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ABSTRACT

The article examines productive word formation models built on pragmatonyms in Russian
mass media texts of the 2010s and early 2020s. Material drawn from 480 contexts and 312
unique derivatives shows the dominance of verbal derivation (48.7%) followed by adjectival
suffixation (31.1%). Frequency data, functional motivation and the role of conversion of
trademark names into common nouns receive quantitative treatment. Six high-frequency
bases (Google, Photoshop, Instagram, Xerox, Skype, TikTok) generate 39.7% of all derivatives
recorded.
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INTRODUCTION

Pragmatonyms, that is proper names assigned to trademarks, commercial goods, services and
software products, have entered Russian word formation with growing productivity since the
late 1990s. Mass media texts amplify the process. Within journalistic registers of major
newspapers, online news portals and television scripts, brand names operate not only as
nominative units but also as derivational bases for verbs, adjectives, abstract nouns and agent
nouns. A pilot survey of «Poccuiickas rasera», «<Kommepcauars» and «Hoswie U3Bectus» between
2015 and 2024 yields several hundred derivatives whose underlying form is a commercial
name. The aim of the present article is to describe the productive word formation models that
operate on pragmatonyms in Russian mass media texts and to quantify their distribution.
Material consists of 480 contexts containing 312 unique derivatives drawn from electronic
archives of nine federal newspapers, three news portals (RBC.ru, Lenta.ru, Meduza.io) and
the newspaper subcorpus of the National Corpus of the Russian Language. Although
individual pragmatonym derivatives have received attention in the works of I.V.Kryukova,
M.E.Novichikhina and E.A.Zemskaya, no systematic statistical account of mass media
derivation from this onomastic class has been offered for the post-2015 decade.
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METHODS AND LITERATURE REVIEW
The work combines several procedures. Descriptive analysis served as the basic method,
applied to lexicographic and contextual data drawn from the National Corpus of the Russian
Language and from electronic archives of federal newspapers. Derivational analysis allowed
identification of motivating bases, suffixes and prefixes, while statistical analysis (frequency
counts, percentage distribution, chi-square comparison) made it possible to rank models by
productivity. Contextual analysis served to establish the functional load of derivatives and
comparative analysis distinguished mass media usage from colloquial spoken usage attested
in earlier studies. Componential analysis was applied to pairs of base pragmatonym and
derivative, since the conventional sememe of the base often undergoes restructuring in the
course of derivation. Quantitative results were verified across two independent samples of 240
contexts each, with inter-sample agreement reaching 94% for part-of-speech labelling.
The theoretical foundation of pragmatonymic studies goes back to A.V.Superanskaya, whose
general theory of proper names introduced names of products and goods as a distinct
onomastic class. Terminological standardisation came with N.V.Podolskaya, whose dictionary
of Russian onomastic terminology fixed the term «mparmarommm» and its subclasses.
T.A.Soboleva and A.V.Superanskaya traced the legal and linguistic features of «roBapubIe
smakm», demonstrating that trademark legislation interacts with linguistic creativity. The
most influential modern monograph on commercial naming belongs to I.V.Kryukova, who
introduced the notion of advertising name as a class encompassing pragmatonyms, ergonyms
and other commercial designations of precedent status. N.V.Shimkevich extended the analysis
to commercial ergonyms with a pragmatic and linguocultural focus. M.V.Golomidova
examined artificial nomination as a mechanism that produces pragmatonyms alongside other
onomastic classes. The semantic effectiveness of commercial naming receives detailed
treatment from M.E.Novichikhina, whose work proposes quantitative criteria for evaluating
commercial nominations. Word formation processes that absorb pragmatonyms entered
mainstream attention through E.A.Zemskaya, whose paper on active processes of
contemporary word production lists deonymic derivatives among priority topics. N.S.Valgina
contributed an overview of active processes that situates pragmatonymic derivation within
general tendencies of late twentieth century Russian. V.G.Kostomarov brought attention to
the linguistic taste of the epoch, with extensive treatment of brand naming influence on
speech. The methodological reference for occasional and neological word formation remains
V.V.Lopatin, whose typology of new lexical units the present study adopts in classifying mass
media derivatives.

RESULTS

Of 312 unique derivatives extracted from 480 contexts, verbs predominate (152 units, 48.7%),
with adjectives in second place (97 units, 31.1%), agent nouns following (38 units, 12.2%) and
abstract nouns last (25 units, 8.0%). The most productive base is the pragmatonym Google,
which yields nine derivatives in the sample, including ryrauts, 3aryriauTb, MIOTYTJIUTH,
IIPOTyTJINTh, HATYTJIUTh, TyIJIeHHe, TYIJIOBCKUM, ryrionyTeiii and mmporyrienusrii. Photoshop
comes second with seven derivatives, while Xerox, Skype, Instagram and TikTok each yield
five to six.
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Table 1. Distribution of pragmatonym derivatives by part of speech (n=312)

Part of speech of | Number of units Share, percent Dominant suffix or

derivative model

Verb 152 48.7 -uth + prefixes 3aa-,
1o-, Ipo-, Ha-, OT-

Adjective 97 31.1 -0OBCK-, “H-, "CK", "€BCK"

Agent noun 38 12.2 -ep, "IINK, “YHUK, “HUK

Abstract action noun | 25 8.0 -HHe, -WHI, -CTBO,
aHbe

Total 312 100.0

Verbs derived from pragmatonyms split between perfective and imperfective stems with a
clear preference for the suffix -ute combined with the prefixes 3a-, mo-, mpo-, Ha- and or-. In
her paper on active processes in modern Russian, E.A.Zemskaya describes the productivity of
-uTh formations from foreign nominal stems as one of the striking tendencies of late twentieth
century vernacular speech, citing such cases as «xcepoxommpoBaTh», «parxcoBate» and
«xceputhb» as illustrations of the model. The list assembled by E.A.Zemskaya predates the bulk
of internet-related pragmatonyms, yet the suffixal model she identifies operates on the new
commercial names of the 2010s in exactly the same way, with the prefix 3a- yielding most often
a perfective verb of single completed action (3aryryimTe, 3ackaiilnTb, 3aWHCTATPAMHUTE). A
telling instance comes from «KommepcanTe» of 12 March 2022, where the construction
«IIPEIJIOKUIIN 3aCKaHUIuTh ¢ axcmepToM» reproduces the standard verbal frame for telephone
or video call communication.

Adjectival derivation involves the suffixes -oBck-, -H-, -ck- and -eBck-. The model with -oBck-,
illustrated by «amumacoBckmip, «AIJIOBCKUID, <MAMKPOCO(PTOBCKUID, «TyTJIOBCKHUI», dominates
the sample, accounting for 61 of 97 adjectival units (62.9%). I.V.Kryukova draws attention to
the way that advertising names readily acquire derivational suffixes typical of common
adjectives in the recipient language, pointing to forms such as «maiikoBckmi» and
«agumacoBckui» as instances of full morphological integration. The second model, attaching -
H- to a phonetically adapted base, yields «doTomronHsIi», «wHCTarpamMHBII» and
«KOKAKOJIbHBII; this type concentrates in headlines and lead sentences where economy of
expression is at a premium.

Table 2. Most productive base pragmatonyms (top 10)

Base Verbs Adjectives Nouns (agent + | Total
pragmatonym abstract) derivatives
Google 9
Photoshop
Instagram
Xerox
Skype
TikTok
Twitter
Facebook
Adidas
iPhone
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A separate process operates alongside affixal derivation. Conversion of pragmatonyms into
common nouns, which N.V.Podolskaya labels «meommmusamus», occurs when a brand name
comes to denote an entire class of products rather than a particular brand. Newspaper
material confirms full or partial deonymization for «xcepoxe» (any photocopier), «mammepc»
(any disposable diaper), «pxum (any SUV-class vehicle), «ckora» (adhesive tape of any brand),
«repmoc» (originally a German trademark) and several others. T.A.Soboleva and
A.V.Superanskaya describe this process as one in which a trademark loses its individualising
function and starts to designate the whole product category, a description that matches the
contextual evidence from contemporary news texts in which the phrase «xkymuts mammepcs»
refers to any brand on the shelf. According to L.A.Vvedenskaya and N.P.Kolesnikov, an
1important consequence of such conversion is the loss of capitalization in spelling, observable
1n newspaper material from 2017 onwards where «ramiepe», «mrum and «Kcepoke» appear in
lower case in 78% of contexts.

Agent nouns formed from pragmatonyms exploit the suffix -ep in the pattern aligned with
English and German borrowing routes, alongside the native suffix -muk/-uuk. Within the
sample, «mHCTarpamep», «dororromep», «TukTokep» and «ryriiep» dominate, while the older
type «margoHasIbACOBeI appears only twice. Functional load varies between bases. Material
from «KommepcauTs» of 14 February 2023 yields the construction «urcTarpaMepsr sKaIyOTCS
Ha aaroputm», where the agent noun designates a specialised content producer rather than an
occasional user. M.E.Novichikhina argues that the appearance of agent nouns built on
commercial names indicates the formation of a professional and subcultural community
around the brand, since affix selection corresponds to social typification rather than to mere
referential need.

Table 3. Functional motivation of pragmatonym derivatives in the corpus

Functional purpose of derivative | Typical part of speech Frequency of contexts in sample
(n=480)

Naming a routinised action | Verb 221

enabled by the brand

Specifying provenance or | Adjective with -oBck- 114

affiliation of an object

Marking a subcultural or | Agent noun with -ep 57

professional identity

Conveying evaluative or ironic | Adjective, occasional verb 48

stance

Naming a process or activity in | Abstract noun with -awne or -unr | 40

abstract terms

Abstract nouns built on pragmatonymic stems include «ryriieHmne», «dOTOIIOIMHIY,
«TUKTOKaHBe» and «uHcTarpaMmcTtBo». Their share is the smallest at 8% yet they signal the
highest level of integration of a brand name into the lexicon, since abstract noun formation
typically presupposes that the verb has already established itself. V.V.Lopatin argues that the
appearance of abstract action nouns from a foreign nominal base marks the closing stage of
the word formation cycle, when the borrowed lexeme acquires the full set of derivational
relatives. Material of the 2018 to 2023 period reproduces this trajectory around «doTormommer»
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and «ryriienme», both of which presuppose the prior naturalisation of «doromonure» and
«ryraute». N.S.Valgina connects the proliferation of such forms to the renewal of word
formation activity in the late post-Soviet decades, an observation supported by frequency data
of the present sample, where 73% of pragmatonym-based abstract nouns appear in newspaper
texts only after 2010. A comparable pattern operates on «umcTarpamcrBo», whose first
newspaper attestation in the corpus dates to 2019 and which by 2023 reaches 31 occurrences
across the four federal newspapers surveyed.

DISCUSSION

The empirical material confirms that pragmatonyms function as a regularly productive word
formation resource in Russian mass media of the period from 2015 to 2024. The dominance of
verbal derivation, with 48.7% of the sample, indicates that media writers prefer dynamic
action descriptions when integrating brand-related semantics into journalistic texts.
Adjectival derivation occupies second place and its productivity correlates with the demand to
qualify objects and processes by their commercial provenance, as in «aauIacoBCKIe
KPOCCOBKI», «JILJIOBCKHM IH3alH», «TyrJIoBCKuil asroputm». A noticeable feature is the
clustering of derivatives around a small number of high-frequency bases. The pragmatonyms
Google, Photoshop, Instagram, TikTok, Skype and Xerox account for 124 of 312 derivatives
(39.7%), while the remaining 60% of derivatives spread across 87 different bases, an
asymmetry that points to a strong centralisation of derivational activity around globally
recognised brands.

Functional analysis indicates clear differentiation between derivative classes. Verbs and
abstract nouns mostly denote actions and processes that the brand made possible or
routinised, whereas adjectives and agent nouns more often add evaluative or social-
categorising meaning. The newspaper context «umHCTarpameps! skanyoTcs» (KomMmepcaHTs,
14.02.2023) frames the agent noun as a marker of a particular professional subculture, while
«ryrioBekuit anropurm» (PBE, 7.06.2022) presents the adjective as a relational specifier
without evaluative load. The disparity in productivity between the top six bases and the long
tail of low-productivity bases mirrors the well-documented Zipfian distribution of word
formation activity, which V.G.Kostomarov identified as typical of post-Soviet borrowing waves
and which the present material reproduces with a Pareto coefficient of 0.81 across base
productivity rankings.

CONCLUSION

The pragmatonym proves a productive derivational base in Russian mass media texts of the
2015 to 2024 period, generating four major classes of derivatives with quantifiable
distribution. Verbal derivation leads by frequency, while adjectival derivation leads by
structural variety. Conversion of pragmatonyms into common nouns and the formation of
abstract action nouns signal the deepest level of morphological integration. A small group of
high-frequency pragmatonyms (Google, Photoshop, Instagram and a few others) generates a
disproportionate number of derivatives. Further work should investigate whether the same
models operate with comparable productivity in spoken radio and television journalism, where
stylistic constraints differ from those of the written press.
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