominator must 

reckon with its connotation. Ergonims of neutral connotations do not give the 

impression on a potential customer. In order to achieve the implementation of 

all tasks and functions of emporonims` we proved that the nominators should 

consider the use of various linguistic devices as morphological, lexical and 

phonetic (techniques, figures). 

Key words: 

of emporonims`, sociolinguistic aspect of emporonimonominations. 

 

 

 

    

 


