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Jluceprailito MPUCBAYEHO IOCHIHKEHHIO JIHIBOKYJIHTYPHOTO KOHIIETITY
WEALTH, akrtyamizoBaHOTO 1HHOBAIliSIMA B aMEpPUKAHCHKIM MOBHIM KapTHHI
CBITY. AHami3 1HHOBAIlli AaMEPUKAHCHKOTO BapiaHTa aHTJIINHCHKOI MOBH
MPOBOJMBCS Ha MaTepiani myomnuctuanoro auckypey CIIA, mo mo3Bonmio
OKpECIUTH 0COOIMBOCTI 00’ €KTHBALIT JIHIBOKYIbTYpHOTro KoHIlenty WEALTH
B aMEpHUKaHCHhKIH MOBHIA KapTHUHI CBITYy Ha Cy4YaCHOMY e€Tami pPO3BUTKY
cycnuibecrBa. i1 aMepUKaHCBKOI CIUIBHOTH, JIHIBOKYJBTYPHUN KOHLEIT
WEALTH € 1iiHHICHOO TOMIHAHTOTO, IO YOCOOJTIOE YSABICHHS aMEPHUKAHIIIB TTPO
no0poOyT Ta (iHaHCOBE OJaromojydus 1 JETEPMIHY€E iX CBITOCHPUUHATTS Ta
OLIIHKY BJIacHO1 ycmimHocTI. [lig MOHATTSAM “I[IHHICHA TOMiHAHTa” PO3yMIEMO
HaWO1IbII MPIOPUTETHI LIHHOCTI, IO CKEPOBYIOTH CBITOCIIPUIHATTS Ta MOTUBU
JUSUTBHOCTI YJIEHIB CYCHUIBCTBA.

JloTpuMyeMocs AYMKH, 110 AOCJI1PKEHHS IHHOBAIIWHUX OJUHULIb Y MEXKax
JIHTBOKYJIbTYPOJIOTIYHUX CTYAIH Ja€e 3MOry OUIbII JE€TaJbHO OKPECIUTH
0COOJIMBOCTI aMEPHUKAHCHKOI JIIHTBOKYJIBTYpPH, apkKe came MyOIiuCcTUYHUN
nuckype CIIIA e HaWOUIbII BIAKPUTOI Ta IIBHAKO pPearyroyor Ha 3MiHHU Y
CYCHUIbCTBI CHUCTEMOIO, a OTKE BIJA3EPKAIIOE aKTyaJbHUW CTaH MOBU Ta
kyaeTypH. [Iporiec BepOokpearrii BiOyBaeTbCs, B MEPIIy Yepry, i BIUIMBOM
EKCTPAITIHTBICTUYHUX YWHHUKIB, 1 THUM CaMUM, € MPOSBHUKAMHU 3MIH Yy
JIHTBOKYJBTYpl. 3TiIHO 3 I[IHHICHUMHU JOMIHAHTaMH, 10 (YHKIIIOHYIOTh B
aMEPUKAHCHKIN JIHTBOKYJIBTYpl, 1HHOBAIIWHI OJWHUIN PO3MOIUISIOTECS TIO0

pi3HUM KOHIIenToc(epam, 1 BUCOKAa HOMIHATUBHA MIUIHHICTh JIIHTBOKYJIHTYPHOTO



koHuenty WEALTH cBiguuTh npo akTyajabHICTh LLOTO MEHTAIbHO-MOBHOTO
KOHCTPYKTA.

JIIHrBOKYJNBTYpHUN KOHIENT € O0araTOBUMIPHUM MEHTAJIbHO-MOBHUM
KOHCTPYKTOM, IO 00’€KTUBYETHCS MOCEPEIHUIITBOM HOMIHATUBHUX OJIMHMIIb,
AK1 YIOPSIKOBYIOTHCS 32 TOJIbOBUM MPUHIIUIIOM 1 GOPMYIOThH SIAPO, MPUSACPHY
30Hy Ta nepudepiro KoHuenry. JlocHipKeHHS HOMIHATUBHOTO  TIOJIS
JIHTBOKYJIbTYPHOTO KOHIIETITY, CTPYKTYPOBAaHOTO Yy BUTJISAJII MOJHOBOI MOJENI,
71710 3MOTY BHIIJIMTH TOJIOBHI Ta JOJATKOBI KOTHITHBHI o3HaKu. [1i1 MOHATTSIM
“KOTHITUBHI O3HAKK~~ PO3YMIEMO OCHOBHI, HAMBAXJIMBIIII PUCU-XAPAKTEPUCTUKU
KOHIIETITY, 110 00’ €KTUBYIOTHCS MIJISTXOM CEMAaHTUYHOTO HATTOBHEHHS JICKCUIHHIX
OJIMHUIIH Ta YCBIIOMITIOIOTHCS YCiMa YJI€HAMH JIIHTBOKYJIbTYPH.

Apxicemn (iHTETrpalibHI CEMH) MOXYTh TpPAaKTyBaTUCS SIK TOJIOBHI
KOTHITUBHI O3HaKH, 00 €KTHMBOBaHI CEMaHTHMKOI MOBHOI'O 3Haka. Binrak,
nudepeHIiiiai cemMu, abdo0 TimoceMH, BiIOMBAIOTH BIAMIHHI O3HAKW Y 3MICTI
OJIMHUIb-PENPE3CHTAHTIB, BU3HAYAIOTh 1 KOHKPETU3YIOTh apXiceMmy, a OTXKE €
J0JIaTKOBUMH KOTHITUBHUMH O3HAKaMH KOHLENTY, 1 MPOPUIIOIOTHCS y nepudepii
HOMIHATUBHOTO TIOJIs. SIApOM HOMIHATUBHOTO TMOJSl JIIHTBOKYJIBTYPHOTO
koHuenty WEALTH Buctymnae nekcema-im’st konnenty wealth, ta ii nepusaru.
Amnaitiz ceMaHTUKU OaraTo3HayHoOI Jiekcemu Wealth no3Bossie BuinmT apxicemy
VALUABLE POSSESSION, siky poO3LiHIOEMO SIK CEMAaHTHYHY O3HAaKy IMEHI
TiHrBoKynbTypHOro KoHuenty WEALTH, mo akTtyanizye rojloBHy KOTHITUBHY
03HaKy MEHTaJIbHO-MOBHOT'O KOHCTPYKTA.

MoBHi 3acobu, 1o MNpodUIIOIOTECS Y JIHTBOKYJBTYPHOMY KOHIICTITI
WEALTH, 3a ronosaoro koraituBHo o3Hakor0 VALUABLE POSSESSION,
BXOJIATH JI0 MPUSIIEPHOT 30HU HOMIHATUBHOTO MOJisi. MOBH1 OAMHUII, SIKI MAlOTh
y CBOEMY CEMHOMY CKJajii TudepeHiiitHi cemu (T1OCEMH), 10 BU3HAYAIOTHCS
HaMH SIK JIOJJATKOBI KOTHITMBHI O3HAaKH KOHIIENTY, BIJIHOCHUMO JI0 Tepudepii.
3HauyHa KUIBKICTh MOBHHUX 3aC001B, IO 00’€KTUBYIOTH JIIHTBOKYJBTYPHUI

KOHIIENT 3a TOJIOBHOIO KOTHITHBHOK 0o3Hakor0 VALUABLE POSSESSION ta



TIOJAaTKOBUMHM KOTHITUBHUMM O3HaKamMu SUCCESS, LUCK, BENEFIT, HAPPINESS,
HEALTH, CBIIYUTb NPO BHUCOKY HOMIHATMBHY WIUIBHICTH LBOTO MEHTAJIbHO-
MOBHOTO KOHCTPYKTa, a OTX€, HOro peneBaHTHICTh MJI1 aMEpUKaHCHhKOI
JHTBOKYJIbTYPH.

3MICTOB1 XapaKTepUCTHKU JIHTBOKYJIbTypHOro KoHienty WEALTH B
aMEpUKAHChKIA MOBHIM KapTWHI CBITY 3aJlaHi €THUMOHOM JIEKCeMH-IMEeHi
JIHTBOKYJIBTYPHOTO KOHIIENTY Wealth, MOTHUBaIlIfHUM CTPHIKHEM CEMAHTUYHOTO
PO3BHUTKY SIKOi BHCTymae apxicema “Ojaro, moopooyr (well-being)”, mo wmae
3arajlbHOMO3UTHUBHY OMIHKY. Jlo miamazony MeradopuuHoi (oOpa3Ho-
acoriaTuBHO1) 00’ exTuBallii JIHrBOKYIbTypHOTO KOHIIenTY WEALTH BXOASTH
kopenstuBHI qomenn: WEALTH is LIVING BEING, WEALTH is BUILDING,
WEALTH is JOURNEY, WEALTH is POWER. WEALTH is OBJECT,
WEALTH is DREAM, WEALTH is SPORT, ta pedepentri nomean FAMILY
iIs WEALTH, FREEDOM is WEALTH, HEALTH is WEALTH, SUCCESS is
WEALTH, BEAUTY is WEALTH.

[{iHHICHMII ~ KOMIIOHEHT JIHIBOKYJbTypHOro konuenty WEALTH
aKTyali3y€eTbCSl Y KaTeropii OLIHKK 1 BUSIBISETHCS IMOCEPEIHULITBOM aHaNi3y
HOMIHATUBHOI IIUIBHOCTI MEHTaJbHO-MOBHOTO KOHCTPYKTa. AHami3 KaTeropii
OI[IHKM, $IKa JIOKaJ3ye€TbCs y JACHOTAaTl 3MICTYy I1MEH1 JIHTBOKYJBTYPHOTO
KoHIenty wealth, naB 3Mory miiiTH BUCHOBKY, IO JIO J€HOTATa iIMEHI BXOJATH
OLIIHHI CEMH 13 3arajibHOTIO3MTUBHUM 3HaYEHHAM “ILiHHI pedi, Maiino” (valuable
possessions, things), “peui, o npuHocsaTs kopucTs” (SUpply of useful things), siki
BMOTHBOBaHI €TUMOHOM “no0poOyt”, “Oaaromonyqus’” (well-being), a orxke,
BIJII3EPKAIIIOIOTh TIO3UTUBHY OILIIHKY. Pe3ynbratu aHamizy KOHOTara MOBHHUX
3aco01B akTyasi3allii KOHIENTY OyJI OTPUMaH1 Ha OCHOBI JOCIIIPKCHHS OI[IHHO1
MOJIAJIbHOCTI KOHILIETITyalbHUX MeTadop (00pa3HO-acoIiaTUBHOTO CKIIATHUKA),
Kl 3aCBIAYMIM, IO Yy CcydacHoMy mnyoOminuctuyHomy auckypei CIIIA,
ninrBokynbTypHuit kKoHIlenT WEALTH otpumye neratuBny (53%), HO3UTHBHY

(24%) Ta am6iBaneHTHO-TIO3UTUBHY (23%) OITIHKH.



BBakaemMo, 1m0  JIHTBOKYJBTYPHHUH  KOHIIENT  KOHCTPYHOETHCS
MOCEPEAHUIITBOM CYOKOHIIENTIB, IO CIIIBBITHOCATHCS 3 MOro OKPEMUMH
KOTHITUBHUMHU O3HAKaMH, 1 YTBOPIOIOTh 00’ €MHY LIIJIICHY KOTHITUBHY CTPYKTYPY
aKTyaJli30BaHy MOBHUMHM 3acO00aMH Y TUCKYpci. AHai3 (aKTUIHOTO MaTepiany,
10 MpEeACTaBICHUN 1HHOBALIMHUMH OJUHUISIMA aMEPUKAHCHKOrO BapiaHTa
aHTJIHCHKOI MOBH, CBIIUUTH MPO T€, 110 B IyoOsminuctuanomy auckypci CIIA,
murBokynbTypHuit  KoHuent WEALTH o00’ekTuBYy€eThCS MOCEPEIHULITBOM
cyoxonnentiB SOCIAL INEQUALITY, PROPERTY, STRESS, PRESTIGE.

CeMaHTHMUHUN  aHaii3  1HHOBAIlIM-HOMIHAHTIB  JIIHTBOKYJIBTYPHOTO
konnenty WEALTH, mo mnpoBoguBcs Ha wMarepialli aMEepUKaHCHKOTO
AHTJIIHCHKOMOBHOTO ITYOJIIIIUCTHYHOTO JHUCKYpPCY, JaB 3MOTYy BHIUIMTH Ta
3rpyIyBaTH HEOJOT13MH Ha OCHOBI BXOJDKEHHS J0 X CEMHOTO CKJIaTy apXiceM,
SKI BB2)KA€EMO KOTHITUBHMMH O3HaKamMu CyOKoHmenTiB. Tak, po3mojijieHHS
1HHOBaIIHUX oauHuIlb Y Mexax cyokonuenty SOCIAL INEQUALITY (38%)
3JIIHCHIOETHCS 32 TAKUMU KOTHITHBHUMH O3HaKamH, sk EDUCATION (15%), RACE
AND ETHNICITY (12%), GENDER (11%). Cy6konuent PROPERTY (29%)
aKTyaJli3y€eThCsl 32 TAKUMHM KOTHITHBHHMH O3Hakamu, sk HOUSE (15%), CAR
(14%). Cyoxkonnent STRESS (17%) akTyani3yeTbes 3a KOTHITHBHEMH O3HAKaMHU
WORKAHOLISM (7%), INSOMNIA (5%), DISMISSAL (5%). Heomorismu, Imo
00’ exktuByt0Th cyOkoHuent PRESTIGE (16%), po3noainstoTbess y Mexax
CYOKOHIICTITY 32 KOTHITUBHMMH 03HaKamu SUCCESS AND SOCIAL STATUS (10%),
APPEARANCE (6%).

Cepen crioco01B 1HHOBAIIIMHOT 00’ €KTHBAIII1 JTIHTBOKYJIBTYPHOTO KOHIIETITY
WEALTH B ny6mimuctuudomy auckypci CIIA BHCOKY aKTUBHICTh BUSIBIISIIOTH
Teneckormis, adikcaris, CIOBOCKIIanaHHs, aOpeiamis. KommpeciitHuii cmocio
CJIOBOTBOPY, TOOTO TEJIECKOIis, € HAWO1IbIIT aKTUBHUM CITOCOOOM BepOOKpearrii.
IToka3oBo, 110 MpoaHaIi30BaHi JIEKCUKO-(Ppa3eosoriuHi 1HHOBAIIHHI OJMHMIT

aMEPUKAaHCHKOTO BapiaHTa aHTJIINWCHKOI MOBU OYyJM CTBOPEHHI BHUKJIIOYHO 3a



PaxyHOK BIIACHMX MOBHHX PECypCiB, TOOTO MOKHA KOHCTATYBaTH 3HUKEHHS POJII
3aMmo3u4YeHb.

AHaji3  MexaHI3MiB  TBOPEHHsSI  TEJECKOMI3MIB,  aKTyalli3yIOuHux
MiHrBOKyJnbTypHuii  koHuent WEALTH, 3acBiguuB, 1m0  HalOuIbII
MPOJYKTUBHOIO MOJICIUTIO € akomnomHo-adepesnuii tun (ab+cd = ad). Xoua
O1IBIIICTB TEJIECKOMI3MIB (POPMYEThCS Ha 06a31 TBOX KOMIIOHEHTIB MIEPEBAYXKHO 32
MoieuTio iMeHHUK + iMeHHHUK (N + N), MojkHa TakoX BiJJ3HAYUTH TEHICHIIIIO J10
(GopMyBaHHs TPhOXKOMITIOHEHTHHX Mozeneit (ab + cd + ef = acf). Xapakrepuum
€ TaKOXX MOBTOPHE BUKOPUCTAHHS YCIUYEHUX (DPArMeHTIB JJIsi CTBOPECHHS 1HIIIUX
IHHOBAI[IMHUX OJHMHHIL, TOOTO MOYXHAa TOBOPUTH IIPO SBHIIEC ‘‘BTOPHUHHOI
TeaecKomii”.

3 morIsiiy Ha MPOAYKTUBHICTh aiKCaTbHUX CIIOCOOIB CJIOBOTBOPY MOBHUX
OJIMHUIb, 0 BEpOai3yoTh JIHIBOKYIbTYpHUN KOHIIENT WEALTH, Hait0inp11y
aKTUBHICTH TIPOSBIISIOTH TaKi CJIOBOTBOPYI €JIEMEHTH, SIK -I1SM, -er, -ing, mini-,
micro-, multi, y Ttoli wdac, sk HAHIPOAYKTHBHIIIOK MOJEUIIO IPOIECy
CIOBOCKJIaJaHHs BusBuiacsa cyOcrantuBHa cxema N-+N. [leBHa KUIBKICTb
IHHOBAllld, AaKTyali3yluHMX JIHrBOKyJbTypHHM koHuent WEALTH B
nyomuuctuyHomy  auckypei  CIIA, npencraBiena aOpeBiaTypaMu — Ta
CKOPOYCHHSMHU.

Mertadopa € ogHUM 13 HAMOUIBII AaKTUBHHUX MEXaHI3MIB BepOOKpearlii i
NpOosBIILE€ OLIbIIY MPOAYKTUBHICTb, Yy TOPIBHSAHHI 3 1HIIMMHU MEXaHi3MaMu
(Gpa3oTBOPEHHS, TaKUMH, SK METOHIMII Ta eBdemizalii. XapaKTepHUM €
YTBOPEHHSI CEMAaHTUYHUX “THI3] , HOBUX CTAJIUX CIOBOCIIOIYYEHb 13 BIACHUMHU
CEMaHTUYHUMU IEHTpPaMH, SIKi (GOPMYIOTHCS IUIAXOM aHAJOrii, 10 MPUKIATY
alpha, celeb, glass, mommy (mom), sleep, vanity.

BOauaemo mepcneKkTUBH MOAAIBIIUX CTYIIM y 31CTABHOMY JOCIIIKEHHI
THTBOKYNbTYpHOTO KOHUenty WEALTH, sk 3 BiggaieHo-, Tak 1

0JIM3BKOCIIOP1THEHUMH JITHTBOKYJIBTYPaMHU.
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The thesis focuses on the research of the linguacultural concept WEALTH
verbalized by means of American English innovations in the publicistic
discourse. The linguacultural concept WEALTH is a dominant cultural value for
American society, as it embodies the vision of financial well-being, determines
worldview, and shapes the assessment of success. Under the term “dominant
cultural value,” we understand the most prior value that guides the worldview of
all the members of society.

The analysis of innovations in the spectrum of linguistic and cultural
studies allows to outline in more detail the features of American linguaculture,
since publicistic discourse is the most open and flexible system that reflects the
present state of language and culture. The process of word-formation occurs
primarily under the influence of extra-linguistic factors, and thus innovations
represent changes in linguaculture. Considering the dominant cultural values
existing in American linguaculture, and the fact that innovations are distributed
across different conceptual spheres, the high nominative density of the
linguacultural concept WEALTH indicates the relevance of this mental-linguistic
construct to American culture.

The linguacultural concept is a multidimensional mental-linguistic
construct that is objectified through the nominative units, organized in

compliance with the field principle, and thus form the core, the core zone, and the



periphery of the concept. The study of the nominative field of the linguacultural
concept, structured in the form of a field model, made it possible to distinguish
the main and additional cognitive features. By the term “cognitive features,” we
imply the leading, most essential features-characteristics of the concept, which
are objectified through the semantic content of language units and are recognized
by all the members of linguaculture.

Archiseme, or hyperseme, can be interpreted as the main cognitive feature
objectified in the semantics of a language sign. In its turn, differential semes, or
hyposemes, reflect distinctive features in the content of language units, concretize
the archiseme, and therefore can be considered as additional cognitive features of
the concept profiled in the periphery of the nominative field. The core of the
nominative field of the linguacultural concept WEALTH comprises the word
wealth, and its derivatives. Semantic analysis of the word wealth allows us to
identify archiseme VALUABLE POSSESSION, which we consider as semantic
feature that actualize the main cognitive feature of the linguacultural concept
WEALTH.

Linguistic means that are profiled in the linguacultural concept WEALTH
by the main cognitive feature VALUABLE POSSESSION are included in the
core zone of the nominative field. Language units that have differential semes
(hyposemes) in their semantics, which we define as additional cognitive features
of the concept, refer to the periphery. A big number of language means
objectifying linguacultural concept WEALTH by the main cognitive features
VALUABLE POSSESSION and additional cognitive features SUCCESS, LUCK,
BENEFIT, HAPPINESS, HEALTH affirm the high nominative density of this mental-
linguistic construct, and, consequently, indicate its relevance to American
linguaculture.

From the etymological perspective, the semantic characteristics of the word
wealth are represented by its etymon. The motivational core of semantic

development of the etymon wealth associates archiseme “well-being”, which



implies the generally positive meaning. The range of metaphorical
objectifications of the linguacultural concept WEALTH includes correlative
domains WEALTH is LIVING BEING, WEALTH is BUILDING, WEALTH is
JOURNEY, WEALTH is POWER, WEALTH is OBJECT, WEALTH is
DREAM, WEALTH is SPORT and referring domains FAMILY is WEALTH,
FREEDOM is WEALTH, HEALTH is WEALTH, SUCCESS is WEALTH,
BEAUTY is WEALTH.

The evaluative component of the linguacultural concept WEALTH is
actualized in the category of evaluation and is also revealed through the analysis
of the nominative density of the mental-linguistic construct. The investigation of
the category of evaluation comprises analysis of the denotative meaning of the
word wealth. Thus, the denotation of the word wealth includes evaluation semes
with a positive meaning “valuable possessions,” “supply of useful things,” which
are motivated by the etymon “well-being,” and therefore reflect a positive
evaluation. The results of the connotative analysis, obtained on the basis of a
study of the evaluative modality of conceptual metaphors, revealed that
linguacultural concept WEALTH receives negative (53%), positive (24%), and
ambivalent positive (23%) evaluation in the American publicistic discourse.

The paper affirms that linguacultural concept comprises subconcepts that
correlate with its cognitive features and form a three-dimensional, holistic
cognitive structure actualized by linguistic means in discourse. A close
examination of the factual material presented by the American English
innovations confirms that the linguacultural concept WEALTH is objectified
through the subconcepts SOCIAL INEQUALITY, PROPERTY, STRESS,
PRESTIGE in the American publicistic discourse.

Semantic analysis of American English innovations that actualize
linguacultural concept WEALTH in the American publicistic discourse made it
possible to single out and group neologisms on the basis of their inclusion of

archiseme to their semantics, which we consider cognitive features of



subconcepts. Thus, the innovations within the subconcept SOCIAL
INEQUALITY (38%) are distributed with regard to such cognitive features as
EDUCATION (15%), RACE AND ETHNICITY (12%), GENDER (11%). Subconcept
PROPERTY (29%) comprises such cognitive features as HOUSE (15%), CAR
(14%). Subconcept STRESS (17%) is actualized by the cognitive features
WORKAHOLISM (7%), INSOMNIA (5%), DISMISSAL (5%). Neologisms
objectifying subconcept PRESTIGE (16%) are distributed within the subconcept
by cognitive features SUCCESS AND SOCIAL STATUS (10%), APPEARANCE (6%).

According to the ways of formation and mechanisms of innovative
objectification of the linguacultural concept WEALTH in the American
publicistic discourse, the highest productivity is demonstrated by blending,
affixation, compounding, and contraction. The most common means is blending
(telescopy), and the analysis of the mechanisms of creation of blend words
confirmed that the most productive model is the apocope-apheresis type (ab + cd
= ad). Although most blends are formed on the basis of two components, mainly
by the model noun + noun (N + N), we can also distinguish the tendency to three-
component formation models (ab + cd + ef = acf). Noteworthy that it is also
typical to re-use splinters and blends to create innovations, which can be
considered as a phenomenon of “secondary blending.”

The analyzed lexical and phraseological innovations were created solely
by own language resources, which allows us to ascertain a tendency to the
reduction of the number of borrowings. In terms of the productivity of affixal
ways of word formation, such word-forming elements as -ism, -er, -ing, mini-,
micro-, multi reveal to be the most active, while the most productive model of
compounding is the substantive scheme N + N. Small number of innovations that
actualize the linguacultural concept WEALTH in American publicistic discourse
Is represented by contractions (abbreviations and acronyms).

Metaphor appears to be the most active mechanisms, which have played

an important role in the process of coining new phrases, and shows greater



productivity, compared to other mechanisms of phrase formation, such as
metonymy and euphemism. The study also enabled us to distinguish the tendency

29

to the formation of semantic “nests,” new phrases with their own semantic
centers, which are formed by means of analogy, for example, alpha, celeb, glass,
mommy (mom), sleep, vanity.

The research made it possible to delineate the prospects for further studies
in a comparative investigation of the linguacultural concept WEALTH, both with
distant and closely related linguacultures.

Key words: American linguaculture, linguacultural concept, values,

publicistic discourse, word formation, innovation.



