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[Evgenia P. Garan Peculiarities of fashion discourse verbalization

as a status-focused discourse]

Fashion industry has been attracting the attention of different specialists in various scientific fields:
historians, sociologists, culture experts, etc. Today linguists’ attention is focused on the discourse as on
an empirical subject, an important instrument of everyday human practice. Despite the fact that discourse
studies have been brought about for decades and some discourses (political, advertising, scientific, busi-
ness, sport, etc.) got their enough analysis in the linguistic discussions the issue of discourse practices is
topical till today. Fashion discourse studying as a status-focused discourse deserves special attention as
investigations in this field are not numerous. Although Fashion is not only a mighty social incentive but
also a significant cultural phenomenon. All mentioned above defines obvious timeliness of this article.
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Juckypc mMoabl — «3TO TPOAYKT CO3HATEIBHOIO TBOPYECTBA JIIOACH MUpa
MOJIbI, SIBJISIFOITUNACS BECTUMEHTAPHBIM KOJIOM M BKJIIOYAIOIIWNA B ce0sl COBOKYII-
HOCTb 3HAUMMBIX OIIO3ULIMI U TPABUJI COYETAHUS SIIEMEHTOB OACKAB [1, C. 22—
26]. IIpu 3TOM BECTHMEHTapHAs MOJa MOHUMAETCA KaK TPUEIMHCTBO €€ KOMIIO-
HEHTOB: 00pa3 OJIekK/Ibl — pekiaamMHas pororpadus, JECKPUIIUSI OJICKbI (TEKCTO-
Boe odopmiieHHE) U (pakTHUecKas ojexkaa. TeKCTbl MOJbI MPEACTABISIOT COOOM
CBOE0OOpa3HOE MPOCTPAHCTBO JMHTBOKYJILTYPHOTO HAMOJHEHMs. 3aja4a MOJIHOTO
ONMCAHUS 3aKJIF0YAETCSl B FTEPMEHEBTUYECKOM MOHMMAaHWM KoHlenTa «Mopgay» Kak
Hekoro cMbicia. Kpar Tomncon cnpaBennuBo ykasbiBaeT uto ‘fashion discourses

provide consumers with a plurality of interpretive positions that, because of their
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diverse associations, can enable them to juxtapose opposing values and beliefs.
Consumers use these countervailing meanings of fashion discourse to address a se-
ries of tensions and paradoxes existing between their sense individual agency (au-
tonomy issues) and their sensitivity to sources of social prescription in their every-
day life (conformity issues) [2].

[Tox muCKypcoM MOJIBI B IMIMPOKOM CMBICIIE MBI [IOHUMAEM CII0)KHOE KOMMYHH -
KaTUBHOE COOBITHE, MPOMCXOJIAIIEE MEXKITY MPOU3BOTUTEIIIMA M TIOTPEOUTEIISIMU
MOJIBI B CEMaHTHKE TEMITOPAIbHO-IIPOCTPAHCTBCHHBIX OTHOIIICHHMA, OCYIIIECTBIIsC-
MO€ MTOCPEJCTBOM BEepOATbHBIX M HEBEPOATHHBIX KOMIIOHEHTOB. B y3kOM cMbICTe
JTUCKYPC MOJBI TPAKTYETCSI KaK KOTEPEHTHOCTh TEKCTOB, TEMATHYCCKH CBS3aHHBIX
¢ KoHIenToM «Mogay. JIMCKypC MOJIbI BBITIONHSIET CIEAYOMre GYHKITH: pEeKIaM-
HY0, HTHPOPMUPYIONIYI0, HHCTPYKTHPYIOIIYIO, UMHUDK-OTPEACIIIONTy 0. Pexnam-
Hast (QYHKIMSA, KaK MapKETHHT-OIPEISIISIONIasi, COPHCHTHPOBaHA HA MparMarude-
CKUH BEKTOP KOMMYHHUKAIIMHA PACCMATPUBAEMOTO JAMCKYpCa U CIIY)KHT CTUMYJIOM K
MPUOOPETEHUIO MPEMETA OJICKBI B KaueCTBE MOTHUBAINH K nericTBuio. Cp.: “ It’s
no secret that assembling an outfit is like selecting social armor, and that what we
wear has power over others (if there weren’t truth to the cliché “lady in red,” de-
signers wouldn’t be making so many scarlet dresses), but this study shows if you
have a strong cultural association with a garment, wearing it can affect your cogni-
tive processes. This phenomenon is called enclothed cognition, meaning that if
your brain links Miuccia Prada’s or Phoebe Philo’s collections with powerful, in-

telligent women, you’re likely to take on those attributes when you wear that Prada
pleated skirt or Céline jacket” [3]. — He cexkpet, 4To BEIOOP OACKIbI, KOTOPYIO MBI
HOCHM, TIOX0 Ha BBIOOP COLUATLHOTO OPYXHUSl, TAaK KaK TO YTO MBI OJIEBacM, NUMe-
€T BJIACTh HAJ IPYTUMU JHObMU( €CI Obl He OBLIO MOMYJISIPHO BBIPAKEHUE «KEH-
IIMHA B KPaCHOM», TU3alHEPbl HE MPEJCTaBISUIH Obl CTOJBKO IJIATHEB KPACHOTO
nBera). Kak mokaspiBaloT HAONIOACHUS, €CIM Yy TE0S €CTh MPOYHBIE KYJIbTYpPHBIC
aCCOIMAINK ¢ KaKUM-JIHOO MPEMETOM OJCXKIbI, TO 3TOT MPEIMET BaIlero rapjie-
poba OyaeT crnocoOCTBOBATh PA3BUTHIO KOTHUTUBHBIX MPOIIECCOB B BallleM CO3HA-
HUU. DTOT (PEHOMEH Ha3bIBACTCS «KOTHUITUS OOJUYCHHS B OJESXKIY», O3HA4Yasi TOT
(dakT, 4TO eciv TBOE MBIIIJIEHNE CBA3bIBacT Koyutekiuio Prada umm Philo ¢ o6pa3za-
MU BIIMSTEIBHBIX M YMHBIX KEHIIHH, TO CKOpEe BCETo, Thl MpUMEpSEIIh Ha ce0s

9T aTpuOyTHI, KOT/Ia OJIeBacIIbh F0OKY B CKIaAKy oT Prada wim numxak ot Celine.
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https://www.vogue.com/voguepedia/Celine
https://www.vogue.com/voguepedia/Prada
https://www.vogue.com/voguepedia/Phoebe_Philo
https://www.vogue.com/voguepedia/Miuccia_Prada

Tpaexktopust uadopmupytomei GyHKIIUA OMUCHIBACTCS KaK MpPEJACTaBICHHE
uHpOopMaIu OTPEOUTENSAM, UHTEPECYIOIITUMCSI MOJION, 00 HCTOPUU BO3HHUKHO -
BeHHUsI OpeHJa, M3BECTHOW JMYHOCTH, IpeJcTaBisiomeint oxexay u T.1a. Cp.:
“Once upon a time the world’s great fashion designers formed an extremely
closed circle of nimble fingered, white-coated craftsmen. Season after season in
their tailor’s workshops they redefined Parisian fashion and worldwide trends.
Hubert de Givenchy was one of them”. — OnHaxx1p1 MUPOBBIE TU3aHHEPHI MOJIBI
CO3/Ialii TIIeAy TaJaHTIWBBIX yMenbiieB. ['omamMu oHM paOoTany HaJ CBOUMHU
MOJIEJISIMH, JieJlasi BCE MU3bICKAaHHEE MapMIKCKYI0 MOJY U BCEMUPHBIEC TPEHJIBI.
Cpenu Hux 6bu1 1 Givenchy.

Super-stylist Caroline Sieber braved the chill wind in Paris to wear this pretty
pink cotton dress. She did resort to a wool jumper — but as far as we’re concerned,
that just made her outfit look even better [4]. Llens paccmaTpuBaemoro ¢pparmeHTa
MOJIHOTO JIUCKypca — HHPOPMUPOBAHUE PEIUITUEHTOB Cpa3y O HECKOJIbKUX JeTa-
JISX TIOSIBJICHUS M3BECTHOTO CTHIIMCTa Ha myOnmke. KimroueBol XapaKTepHUCTHUKOM
oOpa3za myonuuHoii auanocty Kaponunelr Cubep siBnsercs nndopmaius 000 Bcex
JETAIIX €€ UMUDKA, KOTOPBIM TTO3BOJIMII €M TIPEICTaTh B MUJIOM U OJJHOBPEMEHHO
MpakTUYHOM aMmIutya (pretty pink cotton dress, a wool jumper... — made her outfit
look even better). bosiee Toro, oco6o moguepKUBaETCs, YTO JaHHBIN 00pa3 moTpe-
O0BaJl HEKOTOPHIX KEPTB OT €ro 00JIaIaTeIBLHUIIBI — OHA TPOTUBOCTOSIIA XOJIOTHO-
My BeTpy (braved the chill wind in Paris) pagu ycnexa cBoero Hapsiga. Hakower,
MapKETUHT-OPUEHTUPOBAHHAS W WHCTPYKTUPYIOMAs (DYHKIMH TUCKypCa MOJIBI
CTaBUT CBOEH IENbI0 BEpUPUITUPOBATH MOTPEOHOCTH, PEIIPE3CHTOBATH ONTHUMAJIh-
HOE MPEJI0KEHNE U CITOCOOCTBOBATH MAKCUMAIBHOMY TTPOJIBUKEHUIO MOJTHBIX TO-
BapoB U yciyr. C JTMHTBUCTUYECKOW TOYKH 3PCHHS] KOMMYHUKATUBHBIC HAMEPECHUS
aZipecaHTa MapKUPYIOTCA KaK JIEKCHUYECKUMH, TaK U CTUIMCTHYECKUMU CPEICTBA-
mu: Dear Phillip Lim, please take the entirety of our T-shirt drawer and reconstruct
them into artful, sheer masterpieces. Thank you. — YBaxkaembrii @ununn Jluwm,
oOpaTuTe BHUMaHUE Ha Bce pasHooOpasue (yTOOJIOK M CO3/aliTe UM CTHIIHHBIN
UMUK HACTOAIIErO IeaeBpa [S5]. B aToM mpumepe 4eTko MmpociexuBaeTCs KOM-
MyHUKAaTUBHAs HMHTCHIIUS aBTOpPA BHICKA3BbIBAHUS: TPOJEMOHCTPUPOBATH ajipecaTy
TaJlaHT U YMEHUsS U3BECTHOro au3anHepa Pununna Jluma. JIOCTUTHYTH HaHHOU
1IeJIM IIOMOTal0OT OlleHOYHas Jiekcuka (artful, sheer masterpiece) u hopma mocrpoe-

HUS BBICKAa3bIBaHUS, a UMEHHO, MpockOa-oOpamenne K auzaiiHepy. [lo MHeHHro
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aZipecaHTa, JeATeIbHOCTh MOJENIbepa BCErJa MPUBOIUT K HEKOH MeTtamopdo3e —
OH CITOCOOCH €03/1aTh U3 OOBIICHHOTO — MIPEKPACHOE, U3 TIOCPEICTBEHHOCTH — IIIe-
neBp. O4YeBHAHO, YTO TAKOE MOCJIAHHE JOJKHO BOCIPUHUMATHCA AIPECaToOM HE
MHaye, KaK NpU3bIB CAENATh TO K€ CaMO€ U OTAATh MPEANOYTEHUE OACKIE, MPE-
CTaBJICHHOW B KOJUIEKIIMA UMEHHO 3TOT0 MOJIENbEpa.

B kauecTBe WIIIOCTPATUBHOIO MaTepualia MPU aHAIM3€ S3bIKOBOM pempe-
3eHTAllUM WHAYCTPUHU MOJBI ObUT BBIOpAH aMepUKAHCKHI XypHalI Vogue, KOTo-
pBIil UMeeT OoraTyro ucTopuro (kypHan uzmaercsa ¢ 1892 roma — Bek IIpexpac-
HOW DNOXW U Ha MPOTIKEHUH MHOTHX JECATUIIETUN 3aHUMAET CUJIbHBIE MO3H-
MM B Ka4ye€CTBE aBTOPUTETHOTO PECIEKTA0EIbHOTO M3JaHMS CPEIU TIISTHIIEBBIX
xypHanoB). [lepBoHavyanbHast 1eHa U3aHUs cOOTBeTcTBOBaia 10 meHTam, 4to
10 CETOHAIIHUM MEPKaM PEJIEBAHTHO CYMME paBHOMEpHOM 2.65 $, mepBbIM H3-
JaTesieM XypHaia ctai TIOpHIOp, KOTOPhIM HHULIMUPOBA BBIITYCK JKypHaia MO/l
JUIL COCTOSITENIBHBIX KHUTEIEeH Hbm—flopKa B XIX Beke. B xypHane neuaranach
uHpopMaIMsa 0 MOJAHBIX MOCTAHOBKAX B TeaTpax, BHICTABKaxX, KOHIIEPTaX, /laBa-
JUCh PEIEH3WU Ha HOBBIE KHUTH WM MPEACTABISUIN QoTorpadu MOJHBIX CHITY -
atoB. B 1905 r. m3narensckuii oM Conde Montrse Nast nepen cmeptbio Trop-
HIOpa BBIKYMIJI Vogue, 9ToO0bl MPpOAODKUTH Hayano. B 1910 r. xxypuan cran
MPOJaBaThCS 3a TPAHMIIEH, MIpeaCTaBsiss co0oit opueHntup mis “elite audience”.
Hecmotpst Ha TO, yTO mepBoe AecsaTuiaeTe XX BEKa 03HAMEHOBAJIIOCh HAYaJIOM
IIEPBOM MHUPOBOW BOWHBI, VOgue HE yTpaTWJI CBOU IO3UIMUA U MPOJOJIKAI TBO-
pUTH JJI CBOMX YMUTaTesled. BBICTphIMU TeMIIaMU TJISIHIEBOE M3AaTEIbCTBO 3a-
BoeBhIBano EBpomy: mepBoe (dpaniy3ckoe m3maTenabcTBO BbIUIO B [lapuke B
nrone 1920 roga. Jlanee mpoekT ObLI 3amymieH B ABcTpaiauu B 1959 roay. 1965
rox otkpeut ABepu Italian Vogue u L’Uomo Vogue B 1968 1. Jlom moaber Conde
Nast mpogomxkan myonukoBatbesi B bpazunmuu 1979, Mcnanun B 1988, Ha poc-
CUIICKOM pbIHKE TosBuiIcS B 1998, 3aBoeBaB kutaiickyto ayautopus B 2001. Ho
MpEeXKJIe YEM CHHUCKATh MHUPOBYIO ClaBy, >KypHajl MPEKPAcHO 3apE€KOMEHA0Ba
cebs Ha poamHe B AMmepuke. [lo cBoeil cTpykTrype Vogue penpe3eHTHpyeT clie-
OyIomue pasaensl: oOpamenue pemakrtopa (editor’s letter), Vogue notices (3a-
METKH J>KypHaJla), COBpEMEHHBIC TCHACHIMU B Mupe Monabl (Vogue update),
onpocHUK (checklist), ToproBbie ¢upMbl ToTOBOM mnpoaykmuu (stockings),

mind’s eye (pa3aen 00 HHTEPECHBIX COOBITUSAX U MUPA U3BECTHBIX TIEPCOH).
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Ycmex KypHajia MOXKHO OIEHUTH CICAYIONIMMU IMapaMeTpamMu, KOTOpbIie ObUTH
MPEII0KEHBI U3BECTHBIMU KPUTUKAMHU MOJIBI:
- Advertising in Vogue Magazine is a reliable way of reaching an exclusive
group of affluent, well-educated and influential professionals
- Because advertisements are valued and relevant, add clutter (neperpyxen-
HOCTh peKJIaMoi) is not a problem
- Readers tend to respond well to advertisements within the magazine
- Creative formats such as samples, textures, special papers, advertisement
features can create additional impact and encourage interaction.
[IponBrxkeHrEe COBPEMEHHOTO OPEHAMPOBAHUS XaPAKTEPU3YETCA C OJHOM CTO-
poHBI (DYHKIMEH MHTUMH3AIMKA B CBOEM CTPEMJICHUHU K ayTEHTUYHOCTH U, C JIPY-
roil CTOPOHBI, BCTyMasi B KOHTPACTUBHBIE OTHOIICHUS ¢ (PYHKITUEH JUCTaHITUPOBA-
Hus Tuna futuristic aroma. B smoxy koHChIOMepu3Ma OpEHIUPOBAHUE pACCMATPH-
BaeTCAd HAaMU Kak 0c000€ OHOMACTHUYECKOE MPOCTPAHCTBO, MPEACTABICHHOE €IH-
HUIIAMU, CTIOCOOHBIMU HICHTU(PHUIIMPOBATH OJTHOPOHBIE TTpeaMeThl. HomeH “si3bi-
KOBasi MOJa’ B Ka4yeCTBE SMOIMOHAIBHOTO IucKpunropa kak language fashion
(vogue) oTpaxaeT TaKk Ha3bIBAEMbIe «KOHHOTAIIMM HOBH3HBI». Tak KaK KOHIIECTIT
«SI3BIKOBAsI MOJIa» PACKPBIBAETCS TTOCPEJCTBOM MPOGECCHOHAIBHBIX COOOIIECTB, a
OpeHIOMMEHOBAaHUE PACCMATPUBAETCS KaK aKT TPYMNIOBOrO TBOPYECTBA, TO B
COBPEMEHHOM OHOMACTHUKOHE MOTYT MIPUCYTCTBOBAThH JIOTHUYECKUE aHOMAJIUH U T1a-
ponokc. Tak, Takue MupoBbIe OpeH bl Kak “Apple”, “Orange’ sSBASIOTCS MPOU3BO-
JTUTENISIMU KOMIIBIOTEPHON TEXHUKH M BCEBO3MOXKHBIX Ta/KETOB. SI3bIKOBas Moja
Ha COBPEMEHHOM JTare J0DKHA 00J1a/1aTh YepTaMu TEXHUYHOCTH, COBPEMEHHOCTH
U aKTyallbHOCTH. (science, modernity and topicality), Ay ee S36IKOBOTO BOILIOIIIE-
HUS aKTUBHO HCTIONB3YETCS aKpOHUMHUS B KauecTBe BocTpeboBaHHOU Mozenu. Cp.:
Nabisco — National Biscuit Company, He 9yabl BBIYypHOCTh U SKCIICHTPUYHOCTD
tunia Leaping Salmon, Fatbrain, mudpoBoe xommeHTHpoBaHue Tuma 26 — non-
profit business writer’s group (¢ ajuIFO3ueil Ha KOJWYECTBO OYKB aHTJIMHCKOTO all-
(daBuTa), UCIOJB30BAHUE TICEBMO-JIATUHCKUX KOpPHEW JUIsl CO3MaHMS «MOJHBIX
CJIOBY», CETMEHTHPOBAHHBIX CTaTyCHOCTHIO.
[IpoBeneHHBIN TOAPOOHBIN aHATN3 TEOPETUUECKOTO U IMIUPUIECKOTO Ma-
Tepuaia Mo3BOJUI ONMPEAETUTh COOCTBEHHO JTUHTBUCTUYECKHUE, IMHTBOKYJIBTY -
pPOJIOTHYECKUE, KOTHUTUBHO- MparMaTUYeCKUe M TPAHCIATOJIOTUYECKHE Tapa-

METPBI AUCKYpPCa MOABI KaK MHOTOCIIOWHOTO 00pa3oBaHus, OOHAPYKUBAIOIIETO
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Kak Tpo¢eCCHOHAIbHYI0 KOMMYHUKAIINIO, TAK U TUI TTOBCEHEBHOTO OOIICHUS.
[IpeanpuHATBIN HAMH JUCKYPC-aHAJIHU3 MO3BOJIMJ BBIAECIUTH TPYIIY JEKCEM,
KOTOpbIE KOHIENTYAJIbHO MOHATHBI BCEM WU TPYMITY JIEKCEM, KOTOPbIE UJACHTH -

GUIUPYIOTCS CTIENUATUCTAMMU.
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