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STANDARDS OF TEXTUALITY IN PERFUME
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Abstract. This article deals with the problem of perfume and cosmetic
names. Special attention is given to the peculiarities of names in the context
of textuality. Perfume and cosmetic names verbalize all features, qualities
and individual characteristics of these goods. They create the naming space
that consists of four nominative components: brand, basic, genitive and
functional-descriptive. It is the basic nominative component that reflects the
main part of information about perfumes and cosmetic goods. Four
nominative components function as corresponding text information blocks.
It means that perfume and cosmetic name combines two spaces. The first
space is naming that is represented with the integrated perfume and
cosmetic naming complex. The complex grasps four nominative
components. The second space is informational that stores the necessary
volume of information and creates a communicative background. The
information scope is kept in the text construction. The volume of
information is divided into four relevant text blocks. Together all these
blocks form text boundaries which outline the text construction. The text
construction is characterized by two interdependent features coexisting in
the integrated perfume and cosmetic naming complex such as discreteness
and wholeness. This is a very significant cohesive factor within the text
construction. Cohesion is realized on the lexical level involving the
mechanism of repetition which is the part of reiteration. On the other hand,
repetition may be complete (the naming unit is repeated literally) and
partial (the naming unit is repeated partly). The repetition may be between
nearest blocks (having common side) and distant blocks (without a common
side). The result of the research broadens the set of naming units adding to
word, phrase and sentence the next unit recognized as text.

Keywords: cohesion, lexical repetition, naming complex, nominative
component, text block, text construction.
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CTAHJAPTHU TEKTYAJIBHOCTI
Y HAPOYMEPHO-KOCMETUYHUX HA3BAX

Anomauyin. Cmammio npuceésueno  nap@oMepHoO-KOCMEemMUYHOMY
neuminey. Ocobnugy yeazy npuoileHO HeUMIHZY 6 aCHeKmi MeKCmogol
npupoou nap@iomepro-kocmemuynux nasg. Lli nazeu eepbanizyioms yci
ocobnugocmi,  AKICHI  ma  IHOUGIOYAlbHI  Xapakmepucmuxku — yiel
poseanydcenoi  moeapHnoi  epynu.  Ilapmomepno-kocmemuuni  HA36u
CMBOPIOIOMb  HOMIHAMUGBHUIL NPOCMIp, WO CKIAOAEMbCA 3 HOMUPLOX
HOMIHAMUBHUX — CKIAOHUKIG:  Opend06ozo,  6a306020, poo08020 i
@yHryionanvHo-0eckpunmusrnozo. Came 6a308ull HOMIHAMUBHUL CKIAOHUK
8i0obpadxcac  ocHo6Hy  iHGhopmayito, nog'asamy 3 napgromepHo-
KOCMemuyHUMY — mosapamu. Yci 4omupu HOMIHAMUGHI  CKIAOHUKU
@GyHKYionyloms 5K 8I0N0GIOHI MeKkcmoei ingopmayitni oroxu. Paxmuino,
nap@omepHo-KoOCMemuyHa HA364 MICMUmMs OOHOYACHO 08d NPOCHMOPU.
Ilepwum ¢ wHetimineogutl npocmip, AKUL MOOYIIOEMbCA  THMESPOBAHUM
nap@omMepHoO-KOCMEMUYHUM HOMIHAMUBHUM Komnaekcom. Lleli xomnnexc
OXONNIOE  YOMUPU HOMIHAMUBHI  CKNAOHUKYU. [lpyeum npocmopom €
iHGhopmayiinull, KUl € HOCIEM OCHOBHOI HeoOXIOHOI iHopmayii i popmye
KOMYHiKamugHe niotpynms. Becv o6cse ingopmayii 30epicacmvca y
meKkcmogomy Koucmpykmi. Yci ya ingopmayia, wo npucymus y
nap@romeprHo-KOCMeMuuHOMY HOMIHAMUBHOMY KOMNAEKCI,
DPO3MENHCOBYEMBCA HA Yomupu 6i0nogioHi mekcmosi Oroxku. Pasom yci yi
OI0OKU OKpecnioloms MeKCmo8i KOPOOHU, AKI 00Medcyroms meKCmosull
koncmpykm. — Texcmoeuii ~ KOHCMPYKmM — XAPAKMepUusyemuca  080Mda
63A€EMO3ANEHCHUMU O3HAKAMU, AKI CHIGICHYIOMb Y Medcax iHme2posano2o
nap@iomepHo-KoCMemuyHo20 HOMIHAMUBHO20 KOMNIIEKCY. Bonu
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3YMOGII0I0Mb CMABINbHICMb KOHCMPYKYIL [ BUBHAYAIOMbCSL K MEeKCMOos8d
yinichicmv 1 Ouckpemmuicms. Texcm — makooc — xapakmepuzyemucs
KoeepeHmuicmio i Kozezicio. ¥ KoHcmpyKyii cnocmepieacmovcs KO2e3usHUll
YUHHUK, AKUU peanizycmvbCsi HA JeKCUYHOMY DIGHI, 3anyuaiouu MexXauizm
NOBMOPEHHA, WO € CKIAOHUKoM peimepayii. 3 inwozo 00Ky, pecypc
NOBMOpEHHA Modice Oymu NOSHUM (KOAU —eneMeHm  HOGMOPIOEMbCS
nosHicmio) abo HAcmKOSUM (KOIU NOBMOPIOEMbC  uue HacmuHa
enemenmy). Kpim moeo, nosmopents moosice 6ymu midxc cycioHimu 6iokamu,
abo misxc oucmanmuumu. Pe3ynomam O0CHiONCEHHA POUUPIOE THBEHMAD
HOMIHAMUBHUX OOUHUYL I KPIM Cl06A, CIOBOCHOJVUCHHS [ PEeUeHHs,
00360J1A€ BKIIOYUMU MAKONC | MEKCM.

Kniouosi cnosa: «kocesis, Jnexcuume NOBMOPEHHS, HOMIHAMUBHUL
KOMNJIEKC, HOMIHAMUGHUL CKIAOHUK, MEKCMOoBUti 010K, MeKCmOogull
KOHCMPYKM.

Inghopmayin npo asmopie: Hixihoposa €eecenis IOpiiena — xanoudam
Qinonociunux Hayk, acucmemm Kagedpu auenilicbkoi inonoeii ma
MidCKynbmypHoi  KomyHikayii;,  Incmumym  ¢pinonocii;  Kuigcokuii
HayionanvHuil yHieepcumem imeni Tapaca Lllesuenka.

Tanuyvka €nuzasema Anamoniiena — kanouoam Qinono2iyHUX HAyK.

Enexkmponna adpeca: elt.nikiforova@gmail.com; liza-g@ukr.net
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CTAHJAPTBI TEKCTYAJIBHOCTHU B TIAP®YMEPHO-
KOCMETUYECKHUX HA3ZBAHUAX

Annomauusn. Cmamos  noceswena  npobreme  nap@romepHo-
Kocmemuyeckux Hazeanutl. Ocoboe HUMaHUe YOeIeHO XAPAKMePUCHUKam
OaHHbIX ~ Ha3eéanuli 6 pakypce mexkcmyanvHocmu.  Ilapghomepro-
KOCMemuyeckue — Ha3eamus — gepbanusupyiom — ece  ocobeHHocmu,
Kauecmeenuvle U UHOUBUOYATbHLIE XAPAKMEPUCMUKU IMUX THO8APOS.
Hazeanus gopmupyiom netimMunz080e npocmpancmeo, KOmopoe coCmoum
U3 uemvlpéxX HOMUHAMUBHBIX KOMHOHEHMOS: OpeH006020, 6a306020,
pP00068020 U QYHKYUOHALHO-0eCKpunmuenoeo. HMuenno  6azoeuli
HOMUHAMUGHBIN KOMNOHEHN OMPAdcaen OCHOBHYIO YACHb UHGOpMayuu,
omHocaWYIOCA K napgromepHo-Kocmemuieckum  mogapam. Hemuvipe
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HOMUHAMUBHLIX ~ KOMROHEHMAa  Mo2ym  (DYHKYUOHUPOBAb — KAK
coomgemcmeylowue mexkcmogvle Oaoku. Paxmuuecku napgomepno-
KOCMemuyeckue Hazeanus cocmoam u3 08yx cgep. Ilepsou cepoii
aensiemes  Heumuneogas. Ona — npedcmagnena  UHMESPUPOSAHHBIM
nap@romepHo-KOCMEeMUYeCKUM HOMUHAMUBHBIM KOMNIEKCOM, KOMOPbIll
oxeamvigaenm uemvlpe HOMUHAMUBHBIX KoMNnowenma. Bmopou cgepoii
A6NAEMCA  UHPOPMAYUOHHAA,  KOMOPAsi — AGIAEMCA  6MECMUNUUEM
HeobX00uMoll UHGopmayuu u Gopmupyem KOMMYHUKAMUBHYIO OCHO8Y. Bca
ungopmayus ouepuusaemcs MeKcmoGbiM KOHCIPYKIMOM.
HUngpopmayuonnan cghepa paszderena Ha uyemvipe COOMEEMCMEYIOUWUX
mMeKcmogvlx  O0KA, KOMOpble COBMECMHO — O0SPAHUNUBAIOM — MEKCIM.
Texcmogulii  KOHCIMPYKM  Xapaxmepu3yemcs 08YMs  63aUMO3a8UCUMBIMU
cgolicmeamu, KOMopble cOCYWecmeyiom 6 npeoenax UHMezpupo8anHo2o
nap@omMepHo-KOCMeEMUYecko20  HOMUHAMUEHO20 — KOMNAeKcd, — dMo
yenocmuocms U ceasnocms. bonee 3mauumviv paxmopom 6 npedenax
MEeKCMOoB020 KOHCMPYKMA BbICIYRAEm KO2e3Usl, KOMopas peaiusyemcs Ha
JEKCUYECKOM ~ YPOBHe, UCHONb3YA MEXAHUusM Nosmopd, AGIAIOUUICS
cocmasHoti wacmoto peumepayuu. C Opy2oiti mouKu 3peHus, Nosmop
Modcem Obimb KAK NOAHBIU (K020a 3JleMeHm NO8MOPAemcs HOIHOCMbIO),
maxk u uyacmuyHulll (Ko20a OH nosmopsaemcsa uacmuuuo). Taxowce, OH
803MOJICEH 8 Npeodenax KAk O08YX CMeNCHbIX O0N0K08, MaK U MedrHcoy
HecmedcHbIMU Ookamu. Pesynomam ucciedosanusa pacuupaem uHeeHmaps
HOMUHAMUGHBIX eOUHUY U KPOME C064, CLOGOCOYEMAHUs U NPEONOICEHUS,
gKIIOYACM TEKCM.

Kniouesvle cnosa: xozesus, nexcuieckoe nosmopenue, HOMUHAMUGHbLI
KOMNOHEHM, HOMUHATNUSHBIL KOMNIEKC, MeKCmOosblll ONI0K, MeKCHObill
KOHCMPYKM.

Hugopmayua npo asmopos: Huxupoposa Eszenus IOpvesna —
KaHouoam @Quionocudeckux Hayk, accucmeHm Kageopbl aHeIUUCKOU
Qunonocuu u MeHCKYNbmypHOU KOMMYHUKayuu;, Muncmumym @uronouu;
Kuesckuii nayuonanvnuiii ynusepcumem umenu Tapaca Llleguenka.

Tanuykas Enuzasema AnamonvesHa — KaHOUOAm Quiono2udecKux Hayx.

Anexkmponnslit adpec: elt.nikiforova@gmail. com; liza-g@ukr.net

The language development is connected to the cognitive activity
of mankind and that process stimulates the creation of new naming
units providing individuality and recognition in the modern society
which is saturated with a lot of information. As the sphere of
mankind's activity is getting broader and broader, the increase in the

65



AKTyaJbHi Npo0jeMu YKpaiHChKOI JIHIBiCTHKHU: Teopisl i mpakTHKa

......................................................................................

sphere of new objects production is also observed. As a result, the
new units for naming appear. Commerce is a traditional branch of
society's activity which is connected to manufacturing and selling.
These activities demand corresponding naming units. Perfume and
cosmetic naming units reflect the results of those activities. The
naming units accompany corresponding goods providing the
necessary amount of information for future buyers. Modern English
naming is a multi-aspect phenomenon involving different objects,
their properties and functions. Naming may be analysed on the basis
of perfume and cosmetic goods in particular. Perfume and cosmetic
names create a separate subclass in the global goods naming.
Moreover, using these names recipients can receive essential
information. Perfume and cosmetic naming is realized in two
aspects: olfactory and colour. The semantic aspect of perfume and
cosmetic naming is the most variable component reflecting the
emotional, cognitive and social stratification intentions of the agent.

The purpose of the article is the investigation of the perfume and
cosmetic names taking into consideration the text nature of these
naming units. Perfumes and make-up belong to the specific goods
which are consumed individually. They are products of impulsive
demand. The main problem of these goods is the absence of
possibility to name smell, aroma, odour and fragrance in a traditional
verbal way without involving special olfactory terminology. Perfume
and make-up naming is based on the associative images which create
potential recipient's positive mood. Perfume and cosmetic naming is
called for reflecting olfactory and colour preferences of the
prospective consumers. Text as the biggest communicative unit
provides all the necessary information essential for recipients-buyers.
Therefore, the naming units have some text peculiarities which
require attentive consideration.

The topicality of the article lies in the fact that textual properties
of perfume and make-up names have not been analysed and there is
no definite correlation between naming units and texts. The
scientific novelty of the research arises from the necessity of filling
the gap that appears between naming unit and texts which are
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involved in the process of naming and describing perfume and
cosmetic goods. Naming units are traditionally correlated with the
word (the smallest naming unit), phrase (the biggest naming unit)
and sentence (the smallest communicative unit). There is no attempt
to find out the primary correlation between naming unit and text
taking into consideration that only text is the biggest communicative
unit that crowns the system of linguistic units. The object of the
research is a set of naming complexes (3430 units) which are
connected with corresponding perfume and cosmetic goods. The
subject of the investigation is the text categories which may be
identified within the naming complexes.

Literature review. Attempts to examine the textual features in
the perfume and make-up names look rather problematic as text
property and text nature of perfume and cosmetic names have not
been reflected in the linguistic studies. There are some systematic
efforts of dividing the perfume and cosmetic names into four
constituents which create the integrated nominative complex. That
nominative complex is responsible for creating and outlining the
naming space [11, p. 22]. The naming space is divided into a brand
component and a basic name [10, p. 54]. It is modified with a
genitive name and a functional-descriptive component [12, p. 310].
The naming process consists of two stages: naming in proper
(creating and forming the name of goods) and juridical support,
assistance [19, p. 192-193]. Having some sense, the name of goods
helps customers to remember and recognize a brand. What is more,
brand name should be associated with the category of goods [1,
p- 231]; also, it should create a mental image in the consumer's
brain [9, p. 167-168]. Any ideas of text linguistics have not been
involved in the further perfume and cosmetic name researches. The
text categories should be organized within the naming complex of
the perfume and cosmetic goods, and that recognition is the
indicator for a more detailed investigation revealing text nature of
the names of the goods.

Results. If there is an attempt to explore the perfume and
cosmetic names based on the text nature, it is reasonable to outline

67



AKTyaJbHi Npo0jeMu YKpaiHChKOI JIHIBiCTHKHU: Teopisl i mpakTHKa

......................................................................................

the text linguistics tasks and specifications. The text describes or
explains the common and different features among the text types:
what standards texts fulfil, how they are produced and received, who
is using them in a given set of occurrences, and so forth [2, p. 37].
The study of written interaction is usually understood as a complete
unit of speech (or macro text) and a chain of utterances linked
together by a common purpose of communication (or micro text). It
concerns the organization of the text which is a unit of language. The
text is any written record of communicative event [3, p. 26]. It is the
biggest communicative unit that corresponds to seven standards of
textuality: cohesion, coherence, intentionality, informativity,
situationality and intertextuality [7, p. 46]. All standards define and
create the form of behaviour identifiable as textual communicating;
and if defined, that form of behaviour will break down [6, p.118]. As
cohesion and coherence open the chain of textuality standards, they
should be studied as the main text categories which may be
recognised in the structure of the perfume and cosmetic names.
These names are the results of perfume and cosmetic naming
processes. Thus, the final result of these processes is an integrated
naming complex (INC). Within the INC there is the coexistence of
two spheres: informational and naming. The first sphere involves 7-8
lexical units (lexemes) which are direct names of things [13, p. 77].
They are the main expressive units of language which ensures the
thought-forming function of language [14, p. 121]. The informational
space may be varied but in general, it looks the following way: Dior
Hypnotic poison eau de parfum spray 50 ml. The naming space is
divided into four nominative components. The same chain of
lexemes may be subdivided into A-component (Dior), B-component
(Hypnotic poison), C-component (eau de parfum) and D-component
(spray 50 ml). 1f the INC is regarded as text, the distinguished A, B,
C, D-components may be recognised as the text segmental blocks.
The strict order of the text blocks in all the INC helps put forward the
idea about logical relations between the text blocks. It is reasonable
to connect the order of text blocks with coherence. This text category
is associated with a logical topical connection [20, p.410]. It
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concerns how the components of the textual world, i.e. the
configuration of concepts and relations which underlie the surface
text, are mutually accessible and relevant [16, p.140-141]. A concept
is definable as a configuration of knowledge (cognitive content)
which can be recovered or activated with more or less unity and
consistency in the mind: each link would bear a designation of the
concept it connects to [8, p.291].

A text block functions as an introductory nominative component
and it may be identified as a brand text block. It contains only the
manufacturer's brand names. The most traditional are brands of
perfume and cosmetic companies (AVON, Revion, L'oreal,
Lancome). There occur brand names which are traditionally
connected with model business and only later they developed aroma
and make-up production (Dior, Givenchy, Dolce&Gabbana, Gucci,
Giorgio Armani, Roberto Cavalli, Calvin Klein, Prada). Among the
brand blocks, there are traditional British brand names (Jo Malone,
Miller Harris, Penhaligon's, Burberry, Creed, Paul Smith, Clive
Christian, Alexander Mc'Queen), also well-known American brands
(Elizabeth Arden, Ralph Lauren, Tommy Hilfiger, Estee Lauder,
Calvin Klein, Tom Ford, Donna Karan, Michael Kors). A text block
is a leading attractant in goods and productions of perfume and
cosmetic firms. It helps the potential consumer to realise the primary
navigation among the varieties of perfume and make-up
manufacturers. It is a conventional marker of price, quality and social
segment of buyers-consumers. A-text block conventionality is
connected with associations created in the society. Brand names
manifest and proclaim corresponding quality, price and connection
with a certain social group of consumers. The set of associations
creates the convention which goes far and is spread within all
products of that brand name. A-text block as the initial structural
component in the text construction starts the process of logical giving
the relevant information about corresponding goods. The hidden
target of A block is to attract the buyer's attention, to incline and
persuade the potential consumer for buying goods of that brand
name. A block starting the process of giving information about goods
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builds up the logical sequence of further text blocks initiating the
formation of text coherence. B text block follows A text block,
supporting its informational function, broadening informational
sphere, adding some information. B text block may be separated
within the INC as a basic text block. It gives the potential consumer a
basic or real name of the perfume or cosmetic goods. B text block
occurs in the advertisements and catalogues. This block is associated
with the goods name. From the functional point of view and logical
connection, B block is closely related to A block. These A and B
blocks cooperate and persuade the potential consumer to buy goods
under the definite brand (A block) and definite goods name (B
block). B block varies, using different lexical and phrase units
(Hypnotic Poison, Dior Addict, Pure Poison, Dior Skin Star, Miss
Dior, J'adore, Luna Rossa, Little black dress). Functioning together,
A and B text blocks compensate for a lack of information and help
the recipients to choose necessary perfume or cosmetic goods. In any
case, the compensation for information is not complete. From the
logical point of view, the recipient needs the navigation in the sphere
of goods classification. Consequently, the next C text block works as
a goods classifier and may be understood as a genitive text block. C
genitive text block contains information about perfume and cosmetic
goods, indicating directly the class or type using the genitive name. It
shows definitely that the corresponding goods belong to the
perfumes (eau de perfum, eau de toilette, eau de cologne) or the
make-up (mascara, eyeliner, eyebrow pencil, eye shadow, lipstick,
lip gloss, nail wear, liquid foundation, face musk, loose powder,
color corrector cream). C text block is a definite classifier, which is
restricted within the terminology system and works to inform the
potential consumer about the goods classes. Represented in C block
information is purely connected with the physical and chemical
properties of corresponding goods. From the logical point of view, C
text block is the final in the chain of the essential and necessary
information about goods. The last D text block which contains
additional facultative information about the goods may be
distinguished as functional-descriptive. D text block is divided into

70



Bunyck XLI

......................................................................................

separate semi-independent subblocks. Subblocks contain some
pieces of information about the goods which need detailed
description if we compare a rather brief description in A, B, C text
blocks. Some pieces of information in D text block are connected
with substance content, quality, type of package, place of production
(natural spray e 50 ml 1.7 fl.oz.US, Made in England. W9 186 UK.
100 ml e 35 fl. oz. Volume 80%, 50 ml e vaporisateur nnl SPA
England; 40 ml e 1.35 fl.0z.US). This piece of information in D block
is connected with perfumes. According to liquid substance, there is
the indication of volume in ml/, fl. oz. These figures show the
recipient definite information about the amount of perfume. Make-up
goods are rather different according to the usage of different parts of
the body. The potential consumer can understand the way of usage,
applying the definite make-up. D blocks of different make-up are
varied. Mascara D block describes mostly optic effect of that
substance (3 in I mascara for volumized lengthened lashes without
clumping; wide eye look-volumized, Extended, Lifted Lash Look;
instant Lash Extension) Colour effect is underlined in D block of
lipstick (SPF'15; 3g, Avon cosmetics nnl 5 pa. England; with Shea
Butter and Honey, extreme shine soft and light texture). Nail wear
and nail polish are very specific according to their chemical nature,
as their D blocks reflect that specification in the detailed description
(Now! Longer lasting easier to apply; 40 g. 1.4. oz; Hardening and
beautiful coat; High colour High Shine e 5.5 ml 0,19 fl. oz, precision
line, fortifying and hardening). D block of face cream underlines not
the decorative but physiological effect on the face skin (Day SPF 20,
Normal to combination skin; anti-wrinkle face-nourishing e 50 ml;
enriched with shea 50 ml 1.7 fl. oz, with white tea a unifying
pigments medium,; Nourishing ash tree concentrate Dry to Very Dry
Skin). D text block puts forward quality and quantity parameters of
goods, indicating the country of production (Paris, Made in France;
made in Britain), natural expensive substances (4 Roses extracts,
jojoba o0il, shea butter and honey, botanical sap, ash tree
concentrate, collagen, elastin, glycerin, calcium, natural ingredients,
certified organic), quality (intense colour, extreme shine soft and

71



AKTyaJbHi Npo0jeMu YKpaiHChKOI JIHIBiCTHKHU: Teopisl i mpakTHKa

......................................................................................

light texture). Coherence in INC is realized involving the logical
order of corresponding text blocks. The chain of blocks is
represented in the order A-B-C-D text blocks.

Cohesion "sticking together" is the next text category which
occurs in INC. This category reflects how the components of the
surface text, i.e. the actual words we hear or see, are mutually
connected with a sequence [15, p.23]. The surface components
depend upon each other according to grammatical forms and
conventions. Cohesion rests upon grammatical dependence [17,
p- 199]. Cohesion is divided into grammatical and lexical.
Grammatical cohesion includes repetition, synonyms, superordinate
general words [18, p. 3-12]. Taking into consideration the scanty
nature of text construction, the repetition of lexical units in
corresponding text blocks — nominative components is the most
evident mechanism of cohesion in the integrated naming complex.

The repetition is realized between two separate text blocks. It
occurs when A text block is completely repeated in B text block (A4
BVLGARI, B BVLGARI MAN EXTREME; A KENZO, B KENZO
AMOUR MY; A HERMES, B jour d'Hermes;, A Givenchy, B Very
irresistible Givenchy). This model (A—B) reflects the complete
repetition. Another model (A—B) reflects a bit different variant of
repetition, it is partial. The partial repetition takes place when A text
block is reflected in B text block not completely but partially. B text
block reflects only one lexical unit. The repeated lexical may be
reproduced completely or in shorten forms too (4 GIORGIO
ARMANI, B ACUA DI GIO essenza; A GIORGIO ARMANI, B
ARMANI code; A HUGO BOSS, B BOSS; A ISSEY MIYAKE, B
L'EAU D'ISSEY). Repetition occurs between another pair of
adjoining text blocks. It is a partial variant (B --—C: B L'EAU
D'ISSEY, C eau de toilette; B DIOR Addict eau de lice, C eau de
toilette; B daily shine, shine supreme, C shine serum). Partial
repetition may be complicated. The complication occurs when in the
process of partial repetition, a lexical unit migrating from B text
block into C text block changes its language: Latinism --—Gallicism
B Aqua Allegoria, C Eau de Toilette; Anglicism --— Gallicism B
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Cool Water, C eau de toilette. Complicated partial repetition may be
represented with model: B —C. Repetition occurs not only between
adjoining text blocks but it happens between distant text blocks too.
It is demonstrated using model B —D (B foot works, beautiful, D
comforting foot and leg, B clear skin, D blemish clearing 3 in I; B
natural body, D strawberry moisturizing body, B 212 VIPMEN. This
is a private party! D pour home). The last example demonstrated the
case of partial complicated repetition (B MEN--—D home). The
repetition according to the model A—D was not found at all. It may
be explained taking into consideration the information redundancy.
The repetition of A text block in the structure of D text block is not
necessary. The potential consumer obtains necessary information
about the market segment of corresponding perfume from A text
block. This information should not be included in D text block. The
quantity investigation was carried out using perfume INC, there were
676 integrated perfume naming complexes — texts involved in the
calculation of repetition cases and types. Within this corpus, there are
234 (34.61 %) cases of repetition. It means that a third of perfume
complex is involved in the process of text repetition. Model A—B is
realized in 174 cases. It is possible to identify some specific
subtypes. A text block creates B text block completely without
adding any lexical unit. There are 26 cases of that repetition (A
Dolce&Gabbana, B Dolce&Gabbana). A text block may be
reproduced within B text block as a component, moreover, some
lexical units are added in B text block. We can observe it in 97 cases.
(A Chanel, B Bleu de Chanel). A text block is represented partially
in B text block in 39 cases (4 Christian Dior, B Miss Dior). There
are 7 cases when A text block is reflected in B text block, using only
initial capital letters (4 Yves Saint Laurent, B Manifesto YSL,; A Yves
Saint Laurent, B Y). A text block reduction may be realized when the
personal name is repeated in diminutive form, or a familiar variant of
first name, there are 5 cases of that subtype (4 Giorgio Armani; B
Acqua di Gio essenca). Model B—C occurs 19 times and is realized
involving a lexical unit of substantive meaning. This substance
indicator-lexeme is obligatory for C text block and facultative for B
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text block. That substance indicator is a lexeme parfum. Repetition
of that lexeme reveals the substance nature of perfume goods. It is
perfume that occupies the leading position in the perfume and
cosmetic goods. That is why the repetition of lexeme parfum
underlines the attractiveness of that range of goods. Text corpus of
eau de toilette includes 372 integrated naming complexes. The
leading model A—B occurs 66 times and is represented in some
subvariants. A text block is reflected completely in B text block (A4
Dior, B Dior Homme Cologne; A Dior, B Dioressence). A text
block may be reflected in B text block in shorter variant (4 Giorgio
Armani, B Emporio Armani; A Giorgio Armani, B Acqua di Gio
Blue). Model B — C happens 31 times and involves substance
lexemes eau, water, aqua as components in B text blocks. The
leading substance lexeme is Gallicism eau (20 cases of repetition):
A Dior, B Eau Fraoche, C eau de toilette; A Yves Rocher, B Eau
des Vahines, C eau de toilette. There are 9 cases of repetition B
Latinism aqua — C Gallicism eau (A BVLGARI, B AQUA pour
home Marine, C eau de toilette).

There are 303 texts in the corpus of eau de cologne. This corpus
is the last in the supergroup of perfume goods. There are 125
(41.25%) repetitions. Repetition according to model A—B takes
place in 105 texts, 85 cases are connected with the subvariants when
A text block is completely repeated in B text block as its component.
(A BVLGARI, B BVLGARI Man Black; A Chanel, B Les exclusifs de
Chanel; A Dior, B Dior Addict; A Esteé Lauder Sensuous Nude). A
text block may be reflected partially in B text block (A Esteé Lauder,
B Lauder For Men; A Giorgio Armani, B Emporio Armani). Partial
repetition may be reduced to the level of initial letters (4 Calvin
Klein, B CKBe; A Mary Kay, B MK High Intensity). Brand text
blocks are abbreviated in such a way that these components in the
structure of the basic text blocks do not create receptive difficulties
and obstacles for potential recipients. Brand names are the basic
knowledge so they function as stable associations and their
abbreviated spelling does not create any difficulty in the process of
information reception. There are 20 cases when A text block
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completely forms B text blocks avoiding the usage of any lexical
units (A Dolce&Gabbana, B Dolce&Gabbana;, A Gucci, B Gucci;
A Paco Rabanne, B Paco Rabbane; A Pierre Cardin, B Pierre
Cardin; A Karl Lagerfeld, B Karl Lagerfeld). Model B—C happens
19 times. Gallicism eau is used for repetition (4 BVLGARI, B Eau
Parfumée eau de Blanc, C eau de Cologne; A Hermes, B Eau de
Narcisse Bleu, C eau de Cologne). There are 5 complicated
repetitions when Germanism — Gallicism, Anglicism — Gallicism
transformations take place in the process of repetition (4 Creed, B
Silver Mountain Water, C eau de Cologne; A Miinhens (1972), B
4711 Echt Kolnisch Wasser, C original eau de cologne). Repetition
occurs in the corpus of make-up (cosmetic) integrated naming
complexes-texts too. Comparing to the corresponding perfume
corpus, the repetition in the make-up corpus is not so developed and
varied. Even the figures (percentage) of calculation demonstrate the
reduced cases of repetition but the mechanism of lexical repetition is
identical to models found in the perfume corpus. Mascara text corpus
contains only 11,36% of repetition with model A—B (4 Dior, B
Diorshow New Look; A Chanel, B Le volume de Chanel). Model
B—C is realized involving some complication which is connected to
new grammatical forms of lexemes. (A L'oréal, B False Lash wings,
C mascara with false lash effect winged out lashes; A Lancome, B
Hypnose Doll eyes, C doll lash effect mascara with wide eye look).
Eye shadow corpus contains 8,1% of repetition according to model
A—B (4 Chanel, B Les 5 ombres de Chanel). There is a case of two
model combination B—C, C—D (A4 Dior, B Backstage Eye Primer,
C eyeshadow, D long wear and smoothing eye primer). In all these
models lexeme eye is mentioned several times underlining the
specific usage of that make-up. Lipstick corpus contains 198 texts,
repetition is rare there (3,03%). Both models occur there: A—B (4
Dior, B Diorific; A Estee Lauder, B Estee Lauder Signature); B—C
(A Lancome, B Color Fever Shine, C Sensual Colour Vibrant Shine).
Lip gloss corpus has 110 texts and repetition here is rare too (5,45%).
Two traditional models occur: A—B (A4 Dior, B Dior Addict Lip
Polish; A Maxfactor, B Max Effect); B—C (A Lancome, B Gloss in
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Love, C Sparkling and Moisturising Lip Gloss; A Maxfactor B Lip
finity Colour and Gloss, C Lip Gloss). Comparing the specification
of repetition (B—C) in goods of different classes, it is evident that
the realization of the model B—C has its features. Texts of perfume,
eau de toilette, eau de cologne create repetition involving nouns
(parfum, eau, aqua, water, wasser) which indicate substance, liquid.
Texts of make-up form the repetition using the words-indicators of
the place of make-up application (/ip, eye, lash). Another group
indicates optical, visual effect (color, gloss). The same tendencies
take place in the text of nail wear (polish, gel), face foundation
(foundation, concealer, compact, cream, creme), loose powder
(powder, bronzer), color corrector cream (beauty balm), blush
(blush, rouge), nourishing cream (hands, face, cream, minerals).
It shows that model B—C underlines and emphasizes the
utilitarian nature of perfume and cosmetic goods. Model A—B is
realized involving the repetition of brand name, underlying and
emphasizing the position of a good on perfume and cosmetic
market (A Nina Ricci, B Nina L'eau, C eau de perfume; A Dior, B
Dior skin Star Concealer, C Sculpting brightening concealer).
Taking into consideration all types of repetition, it is evident that
B basic text block has the leading position, it functions as a basic
naming unit in the integrated perfume and cosmetic naming
complex-textual structure.

Conclusion. The results of the textual analysis prove that
integrated perfume and cosmetic naming complex is text or textual
structure. It fulfils two standards of textuality that are coherence and
cohesion. The coherence happens in all naming complexes. It is
reflected in the strict logical order of four text blocks: A brand, B
basic, C genitive, D functional-descriptive. The cohesion is realized
on the textual level and it involves the mechanism of repetition. The
repetition may be complete or partial. The partial repetition may be
noncomplicated or complicated. The complicated repetition occurs
involving the variation of grammatical forms and the mechanism of
word-formation. Among the seven standards of textuality, the
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standard of intertextuality appears promising and perspective for
further textual investigation of perfume and cosmetic names.
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