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KoHuenTyarnbHI innocodCcbKi napu —
XapakTepucTunkn sigmiHHocten metoais (Johnson,
2008) (1)

*MaTtepianiam vs laeaniam: npypoaHM4YOHAYKOBE YSIBIEHHS]
NPO CBIT K TaKNK, Lo CKNafaeTbea 3 MaTepil, Ha npoTusary
ySIBITEHHAM NPO peanbHICTb iAeu | “MeHTanbHoro BuMipy”
coujianbHUX SBULL.

 AbcontoTuam vs PenaTuneiam: JOKTPUHA NPO iIHCYBaHHS
HEe3MIHHUX CBITOBMX 3aKOHIB NMPOTK 3anepeyeHHs LUMPOKUX
y3aranbHeHb Npo “BCiX | BcA”

e HomoTeTU4HI MeToau vs lgeorpadivyHi meToAaM:
IOeHTU@IKaUIAa 3aranbHUX 3aKOHIB — NpaBuil NPOTU ONKUCy
IHOMBIAYaNbHOrO, YHIKanbHOro, OKPeMILLUHbLOTO.

HaTypaniam vs 'ymaHi3M: 3ocepekeHHs yBarm Ha
npupogi/maTtepianbHOMY CBITI Ha NPOTMBAry Harosiocy Ha
“human characteristics of people”.
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National pride, global capital: a social
semiotic analysis of transnational visual
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561 PI3HUX An3aNH XBOCTIB
niTakiB

AHani3 3a biHapHO ono3uuieto «rnobanbHe-
floKanbHe», eTanm:

(a) geckpunTUBHMK aHarni3 Bi3yaribHOIo JIEKCUKOHY
(b) iIHTEpnpeTauinH1U aHarni3 KOMYHIKaTUBHUX CTpaTerin

(C) KPUTUYHUIN aHani3 An3anHepPCbKUX | DpeHa0BUX
piLLeHb, BNMBY NpoLecis rmobanisauii Ha asiauiiHy
IHOYCTPIO



1
BA as a world brand, the equivalen. «. «oxe or Microsoft, but one which is
based and has its roots in Britain.
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Figures 1a-c B8ritish Airnays’ tailfin designs: (a) pre-1997; (b} ‘world’ images; and (¢) current.

“IMobarnbHi pilueHHA” British Airways (World Images) 3
Bi3yaribHUMM efieMeHTaMN Pi3HNX KyneTyp, 6e3
B6puTaHCbLKOro rnpanopy...

Kputnkysana cama M. TeTtuep



“Mi>kHapoaHICcTb” HauloHarnbHOI KOMMaHii




Table 1 Summary of tailfilcontent analysi;I
-_-_-_‘

% of
Type Token No. of occurrences total airlines
Colours blue 326 58
background colour 177 32
red 241 43
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| National emblems flag | 47 9 I

image Ii7 o _lfl
Animals bird 142 25
mythological 25 4
other 14 3
Celestial objects suns 89 16
globes 98 17
stars 37 7
Markings rays 14 3
waves 87 15
spirals 24 4
arrows 164 29
stripes 248 44
(a) national emblems: flags, botanical, artefacts Company name in full 66 12
0 Sk ot :
(d) markings: rays, waves, spirals, arrows, stripes d’.‘zgo"“ﬁzed 4 17

Figures 3a-d Examples of main tailfin visual-content categories. * These emblems included botanical items (e.g. flowers, trees) and artefacts (e.g. masks, swords).



rippling or diagonalizing streamlining gradation
brush strokes or darting or tapering

Figures 7a-h Examples of stvlizeq kinetic effects.l



Figures 5a-j Examples of increasing symbolisim/abstraction.



Teopia y gocnigXeHHi

[ToegHaHHSA KynbTypanbHO-yHIBEpCcalnbHUX Ta
KynbTyparbHO-0CObMBUX efieMeHTIB (YHiBepcarsibHa
KIHETUYHI epeKkTn Ta HalioHanbHa CMMBOJIIK) CTBOPHOKO
MDKKYNbTYpanbHUA CUMBOMIYHUK MPOCTIP

CULTURALLY
SPECIFIC

CROSS-CULTURAL national emblems
creatures of flight

CULTURALLY
UNIVERSAL
kinetic effects

Figure 11 Schema for the balancing of symbolic and iconic meaning potentials in tailfin
design.



Jlitakm 1 XBoCcTN: BUCHOBKIN
* “MikpoaHaniTU4HNN NpuKNag Toro, siK
rmobaniam nepenaeTbCs | peani3yeTbCs
Yyepes Bi3yanbHUM cemio3unc”

* “Halu aHani3 ykasye Ha cknagHi 3B'dA3Ku
MiXK rnmodarnbHUM | TIOKarnbHUM CcUNnamMuy, MixK
IHTEpHaUloHanbHUMKM Ta HaLIOHANbHUMU
OpPIEHTUPAMU, MK CEMIOTUYHUM
PO3MalTTAM Ta CEMIOTUYHO
OAHOpPIZHICTIO...”
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