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Abstract. 500 respondents who are Ukrainian native speakers and 100 Modern Greek speakers
participated in free word association test held in March and July, 2015 in Kyiv, Ukraine, and in
Athens, Greece. The data were calculated as to the frequency of responses and composed a field of
associations for each stimulus. The classification of associations to the word-stimuli “food
products” was based on existing classifications and on the specific of the test material. In this
paper, the authors discuss the syntagmatic type of associations expressed by adjectives that
represent the objective characteristics of the product and form a phrase with a word-stimulus
(Terekhova, 2000). They can be roughly divided into 2 groups of associating directions: features
of product attributes (52 % of all syntagmatic associations in Ukrainian language (hereinafter —
UL) and 41% in Modern Greek (hereinafter — MGL)) and feautures of stages that the product
passes (UL — 41%, MGL — 48 %). Some differences in quantitative and qualitative aspects were
found during the determination of associating directions within the syntagmatic type of
associations: different percentage of responses in associating directions in quantitative aspect. As
to the quality, the differences lay in determination of feature directions in the languages. Thus for
the associative field of Modern Greek language, the reactions that characterize the form of the
product have not been found at this stage yet.

Keywords: associative field, free association test, syntagmatic associations, ways of
associating, response, stimulus, types of associations.

IlerpoBa TI'aquna. XapakTepucTHKAa CHMHTATMATHYHHMX acomialiii HAa CTUMYJHU-HA3BH
NPOAYKTIB XapuyBaHHs (HAa MaTepiaJi yKpaiHCbKOI Ta HOBOrpeIbKOI MOB).

AHoTanisgs. Y craTTi MoJaHo pe3yabTaTH aHalIBy MaTepiaidiB BUIBHOTO acoOLiATHBHOTO
EKCIIEPUMEHTY: PEMpPe3eHTOBAHO cpoly KiacH (ikaifii acoiiamii Ha CTUMYJIHU-Ha3BU IPOIYKTIB
XapuyBaHHS B YKpaiHCBHKIi Ta HOBOIpELbKii MOBax; MOJAHO OMKMC OJHOTO 3 HAaHOLIbIMX 3a
00CSITOM — CHHTarMaTHYHOTO THUIy acoIliallii; BW3HAYEHO WOro MIITHUIH Ta MOJAJBIIC
pO3rajy)KeHHS; BUSBJICHO 3arajibHi Ta crieludidHi pUCH MOBHOI CBITOMOCT1 YKpaiHIliB Ta TPEKIB.
y Mexax Kiacudikanii acomianii Ha IO3HAYEHHS NPOAYKTIB XapuyBaHHS BaroMe Micle 3a
o0csiroM peakiii 3aiiMaroTh CcHHTarMaTH4Hi acomianii [lin yac BU3HA4YEHHS HaNpPsSIMIB
aCOIIIFOBaHHS B MEXaX CHMHTarMaTHYHOTO THITY acOIliallii BUSBJIEHO PO30ODKHOCTI B KUIbKICHOMY
Ta AKICHOMY aclekrax. ¥ KUIbKICHOMY aCHeKT1 pI3HUTBCS BIICOTKOBE CIBBIIHOILCHHS peaKil il y
HampsiMax acoI[ifoBaHHSA. Y SKICHOMY — BIAMIHHOCTI MOJATal0Th Y BHU3HAUEHHI NIATPYI
XapaKTepUCTUK y PBHHUX MOBaX, TaK 30KpEMa B acOLIATUBHOMY IOJII HOBOTpElbKOi MOBU Ha
LbOMY €TaIli I0CTI/PKEHHs He BUSBJICHO PEaKLiid, 110 € XapaKTepUCTUKaMHU (POPMHU PO YKTY.

Knrouoei cnosa: acoyiamuene none, 8ibHUll AcCOYiamMuHULl eKCNEPUMEHM, CUHMASMAMUYHIT
acoyiayii, HaNPAMOK ACOYIIOBAHH S, PeaKyisi, CMUMY, MUnu acoyiayiu.
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Syntagmatic Associations’ Features for Stimuli-names of Food Products in Ukrainian ...

1. Introduction

Language associations have been an object of interest of philosophers, linguists,
psychologists, sociologists all around the world since the birth of the science about
language. No one doubts now that the role of associations in reflecting of real
connections of phenomena and objects is enormous. Associations are an important
condition for mental and intellectual activity.

Associations occur during human perception of reality and constitute one of the
fundamental characteristics of thinking at all levels: mundane, everyday, practical,
scientific, creative and artistic (Marfina). Even Sigmund Freud and his followers
supposed that uncontrolled associations are symbolic or sometimes even direct
projection of the inner, often unconscious contents of consciousness (Serkin). They
both form and reflect the picture of the world not only of an individual but also of an
ethnic group on the whole. The formation of an image of the world occurs under the
influence of many factors, in particular of advertising, whose task is not only
informing, but also suggesting of a certain way of thinking, that is, influencing the
worldview.

Topicality of the research. The task of the impact of advertising is implemented
first of all in advertising texts that convey the main semantic message, which is
suggested. This directly relates to such an important aspect of a person’s everyday
life, as choosing of food and cooking different dishes. Thus the lexical-semantic
group “food products” needs to be thoroughly studied. In this study, word
association test as a psycholnguistic tool was used to identify the associative fields
of the names of food products, which are key within the advertising texts.

The theoretical foundations and practical results of conducting of associative
experiments are set in the writings of many well-known scientists: O. Goroshko
(features of conducting of association tests), Yu. Karaulov (construction of
associative dictionaries), I. Podolian (national specificity of the semantics of
phytonyms), Ye. Tarasov (psycholinguistic features of advertising), T. Kovalevska
(study of the specifics of the formation of the national mentality on the material of
advertising vocabulary) and others. The issue of classifying associations exists as
much as the theory of associations itself. It is known that the first classification was
created by Plato and Aristotle. The most complete description of existing
classifications was presented by O. Goroshko (2001) in her work “The Integral
Model of Free Asociative Experiment”. Today there are classifications suggested by
N. Gasitsa, W. James, K. Dolbina, G. Ebingause, A. Zalevskaya, G. Klymenko,
A. Luria, G. Muller, 1. Podolian, D. Terekhova, E. Thorndike, N. Ufimtseva, E.
Shubin, G. Shchur, O. Kaliuta and others. The analysis of associative fields is
presented in the writings of T. Nedashkivska, O. Denisovich, |. Gordiienko-
Mytrofanova, N. Lyashuk, N. Galunova, D. Terekhova and others. However, the
unified classification of associations has not been created yet, that means that the
problem remains unsolved either in domestic or in foreign psycholinguistics.

In Greek linguistics, this branch is not so developed. Among the scientists who
study the themes of psycholinguistics, one can name such scientists as F. Grigoris,
R. M. Peta, D. Stasinos, M. Zafiri, F. Lekkas, K. Riku. Studies of associative fields
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of the words has only begun to appear, including the work of Mikhailo Patsis
“Specificity of the associative field of words in Greek language” (Patsis, 2004 ). The
classification of associations has not been yet the subject of research of
contemporary Greek scholars.

Associations obtained as a result of a free associative experiment are usually
chosen as a material for classifications. The experience of conducting of such
exreriments is fixed in dictionaries. So, such associative dictionaries have been
published in the Ukrainian language: “Dictionary of Associative Norms of the
Ukrainian Language” and “Dictionary of Associative Definitions of Nouns in the
Ukrainian Language” by N. Butenko (1979; 1989), “Ukrainian Associative
Dictionary” by S. Martinek (2007), “Associative Dictionary of Ukrainian
Advertising Vocabulary” by T. Kovalevska, H. Sologub, O. Stavchenko (2001).
Also a “Slavic Associative Dictionary: Russian, Belarusian, Bulgarian, Ukrainian”
edited by N. Ufimtseva, G. Cherkasova, Yu. Karaulov, Ye. Tarasov (2004) was
created on the material of the Ukrainian language. Single stimuli for food products
are represented in the above dictionaries, but they do not reflect the full usesage of
such words in the advertising. There are no such dictionaries in the Greek language,
therefore, to achieve the objectives of the study, a free word association test was
conducted with Ukrainians and Greeks in 2015 in the most approximate conditions.

The purpose of the article is to characterize the syntagmatic associations to
stimuli-names of food products based on the results of a free associative experiment
in Ukrainian and Modern Greek languages.

Syntagmatic associations are represented mainly by adjectives, that reflect both
the objective properties of objects designated by the stimulus, and emotional-
evaluative characteristics that are important for representatives of a certain ethnos in
their perception. The phrases, which form associations with the stimulus, are the
basis for constructing of texts, including the texts of advertising. So, a study of
syntagmatic associations gives an idea of the most stable links between words in the
respondents’ linguistic consciousness, of the influence of advertising on the
consciousness of respondents and so on.

To achieve the purpose, the following tasks are solved: 1) associative fields of
words-stimuli are formed according to the results of the experiment; 2) an attempt to
make a classification of associations of words-stimuli "food products” is made up
based on the experience of previous classifications; 3) subtypes, groups and
subgroups of syntagmatic associations are characterized; 4) the general and distinct
within the limits of syntagmatic associations in the Ukrainian and Modern Greek
languages are revealed.

2. Methods

The study is based on a comparable analysis of the results of free association test
conducted with the aim of studying the verbal associations of the Ukrainians and the
Greeks. Quantitative and qualitative processing of associations is carried out. Food
products have been chosen as words-stimuli being an essential sphere of life of
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every nation. Its formation is influenced by many factors: from the personal tastes to
the media and advertising as its integral part.

500 respondents who are Ukrainian native speakers (students of different
branches of studying and courses of Kyiv National Linguistic University) and 100
Modern Greek speakers (students of the higher educational institutions of Athens)
aged from 17 to 25 years old participated in the free associative experiment. The
study was conducted between March-July 2015 in Ukraine (Kyiv) and in Greece
(Athens).

Words-stimuli for food products are selected by conducting a preliminary pilot
associative experiment, among them the most frequent were: AIIEJIbCUH /
I[TOPTOKAAI (orange), BUHO / KPAXI (wine), BUHOI'PAJ] / XTAD®YAIA
(grapes), BOJIA / NEPO (water), TAPBY3 / KAPIIOYZI (pumpkin), TOPIJIKA /
BOTKA (vodka), MIOT'YPT / T'TAOYPTI (yogurt), KABA / KA®EX (coffee),
KAPTOIUISA / TIATATA (potato), KOBBACA / AOYKANIKO (sausage),
MACIJIO / BOYTYPO (butter), MOPO3UMBO / ITAT'QTO (ice-cream), M’SICO /
KPEAX (meat), OBOY / AAXANIKO (vegetable), OJINBKU / EAIEX (olives),
OJIISL / AAAI (cooking oil), TIEUMBO / MIIIEKOTO (biscuit), [TMBO / MITYPA
(beer), PUBA / WAPI (fish), CAJIO / AAPAI (lard), CIK / XYMOZ (juice), ®DPYKT
| ®POYTO (fruit), XJIIb / YOMI (bread), YAM / TEAI (tea), IIIOKOJIAL /
YOKOAATA (chocolate) and so on.

As a result of perusal of received experimental data we have calculated the
frequency of responses and have composed a field of associations for each stimulus.
Within the fields the ranking and quantitative perusal namely the calculation of
percentage of associations for each type of classification was implemented.

On the basis of existing classifications and taking into account the specificity of
the test material, an attempt to classify the associations to the words-stimuli “food
products” has been made. Syntagmatic, Paradigmatic, Thematic, Phonetic, Word-
building, Reminiscences (citation), Personalities, Geographical, Trademarks,
National and cultural, Evaluative, Subjective (individual) associations were found in
both languages.

3. Results and Discussion

In this paper, we discuss the syntagmatic type of associations (associations in
which words-responses and words-stimuli form a phrase that is often agreed). As
parts of this type two subtypes are allocated: 1) the syntagmatic associations that are
expressed by adjectives, constitute a contracting phrase with the word-stimulus;
2) syntactic associations that are expressed by the verbs.

Syntagmatic associations that are expressed with adjectives, represent the
objective characteristics of the product (Terekhova, 2000:62). They can be roughly
divided into 2 groups of associating directions: characteristics of product features
(52 % of all syntagmatic associations in Ukrainian language (hereinafter — UL) and
41 % in Modern Greek language (hereinafter — MGL)) and characteristics of stages
that the product passes (UL — 41 %, MGL — 48 %).

Among the first group we define some subgroups.

153



Galyna Petrova

Characteristics of outward of a product (30 % of all syntagmatic associations
in UL and 23% in MGL) (parametric spatial characteristics: size and shape
characteristics, color characteristics).

In terms of size the products, denoted by the word-stimulus, are characterized by
the reactions that are represented by the adjectives “big — small” (e.g.: AIIEJIbCHH
— eenukuii (4), OJIMBKU — manensxi (1), mani (1)). The most frequent characteristic
of this subtype was found in the associative field of Ukrainian language to the
stimulus TAPBY3 — senuxuit (23), eenuxutl 3a posmipom (1). The reactions only to
one stimulus were given in both languages: KOBBACA - oaunnas (1) /
AOYKANIKO — uaxpootevo (1).

Among the characteristics of form in the Ukrainian language, associations that
refer to rounded forms predominate, e.g.: BUHOI'PAl — xpyenuii (1), osanvruii (1).
The reaction keadpammne (1) was given to the stimulus I[IEUMBO. These reactions
have a single frequency and are situated at the periphery of the associative fields of
stimuli.

The largest part of this subgroup in both languages constitute associations that
denote the objective characteristics of color of the product, that is not only an
integral feature of food products, according to which a person distinguishes them,
but also can indicate the quality of the food product. The reactions to words-stimuli
BHUHO / KPAXI, BUHOI'PAJl / STA®YAIA, TAPBY3 / KAPIIOYZI, M’SCO /
KPEAY, OJIMBKU / EAIEX, OJIISI / AAAL TIMBO / MIIYPA, ®PVYKT /
®POYTO partially coincide, but the color spectrum of reactions of the Ukrainian
recipients is broader than that one of the Greeks.

e.g.. BUHO — uepsone (76), Gine (23), kpacroe (35), uepsonuii (3) / KPAXI —
kokkivo (23), Aevko (12), aompo (2). According to the frequency in both languages,
preference is given to red wine, that characterizes the taste preferences of the
respondents of both groups. Evidently, the formation of this stereotype took place
under the influence of Christian canons, where red wine symbolizes the blood of
Jesus Christ, it is a metaphor for the state of communion with God.

Associations for the following stimuli are more diverse: BUHOI'PA]J — zenenuii
(25), oinuti (12), cuniii (6), wopruii (2), 6y3xosuti (1), caramosuti (1), memuuti (1),
gionemosutt (1), uepsonuii (1) / ETADPYAIA — mpaowvo. (8), xokkivo. (6), levwa (1).
Grapes is one of the most ancient solar symbol of fertility, abundance and wealth.
Grape harvest festivals have been reflected in the fine arts since ancient times. The
most popular images were Greek festive processions headed by Dionysus, patron
god of grapevine, which represented prosperity, wealth and fun. Subsequently the
excellent reputation of grapevine was strengthened by the Christian tradition that
has made it an emblem of spiritual life, salvation and rebirth. That’s why a
grapevine is depicted on ancient Christian tombs, the frescoes of the Roman
catacombs and later on church stained glass. About 150 grape varieties adapted to
different soil and climate conditions have been cultivated in Greece from ancient
times to the present.

Next word-stimulus has vast variety of reactions in the Ukrainian language:
I'APBY3 — uepsonuui (10), swcosmuii (7), opaudxncesuii (7), nomaparnuesuti (7),
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senenuti (3), nomapany (1) / KAPIIOYZI — xokxivo (3). The explanation of such a
variety of associations of Ukrainian respondents is found not only in the wide use of
this vegetable in cooking, but also in the feeding of domestic animals. Pumpkin has
an old symbolism in Ukrainian culture, for example, to give a pumpkin to a groom
means a tactful refusal in the wedding ritual of matchmaking; the phrase “relatives
of a pumpkin” is used for bloodless, false relatives. As for Greece the pumpkin has
been a well-known medicinal product since ancient times there. Folk and classical
medicine also widely uses it nowadays. Also the pumpkin is an integral part of the
cooking of the Greek nation.

Associations M’SICO — uepsone (9,) poocese (1), uepsonuit (1) / KPEAY —
koxkvo (3), pooicese (1) state the natural color of qualitative food.

Reactions to stimulus OJINBKW — zeneni (63), wopni (23), 3enenuti (7), 3enenuil
konip (3), wopnuti (2), 6naxumni (1), 6onomuui xonip (1), cuniti konip (1) / EAIEX —
uavpeg (10), mpaoives (2) are represented more variedly in Ukrainian language. Such
close attention to the imported foodstuff of Ukrainians, obviously, can be explained
by the desire to find out the properties of an atypical food product. For Greeks,
olives are a special product. In the history of Ancient Greece, olive played the most
prominent role. Firstly, the Hellenes used it for food. Secondly, three types of butter
were squeezed out of olives: extra virgin oil was used for food; oil of the second
grade, mixed with fragrances, used for lubrication; And rancid, inedible oil, was
used to illuminate the housing. Even in the period of antiquity, olive appears to be a
large and multivalued symbol. Greeks crowned the athletes-winners of the Olympic
Games with olive wreaths, woven in sacred groves as a sign of victory. During the
wedding ceremonies, brides emphasized their innocence and chastity, pricking olive
leaves to their dresses. Thus, olives have been a truly universal product for the
Greeks.

The reactions to the characteristic of color to stimuli MOT'YPT, OJIII and their
correlates in the Modern Greek language were represented in both languages, but
they don’t coincide, for example: UIOT'YPT — poorcesuti (4), Ginuii (1), uepsonuii (1)
| TIAOYPTI — mpaorvo (1); OJIIA — orcosma (9), consiuna (3) / AAAI — wpdorvo (1).
Differences in the color characteristics of the oil are explained by the usual
stereotypes according to the idea of this food product inherent to representatives of
Ukrainian and Modern Greek ethnic groups. In Ukraine, oil is initially produced
mainly from sunflower, and it has a golden, yellow color, "sunny", as the
respondents spate. In Greece, olive oil is the most common, it has a greenish tint. Its
Importance in the food system is extremely high. The culture of production and use
of this product reaches far back, it is even reflected in Greek mythology. This
information is often used by advertisers to create the most influential ads for the
relevant consumer audience.

The second subgroup of syntagmatic associations — the characteristics of taste
peculiarities of the product denoted by the word-stimulus has small discrepancies in
the amount of reactions: UL — 21%, MGL — 18 % and further branching.

General characteristics of taste: the semantics of the “tasty” in Ukrainian
language is verbalized by the lexemes “cmaunmii, cMayHa, cMadne, cMaddi” the
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Russian-language lexeme “Bkycuwiii” and the English-language “delicious”.
Semantics of “uUnsavory” is verbalized by the lexemes “Hecmaunuii, HecmadHa,
HeCMavyHe, HeCMavHi, OpuKi, oruaHe, orvaHi, ruake”. According to the analysis of
the answers of the Greek-speaking population, it is verbalized by the lexemes
“vootoc” and “dyevotog” respectively.

Corresponding reactions are presented to stimuli BUHOI'PAJZI, 'APBY3,
HECKA®E, TTEUMBO, CHIKEPC, HIOKOJIA/ and their correlates in Modern
Greek language. Some stimuli received only positive characteristics, both in
Ukrainian and in Modern Greek language, e.g.: IIIOKOJIAJ — cmaunui (13) /
YOKOAATA — vooriuo (1); BAHOT'PAJL — emaunuii (3), ecmauno (3) / ZTTAOYAIA
— vootyo (2).

Other stimuli in the Ukrainian language caused both positive and negative
characteristics, reflecting the subjective taste preferences, e.g.. I'APBY3 -
necmaunuil (2), emaunuti (1) (in Modern Greek language the same stimulus has only
one reaction KAPIIOYZI — vootiuwo (4)); KABA — cmauna (5), necmauna (1);
OJIMBKWU — cmauni (16), necmauni (14), 6puoxi (2), oeuoni (1); IINBO — cuoxe (2),
cemaune (1); CAJIO — necmaune (4), cmaune (2).

Ukrainian recipients responded only with positive reactions to stimuli
ATIEJIbCUH, BOJIA, WOI'YPT, KAPTOIUISI, KOBBACA, MACIJIO,
MOPO3UBO, M’SICO, CIK, ®PYKT, XJIIb.

Greek respondents gave corresponding positive responses to stimuli WAPI —
vootio (2). Fish is an integral part of the cuisine of Greece as a maritime country,
where fishing has been one of the main means of survival and still continues to be a
popular work not only for subsistence, but also for earning money.

Characteristic of the type of taste in syntagmatic associations is represented
by the help of adjectives “sweet, salty, bitter, sour, spicy” according to objective
taste peculiarities of each product. This subgroup contains the most frequent
reactions due to functionality of food products, during the consuming of which
firstly the type of taste that they have is perceived.

The same association to stimuli, denoting the wine, pumpkin, ice cream,
cookies, juice are presented in both languages. If the first stimulus reactions are
more diverse, the others are characterized only by the word “sweet”. It can be
explained either by the variety of the drink, denoted by stimulus BUHO / KPAXI, or
by personal taste preferences of recipients, e.g.: BUHO — conooke (4), kucne (2),
kucui (2), cipke (1) / KPAZI — yloko (1), &wvo (1), mixpo (1); IEUUBO — coooke
(27) | MIIIZKOTO - ylwko (20); MOPO3UBO — conooxe (8) / TIAT'QTO —
yAvko (4).

Reactions to stimuli, indicating orange, grape, fruit and chocolate overlap in
both languages. Ukrainian recipients added an indicator of the mixed taste — “xuczo-
conooxuti (1) in addition to the characteristics of “conooxuii (16), xucauii (15)” 10
the stimulus ATTEJIbCHH, while Greeks gave only such reactions as IOPTOKAAI
—ytoko (3), &vo (2).

Stimuli that denote the grapes in Modern Greek language had mainly uniforn
reactions ZTA®YAIA — ylokd (4), yloko (2), in contrast to the Ukrainian language,
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where there are more diverse characteristics of this stimulus: BUHOT'PAJ —
conookuti (12), kicnuit (2), cnaokuti (1). This trend continues in the associations to
other stimuli, e.g.: ®PYKT — conookuii (11), xucauii (1), kucno-conookuit (1) /
®POYTO — ptoxo (2); IHOKOJIALL — conooxuii (10), conooke (5), conooko (3),
cnaokoe (pyc.) (1), cipkuii (3), eopvruti (pyc.) (1) / LTOKOAATA — yploko (14);
OJIMBKU — aipruii (1), xucnuii (1), xucni (1), conone (1), cononuii (1), cononi (1) /
EAIEY — aduvpés (2).

The diverse reactions of Ukrainian and Greek recipients to the stimuli that
denote sausage and oil are explained not only by subjectively different perceptions
of taste, but also by an objectively different way of producing these products:
KOBBACA — cononuti (1) / AOYKANIKO — nixaviiko (4); MACJIO — conooke
(1) / BOYTYPO — avaiaro (1).

Some stimuli had reactions only from representatives of one of the groups, that
demonstrates less importance of the taste qualities of these foods for representatives
of another group. The majority of such reactions belong to Ukrainian recipients, in
particular to stimuli: BOJIA, TOPUIKA, MOI'YPT, KABA, KAPTOIUIA, M’ SCO,
[IBO, CAJIO, YAW. There is only one stimulus, that has the reaction belonging to
this subgroup from the Greek recipients: TYPI — aduvpo (1). This is explained by
the national specifics of popularity of salted cheese (goat cheese feta) in Greece.

Characteristics of flavor of the product, denoted by the word-stimulus (UL —
1,3%, MGL - 0,2%) are presented by a small homogeneous subgroup of
associations that express the objective characteristics according to the perception of
the product by the olfactory receptors. They are expressed by synonyms “fragrant,
flavored™ etc. Such characteristics are more typical for Ukrainian recipients, e.g.:
XJIb — szanawmnut (10), apomamnuuii (1), naxyuuii (1); KABA 3anawmna (6),
apomamua (1), oyxmsana (1), naxyua (1); IINBO — oyxusne (1). Only one stimulus
caused such reaction of Greek recipients: TXIXAA — uopwdazy (1).

The second group has further classification.

A. Characteristics of consumption of the product, denoted by the word-
stimulus (27 % of all syntagmatic associations in UL and 21 % in MGL) have
further branching.

Characteristics of general quality of the product are the most versatile, they
cover different areas of product’s features, that are important for its consumption.
Stumili BUHO, BOJIA, TOPUIKA, MIHEPBA, TIATATA are characterized by
features ‘““good-bad”. Associations to stimuli BUHO, BOJA, ITATATA have
positive connotation, e.g.: BUHO — oobpe (1), axicue (1); BOOA — oobpa (1),
I[MATATA — mévra wpoio (1); BOJA ta I[IOPTOKAAI — neutral (BOJA —
seuuaina (1), IOPTOKAAI — xavoviko (1); TOPIJIKA — negative (FOPIJIKA —
noeawuii (1)).

Characteristics of naturalness and freshness of the product are very
important in choosing of a product, because every person tries to get the best
product, the freshest and most useful one. These characteristics are verbalized by
antonyms “‘real — not real, fresh — stale, natural — artificial”.
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Some stimuli caused only positive reactions in both groups of recipients, e.g.:
PUBA — csivica (1) / YAPI — gpéoro (5); CIK — namypanvnuii (3), ceixeuti (2) /
XYMOX — gvaikos (1), gpéoxos (7); M’SICO — csioce (4), cnpaeucue (1),
STADYAIA — gvowo (1); KAPIIOYZI — pfioloyiko (1). The latest reaction
emphasizes the current trend to consume only organic products.

There is a specific reaction in English in the characteristics of juice, its
transcribed borrowing, which has already been assimilated in Ukrainian and the
Ukrainian analogue (translation): CIK — gpewt (15), csizcosuxncamuii (3), fresh (1),
that demonstrate the global impact of English language.

The reactions of Ukrainian respondents to the stimulus KOBBACA were both
positive and negative: KOBBACA — necnpasoicus (3), namypanvna (1), ceioca (1),
wmyunutt (1), but the fact that there were more negative responses shows the
distrustful attitude of respondents towards the quality of this product. There were
only negative reactions to the stimuli MACJIO — uecsixce (1), MOPO3UBO — ne
namypanvre (1), M’SICO — cnune (1), TAPBY3 — e (1), that indicates the
concern of recipients as consumers of the quality of these products, the opportunity
to damage health.

Characteristics of consistency of the product mainly objectively reflect their
structure, they are verbalized by:

a) antonymous pairs of adjectives:

— “liquid — thick”, only in Ukrainian language (OJIIA — pioka (5), BOJJA —
pioxuti (1), UIOTYPT — piokuii (4), eyemuii (2), piokuti y nasumi (1));

— “soft — hard™, in both languages to the stimulus MACJIO — wm’ske (1) /
BOYTYPO — wuadoxo (5); in one language to the stimuli XJIIb — wm axui (8),
meepoutl (1); TIEUUBO — m sixe (3); CAJIO — meepoe (1); YAPI — ualoxo (1);

— “fat — fat-free”, also in both languages, e.g.: MACJIO — ocupne (26) /
BOYTYPO — arayo (2); KOBBACA — orcupna (1) / AOYKANIKO — zayn (1) etc.
There are reactions only in one language: CAJIO — orcupne (19), PUBA — orcupna
(1), TYPI — edagppd (1).

0) adjectives “crunchy, crispy, brittle, crumbly”. Such reactions are the most
frequent to the stimulus TIEUMBO — xpycmke (18), xkpuxxe (3), xpymke (3),
poscunuacme (2), that emphasizes the tastes and preferences of Ukrainian recipients.
Opposite to the semantics of perception are the reaction of the Ukrainian and the
Greeks to the stimulus XJIIb: Ukrainians pay attention primarily to the properties of
the crust, and Greeks of the flesh: XJIIb — xkpuxxuii (1), xpycmkuii (1), uepcmeuii (1)
[ YQMI — agparo (L).

B) there are individual reactions that mark the presence of fluid in the product
denoted by the stimulus, they are verbalized by adjectives “watery, juicy, diluted”,
e.g.: TAPbY3 — sooanucmuii (1), CIK — pozbasnenuit — 0,3 giocomku coky, éce
sooa (1), DPYKT — coxosumuii (1), ATIEJIbCUH — Lovuepo (1).

Characteristics of composition of the product according to the ingredients.
Such reactions are numerous in the Ukrainian language, some of then are quite
frequent, e.g.: MOPO3UBO - wokonaoune (24), eepwkose (7), eanitvne (2),
bananose (1), kapamenvue (1), monoune (1), Hamypamwne woxonraowne (1); IIMBO —
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aorcumne (2); KOBBACA — m sicna (1); MACJIO — monoune (1). There is a reaction
only to one stimulus in Modern Greek language: YQMI — woldorwopo (1).

Characteristics of temperature of the product are expressed by antonymous
adjectives “hot — cold” according to the way of its use. Most associations are given
to stimuli that denote drinks. The reactions of this subgroup in both languages are
presented to stimuli: BOJA — xonooua (6), eapsiwas (1) / NEPO — kpbo (5),
opooepo (5), maywuévo (1); IIMBO — xonoowne (5) / MIIYPA — kpdo (4), moywuévy
(5), that can be explained by the use of these drinks for a sense of freshness and
cooling.

Stimuli that denote tea caused mostly reactions-characteristics of high
temperature, but Greeks respondents have the percentage of responses to the
characteristics of low temperature that dominate, due to the culture of consumption
of the drink. Ukrainians usually drink hot tea at any time of the year, but Greeks
drink mostly iced tea, especially in summer and the hot tea is given only to sick
person: YAM — eapsuuii (7), xonoome (1) / TEAI — Ceoté (4), yor (1), xpdo (4).

Reactions to the following stimuli can also be explained by the tradition of their
consumption: 'OPIJIKA — xonoona (2), IIOKOJIA — capsauui (2), KPAXI -
Ceoto (1), TTAOYPTI — maywuévo (1).

Reactions that describe the main characteristics of ice cream are frequent
enough in both languages: MOPO3UBO — xonooue (38), xonoonuii (1) /TIATQTO
— kpoo (4).

Associations to stimuli that denote bread and pumpkin are also mostly the same
in both languages: XJIIb — eapsiue (1) / YOMI — (eoto (4); TAPBY3 — xonoonuii
(1) / KAPIIOYZI — dpooepo (4).

Characteristics of process and conditions of consumption of the product
denote the features of a product, that is usable, for example, as for fruit and
vegetables this feature is “ripe”: TAPBY3 — cnimuu (1); ®PYKT — cninuu (1),
[TIOPTOKAAI — oreyuuévo (cmuenuii) (1). For other products the features are as
follows: BOJA — numna (18), Ooocepenvna (3), xun’siuena, mitbku ouuuena,
ginemposana (1); KABA — miyna (18), kpinka (1); AAAI — uoyeipiro (1).

B. Characteristics of the method of cooking (UL — 9 %, MGL — 16 %). This
subgroup includes reactions that denote traditional for every country methods of
products’ cooking, e.g.: KAPTOIUIS — ecmasicena (29), neuena (12), scapena (10),
sapena (3), sicapenas (3), 3aneuena (1), napena (1), niocmaxcena (1), mosuena (1)
| TIATATA — wmyovnry (19), wnry (5), ppoorn (4), wyavntés (3); PUBA —
cmadicena (11), conona (6), scapena (4), 6 snena (3), 3aneuena (3), 3amopodicena
(1), konuena (1), neuena uepeona (1), mywkosana (1) / VYAPI — ynté (12), tnyavizo
(2). So, the traditional ways of cooking potatoes and fish in Ukraine and Greece
differ, that is reflected in the associations: the majority of associations for fried
products are presented in the Ukrainian language and the majority of associations
for baking of these products, that is more useful for healthy nutrition, are presented
in the Modern Greek language.

Making coffee is characterized by Ukrainian recipients according to the method
of grains processing: KABA — posuunna (16), menena (5), s3eapena (2),
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yinorozeprosa (2), zaeapna (1), 3eprnosa (1), zepnosoil (koge) (1), while Greek
recipients pay more attention to the way of making the coffee drink: KA®EX (kaBa)
— EAMnvikog (16), oxétog (2), F'ardixog (1), omloc (L), tovprikog (1).

Traditional Greek yogurt is made from ordinary yogurt by removing whey, so it
is also called “strained yogurt”: TIAOYPTI — otpayyioro (4). Greek yogurt is
thicker, it contains more milk fat and has a creamy structure.

Traditional methods of cooking of other food products are presented in
association according to preferences of Greeks: AOYKANIKO — xpaoaro (3),
Ppaoto (1), wnuévo (1) (sausage is prepared with the addition of wine to a saucepan
or frying pan); TXAI — avarolitiko (1) (tea with the addition of oriental spices).

C. Characteristics of effects of consumption of the product (UL — 3,4 %,
MGL - 2,3 %) contain frequent responses, that reflects the principles of healthy
lifestyles of recipients of both countries, that requires monitoring of weight, not
using of harmful substances, therefore, paying special attention to caloric content,
nutritional value, and nutrient content.

Associations with semantics of usefulness are predominantly represented by
adjective “useful”, for example: MIOI'YPT — kopucnuii (8), DPYKT — kopucruii (3),
PUBA — kopucna (3), TAPBY3 — kopucnuii (2), M’ SICO — nonesnoe (1), OJINBKU
— kopucni (1), OJIIS — kopucna (1), CIK — kopucnuii (1), and adjectives “necessary,
required” in both languages: BOJA — neobxiona (1) / NEPO — amapaitnro (3);
OJIIA — nompiona (1).

Greek recipients presented the associations, related with the utility of the
product, they are expressed by the adjectives “healthy”, that is, useful for health:
AAAI — vyeuvo (1) and accordingly "unhealthy", that is useless, harmful: KPEAY —
avBvyieno (1).

Ukrainian recipients are confident in harm of consumption of such beverages as
I'OPUIKA — wxkiomea (8), wxiomee 015 300pos’s (2) and [MNBO — wxionuee (2)
because of devastating impact of alcohol on health. Such associations to stimuli
[MEYNBO — wxionuse (1) and XJIIb — wxiomeutt (1) are related with the risk of
increase in body weight of a person with excessive consumption of these products.

Another subgroup of syntagmatic associations with characteristics “nutritional”
IS connected with the nutritional value of products (for example, M’SICO —
noocusne (3), MOT'YPT — noorcusnuii (2)), “high-calorie” (for example, MACJIO —
sucoxokanopiine (1), IIEUUBO — kanopiine (1), CAJIO — rkanopiiine (1)). These
objective products’ characteristics are perceived differently by recipients, can be
evaluated both positively and negatively. For example, people with a tendency to
overweight avoid high-calorie foods, so this characteristic is negative for them, and
consumers who try to gain weight do not shun the use of foods with high nutritional
value and evaluate this characteristic positively.

Associations of Greek recipients have opposite semantics, e.g.: TOYAOYPTI —
arnayo (4), it means that the preference is given to more useful types of products.

There are associations that describe the impact of the product on humans in both
groups of recipients, e.g.: BUHO — n’suxe (2); TINBO — xminvue (2); BOOA —
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oceixncaioua (1), yimowa (1); ®POYTO — dpooiotiko (1); KAOEEX — rovotixo (1),
AAXANIKO - dpooiotiro (1).

D. Characteristics of origin of the product (UL — 1,1 %, MGL — 8,3 %) also
have further branching.

Place of cultivation: OJIUBKU — opeywki (1) / EAIEX — &invikéc (1),
omitikés (2).

Common cultivation of olive trees in Greece and wide export of olives and oil
cause the associations about the origin of the stimulus OJIMBKM among the
recipients of both groups; difference lies in the predominance of characteristic
“homemade” for Greeks, who usually cultivate olive trees in their gardens. That is
how Ukrainian cultivate potatoes in their kitchen-gardens (KAPTOILUILA — oomawns
(1)), while fruits are usually imported from other countries (AITEJIbCUH -
exzomuyunutl (1), DPYKT — exzomuunuii (1)) and tea harvested in China and Ceylon
is the most valuable (YAU — Kumaiicoxuii (1), Ieiinoncoxuii (1)).

Place of manufacture. Recipients of both groups prefer homemade products,
consider them to be more natural and useful, that’s why the reaction “homemade” is
predominant in this group of characteristics, especially in the Ukrainian language,
for example: TIEUUBO — oomawme (7), CAJIO — odomawme (2), MIOI'YPT —
oomawrniu (1), MSACO — domawmne (1), XJIIb — oomawniti (1) / AAAl — omitiko
(2); TYPI — oruwiowo (1), but in quantitative terms in Modern Greek language
prevails the association “rural”, made in the countryside, where the majority of
products in view of the agrarian economy of Greece is produced: AOYKANIKO —
yopiatiko (19), YOMI — ywpidriko (4), TTAOYPTI — ywpiatixo (1). Besides the
association ‘“homemade”, there are also associations of a wide range of
manufacturing locations covering the country and region, “Greek” and
“Mediterranean”, to the stimuli that denote oil, for example: AAAI — omitixo (2),
eldnvico (1), pueooyeraro (1). Itis a wellknown fact that Greek olive oil has the best
quality and fame in the world that Greeks are extremely proud about.

Way of production. Associations of this type characterize products of animal
origin, for example, they represent an animal from whose milk this product is made.
This type of association is more characteristic for Greek recipients: TYPI —
kozoixiolo (3), poPeto (2); BOYTYPO — ayelaowo (2); TITAOYPTI — npopeio (1).
Only the stimulus CAJIO caused an appropriate association with the animal from
which the product was obtained among Ukrainians: CAJIO — ceune (2).

E. Characteristics of purchasing of the product (UL — 0,4 %, MGL — 0,9 %)
are divided into the characteristics of cost (e.g.: KOBBACA — dopoea (1), M’S1CO —
oopoee (1)) and the characteristics of method of purchasing: (e.g.: IIMBO -
poznusre (3), IIEUMBO — sacose (1), NEPO — upialawuévo (5)).

There is a separate group of syntagmatic associations, which we after
O. Leontiev, O. Shakhnarovych and D. Terekhova call syntactic, they are expressed
by the verbs (7 % of all syntagmatic associations in UL and 10 % in MGL). We
distinguish several groups among the syntactic associations. Most syntactic
associations are associated with actions that indicate the process of consumption of
the product, that is, expressed by the verbs "eat, drink" in the form of affirmation or
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denial, in the form of the infinitive or the first person singular. It should be noted
that in the Modern Greek language, the verb form of the first person singular is used
as an infinitive, therefore, unlike the Ukrainian language, it is impossible to
determine without context what kind of form the recipients had in mind. There are
reactions in both languages to words-stimuli BUHO, BOJIA, TOPIJIKA, M’ICO,
[IMBO, PUBA, XJIIB, YAH and their correlatives in Modern Greek language, e.g.:
M’ ACO — icmu (2) / KPEAYX — poww (1); PUBA — icmu (2) / YAPI — tpaow (1),
XJb — icmu (1), ne im (1) /YOMI — pow (1); BOOA — numu (21), nums (poc.)
(2) / NEPO — #ivew, va mio (2), nmio. oiuepo. (1); TOPUIKA — ne n'io (5), numu (2),
nusuumu (2), sunueamu (1) / BOTKA — d¢ wivw (1); IIUBO — (3), numu (1) /
MITYPA — dev nivew (1), mivw (1); YAU — numu (3), ne n'io (1), nume (poc.) (1) /
TXAl — zivw (1). Only Ukraininans presented reactions to words-stimuli
ATIEJIbCHH, BUWHOI'PAJI, MOT'VPT, KABA, KAPTOIUIS, KOBBACA,
OJIMBKUH, ITEYUBO, CAJIO, CIK, ®PVYKT. Reactions to stimuli BOYTYPO,
[MTAI'QTO, TYPI were given by Greeks.

The desire or necessity of consumption of the product is expressed in the
reactions with the verb “want” in the affirmative or negative form, e.g.: IOT'YPT —
xouy (2), KOBBACA — xouy (1), IIEUUBO — xouy (1), XJIUb — ne xouy (1),
®POYTO (ppyxt) — GéAw (1). There is a lexeme in Modern Greek language that
denote thirst: BOIIA — xouy (1) / NEPO — dwpaw (3), edryawm (1).

Denial to use a particular product is represented in such reactions: TOPIJIKA —
ne eacusaio (1), OJIMBKU — we sarcusaro (1).

Some syntactic associations describe the process of consumption of the
product denoted by a stimulus, e.g.: BUHO — oecycmysamu (1), cmaxysamu (1),
MOPO3UBO -  xywmyeamu (1), nacysamu (1) / TIAT'QTO — yleipw (2);
BOYTYPO — Liover (2), licvver (1).

The group of reactions that denote the process of cooking of the product
constitutes a sufficiently large amount of syntactic associations. We have found
such reactions in both languages only to the stimulus M’SICO — esunixamu (1),
arcapumu (1) / KPEAX — uayeiped w (2). There are reactions in Ukrainian language to
the stimuli: AITEJIbCUH — suowcumamu 6 cix (1), wasumu (1); KAPTOIUIA —
yucmumu (8), socapumu (4), caoxcamu (3), caoumu (2), cmaxcumu (2), eapumu (1),
KOBBACA — pizamu (1), PUBA — eaocxcko uwucmumu (1), wucmumu (1); XJIIb —
nexmu (1); YAU — nacmosmu (1) and in Modern Greek language to the stimulus
AAAL — payeped o (1).

The group that contains associations for describing actions that are performed
on the product or using a reality denoted by a stimulus is small in amount, e.g.:
BOJIA — mumu (1), OJUA — eaoxcko eiomumu (1), CAJIO — yponum (2),
STADYAIA — ¢épe (1).

4. Conclusions

Within the classification of associations for the designation of food products,
syntagmatic associations occupy an important place as for the number of reactions.
Such subtypes can be named here: 1) the syntagmatic associations that are expressed
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by adjectives, constitute a contracting phrase with the word-stimulus, and represent
the objective characteristics of the product; 2) syntactic associations that are
expressed by the verbs. The first subtype can be roughly divided into 2 groups of
associating directions: characteristics of product features (taste, flavor, color,
outward: size, shape, color) and the characteristics of the stages, which the product
passes (origin, cultivation, purchasing, cooking, consumption and effects of
products’ consumption). These groups include the vast number of associations as
the most relevant words in the perception of words-stimuli and of realities that they
denote: the product’s quality is primarily determined by good appearance, taste,
usefulness etc.

Some differences in quantitative and qualitative aspects were found during the
determination of associating directions within the syntagmatic type of associations:
different percentage of responses in associating directions in quantitative aspect. In
the aspect of quality the differences lie in determination of characteristics directions
in the languages. So the reactions that characterize the form of the product weren’t
found in the associative field of Modern Greek language.

The perspectives of further research are: characterization of syntagmatic
associations on the material of English language as well as a detailed description of
other types of reactions in Ukrainian, Modern Greek and English languages; the
comparing of experiment data with articles of associative dictionaries to trace the
dynamics of changes in the linguistic consciousness of respondents.
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