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Summary
The article deals with the analysis of graphically non-adapted Anglicisms, used in names 

and advertising of Ukrainian organizations. English borrowings are considered in conventional 
names of organizations, their line of activity and advertisements. Both well-known and unintelligible
to a Ukrainian recipient words and abbreviations are analyzed. Cases of marking out of Anglicisms 
parts by type or color are described as a source of language play by means of which the line of 
organization activity is represented in its name. It is proved that English borrowings in a function of 
genre definitions can be fully replaced by the Ukrainian equivalents.

Keywords: borrowing, graphically non-adapted Anglicism, name of organization, genre 
definition, advertisement, language play.
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Summary
The article is centered round the process of forming an economist’s speech culture with 

special regard to violation of the norms of the literary language, which can hinder mutual understanding 
between specialists. The authors foreground the aspects which deserve attention in order to avoid 
possible inconveniences in communication and introduce needful measures for improving professional 
training of economists.

Keywords: communicative culture, business discourse, speech culture, individual speech 
behavior.
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