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CLASSICAL MYTHS AND MARKETING:
A SEMIOTIC APPROACH

Nina Aurora BALAN
Universitatea din Craiova
ninabalan2002@yahoo.com

International marketing often resorts to elements of Latin rhetoric and, by
making reference to ancient myths, creates new myths of the modern era. Calypso,
Centaurus, Dionysus, Hermes, Hydra, Minerva, Trojan — these are not just names
listed in a Greek-Roman mythology dictionary, but also brands of commercial
products that we can find on supermarket shelves.

On noticing these new myths promoted by ‘mass culture’, the environment
where marketing strategies place products, Roland Barthes (Barthes 1972: 99) talks
about a “mythology of the substances” used to produce detergents and cosmetics,
or about the worshipping attitude of a public assaulted by advertising campaigns
for a new car model (deliberately called DS — pronounced “Déesse” in French):

In the exhibition halls, the car on show is explored with an intense, amorous
studiousness: it is the great tactile phase of discovery, the moment when visual
wonder is about to receive the reasoned assault of touch (for touch is the most
demystifying of all senses, unlike sight, which is the most magical). The bodywork,
the lines of union are touched, the upholstery palpated, the seats tried, the doors
caressed, the cushions fondled; before the wheel, one pretends to drive with one's
whole body (Barthes 1972: 90).

Written between 1954 and 1956, most essays in the volume Mythologies
focus on the instruments used by the media to suffocate contemporary society — a
bourgeois society, as researchers who include an ideological component into mass
culture would say. In fact, in his analysis of mass culture theories, Umberto Eco
identifies a — not very well masked — contempt of these approaches, directed not so
much against the concept of mass culture as against the masses themselves (Eco
2008: 45-46).

Superman — the hero of comic strips and cinema, and the myth created
around him, as well as commercial products (cars, cosmetic products, food etc.),
election debates, public figures — irrespective of their value or non-value —, are all
creations of a mass culture promoted by the media, especially by television.

Roland Barthes supplements his article volume with a study, Le Mythe
d’aujourd’hui. In this study he provides a systematization of previous analyses,
thus creating a scientific basis for mythology as a semiotic discipline. More than 50
years after its publication, the theory is still perfectly adaptable to a topic of great
interest both to those studying the dynamics of commercial marketing and to those
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that ground their analysis in the psychological component of ‘producing’ a strategy
designed to promote commercial products.

Fascinated by the significance of objects that surround us every day, Roland
Barthes maintains that, despite their utilitarian function, objects and gestures are
not immune to producing additional senses/connotations. As a (famous) example of
the way in which objects cumulate connotations, the author ‘narrates’ the
significance of an apparently simple photograph:

I am at the barber's, and a copy of Paris-Match is offered to me. On the cover, a
young Negro in a French uniform is saluting, with his eyes uplifted, probably fixed
on a fold of the tricolour. All this is the meaning of the picture. But, whether naively
or not, I see very well what it signifies to me: that France is a great Empire, that all
her sons, without any colour discrimination, faithfully serve under her flag, and that
there is no better answer to the detractors of an alleged colonialism than the zeal
shown by this Negro in serving his so-called oppressors. I am therefore again faced
with a greater semiological system: there is a signifier, itself already formed with a
previous system (a black soldier is giving the French salute); there is a signified (it is
here a purposeful mixture of Frenchness and militariness); finally, there is a
presence of the signified through the signifier (Barthes 1972: 115).

The terms used in the semiotic analysis of the myth (form — the equivalent of
the linguistic sign, concept — the signifier, significance — the correlation of the two
previous terms) are implicit to manipulation as a rhetorical technique, this
persuasive potential being included in the concept, as myth in Barthes’ view has
“myth has in fact a double function: it points out and it notifies, it makes us
understand something and it imposes it on us” (Ibidem).

According to Mircea Eliade (1978: 45-46):

myth tells how, due to the feats of supernatural beings, a reality was born, be it a
complete reality, the Universe, or only a fragment: an island, a vegetal species, a
form of human behaviour, an institution” (,,mitul povesteste cum, multumita
ispravilor fiintelor supranaturale, o realitate s-a nascut fie ca e vorba de o realitate
totald, Cosmosul, sau numai de un fragment: o insuld, o specie vegetala, o
comportare umana, o institutie”).

We should keep in mind the idea of a narrative/story which links the creator
of the myth to its product. On this view, a myth is the story of something that was
‘produced,’ that came into being. In marketing, supernatural beings are substituted
by the producers, and creation becomes the product itself, anthropomorphic or
personalized through the brand — a fiction, an unproved or illusory thing, in Roland
Barthes’ terms.

The differentiating function is also obvious in the analysis of marketing
strategies. Despite fulfilling the same utilitary functions, a Citroén differs from a
BMW through the commercial (the narrative, the storytelling) and the underlying
sales strategy, through the focus placed on the one or the other of its supposed
qualities in the promotion process.
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The advertising campaign for the Omo washing powder emphasizes its
ability to clean ‘in depth,” while Ariel is presented as the only product that removes
‘difficult stains.” These are the secondary senses or connotations. The myth is a
secondary semiotic system, and Roland Barthes’ merit is that over 50 years ago he
underlined the necessity of “establishing a semiological science” ensuing the
development of advertising and mass media. So myth is speech, but not any kind of
speech, it is “a system of communication, that it is a message” (Barthes 1972: 107).

The conclusion, which is of interest to us for practical reasons, can be
summarized as follows: “(...) everything can be a myth provided it is conveyed by
a discourse. Myth is not defined by the object of its message, but by the way in
which it utters this message: there are formal limits to myth, there are no
'substantial' ones” (/bidem).

From a different perspective, commercial products are a part of mass culture
through their advertising presence. ‘The vehicle’ is the mass media, which, as
Umberto Eco writes, “tends to impose symbols and myths of a facile universality,
creating some immediately recognizable ‘types’ and thus reducing to a minimum
the individuality and concrete aspect of our experiences, through which
experiences should be realized” (,tinde si impunda simboluri si mituri de o
universalitate facild, creand niste «tipuri» cu recunoastere nemijlocitd si, prin
aceasta, reduc la minimum individualitatea si aspectul concret al experientelor
noastre, prin care ar trebui sa realizam experiente”) (Eco 2008: 51).

Being included in a commercial circuit, the mass media is itself subject to
the law of supply and demand, providing its public with the things it wants, or, by
“following the laws of an economy based on consumption and sustained by the
persuasive action of advertising, it suggests to the public what it should want”
(,,urmand legile unei economii bazate pe consujm si sustinute de actiunea
persuasiva a publicitatii, sugereaza publicului ce anume sa doreasca”) (Idem: 50).

Mass culture offers us countless examples of mythization through the mass
media, from the American comic strip industry — which promotes ‘heroes’ that
consuming readers follow devotedly — to the field of sport (see the paper The Tour
de France as an Epic) or the myth of Superman (to which Umberto Eco dedicates
an entire chapter) — and to consumer products. The function of modern myths is to
lend narrative form to society’s expectations, and, in George Dumezil’s terms,
quoted by Daniel Dubuisson, “to maintain before its conscience (of society, 0.n.)
not only the values it acknowledges and the ideals it pursues from generation to
generation, but first and foremost its being and structure, the elements, the links,
the balance, the tensions that form it, and finally to account for traditional rules and
practices without which everything in it would fall apart” (Dubuisson 2003: 51).

The connection between the commercial product and the myth this product
turns into is generated through the narrative. Archetypes form the basis for myths,
which find their expression in rites and rituals.
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Myths are also expressed in the metaphors employed in everyday life. Using
archetypes in marketing hints at the fact that brand success depends on the
narrative, not the product. Georges M. Hénault (2005) presents a few archetypes
and commercial symbols employed in marketing: ,,le culte de 'origine du créateur
(Chanel, Dior), celui du lieu symbolique (Versace et Miami, Lencome et Paris), le
fonctionnement tribal (Nike et Reebok) etc.”

We can also identify other archetypes of the modern world: the archetype of
the mermaid, of the lover, both of which use seduction as a narrative; Romeo and
Juliet (Chanel, L’Oréal); the archetype of the hero, with the narrative focusing on a
warrior figure (Nike).

It is true that marketing can be accused of ‘exploiting’ and trivializing myths
by reducing them to consumer elements. However, we could apply a ‘production’
scheme to marketing rhetoric, a scheme focusing the production of the advertising
discourse — the narrative — not very different from the one used in the political
field:

— a group of people (a company, the supernatural beings of ancient myths)
decides to gain supporters (consumers);

— it creates a narrative which is adapted to the psychology of the target
audience;

— a psychological mechanism is applied, with the aim of determining the
adherence of the audience based on a number of apparently rational motivations,
which in fact are irrational, and involve mystification and mythization.

The product itself does not tell a story, it is put up for sale, while the brand is
always a narrative. The role of the narrative is to allow the audience to become
attached to the brand of the product, not the product itself. The narrative is the
starting point of a relationship between the brand and the consumer through
advertising:

“L'inconscient collectif s'exprimant dans les archetypes sous forme de
mythes qui, tel que démontré par Durkheim, sont perpétuées par les rites, on
retrouve ce méme constat dans I'ambivalence des mythes ou Hermes est a la fois le
Dieu des commergants et des voleurs et ou Janus exprime la dualité des contraires
ainsi que dans l'expression des rites qui peuvent se révéler négatifs, positifs ou
encore piaculaires.” (Idem).

Moreover, we can find an answer to the question: why are the producers and
creators of commercial brands attracted to Greek-Latin mythology? — in the very
ambiguity of ancient myths which, through narrative, provide that magic sense
Roland Barthes was talking about.

The interest in modern myths with their roots in ancient times is due mainly
to advertising.

The world of internet users seems just as interested in this return to ancient
times. Two websites, one in French (L'antiquité gréco-romaine dans notre
actualité) and one in English (Mythology in modern society. Mythology in daily
life), offer countless examples of the use of ancient mythology in modern business.
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The tendency to mythologize commercial brands seems to be so strong
nowadays that it is even applied to names whose origins are not connected with
mythological or historical elements, but are based on mere formal coincidences:
Mars chocolate bar and Hermes leather bags. In all the papers we have consulted,
the two brands are connected with the names of the gods Mars and Hermes in Latin
and Greek mythology, respectively. In reality, the chocolate bar, produced in Great
Britain by Mars Incorporated, bears the name of its founder, Forrest Mars. Hermes
International S.A., the company which produces, among other things, leather
accessories, owes its name to Thierry Hermes.

But even when the mythological reference is deliberate, which of the
significances or connotations of the character connect the narrative with the
product? We will try to answer this question with the help of Hermes, the god who
lends his name to a variety of products, groups and companies (the Hermes
typewriter, created for a blind countess in the 18th century, which will become one
of the most popular brands of the 60s; the Hermes delivery service: Makes delivery
easy; the flower delivery company FTD, which includes in its logo the god Hermes
wearing winged sandals; Les Dieux sardines, showing a winged Hermes with a
caduceus in his hand, next to Mars, Zeus and Poseidon; Hermes Webmail service,
Hermes Fund Manager; a series of hotels in Greece but also in Great Britain, and
even a soap brand!). As Jane Wilson remarks in her paper Hermes: The Image of
an intellectual for our times, published in a volume which includes papers
presented at an international symposium on the subject Hermes and Aphrodites
Encounters, “the more one evokes a given character and the more authors of all
times convey the events surrounding that character, the more the name of that
character will generate multiple connotations” (Wilson 2005: 31).

At a superficial reading, a myth is a story about supernatural beings. But it is
also fiction, illusion, which sometimes builds for us a parallel, magic world within
our modern society.
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ABSTRACT

The interest in modern myths with their roots in ancient times is due mainly to
advertising. The reason marketing strategies seem attracted to Greek-Latin mythology is the
ambiguity of ancient myths which, through narrative, provide that magic sense Roland
Barthes was talking about. Ancient mythology seems to have been reinvented through the
language of advertising and consumption

Key words: myths, marketing, semiotics

REZUMAT

Interesul manifestat de vechile mituri ale lumii antice se datoreaza in primul rand
publicitatii. Motivul pentru care strategiile de marketing par atrase de mitologia greco-
romanad este ambiguitatea vechilor mituri care, prin naratiune, povoaca sensul magic de care
vorbea Roland Barthes. Mitologia clasica pare sa fi fost reinventata prin limbajul reclamei

si consumului.

Cuvinte-cheie: mituri, marketing, semiotica
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CATEGORII SOCIALE PERIFERICE iN TOPONIMIA
DIN OLTENIA SI MUNTENIA (1II)

Tustina BURCI

Institutul de Cercetari Socio-Umane
»C. S. Nicolaescu-Plopsor” din Craiova
iustinaburci@yahoo.com

Intr-un articol precedent, pe care I-am publicat in Analele Universitdtii din
Craiova, Seria Lingvisticd', am abordat subiectul prezentei in toponimie a unor
categorii sociale marginale, axandu-ne, in particular, asupra acelui segment
reprezentat de cdtre indivizi pozitionati, prin comportament, nu atat la periferia
societatii, cat mai ales in afara ei: banditi, blestemati, furi, haimanale, haiduci,
hoti, lotri, misei, ocnagsi, tdlhari, sicari.

Réamanand fideli aceleiasi idei, si anume, cd toponimia unei regiuni se afla
intr-o relatie complexa, de conditionare reciprocd®, cu istoria, limba si cu oamenii
care au locuit-o, oglindindu-se una in cealalta, si, de asemenea, ca prin medierea
celei dintdi au ajuns pana la noi ,,ecouri” (Iordan 1963: 2) ale unor trecute
intamplari si fapte din viata istoricd, economicd, politicd, psihologica etc. a
comunitatilor umane, ne-am propus ca in lucrarea de fatd sa largim cercul
investigatiei si asupra altor persoane situate la limita de jos a ierarhiei societatii,
observand forma sub care lexemele ce descriu diversele fatete ale conditiei lor
sociale si-au prelungit (cu mult) existenta — prin transcenderea granitelor temporale
carora le-au apartinut, gratie ,,convertirii” acestora la o noua stare: aceea de nume
de loc.

In primul articol, pozitia de marginal este mai degrabi una asumati —
indivizii plasandu-se in aceastd zona prin propriile alegeri comportamentale, unele
incluzand violenta —, decat o consecinta a ordinii sociale impuse intr-o epoca sau
alta. Astfel, in unele dintre situatii, razvratirea nu are drept scop iesirea din norma
opresiva, asa cum a fost cazul haiducilor care au luptat contra regimurilor politice
(Grigore Pintea, lancu Jianu, Andri Popa etc.) sau al bajenarilor (fugarilor) din
prezenta lucrare, ci este determinata de neimpliniri personale: ,,Haiducul Niculi{a,
de exemplu, ar fi vrut sa cumpere pentru logodnica lui o bijuterie, pentru care nu
avea Insa bani. Pana cand a reusit sa stranga banii, tdnara si-a gasit un alt partener
si s-a casatorit” (v. Burci 2016: 23), iar Stefan Vasali (Terente) a devenit haiduc
dupa doua deceptii in dragoste.

Actualii protagonisti se regasesc pe treapta inferioara a societatii ca urmare a
constrangerilor sociale nascute din interesul claselor dominante de a prospera,
prosperitate obtinutd prin exploatarea fizica si fiscald a unei parti insemnate a
populatiei si prin mentinerea ei intr-o stare de servitute fatd de stat, boieri sau
manastiri.
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Materialul toponimic furnizat de catre cele doud surse® lexicografice
realizate pentru regiunile citate in titlu — Oltenia si Muntenia — ne-a permis
clasificarea informatiei pe mai multe paliere, privind aspecte a) extralingvistice
(numele devin marturii ale raporturilor sociale, economice, administrative specifice
anumitor epoci) si b) lingvistice.

a) Primul dintre acestea vizeaza relatia dominat vs dominator. Vom incadra
aici o tipologie ramificata astfel:

1. Persoane aservite:

BIRNIC* — ,persoand care plitea bir, care era supusd la bir”: Frdtesti-
Birnici® [parte de sat si mosie s. Fritesti, sat c. Lelesti, comuna-GJ], Logresti-
Birnici [sat si mosie c. Logresti, comuna-GlJ], Mierea-Birnici [parte de sat, mosie si
padure s.c. Cruset, sat c. Cruset, comund-GlJ], Petresti-Birnici [sat m. Targu-Jiu,
comuna-Gl], Porceni-Birnici [sat c. Bumbesti-Jiu-GJ], Telesti-Birnici [parte de sat
si catun s.c. Telesti, sat ¢. Telesti Birnici-GJ, comuna in pls. Ocolu-GJ, formata din
satele: Telesti Birnici si Buduhala];

CLACAS — ,taran obligat si facd clacd pe pamantul stapanului”: Fdntdna
Cldcagsilor [s.c. Portaresti-DJ], Cldcasi [parte de sat s. Ciorari, s.c. Turcinesti, s.
Hobita-GJ, parte de sat s. Dudasu-MH];

ROB — ,,om aflat In dependenta totalad fata de stapanul feudal, fara ca acesta
sd aiba dreptul de a-l omori”: Balta lu Neagoe Robitu [balta s. Dragoiesti-VL],
Dealu Robilor [s. Intorsura-DJ], Drumu Robilor [s.c. Ostroveni-DJ, s. Sanatesti-GJ,
s.c. Breznita-Motru-MH, s.c. Morunglav-OT, s.c. Costesti-VL], Fdntdna lu Robitu
[s.c. Motatei-DIJ], Fdntdna lu Robu [s.c. Ciuperceni-DJ], Pdrdu Robului [loc. s.c.
Berislavesti-VL], Robeni [parte de sat s. Caciulatesti-DJ], Robesti [sat c. Farcas-
DJ; parte de sat s. Dragotesti, sat or. Strehaia-Mh; sat c. Caineni, comuna §i parau
(afluent pe dreapta al Oltului) s. Robesti, cariera de piatra-VL], Robifi [parte de sat
s.c. lancu Jianu, loc arabil s. Horezu-OT], Robu [munte si sat c. Malureni-AG;
parte de sat s. Gornet-BZ; schit s. Caciulatesti-DJ; munte or. Brezoi, munte si
padure c. Caineni, punct trigonometric, munte la hotarul cu judetul Gorj-VL];
Robulesti [padure s. Lazaresti-AG], Robesti [pichet si trecatoare-AG; sat c.
Parscov-BZ; mosie-DB; sat, munte si vale c. Caineni, comuna-VL]; Robifa [munte
c. Arefu-AG];

RUMANS — _ taran dependent fata de domnie si fatad de un stapan feudal —
laic sau ecleziastic — in Tara Roméneasca”: Dealu Rumanilor [s. Plesa-GJ],
Ogoarele Rumdnilor [sat c. Teslui-DJ], Pddurea Rumdnilor [m. Targu-Jiu-GJ],
Piscu Rumanilor [loc s. Leamna de Sus-DJ], Podu Rumdniorilor [s. Prejna-MH],
Rumdniori [parte de sat s. Prejna, sat si deal c. Balta-MH], Vadu Rumanii [s.
Chintesti-OT], Valceaua Rumdna [s. Pietris-OT], Valceaua Rumdanei [s.c. Oboga-
OT];

SLUJITOR — ,persoana care slujeste pe cineva, slugd; ostean, poteras,
jandarm” (lordan 1963: 218): Slujitori [sat si mosie c. Zavoaia-BR; cdtun si mosie
c. lon Roata-IL];
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SERB — ,taran legat de pamantul mosierului, depinzdnd cu persoana si
bunurile sale de acesta”: Serbesti [sat 1anga s.c. Stoenesti-AG; sat c¢. Vintila Voda-
BZ; sat c. Urdari-GJ], Serboaica [padure c. Grozesti-MH], Serboieni [sat c.
Buzoiesti, sat c. Suseni, comuna-AG], Serbu [deal c. Argetoaia, c. Murgasi-DJ;
culme c. Pades-GJ], Serbeasca [mosie-BZ; locuinta izolata-PH];

2. Persoane aservite care au reactionat insd Tmpotriva conditiei sociale in
care erau mentinute, parasindu-si satele de bastind in incercarea de a eluda astfel
impunerile fiscale impovaratoare:

BAJENAR - »fugar care (Impreund cu altii) 1si parasea, vremelnic, casa,
provincia sau patria, din pricina unei invazii dusmane, a persecutiilor politice, a
jafurilor administrative sau a exploatarii boieresti; pribeag, refugiat”: Bdjdnari
[parte de sat s. Buta-AG; sat ¢. Morteni-DB], Bdjdneasca [padure s. Falfani-AG],
Bdjeasca [padure s. Bajesti, mosie c. Calinesti-AG; deal s. Magura, tarla c.
Vicaresti-DB; parau s. Mogosesti-OT], Bdjenar [deal si padure s.c. Musetesti-AG],
Bdjenari [ulita s.c. Barca, parte de sat s. Curmatura, s. Busu-DJ; sat c. Rosiesti-
VL], Bdjenari [coasta s.c. Botesti, parte de sat s.c. Ratesti-AG; parte de sat s.c.
Gropeni-BR; sat c¢. Pietroasele-BZ; parte de sat s. Aprozi, s. Galdau, sat c.
Dichiseni-CL; parte de sat s.c. Morteni-DB; parte de sat s.c. Branesti, sat c.
Dascilu-IF; parte de sat s. Buiesti, ulita s.c. Perieti-IL], Bdjenaru [poiand s.
Stanesti, ograda s. Zarnesti, pisc si vale ¢. Mioarele, padure c. Uda-AG; vale s.
Valea Leurzii, poiand s. Dragoiesti-Pamanteni, livadda s. Miculesti, fanete s.
Perisoru, padure c¢. Varfuri-DB; livada s. Cornu de Sus, padure c. Provita-PH],
Bdjenaru Mare [poiand s. Stanesti-AG], Bdjenaru Mic [poiana s. Stancesti-AG],
Bdjendrus [deal s. Valea Leurzii-DB], Bdjenelu [vale si padure c. Murgasi-DJ],
Bdjenesti [sat ¢. Babana-AG; deal s. Dalbocita-MH]; Bdjenestii Mari [parte de sat
s. Béjenesti, sat ¢c. Babana-AG], Bdjenestii Mici [parte de sat s. Ciobanesti, sat c.
Babana-AG], Bdjeni [vale s. Stramba-Jiu-GJ], Bdgjenia [loc, faneatd s.c. Arefu,
padure si vale s. Dealu Bradului, poiana s.c. Uda, padure s. Chitani, vélcea s.
Izvoru de Jos-AG; padure s.c. Vulcana-Bai-DB; valcea s. Plesoi-DJ; vale s. Calnic
si Hodorasca, parau s. Pociovaliste, loc cu piatra, stanca s. Vilari-GJ; parau s.
Rudina, deal si parau s.c. Sovarna-MH; rapa c. Popesti, loc s. Dumbravesti, pasune
s. Poiana-VL]; Bdjenia Mare [deal s. Zarnesti-AG], Bdjenia Mica [deal s. Zarnesti-
AG; parau s. Hodoreasca-GJ], Bdjenici [deal c. Sovarna-MH], Bdjenie [sat c.
Babana, faneatd s.c. Bradulet, mlastind s. Urluiesti, deal s. Gruiu-AG; sat-BZ;
padure s. Cojoiu-DB; deal s.c. Fagetelu-OT], Bdjenii [izlaz si bilti s.c. Piscu Vechi,
s. Tunarii Vechi, loc or. Calafat, parte de sat s. Plesoi-DJ; conac, deal, vale si
fantand s.c. Sinesti-VL], Bdjeniile [munte-AG; padure s. Tocileni-BZ; vale s.
Colibasi-DB, sat-DJ, mosie s.c. Piscu Vechi-DJ], Bdjeniste [loc c. Ciresu-MH],
Bdjenita [parau c. Pades-GJ], Bdjenita-Sontropa [parau c. Pades-Gl], Bdjindresti
[parte de sat s. Cojmanesti-GJ], Bdjinari [parte de sat s. Olteni, s. Podu Rizii-DB],
Padurea Cracul Bejatilor [loc s. Lupoita-GJ];
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FUGAR - ,bajenar”: Fugdresti [balta s. Budieni-GJ; parte de sat s.c. Osica
de Sus-OT; loc s. Barlogu-VL], Fugari [parte de sat s.c. Stolnici-AG; parte de sat
s. Slavesti-TR], Fugesti [sat c. Panatau-BZ], Valea Fugarilor [s. Procopoaia-VL];

PRIBEAG — ,refugiat, bajenar, fugar, emigrant; persoana care merge din loc
in loc fara a avea o tintd sau o treaba precisa”: Dealu Pribeagul [deal s. Balta-GJ],
Dealu Pribeagului [deal s.c. Razvad-Dj; deal s. Balta-GJ], Sdlciile de la Pdrdu
Pribeagului [loc s. Negoiesti-PH], Tancu Pribeagului [stanca s.c. Polovragi-GJ],
Valea Pribeagu [parau-GJ]J;

PRIGONIT — ,,alungat, oropsit, persecutat”: Prigoniti [mosie s.c. Mavrodin-
TR], Prigonire [vale s.c. Stoienesti-AG], Prigonirea [teren arabil s. Marghia de
Sus-AG];

RASCULAT — | revoltat impotriva unei nedreptati sau a unei oprimari”:
Rascolesti [sat c. Izvoru Barzii-MH];

ROI — cf. roire ,fenomen social in feudalism care consta in desprinderea
unui grup de membri ai unei obsti, avand conducator, si plecarea lui in alta parte
pentru a forma o noua obste”: Roiu [mosie s. Roisoara-VR];

3. Fuga de pe mosii si parasirea tarii sunt motive care au dus la depopularea
satelor si mosiilor si, implicit, la scaderea fortei de munca. Ca urmare, au existat
acte de clementa fatd de fugari si incercéri de a reface numeric populatia prin
acordarea unor inlesniri fiscale bajenarilor, persoanelor aflate in slujba domnului
sau stapanilor de mosii, ori strdinilor atragi sa se stabileascad la noi, gratie unor
privilegii. Se incadreaza aici indivizii aflati intr-una dintre urmatoarele situatii:

DEZROBIT — ,a (se) elibera din starea de robie; a (se) elibera de sub o
asuprire politicd sau sociald, de sub exploatare”: Dezrobiti [sat c. Francesti, parte
de sat s. Romanii de Jos, s.c. Stoienesti-VL];

ELIBERAT — ,a da libertate (cuiva), a pune in stare de libertate, a inlatura
oprimarea, subjugarea suferita de cineva; a dezrobi”: Liberati [sat langa s. Pietreni-
VL];

MILUIT - adj. miluit (prin substantivare): Bddenii-Miluifi [sat si mosie c.
Movila Banului, comuna-BZ], Miluiti [sat inglobat la s. Campofeni, mosie c.
Breaza-BZ], Mosia Miluitilor [mosie c. Tisau-BZ];

SCUTELNIC — ,,om scutit de biruri, pentru ca se afla in serviciul domnului
sau al unui boier”: Scutelnici [sat c. Scutelnici, comuna-BZ];

SUDIT® — ,locuitor venit din alta tara aflat sub protectia unei puteri striine,
avand prin aceasta dreptul la o jurisdictie speciald, la anumite privilegii fiscale etc.,
de care nu se bucurau pamantenii”: Cucuieti-Sudifi [sat c. Plataresti-CL], Pe Valea
Suditilor [s.c. Gheradseni-BZ], Suditi [sat c. Gheraseni, sat c. Murgesti, sat c. Posta-
Célnau-BZ; sat c¢. Suditi, comuna, mosie-IL; sat c. Nuci-IF; sat ¢. Ceptura-PH],
Suditeanca [mosie-1L], Sudifeni [catun or. Tandarei-IL], Sudifi-Ungureni [sat-1L],
Suditii de la Malu Rosu [sat-BZ];

SLOBOZIE — ,sat de colonisti’® scutit de dari”: Slobozia [sat c. Popesti, sat c.
Slobozia, comund, mosie c. Slobozia, sat c. Stoienesti-AG; bisericd m. Bucuresti;
sat c. Catina, sat si mosie c. Posta Calnau, mosie c¢. Smeieni, mosie s.c. Tisau-BZ;
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