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Brand name is the name given to a product by the company that makes it [LDOCE, 191].
One can not underestimate the role of brands names in the modern world. Getting into our everyday speech, they have gradually become an integral part of the language and culture.

Sometimes people use brand names without even noticing this. Nowadays a lot of people say "my iPhone" instead of "my phone" or "google it" instead of "look it up on the Internet». More than that, some brands even lost their initial capital letters and became common nouns or verbs. It is hard to believe now, but one day such words as "aspirin", "tabloid", "bikini", "escalator" were trademarks.

Logically enough that being part and parcel of modern life brand names appear in the works of fiction. The aim of current research is identifying the main functions of brand names used in the English language literature. The material of the investigation are three novels by different British and American authors: Confessions of a Shopaholic (2001) by Sophie Kinsella, American Psycho (1991) by Bret Easton Ellis, and Fight Club (1996) by Chuck Palahniuk. These very books were selected as examples of modern fiction in which brand names are used for creation various effects.

Being a relatively new subject of linguistic research, brand names cause some controversy among linguists. In particular, there is still a problem related to onomastic status of brand names. We believe that brand names are proper names, which have special property: they do not individualize a single object, but a series of identical objects.

Recently, many linguists speak about a special place of proper names in the context of a work of art: the author uses its rich and diversified associative links, which are disclosed in the context of the book. It becomes obvious that learning the language of literature is impossible without the study of proper names in a given text in general and brand names as a special type of proper names in particular.

In our opinion, proper names are one of the links, a sort of "bridge" between the text, the author and the extra-textual reality, allowing to connect the reality depicted in a work of fiction, to the objectively existing space-time continuum. The reality of a text may have many similarities, and attributes of the reality in which the author lives. Thus, the study of proper names in general and brand names in particular and their functions in the text gives the researcher the key to the understanding of the author's intention, as well as the possibility of a deep and detailed interpretation of his or her text.

After analyzing the factual material we can enumerate the main functions of including of brand names in fiction.

1. Setting the story. Brand names can tell the reader something about the place and the time of the events of the book. 

2. Adding realism. Brand names are  able not only to specify space-time frame, but also create a special atmosphere of  reality and maintain a sense of national identity due to the background information they contain. For example, it is hard to image a novel about a shopaholic without any brand name of clothes. 

3. Contributing to the portrait of the character. By the brand names related to the character the reader may learn a lot about his or her personality, social status, material ell-being, interests, age, etc.

4. Representing the character’s worldview. Inclusion of brand names allows the reader to understand the way the character classifies the world. The characters of the novels use only brand names of the thing they are interested in (for example clothes or cars).

5. Creating stylistic effects. With the help of brand names the author expresses his ironical attitude to the character or creates sarcastic contexts. For example, the main character of Confessions of a Shopaholic is preoccupied with shopping and fashion and sometime the real quality of an item is of no importance in comparison with its connection with the world of fashion.

6. Promoting the brand. This effect may not be preplanned by the author, but as soon as a book becomes more or less popular it starts to advertise the brands mentioned in it.

7. Absence of function. Sometimes brand names don't play any specific role in the text and are mentioned only because the most popular brand names have a tendency to become common words.

We can conclude that brand names build the space-time continuum of a literary text, or rather the image of the world created by the author. This literary world does not exist independently, it is dependent on the real world, and brand names are linking elements attaching the secondary reality of the literary text, to the objectively existing reality. At the same time brand names not only create the illusion of reality, but also reflect the author's vision of reality, as well as indicate the characters' way of categorization and conceptualization of reality, helping to disclose their personality. Brand names are important details of the image of the character that mark his or her social status, hobbies, interests, values etc. At the same time brand names are the source of the lingua-cultural information.
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