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INTRODUCTION

The term paper’s main idea. The term paper is focused on the peculiarities
of English-language advertising texts, as well as on translation transformations,
which are applied to adequately translate the advertisements, preserving their

purpose, information and colour.

Nowadays, advertising has become an integral part of society, as it plays a
crucial role in the development of the economy of any country, being the most

effective and powerful means of influence.

Due to the fact that the effectiveness of advertising campaign extremely
depends on the language design of the advertising text, advertising managers use
various vivid and memorable lexical and syntactical stylistic devices, interesting
structures and sometimes music or bright and catchy visual images. For this reason,
translation of advertising texts is an extremely challenging process. Translators
should take into account not only the purpose of the advertising campaign, lexical
and stylistic peculiarities of the source text, but also include the translated text in
the cultural environment of the target language speakers. Moreover, both accuracy

and creativity play an essential role during the translation of advertisements.

Thus, as advertisements are becoming more and more extraordinary and
filled with artistic means, it is not surprising that they are of particular interest to
linguists and scientists. The concept of advertising, its structural and stylistic
peculiarities, translation techniques were studied by such foreign linguists as: Ch.
Sandage, A. Goddard, G. Cook, L. Dan, G. Dyer, W. Wells, J. Burnett, S. Moriarty
and many others. In Ukrainian language advertising texts were under consideration
of the following prominent linguists as: O. Areshenkova, K. Bayun, L. Burkovska,
I. Horodetska, B. Obrytko, N. Skrytska, H. Miroshnychenko, O. Denysenko and

many others.



The topicality of our research lies in the fact that in modern world, the usage
of advertising is gaining momentum and becomes the most powerful means of
influencing and attracting the attention of consumers thanks to the creativity of
advertising managers. For this reason, it is very important to study the stylistic

content and structure of advertising texts deeper.

The aim of the term paper is to study and analyze the main peculiarities of

the advertising texts and the techniques of their translation.

The objectives of the research are the following:

1. To study the notion of advertising text, its types, functions, structure, main
features and different approaches to its classification in the English and Ukrainian
languages.

2. To analyze the main structural and stylistic peculiarities of English advertising
texts.

3. To determine the techniques of translation of advertising texts and set the

frequency of their application.

The investigation subject of the research is translation transformations which

are applied during the translation of advertisements.
The object of the research is advertising texts.

Data sources are modern English-language texts and slogans of the most famous
British and American companies, such as Range Rover, Jaguar, McDonald’s,

Snickers, Pepsi, Samsung, Nike, etc.

The methods used in research — the method of translation analysis, method of
stylistic analysis, the method of sampling, the method of quantitative analysis, the
method of definitions, the method of context interpretation, and the method of

comparative analysis.



The theoretical significance of the research lies in the fact that it reveals the
value of advertising and the processes of its creation, as well as deepens the knowledge

of the techniques of translation of advertising texts.

The practical value of the obtained results lies in the possibility of their use in
seminars on the seminars of theory and practice of translation, as well as for solving
problems related to the translation of advertisements, since the described techniques
and examples of translation can be quite useful. Moreover, research materials can also

be used in creating effective advertising texts.

Research paper structure. Term paper consists of an introduction, two
chapters with conclusions, 6 subsections, general conclusions, a bibliography, a list of
reference sources, a list of data sources, an annex that includes 50 examples of English-
language advertisements and a summary. The full volume of the research paper is 52

pages, the main content is presented on 31 pages.



CHAPTER 1

THEORETICAL FOUNDATIONS OF LINGUISTIC FEATURES OF
ADVERTISING

1.1 The definition of advertising

Today, it is impossible to imagine a world without advertising. It has become
an integral part of modern developed society and the most vivid, effective and
powerful means of information dissemination.

Advertising is a form of communication, mostly a one-way communication,
between seller and consumer with the aim of achieving certain goals of an economic
nature, and therefore endowed with such functions as informing and persuasion.
Mandatory participants in the advertising process are the addresser, the addressee, the
message and the channel (media). There are five types of advertising:

e Print advertising (includes newspapers, magazines, brochures, etc.);

e Broadcast advertising (includes television and radio advertising);

e Qutdoor advertising (includes banners, billboards, etc.);

e Digital advertising (includes advertisements displayed over the internet
and social networks);

e Direct mail advertising (includes brochures, catalogs, newsletters and
flyers which are sent to the customers through the mail).

The word "advertise" comes from the Latin advertere, which means "to attract
people’s attention™ [25: 58]. This means that the main distinguishing features of the
advertising slogans are briefness and memorability. For this reason, modern
advertisements are filled with various lexical and syntactical stylistic devices, and
sometimes contain music or remarkable visual images.

The growing role of advertising in the modern world led to increased interest
in the study of this phenomenon among scientists in various fields: psychology,
sociology, journalism, and, of course, linguistics.

The famous American philosopher, who was also called the "father of



education in advertising" and one of the authors of the textbook "Advertising.
Theory and practice” Charles Sandage defined the concept of advertising as "a form
of communication that tries to convey the quality of goods or services in the
language of consumer needs and requests" [26: 64].

According to N. Skrytska [24: 208], advertising is paid, targeted and non-
personalized message made through the mass media and other types of
communication, campaigning in favor of any product, brand, firm, etc.

B. Obrytko claims that advertising is a printed, handwritten, oral or graphic
message about a person, goods or services, published by an advertiser and paid for,
with the aim of increasing sales, increasing the number of customers, obtaining
votes or public support [20: 5].

Many domestic and foreign linguists distinguish the language of advertising
as a special language, endowed with a certain set of features and qualities. Thus,
scientist I. Horodetska is certain that advertising is aimed primarily at the
popularization and promotion of goods and services by creating an image of the
"Ideal" product, influence the addressee, shaping his behavior and worldview [6:
172]. The researcher also emphasizes that the manipulative influence of advertising
messages on human consciousness is carried out with the help of linguistic means
in combination with extra-linguistic means.

Advertising text, like any other text, has a certain structure, which is created
using a combination of verbal and non-verbal components and depends on the
target audience, the peculiarities of the product or service, and on the media of
advertising (radio, television, printed materials, etc.).

As a rule, the structure of the advertising text includes:

e visual component (illustrations, brand, logo);
e verbal component (slogan, title, main text and echo phrase).
Almost always, the first thing that catches the eye when viewing an advertising
text is the headline. Therefore, the headline plays a key role. In order to fulfill the
main task of the headline, which is to attract the attention of a potential consumer and

arouse his interest, it is recommended to create a headline so that it was only one
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sentence. Moreover, a great way to draw attention is the difference between the font

of the title and the main text [1: 4].

The main text is a part of the advertising text that contains basic information,
details about the product or service and its advantages [1: 5].

The main purpose of a slogan is to draw the consumer's attention to a product
or service and to influence the consumer, encouraging him to take practical action. Its
features include [6: 6] a short content, that is, most often the slogan consists of no
more than 5 words, which helps to easily remember it, as well as the presence of an
emotional color, which is created due to various means of expression. These include
the use of stylistically colored words, rhythmic and phonetic repetitions, personal and
possessive pronouns and other techniques that make the slogan expressive and
memorable. As a rule, the slogan contains the name of the advertised trademark or
product sounds in the slogan [6: 6]. The use of "magic of the name" is also very
helpful [23: 121]. This means that advertising slogans that mention a celebrity are
very popular with the audience and are quickly remembered. Though slogans are
completely independent and are not tied to the title, they carry a very strong
emotional color: L'oreal. Because you are worth it! (L'oreal) [1]. — Jlopeans. Tomy
wo mu eapma yv020!

An echo phrase is a conclusion that summarizes all previously mentioned
arguments. It itself often acts as the last argument aimed at persuading consumer to
purchase the product [23: 122].

So, the advertising text consists of visual and verbal components that
complement each other to achieve the goals of the advertiser. All of these
components play important specific roles, but it is not necessary to use all four
components in the same advertising message. Recently, there is a tendency to avoid
headlines, because all the necessary information for attracting the attention of
consumers is in the slogan.

The main features of advertising texts are:

1. Associativity. Advertising should recall past experiences that correlate with

the emotions or feelings created by the advertising message;
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2. Compactness which means a maximum of information with a minimum of

words;

3. Communicability. Such a feature helps to increase the level of awareness
about the product or service, change the reputation of the product, and attract the
potential consumer;

4. Evaluation. The text should include the advantages of the advertised
products. The use of lexical means of expression is particularly noticeable here;

5. Specificity. Advertising texts should include persuasive arguments and
proofs [7: 40].

The main task of the advertiser is to inform the addressee and cause certain
changes in his behavior. Therefore, one of the main functions of the advertising text
IS a communicative function. In general, functions of advertising are divided into
primary - those that are inherent in any type of communication, and secondary - those
that are performed exactly by advertising texts, as a special and peculiar type of
communication [16: 39].

Primary functions of advertising text:

1. Communicative - transmission of a specific meaningful message;

2. Regulatory - the ability of information to influence people, regulate their
mood and behavior;

3. Generalizing - the transfer of such information about the product, which is
directly related to the generalized ability of the product to satisfy some human need;

Secondary communicative functions of the advertising text are emotional,
aesthetic, contact, orienting and nominative.

4. Emotional - appeal to people’s emotions, creating an emotional image that
determines the attitude to the advertised product;

5. Aesthetic - creating an aesthetic image of the product to attract the attention
of the consumer;

6. Contact - addressing a person: Do you drink bottled water? Bottled water is
atrocious for the environment. You are better off buying a water filter for healthier

and tastier water (the Guardian) [4]. — Bu n’eme 6ymunvosany 600y? bBymunvosana



800a Hece wKody 0Jisl HABKOIUWHb020 cepedosuuia. Kynytime kpawe ginomp ons
binvw kopucnoi ma cmaunoi éoou. Strengthening this function is a great way to
increase the level of its influence;

7. Oriented - aimed at satisfying simple human curiosity. From the
advertisement, you can find out the details of the clothes, the components of the
shower gel, what the bushes on which the coffee beans grow look like, and how the
company “Sandora” produces their juices, etc.;

8. Nominative (terminological) means that with the help of advertising, the
product receives a name, a definition that distinguishes it in the mind of a person
from all others, including similar products [29: 39].

Thus, with an in-depth examination of the advertising text, its structure, main
types, features and functions, it can be concluded that the advertising text necessarily
conveys certain information, is intended for any addressee and regulates his behavior,

as well as creates an image of the product or service.

1.2 Discourse and classifications of advertising texts. Theoretical

background of translation of advertisements

Advertising is the basis of market relations, as its main task consists in
attracting attention of potential customers and arousing their interest in the product.
Advertising translation is considered one of the most difficult types of translation, as

it requires not only the conveying of meaning, but also a creative approach.

In order to accurately translate advertising texts, properly convey their meaning
and successfully influence the recipient, it is necessary to determine the type of
discourse to which these texts belong. In general, the discourse can be defined as a
coherent text that combines the text itself with extralinguistic, pragmatic, socio-
cultural and other factors [1: 47]. According to the official classification, advertising

texts belong to mass media discourse.

All modern typologies of discourse distinguish mass media discourse as an



independent type of discourse. This is due to the social significance of this
communicative sphere. In turn, this type of discourse is divided into two subtypes:
discourse of the news items and discourse of the print press and the electronic media,
to which advertising texts belong. Concerning the communicative intention of this
type of discourse, it is to persuade the addressee to change their views and act in a
certain way [17: 54]. This is achieved by the reference to real facts and
argumentation, by the use of numerals, proper names, stylistic devices and expressive
means, audio, visual and graphic components.

Thus, during the translation of advertising texts several factors should be taken
into account:

. lexical units;

o the need for sociolinguistic adaptation of the text (which includes the

age, nationality, gender, social origin, education, etc. of the recipients);
o extralinguistic components, as they perform their function only when
they are harmoniously combined with the advertising text.

As already mentioned, the task of advertisements is to encourage people to buy
a certain product. In other words, advertising texts should influence people. For this
reason, literal translation is mostly impossible, and if it is possible, it will not convey
the meaning that the author put into it. Instead, translators use translation
transformations. However, sometimes, when the translator is dealing with
phraseological units or nationally coloured vocabulary, the choice of translation
transformation depends on the task facing the translator: to preserve the colour of the
linguistic unit with possible damage to the semantics or to convey the meaning of the
advertisement, while losing the colour. Nevertheless, the translator needs to try to
convey both the content and the colour, because only in this case the impact on the
recipient is preserved.

Today there is a great variety of advertising, and therefore a large number of
classifications, which depend on the functions of the text, its communicative intention
and the advertised product.

Advertising texts can be classified in many ways. Thus, the first classification
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that should be mentioned is the classification by advertising media, which divides

advertising into:

1. Print advertising (e.g. in newspapers and magazines)

2. Television advertising

3. Radio advertising

4.  The Internet advertising [34: 15].

This classification focuses attention on the special characteristics of one or
another mass media. Thereby, advertising on television or the Internet advertising is,
first of all, a video or a bright, memorable visual image, accompanied by a minimal
verbal text. Compared to them, print ads contain more text. Although catchy slogans
and attractive pictures remain obligatory to attract people’s attention. In radio
advertising, it is important that the text uses all possible shades of the human voice
and audio effects.

In turn, linguists W. Wells, J. Burnett, and Z. Moriarty distinguish advertising
texts depending on which channels of receiving information and senses are involved.
According to their classification, there are four types of advertising texts:

1. Verbal-communicative type: the main means of communication is the
word, the form of communication is written.

2. Verbal-visual type: words are supplemented with a visual component.

3. Audio-verbal type: in this case, the text structure is complicated by such
communicative channels as speaking and listening.

4. Multimedia communicative type: this is the most complicated type of
advertising, as it includes verbal, audio and visual components [36: 28].

T.M. Romanova classifies advertising by the nature of the impact on the buyer
(rational and emotional), by the way of expression ("hard™" and "soft").

e Rational advertising informs about the product, using influence methods.

e Emotional advertising is addressed to the sensory factor of a person, his
emotions. The main means of persuasion here are associations - pictures,
sounds, video images.

e '"Hard" advertising is designed for short-term goals and has a limited goal -
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to increase the volume of sales. Therefore, it is based on a visual component.

e "Soft" advertising informs the buyer about the advantages of the product,
creating a positive, friendly atmosphere around the product [23: 19].
Depending on the tasks to be solved, advertising can be: suggestive,

encouraging, comparative and transforming [18: 94].

1. Offering advertising is quite common. Such advertising carries the main
information about the product or service, that is, it answers the following questions:
"What, who, when, where and why?".

2. Encouraging advertising is used when there is competition. With the help
of this type of advertising, the advertiser encourages demand for his already known
product in order to stand out among competitors. Effective methods of promotion are
discounts and free goods or services are effective methods of promotion.

3. Comparative advertising is designed for people who are looking for a
product, the purchase of which is the most advantageous, including price and quality.
In such cases, consumers compare the product with a similar one. Therefore, the task
of the advertising manager is to highlight as many advantages of the product as
possible.

4. Transforming advertising is used when it is necessary to create additional
associations with the product, for example: Nourishing shampoo for weakened and
damaged hair (Gliss Kur) [1]. That means, the shampoo not only cleans the hair, but
also restores it.

Depending on the goals of advertising, there are three types of advertising:
informative, persuasive advertising and reminder advertising [16: 26].

¢ Informational advertising introduces a new product to the market, so it plays
an important role in the initial stage of product or service promotion. The goals
of such advertising are to acquaint consumers with a new product, create a
company image, and generate demand for the product.

e Persuasive advertising aims to convince the consumer to buy the product of
the particular manufacturer or brand. In some cases, persuasive advertising

turns into comparative advertising, the purpose of which is to show as many
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advantages as possible of a particular product by comparing its characteristics

with the characteristics of similar products.

e Reminder advertising is used to maintain market position, i.e. demand for a
product or service. That is, this type of advertising reminds of the product
during the off-season, constantly informs potential consumers about the
appearance of updates, convinces them of the necessity and benefit of buying
the product. In general, reminder advertisements are created so that customers
do not forget about the product.

e A similar type of advertising is supporting advertising, because it has an
identical goal, namely to support the demand for the product and remove all
doubts of consumers about whether they have made the right choice. This type
of advertisements usually contain photos or reviews of satisfied customers who
bought the advertised products.

And the last, worth mentioning, classification consists in the distribution of
advertisements depending on the targeting of the audience: children, teenagers, young
women, men, etc. The orientation of the advertising text to the target audience is
closely related to the object of advertising. Thus, advertising aimed at young women
Is mainly focused on items of expensive cosmetics, perfumes and fashionable clothes.
Advertisements aimed at children mostly offer toys or various types of entertainment.
Men's ads offer cars, technology, etc.

The direction of advertising also affects the language and style of the
advertising message. So, advertising for women is characterized by an elegant style,
the presence of a large number of epithets, hyperboles, oxymoron and other stylistic
devices. While advertising for children does not contain a large number of words.
Instead it attracts attention with bright pictures or cheerful music [34: 18].

To sum up, the main channels of advertising are the press, television, radio and
the Internet. Advertising text always convey some information aimed at a certain
group of people, and influence the behaviour of the addressee, using the right type of

advertising and appropriate audio, verbal and visual components.
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1.3 Discourse of advertising texts. Structural and stylistic peculiarities of

English advertising texts

As mentioned in the previous parts of the research work, the purpose of
advertising is to obtain demand for a product or service, to emphasize the benefits for
the consumer, to present all the features and advantages of the product or service, and
as a result, to gain new interested consumers. For this reason, the advertising texts
necessarily have a special structure and a bright stylistic colour.

It should be noted that the implementation of the strategy of persuasion in the
advertising text begins with the advertising title, namely the slogan, which most often
represents a short independent advertising message. Therefore, in this research paper,
the structure and stylistic coloring of slogans will be considered.

A slogan is a short advertising message that can be used separately from a full-
fledged advertising text, and which is created so that it immediately catches the eye.
The language of slogans is simple, so they are easily memorized.

According to their structure, linguists highlighted the following features:

1. Initial or full capitalization, different styles of italics, fonts, size of

words, used for attracting attention: e.g. “Just Do It” (Nike) [1]; “Designed for

Driving Pleasure” (BMW) [2].

2. The second-person address "you", which brings the product closer to the

consumer: e.g. “It Could Be You” (the National Lottery) [1]; “Because You re

Worth It (L'Oréal Paris) [1].

3. Such pronouns and adverbs as “every", "everything", "everyone",

"always". These words are used to convey the universality of the product, its

necessity for every person: e.g. “Everything is easier on a Mac” (Apple

Computer) [31]; “Always Coca-Cola” (Coca-Cola) [32].

4, Neologisms: e.g. “Why settle for any other AC when you can get a

DAIKIN? ” (DAIKIN) [1] (an example of acronym; DAIKIN Air-conditioner).

5. Negative particles, which are used for emphasizing the positive side of
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the product: “e.g. “M&MSs melt in your mouth, Not in your hand” (M&M’s

Chocolate) [1]; “No battery is stronger longer” (Duracell) [12].

6. Imperatives, which encourages consumers to buy the product without

hesitation: e.g. “Have a break. Have a Kit Kar” (Kit Kat) [33]; “Do not mask

imperfections, neutralize them ™ (Secret Skin) [1].

7. The comparative and superlative degrees of adjectives and adverbs for

emphasizing the strengths of the product: e.g. “The happiest place in Earth”

(Disneyland) [1]; “Gillette. The best man can get” (Gillette) [24].

8. Numerals (the most used are "the first" and "one hundred": e.g. Nescafe

Is a 100% pure coffee extract made from selected coffee beans (Nescafe) [34] .

Now, let's move on to the stylistic devices and expressive means, which play

an enormous role in creating an effective impact on consumers.

V. A. Kukharenko singles out the following main groups of stylistic
techniques:

e lexical stylistic techniques: epithets, metaphors, simile, personification,
hyperbole, pun, metonymy;

e syntactic stylistic techniques: nominative sentences, repetitions, emphatic
constructions, inversion, parallelism, parcellation, rhetorical question,
polysyndeton, asyndeton, antithesis, anaphora, epiphora;

e phonetic and graphic stylistic techniques: rhyme, italics, alliteration,

assonance, spelling mistakes, capital letters, onomatopoeia [9: 121].

One of the most effective means used to make a slogan unforgettable and
catch the eye is rhythm. This technique is most often used together with assonance, as
rhyme is the repetition of the same vowel sounds to make the advertising message
more musical, catching and thus persuasive: e.g. “Grace, Space, Pace” (Jaguar) [35];

“Because You're Worth It” (L'Oréal Paris) [1]; “No battery is stronger longer”
(Duracell) [13].

Since we started with phonetic techniques, one more useful and often applied

stylistic device is alliteration. This tool consists in repeating initial consonant sounds
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in order to attract attention and create an effect of memorability. Examples can be the

following: “Don't dream it. Drive it (Jaguar) [36]; “You'll never put a better bit
of butter on your knife” (Country Life Butter) [37].

The last frequently used phonetic technique is onomatopoeia, which means a
word that phonetically imitates or resembles the sound it describes: “Red Bull gives
you wiiings” (Red Bull) [38]; “M - m - m - m "Danone” (Danone) [39].

As concerns lexical stylistic techniques, which gives the advertising text, just
like any other text, brightness and expressiveness, perhaps the most popular stylistic
device is epithet. Epithets provide expressiveness, emphasizing the characteristic
feature and quality of a certain thing, person or phenomenon. As a rule, the translator
easily manages to find an equivalent in the target language when translating epithets:
“Great ideas for small rooms” (Ikea) [40]; “The city is at your feet. Skoda Fabia — is
the ideal city car: its unique striking design is combined with comfort, functionality
and safety” (Skoda Fabia) [2].

In the second examples, it can be noticed not only the presence of epithets, but
also a metaphor: “The city is at your feet”. Metaphor is a figure of speech that talk
about one thing by mentioning another: e. g. “Put a tiger in your tank” (Exxon) [41],
“Taste the rainbow” (Skittles) [42]. In the first example, you can see that fuel is
associated with a tiger, and in the second — the word "rainbow" is compared to
candies that are actually so colourful as the rainbow. In this way, the metaphor gave
certain positive properties to the company's fuel. Namely, the car will become more

powerful and faster.

The next helpful lexical stylistic device is simile, that is comparison of two
objects in order to establish similarities. This device helps to highlight the uniqueness
of the product or service and to describe the features, qualities, functions, colors, etc.
in more creative and remarkable way. For instance, Coca Cola advertising managers
compared the drink to sunlight: “Pure as sunlight” (Coca Cola) [32]. Thus, the

human subconscious has associated this drink with positive feelings and pleasure. In
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turn, the L’oreal company emphasizes the good quality and durability of its products,

comparing a lipstick to a tattoo: “Like a tattoo on your lips” (L’oreal) [43] and
advertising hair dye with the slogan: “I¢ is almost like I just colored my hair”
(L’oreal) [43]. Making a conclusion, associations have a greater impact than a simple

description.

In the slogan of CITIBANK: “Smart money knows where to go” [1]
personification is used. This stylistic device helps to give human properties to lifeless
things to make a slogan more original and prominent. Another example of using

personification is the slogan of Kia: “The car that cares” [2].

Quite often, advertising managers use hyperbole, which means exaggeration to
enhance expressiveness. Thus, the slogan of Burger King: “It will blow your mind
away” [3] is a bright example of hyperbole. In turn, the advertising managers of the
company Vauxhall combined such two stylistic figures as hyperbole and
personification to create a double hyperbolization of its features: “Imagine a car that
thinks at the speed of light” [2]. In this way, the advertised product received both
exaggerated characteristics (“at the speed of life ’) and signs inherent in living beings

(“a car that thinks”).

The next stylistic device is metonymy - transferring the meaning of one word
to the name of another object. Unlike metaphor, transference is based on real
connections. This tool fixes the product of a specific company in the mind of a
potential customer by associating the product with the brand name: e. g. “The best
part of waking is Folgers in your cup!” (Folgers) [44]. In this case, consumers will
associate coffee with the Folgers brand. In another advertising: “Every Rolex is made
for greatness” (Rolex) [45], Rolex represents a wristwatch. Thus, the consumer will

associate Rolex with a watch “for greatness”.

One of the most difficult stylistic tools for translation is pun - a technique
based on a comic combination of words. Translating this stylistic device, the

translator must decide whether it is more important to convey the meaning by



17
abandoning the play on words, or to preserve the play on words by replacing the

image. Nevertheless, advertising will be more useful if the translator manages to
preserve the pun, as this techniques makes the slogan more spectacular and
memorable. A great example of using pun is the advertising of Pilsner Urquell beer:
“For some the essence is to see, for others to see the essence” [46]. Here it can be

seen that the word "essence™ has different meanings.

Syntactic stylistic techniques are also widely applied, as they help to
immediately draw attention of the consumer. The first bright stylistic device is
repetition of the same word or phrase. There are a lot of examples of using this device
in advertising slogans: e. g. “Fast Food for Fast Times” (Burger King) [3]; “Double
your pleasure, double your fun” (Wringley’s Doublemint Gum) [47], “Better
Ingredients, Better Pizza” (Papa Johns) [48], and so on. In these examples, it can be
noticed that repetition is given to words with a positive connotation. Therefore, such

advertisements will encourage consumers to buy the product.

The next often used technique is the antithesis, which is based on the principle
of contrast and helps to emphasize the positive feature of the product. A great
example of the usage of antithesis is the 2020 VVolvo advertisement: “A beauty on the
surface. A beast under the hood” [2]. In this way, the VVolvo company emphasizes the
excellent quality of their cars. One more example is the advertising slogan of the
Mercedes-Benz company, which points out that it is exactly that car a person should
buy: “The best or nothing” [1].

Sometimes to attract attention and to underscore certain words, advertising
managers use nominative sentences, as in the advertisement of President cheese:

“President. Specialty cheeses and gourmet butters. Appetite for life!” [49].

Moreover, advertising managers often use such a stylistic technique as
anaphora, that is, the repetition of similar words or phrases at the beginning of two or
more subsequent sentences, which adds the rhythmic effect : e. 9. “Have a break.

Have a Kit Kat” (Kit Kat) [3]; “Pro cameras. Pro display. Pro performance” (Apple



18
IPhone 11 Pro) [50]. In the second example, anaphora helped to highlight the

excellent quality of the new IPhone 11 Pro by repeating the word “pro”.

Unlike anaphora, epiphora is used not so often. Nevertheless, some examples
of this technique can be found: e.g. "Buy it. Sell it. Love it." (Ebay) [1]; “Find the
rainbow, taste the rainbow!” (Skittles) [42]. Thus, epiphora is the repetition of

similar words or phrases at the end of two or more subsequent sentences,

The last two syntactical stylistic devices are not used very often, but they can
still be found. The first one is inversion which consists in violation of the fixed word
order in a sentence: e.g. “Impossible is nothing” (Adidas) [51], “Between love and
madness lies obsession” (Calvin Klein) [52]. And the second one is parcellation that
IS, the deliberate division of the text into several sentences, which adds rhythm to the
text. Examples of this technique can be seen in the advertising slogans of Subaru
company: “Subaru. Think. Feel. Drive” [2] and GlaxoSmithKline company: “Do
more. Feel better. Live longer” [53].

So, the effectiveness of advertisement extremely depends on the language
design of the advertising text. Therefore, advertising managers use a variety of
phonetic, graphic, morphological and syntactic means that make the advertising text

bright and memorable, as well as attract the consumer’s attention.

In the course of the research, we found out that the most often used stylistic
devices are rhyme, epithet, metaphor, repetition and hyperbole, while the least used

techniques are onomatopoeia, metonymy, pun, inversion and parcellation.
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CHAPTER 2

LINGUISTIC AND CULTURAL FEATURES OF ADVERTISING:
TRANSLATION OPTIONS

2.1. Lexical and semantic transformations in the translation of advertising

texts

Translation of advertising texts is an extremely challenging process, because it
IS necessary not only to know the source and target languages, but also to be familiar
with the culture, history, stereotypes and mentality of the target language speakers.
Therefore, it is important to remember that a translation is considered successful only
when it evokes in the recipient the same reaction as the original text in the native
speaker. This means that both accuracy and creativity play an essential role in

translating advertising texts.

In order to ensure an adequate translation of advertising, the translator should
employ translation transformations, with the help of which he adapts the text for the

target language audience.
There are three groups of translation transformations:

e |exical and semantic transformations;
e grammatical transformations;

e lexical and grammatical transformation.

In this chapter we will describe how these transformations are applied for
rendering advertising texts.

Beginning with lexical and semantic transformations, it should be noted that
this group includes formal lexical transformations (practical transcription,
transliteration, loan translation) and lexical-semantic transformations (generalization,
differentiation, substantiation and modulation).

Despite the fact that such transformations as practical transcription and

transliteration are rarely used in the translation of English-language advertising texts,
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some examples of its application can still be found.

Practical transcription is a reproduction of the SL word phonemes by the TL
graphemes:

. Do you drink bottled water? Bottled water is atrocious for the
environment. You are better off buying a water filter for healthier and tastier
water (the Guardian) [4]. — Bu ’ere OyTunboBany Boay? byTuiboBaHa Boja Hece
IIKOJTY JIJIsl HABKOJIMIIHBOTO cepenoBuina. Kymnyiite kpaie ¢iabTp 11 OUThI
KOPHUCHOI Ta CMAaYyHOI BOJIH.

. With its distinctive coupe-like silhouette, Range Rover Evoque is a
compelling successor to the vehicle that captured hearts all over the world (Range
Rover Evoque) [5]. — 3aBasku cBoeMy yHIKAJIbHOMY “KyNEeHHOMY” CHJIyeTY,
Range Rover Evoque ctaB rigHuM HacCTYITHUKOM aBTOMOOLJIS, IKUH TTOJIOHUB
CepIIs IIaHyBAJILHUKIB Y BChOMY CBITI.

. Pick the right day to test drive a VW and you will have the road to
yourself (Volkswagen) [6]. — OGepu BipHHii IeHb 1JIs TeCT-APaiiBy aBTOMOOLIIO

Ta BiA4yH ceGe BoJoaapeM JIopir.

In these advertisements two words are rendered with the help of practical
transcription: ‘filter’ - ‘binpTp’ and ‘silhouette’ - ‘cunyer’. Despite the fact that the
word ‘silhouette’ has a counterpart in the Ukrainian language ‘xontyp’, the translator
uses practical transcription in order to leave a more familiar way of the translation. In
turn, the words filter’ and ‘test drive’ have no equivalent in the Ukrainian language

and are used as transcribed form of the English words.

Transliteration is a reproduction of SL word graphemes by the TL

graphemes:

. Nescafe is a 100% pure coffee extract made from selected coffee beans
(Nescafe) [1] . — Nescafe — ie 100% yucTHIT €eKCTPAKT KaBH, I1[0 BUTOTOBJICHHIA
13 BIIOIpHUX KaBOBHUX 3€PCH.

. Crossover with that feel-good factor (Opel) [7]. — Kpocosep, 1110

MOJIIITY€ HACTPIH.
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The words ‘exctpakt’ and ‘kpocoBep’ entered the Ukrainian language as

transliterated form of the words ‘extract’ and ‘crossover’.

There are quite a lot of advertisments without conflict of form and content, and
untranslatable culturally specific components. During their rendering, loan tranlsation
Is used. Loan translation or word-for-word translation is a literal translation of the

foreign language word:

o Good to the last drop (Maxwell Coffee) [1]. — Xopoima 10 0caHHBOT Kparuii.

o The happiest place in Earth (Disneyland) [1]. — Haiimaciusime miciie Ha
3emui.

» Great ideas for small rooms (lkea) [1]. — UymnoBi ixei ayis MajJeHbKUX KIMHAT.

o Justdo it (Nike) [1]. — ITIpocTo 3pobw 1.

The literal translation of these slogans conveys the meaning of the original

phrases, so the translation does not require the use of grammatical transformations.

Generalization is a substitution of the SL words or phrases of a narrow
meaning by the TL words or phrases of a broader meaning. It turned out that this

transformation is not very often used during the translation of advertisements.

. Renowned for its dynamic handling, XE's performance is enhanced with
advanced driving technologies and features. Be prepared for a thrilling drive.
(Jaguar) [8]. — HemepeBepiienuii y cBoiii nuHamiuHocTi XE OTprMaB 11e Kpamry

NPOAYKTUBHICTH. By/ibTe TOTOBI 710 3aXOIUTIOI0YO0T TTOT3/IKH.

In this case, the translator decided that it is not necessary to literally translate
the phrase ‘advanced driving technologies and features’, and therefore left the

generalized meaning ‘kpaiiia mpoayKTUBHICTE in the translation.

There are cases when the English word with broad meaning do not have direct
equivalent in Ukrainian language, then a translator uses such transformation as
differentiation of meaning, that is, the process of substitution of a word with

broader meaning for a word with narrower meaning:
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. Carlsberg - probably the best lager in the world (Carlsberg) [9] . —

Carlsberg - MaOyTh, HalKpallle MHBO B CBITI.

In this example, the word ‘lager’ is replaced by the word ‘mmBo’ because ‘lager’ is the
name used by the English for light beer. In Ukraine, this word is unknown to the

majority, therefore advertising using it will not be effective.

. Big. Beefy. Bliss (McDonald’s) [10]. — Benukuii. M’scuuii. HacoJiona.

. Grace, Space, Pace (Jaguar, 2019) [2]. — I'pamisi, mpocTip, IIBHAKICT.

« Your potential. Our Passion (Microsoft) [1]. — Bari moskauBocTi. Hama
IIPUCTPACTE.

. President. Specialty cheeses and gourmet butters. Appetite for life!
(President) [1]. — [Ipe3umeHT. YHiKaJdbHi BUAM CHPIB Ta Maces ISl TypMaHiB.

AneTur 10 XKuTTs!

In the next three advertising slogans, examples of the application of this
transformation can be also seen: the word ‘bliss’ has such dictionary translations as
‘0JTaKEHCTBO, MACTS, PadiCTh, Hacoaoaa’, the word ‘grace’ - ‘BUTOHYEHICTD,
rpaiis,’, ‘pace’ - ‘TemI, MBUIKICTb PUTM’, ‘potential’ - ‘TIOTEHIIIa]l, MOXJIUBICTb,
nepcnekTuBH, maHcu® and ‘specialty’ - ‘crierianbHuil, 0COOTUBUNA, YHIKATBHUN .
These Ukrainian equivalents seem to be synonyms, but they have different shades of
meaning, therefore a translator must decide which translation will be the best in the
given slogan.

Substantiation is a substitution of the SL word or phrase with broader

meaning by the TL word or phrase with narrower meaning:

. Designed for humans, inspired by nature (Samsung) [11]. — CtBopeHmii
U1 Tebe, HaTXHeHHME pupomaoro. In this example, substantiation helps to
personalize the advertising slogan, making it more efficient.

. The thing you want when you order salad (McDonald’s) [12]. —

CrpaBa, Ky TU XO4ell, KOJM 3aMoBIIsien y Hac canat. Here the word ‘thing’ is
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replaced by the word ‘ctpaBa’ in order to facilitate understanding of the

advertisement.

In the following two slogans this type of transformations is used to translate the
slogans semantically correctly, in accordance with the norms and rules of the

Ukrainian language.

. No battery is stronger longer (Duracell) [13]. — Xonana Gatapest He
nmpanre€e 10B0IC.

. Have it your way (Burger King) [3]. — 3po6u mo-cBoemy.

The last lexical and semantic transformation is called modulation and consists
in the replacement of the SL word of phrase by TL word or phrase, which is different

in their direct meaning, but they express the same idea:

. Bounty. A taste of paradise (Bounty) [1]. — Bay#ri - paiicbka HacoJioaa.
The dictionary translation of the word ‘zaste’ is ‘cmak, npucmak’. However, a
translator uses contextual synonym ‘Hacosnona’ to make the product more
tempting.

. Driving will never be the same, it'll be better! — Baii momopo:ki Bxe
HIKOJIM He OYIyTh, SIK paHiine, — BoHM cTaHyTh Kpaiie! (Tesla) [14]. The
dictionary translation of the word ‘driving’, namely ‘Bouinus, i3na, pyx’ is not the
best option for this slogan, therefore a translator applied modulation to improve
the advertising.

. Live unbuttoned (Levi’s Jeans) [15]. — )Kusu BiibHo. In this slogan
there is a metaphor, that is why it is not possible to translate it literally. A
translator use modulation and thus translates the word ‘unbuttoned’ as ‘BinbHO’.

. Turn on tomorrow (Samsung) [1]. — YBIMKHITE MalOyTHE.

. Think big (Imax) [1]. — Aymaii mmpoxo.

. Sarma. Unstoppable in the fight against germs (Sarma) [1]. — Capma.

He3aminnuii y 60poT1s0i 13 MikpoOamu.
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. It will blow your mind away (Burger King) [3]. — Lle 3Bene Tede 3

po3ymy.

If one opens the dictionary, it will turns out that the word ‘fomorrow’ means
‘3aBTpa’, but not ‘maiiOyTHe’ as it is in the above-mentioned slogan, the word ‘big’
means ‘BeNUKuUi’, not ‘mmpokwuii’, the word ‘unstoppable’ has the meaning of
‘HECTPUMHUM, HETIEpEeMOXKHU#’, not ‘HezaminHmii” and the phrase ‘blow away’ 1S
translated as ‘3myT’ not ‘3Bectu’. It means that translators applied such
transformation as modulation to make slogans more comprehensible and semantically

correct.

Summing up, it can be said that lexical and semantic transformations are very
often applied, as out of 50 advertisements studied, 26 were translated using
transformations of this type. The most commonly used are differentiation of meaning
(5 examples) and modulation (7 examples). The loan translation (4 examples) and
substantiation (4 examples) are not far behind. Practical transcription (3 examples),
transliteration (2 examples) and generalization (1 examples) are used most rarely

during the translation of advertising texts.

The frequency of use of lexical and semantic transformations during the

translation of advertisements can be seen in Fig. 1.1.

Lexical and semantic transformations

P

= Transcription = Transliteral ranslation = Generalization

= Differentiation = Substantiation = Modulation

Fig. 1.1.
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2.2. Grammatical transformations in the translation of advertising texts

Grammatical transformations include transposition, replacement, addition and

omission.

Transposition is a change of word order in a phrase or sentence, often caused
by the fact that the theme and rhyme are expressed differently in the English and
Ukrainian languages. During the research, it turned out that this transformation is
rarely used.

o Hair Beauty Therapy (Clear) [1]. — Tepamist xpacu Jyis BaIoro BOJ0CCH.

As we can see this slogan is translated in reverse order: starting from the last

word.

As for replacement there are two types of this transformation: morphological
replacement, which means replacing one part of speech into another part of speech,
and syntactical replacement, that is, replacing of one syntactical construction by

another one:

. The moon watch. The first and only watch worn on the moon (Omega
Speedmaster) [16]. — Micsiunnii roquaauk. Tol nepmii i € TUHAUHA, KU X04 Ha
Micsip 6epu 3 coooro. This slogan is an example of morphological replacement,
as the noun ‘moon’ is change to the adjective ‘MicsuHmiA’.

. Every Little Helps (Tesco) [1]. — Koxxna apioHuns BaxiuBa. Another
example of morphological replacement: the adverb ‘little’ is rendered by the noun
‘Tp1OHUIIS .

. Looks good! (Jack Daniels)[1]. — Ha Burasia gynoswuii. The replacement
of the verb ‘looks’ with the phrase ‘Ha Burisia’ can be seen, therefore it is also
morphological replacement.

. The new Clearasil 3 in 1 Gel Cleanser, formulated with a moisturizing
complex, effectively and gently cares for your skin, helps replenish skin and gently
washes away dirt and bacteria (Clearasil) [17]. — HoBunka! I'enb 111 BMUBaHHS

Clearasil 3 B 1 13 hopMyJI010 3BOJIOKYIOUOTO KOMILIEKCY €(PEKTUBHO Ta M’ SIKO
pMy. Yy Yy
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n6ae mpo Balry MKipy 00IuYYs, CIpuUse€ ii BITHOBJIEHHIO Ta 3MUBAE YBECh Opy I
ta 6akTepii. One more advertisement demonstrates 2 example of morphological
replacement: the adjective ‘new’ is translated by the noun ‘HoBunka’, the verb
‘replenish’ by the noun ‘BimHoBieHHs . By the way, this advertisement contains
also syntactical replacement, namely sentence fragmentation: one complex
English sentence is converted into two simple sentences.

. Luggage capacity is not affected when the roof is stowed neatly behind
the boot — so you have the freedom of soft-top motoring whenever the weather's
right (Mazda MX-5 RF) [18]. — /lax, 3axoBaHuii 3a Oara)KHMKOM, HE BIUIMBA€E Ha
foro MicTKicTh. TOMy B rapHy morofy Bari 0araxx He 3aBaJUTh IMOJOPOXKI 3
BIJIKPUTHM BEPXOM ITi 1 BiAKpUTHM HeOoM. It IS one more example of syntactical
replacement and it is also sentence fragmentation.

. Finger Lickin' Good (KFC) [3]. — Tak cMa4HO, 110 MaJIbYUKH OOTHKEIIL.
In addition to modulation and transposition, this slogan includes syntactical

replacement, as a simple sentence is replaced by a complex sentence.

Addition is the adding of lexical units in the translation, used for compensation
of semantic or grammatical losses in the ST. This transformation helps to clarify the

meaning of words.

. Twist, Lick, and Dunk (Oreo) [1]. — [TokpyTH, Tu3HHU i OyJIBKHU_B
moJioko. In this slogan addition specifies in which drink the biscuits should be
dunked to make them tastier.

. Grab a Snickers Almond (Snickers) [19]. — He yekaB Takoro? Ham

HoBmii «CHikepcy murganb. Here, advertising managers added a rhetorical
question and the adjective ‘HoBwmii’ to encourage consumers to buy a new product.
. Talk to your daughter before the industry does (Dove). [20]. —
[ToroBopiTh i3 JOYKOFO, TOKH IHAYCTPis KpacH He 3podmia nuboro. In this
advertising the word “kpaca” was added to specify the type of industry.
. The responsive touch-screen of a new Vodafone Blackberry Storm. An

incredible power is in your hands (VVodafone Blackberry Storm) [21]. — UyTiuBuii
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CEHCOpHUI ekpaH HoBoro cMapTdony Vodafone Blackberry Storm. ¥V Bammx
pykax HeiimoBipHa cuia. Advertising managers clarified the meaning of VVodafone
Blackberry Storm by adding the word ‘cmaprdon’.

. A stronger formula to fight even the driest skin. Vaseline lotion is
clinically proven to help heal dry skin better than Eucerin Intensive Repair Lotion
by delivering 90% more moisture. Never stop caring! (Vaseline) [22]. — TToryxHa
dopmyna A 60poTEOM HABITH 3 HAMCYXIIOKO MIKipoto. KiTiHIYHO 10BEAEeHO, 1110
JockiioH Vaseline qonomarae BUIIKYBaTH CyXy IIKIpY Kpaitie, Hix Eucerin
Intensive Repair Lotion, 3a6e3neuytoun npu oMy Ha 90% Oinbiie BoJoTH.
Hikonu He nepectaBaiite 10atu mpo cBoro mkipy! Addition ‘po cBoro mKipy’
was done to make the sentence grammatically and logically completed.

. Beauty product of the year. Weleda Skin Food is a 100% natural,
nourishing and hydrating treatment for the whole body. Made today as it was 80
years ago with organic chamomile, rosemary and calendula. It is just what your
skin has been waiting for. It is naturally Weleda! (Weleda) [23]. — KocmeTnunmii
npoaykt poky. Weleda Skin Food — e 100% natypanbHuii, KUBUIbHUN Ta
3BOJIOKYIOUMIA 3aci0 17151 Behoro Tina. Ak 1 80 pokiB ToMy, OpeH/I BUKOPUCTOBYE Y
CBOEMY CKJIAJi TUIbKUA OpPraHIYH1 POCJIAMHM, TaKl SIK: pOMaIlKa, pO3MapyH Ta
kanenayna. [le came Te, yoro Barma mikipa norpedye. Bee TUibKu HaTypasabHE Bl
Weleda! This advertising contains many examples of addition which significantly
improve the text, such as adding the following words: ‘6penn’, ‘y cBoemy ckiasi’
and ‘pocimuan’. By the way, during the translation of this advertising other
transformations such as transliteration: ‘kanengyna’ and modulation: ‘made’ -

‘BukopuctoBye’, ‘has been waiting for’ - ‘morpebye’ were applied.

Omission is a removal of some lexical units that do not carry any important

information:

. Gillette. The best man can get (Gillette) [24]. — Gillette. Hakpare mist

YOJIOBIKIB.
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. Sophisticated quality, inside and out (Mazda) [2]. — HenepeBepiiena

SIKICTD.

In the first two slogans removal elements do not transfer any important

information and their translation worsens the sounding in the Ukrainian language.

. Melts in your mouth, not in your hands (M&M) [1]. — Tane B pori, a He
B pykax. Here, the translators apparently decided that the concretization provided
by the pronoun ‘your’ was redundant, and therefore they omitted it.

. Life is a journey, travel it well (United Airlines) [25]. — XKurrs - e
nogopoxk. Perhaps this was not the best decision, because the second part of the
advertising slogan carries important information, nevertheless, the advertising

managers released it.

In general, the grammatical transformations do not lag behind the lexical and
semantic transformations, as out of 50 advertisements studied, 17 were translated
using transformations of this type. The most commonly used are replacement and
addition. For both were found 6 examples of advertisements. Omission was used in 4

slogans and transposition only in 1.

The frequency of use of grammatical transformations during the translation of

advertisements can be seen in Fig. 1.2.

Grammatical transformations

= Transposition = Replacement = Addition Omission

Fig. 1.2.



29
2.3 Lexical and grammatical transformations in the translation of

advertising texts

Lexical and grammatical transformations include antonymic translation, total

reorganization, compensation and descriptive translation.

Antonymic translation is a lexical transformation, which consists in

substitution of the SL word by the TL word with the opposite meaning.

. Old love never dies (Swiss International Air Lines) [1]. — Ctapa io0oB
oyxae Biunor. During the translation into Ukrainian language, the English phrase
‘never dies’ was translated by the antonymic translation into a phrase ‘Oyne

BIYHOIO .

Total reorganization transforms the internal form of a phrase or sentence,
however in such a way that the meaning of the whole phrase remains the same, but

the meaning of the words separately from each other is different:

. TASTE LIFE (Johnnie Walker) [26]. — )KuBu Tak, 1mo6 0yJ1o 1o
srajgatu. Despite the fact that the literal translation of this slogan sounds like
‘cMak xxuTTa’ and is a quite appropriate advertising slogan, in English it cares a
much greater sense, which would be lost in a literal translation. Therefore, the
translator had to apply the total reorganization in order to express more accurately
the meaning of the advertising slogan.

. Hungry? Grab a Snickers (Snickers) [27]. — 3ronoanis? Cuikepcuu! The
literal translation of the slogan sounds like ‘T"onoguuii? Xanaii cuikepc’ and in
principle calls for the purchase of the product. Nevertheless, the translator decided
to strengthen the influence of the slogan by creating the neologism ‘cuikepcun’.

. Pepsi. Ask for more (Pepsi) [28]. — Bepu Bce Bif xutTs. In this example
it was also necessary to enhance the meaning of the literal translation ‘bepu

oinbiie’, that is why the translator used total reorganization.



30
. Samsung NX10. Why capture? Create! (Samsung NX10) [29]. — XToch

0aunTh MPOCTO KUTTS, @ TH CTBOPIOEII SICKpaBHii crokeT. It IS obvious that this
advertisement was subjected to a total reorganization. Firstly, we can see the use
of syntactical replacement in the form of sentence integration. Secondly, the
question and the imperative mood of the ST were transformed in the TT into the
indicative mood containing an opposition. In addition, there is no word, that is
both in the ST and the TT.

. New Garnier Fructis Triple Nutrition Shampoo with its innovative 3 fruit
oil formula nourishes every strand to the core. The Olive oil restores the damaged
hair; the Avocado oil softens your dry hair and the Shea oil nourishes and
smoothes the surface. Now even cheaper than before (Garnier) [30]. — HoBunka!
[ITamnyns Garnier Fructis Triple Nutrition 3 iHHOBaII1#iHOIO (POPMYIIOIO 13 TPHOX
(GPYKTOBHX Macell )KUBUTh KOXKHE IMacMo JI0 caMuX KopeHiB. OJMBKOBA OJIis
Bi,Z[HOBJ'IIOG IIOIIKOJKCHE BOJIOCCA, MAaCJIO aBOKaa0 HOM'HKIHye CyX¢C BOJIOCCA, a
MAacJIo0 Y KUBUTH Ta PO3TIAKY€E MOBEPXHIO Balux KopeHiB. Tenep, nina e
KycaeThesi. AS We can see, the last sentence has exactly the same meaning in both
the ST and the TT. Nevertheless, the ST sentence was transformed, as it consists

of completely different words in comparison with the TT sentence.

Compensation is a replacing the original element with a similar or any other
element that compensates for the loss of information and is able to make a similar

impression on the reader:

. Millions of girls want to be in her shoes. But she wants to be in our
(Reebok) [1]. — MinbiioHu aiBYaT Y BCbOMY CBITI XOTLIHM O MaTH Take K B3YTTsI, K
1y Hei, aje BoHa xoue MaTu TUIbKU B3yTTs Big Reebok. This advertising is a clear
example of compensation. As the translation of the idiom ‘to be in someone’s
shoes’ will not be appropriate in the Ukrainian variant of the slogan, a translator

replace it with other elements which compensate for the loss of information.

Descriptive translation is an explanation of the meaning of a foreign language

unit. During the research, it turned out that this transformation is not very popular,
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that is why, no examples of advertisements translated by descriptive translation were

found.

During the research, it turned out that lexical-grammatical transformations in
the translation of advertising texts are the least common, although one of them is still
used quite often. Out of 50 advertisements studied, 7 were translated using
transformations of this type. The most frequently applied is total reorganization (5
advertisements) and the least frequently are antonymic translation (1 advertisement)

and compensation (1 advertisement).

The frequency of use of lexical-grammatical transformations during the

translation of advertisements can be seen in Fig. 1.3.

Lexical-grammatical transformations

= Antonymic translation = Total reorganization = Compensation

Fig. 1.3.

To sum up, advertising is the basis of trade, therefore, during the translation
both accuracy and creativity are very important. For an advertising text to be
effective, it is not enough to translate it literally, it must be included in the cultural
environment of the target language. To achieve adequacy, translators often have to
adapt both lexical units and the grammatical structure of sentences, replace negations

with affirmations, specify something or add some lexical element, transfer
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phraseological units with their equivalents or analogues, etc. Together, all this is

called translation transformations.

In the course of our research, 50 advertisements were analyzed, that gave us an
understanding of which transformations are most often applied during the translation
of advertising texts. It turned out that this is differentiation of meaning, modulation,

replacement, addition and total reorganization.
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CONCLUSIONS

The conducted research provided an opportunity to gain in-depth
knowledge about the most effective and powerful means of information

dissemination - advertising.

Advertising is a form of a one-way communication between seller and
consumer with the aim of achieving certain goals of an economic nature, therefore its
main functions are to inform and persuade. The main purpose of advertising
communication is to inform about a new product and ensure its success in the market,
or to increase the sales of an already known product by attracting a new audience. For
this reason, advertisement should be vivid, memorable, extraordinary and short, as
well as contain various lexical and syntactical stylistic devices, and even music or

remarkable visual images.

The research work is divided into two sections. In the first section, the general
characteristics of the concept of advertising, its types, functions, structure, main

features and classifications are given.

It is not surprising that English-language advertising texts arouse great interest
among linguists and scientists, because advertising is an effective tool of influence,
which is carried out thanks to bright structural and stylistic peculiarities. In this
research paper, the use of lexical, syntactic and phonetic stylistic devices was
considered. The obtained results indicate that the slogan is characterized by the use
of rhyme, epithets, metaphors, repetition and hyperbole, while such techniques as

onomatopoeia, metonymy, pun, inversion and parcellation are quite rarely used.

Due to the fact that to achieve adequate translation of advertising texts, it is
necessary to take into account not only the purpose of the advertising campaign and
the peculiarities of the original text, namely the presence in it of lexical, syntactic and
phonetic stylistic devices, but also include the translated text in the cultural

environment of the target language speakers. For this reason, the translator should
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apply translation transformations — techniques that help to adapt the source text for

the target language audience.

In the course of our research, the frequency of application of translation
transformations was analyzed. 50 advertisements were considered and it turned out
that the most often applied transformations are differentiation of meaning,
modulation, replacement, addition and total reorganization. These translation
techniques make it possible to most fully convey the meaning and emotional colour
of advertising texts. Such translational transformations as practical transcription,
transliteration, generalization, antonymic translation and and compensation did not
appear to be of high frequency. In turn, the use of descriptive translation was not
detected. Loan translation is also used, but in the case when it is possible to reproduce
the text while preserving the purpose, information and colour of the advertisement.

The perspective of further scientific research may be further study of the
peculiarities of the translation of the advertising texts for the sake of even more

effective advertisements, as advertising is the basis of trade.
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23. Weleda [Enextponnuii pecypc] — Pexkum 1ocTymy 10 pecypcey:

https://www.weleda.co.uk/skinfood

24. Gillette [Enextponnuii pecypc]| — Pexum goctymny 10 pecypey:

https://www.audionetwork.com/content/the-edit/inspiration/qgillette-ads

25. United Airlines [Enextponnuii pecypc] — Peskxum 10CTyIy 10 pecypcey:

https://logotaglines.com/united-airlines-logo-tagline/

26. Johnnie Walker [Enextponnuii pecypc] — Pexxum goctymy a0 pecypcey:

https://www.sloganlist.com/drinking-slogans/johnnie-walker-slogans.html

27. Snickers [Enektponnumii pecypc] — Pexxum goctymy 10 pecypey:

https://logotaglines.com/snickers-logo-tagline/

28. Pepsi [Enexrponnmii pecypc] — Pesxkxum goctymy 10 pecypey:

https://logotaglines.com/pepsi-logo-tagline/

29. Samsung NX10 [Enextponnuii pecypc| — Pexxum noctymy g0 pecypcey:
https://www.flickr.com/photos/48220566 @N06/4559445646

30. Garnier [Enextponnmii pecypc] — Pesxkum goctymy 10 pecypey:
https://www.amazon.com/Garnier-Triple-Nutrition-Shampoo-
Conditioner/dp/BO0H3Z7G66

31. Apple [EnekTponnuii pecypc] — Pexxum noctymy 10 pecypey:

https://www.macworld.com/article/152740/everything.html

32. Coca cola [ExexTponnuii pecypc] — Pesxkum goctymmy 10 pecypey:


https://www.theverge.com/23002238/blackberry-storm-surepress-screen-button-touchscreen-technology
https://www.theverge.com/23002238/blackberry-storm-surepress-screen-button-touchscreen-technology
https://www.theverge.com/23002238/blackberry-storm-surepress-screen-button-touchscreen-technology
https://www.amazon.com/Vaseline-Intensive-Lotion-Advanced-Unscented/dp/B01HTJTV40
https://www.amazon.com/Vaseline-Intensive-Lotion-Advanced-Unscented/dp/B01HTJTV40
https://www.amazon.com/Vaseline-Intensive-Lotion-Advanced-Unscented/dp/B01HTJTV40
https://www.weleda.co.uk/skinfood
https://www.audionetwork.com/content/the-edit/inspiration/gillette-ads
https://www.audionetwork.com/content/the-edit/inspiration/gillette-ads
https://logotaglines.com/united-airlines-logo-tagline/
https://logotaglines.com/united-airlines-logo-tagline/
https://www.sloganlist.com/drinking-slogans/johnnie-walker-slogans.html
https://logotaglines.com/snickers-logo-tagline/
https://logotaglines.com/snickers-logo-tagline/
https://logotaglines.com/pepsi-logo-tagline/
https://logotaglines.com/pepsi-logo-tagline/
https://www.flickr.com/photos/48220566@N06/4559445646
https://www.flickr.com/photos/48220566@N06/4559445646
https://www.amazon.com/Garnier-Triple-Nutrition-Shampoo-Conditioner/dp/B00H3Z7G66
https://www.amazon.com/Garnier-Triple-Nutrition-Shampoo-Conditioner/dp/B00H3Z7G66
https://www.amazon.com/Garnier-Triple-Nutrition-Shampoo-Conditioner/dp/B00H3Z7G66
https://www.macworld.com/article/152740/everything.html
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https://www.coca-colacompany.com/au/news/a-history-of-coca-cola-advertising-
slogans

33. Kit Kat [Enextponnuii pecypc] — Pesxxum gocTymy 10 pecypcy:

https://en.esloganmagazine.com/history-of-kit-kat-slogan-have-a-break/

34. Nescafe [Enexkrponnuii pecypce] — Pesxum 10cTyIny 10 pecypcey:

https://www.nescafe.com/mena/en-ae/understanding-coffee/instant-coffee-real-one

35. Jaguar [Enextponnuii pecypc] — Pexxum noctymy 1o pecypcy:

https://www.webuyanycar.com/car-magazine/grace-space-pace-2/

36. Jaguar [Enextponnuii pecypc] — Pexxum noctymy 1o pecypcy:

https://www.facebook.com/watch/?v=188879462979300

37. Country Life Butter [Enextponnuii pecypc] — Pexum goctymy 10 pecypey:

https://www.thegrocer.co.uk/the-dairymen/10-of-the-most-memorable-butter-adverts-
throughout-the-ages/596856.article

38. Red Bull [Enexkrponnuii pecypc] — Peskum goctymy a0 pecypey:

https://www.linkedin.com/pulse/red-bull-gives-you-wings-bulls-winning-marketing-
dogukan-kantoglu?trk=pulse-article

39. Danone [Enextponnuii pecypc]| — Pexxum goctymy 1o pecypcey:

https://iide.co/case-studies/marketing-strategy-of-danone/

40. Ikea [Enexrponnuii pecypc] — Pexum moctyiy 10 pecypey:

https://en.ikea-club.org/reklamnie-kampanii-ikea-v-mire/ikea-furniture-the-xxs-
room-mailing.html

41. Exxon [Enexrponnuii pecypc]| — Pesxxum noctymy no pecypcy:

https://www.campaignlive.co.uk/article/history-advertising-quite-few-objects-43-
esso-tiger-tails/1151980

42. Skittles [Enextponnuii pecypc] — Pesxum moctymy 10 pecypey:

https://www.skittles.com/

43. L’oreal [Enextponnuii pecypc] — PesxkuMm 1ocTymy 10 pecypcy:


https://www.coca-colacompany.com/au/news/a-history-of-coca-cola-advertising-slogans
https://www.coca-colacompany.com/au/news/a-history-of-coca-cola-advertising-slogans
https://en.esloganmagazine.com/history-of-kit-kat-slogan-have-a-break/
https://www.thegrocer.co.uk/the-dairymen/10-of-the-most-memorable-butter-adverts-throughout-the-ages/596856.article
https://www.thegrocer.co.uk/the-dairymen/10-of-the-most-memorable-butter-adverts-throughout-the-ages/596856.article
https://www.linkedin.com/pulse/red-bull-gives-you-wings-bulls-winning-marketing-dogukan-kantoglu?trk=pulse-article
https://www.linkedin.com/pulse/red-bull-gives-you-wings-bulls-winning-marketing-dogukan-kantoglu?trk=pulse-article
https://iide.co/case-studies/marketing-strategy-of-danone/
https://en.ikea-club.org/reklamnie-kampanii-ikea-v-mire/ikea-furniture-the-xxs-room-mailing.html
https://en.ikea-club.org/reklamnie-kampanii-ikea-v-mire/ikea-furniture-the-xxs-room-mailing.html
https://www.campaignlive.co.uk/article/history-advertising-quite-few-objects-43-esso-tiger-tails/1151980
https://www.campaignlive.co.uk/article/history-advertising-quite-few-objects-43-esso-tiger-tails/1151980
https://www.skittles.com/
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https://www.loreal.com/uk-ua/ukraine/

44. Folgers [Enextponnuii pecypc] — Pexxum 1ocTymy 10 pecypcey:

https://www.folgerscoffee.com/

45. Rolex [Enexrponnuii pecypce] — Pesxum gocTyIny 1o pecypcey:

https://www.oqgsociety.org/flipmags/og19-o/files/assets/downloads/page0058.pdf

46. Pilsner Urquell [EnrekTpornuii pecypc] — Pesxxum goctymy 10 pecypey:
https://www.pilsnerurquell.com/

47. Wringley’s Doublemint Gum [EnexTponnwuii pecypc]| — Pexxum noctymy a0
pecypey:
https://webbweekly.com/articles/2018/04/11/double-your-pleasure-double-your-fun/

48. Papa Johns [Enekrponnuii pecypc] — Pexxum goctymy 10 pecypey:

https://vlipsy.com/vlip/papa-johns-commercial-better-ingredients-better-pizza-
FalW4h0j

49. Cheese President [Enextponnuii pecypc] — Pexum goctymy 10 pecypey:

https://presidentcheese.com/

50. Apple IPhone 11 Pro [Enektponnuii pecypc] — Pexum moctymny o pecypey:
https://www.ngesoncomputers.com/product/apple-iphone-11-pro-max/
51. Adiddas [Enekrponnuii pecypc] — Pexxum 1ocTyIry 10 pecypcey:

https://www.adidas-group.com/en/media/news-archive/press-
releases/2004/impossible-nothing-adidas-launches-new-global-brand-advertising-/

52. Calvin Klein [Enextponnuii pecypc| — Pexxum noctymy 1o pecypey:

https://440industries.com/calvin-klein-slogans-a-comprehensive-list-over-the-
years®EF%BF%BC/

53. GlaxoSmithKline [ExexTponnuii pecypc] — Pexum goctymy 10 pecypey:

https://www.gsk.com/media/2737/cr-report-2012.pdf



https://www.folgerscoffee.com/
https://www.ogsociety.org/flipmags/og19-o/files/assets/downloads/page0058.pdf
https://webbweekly.com/articles/2018/04/11/double-your-pleasure-double-your-fun/
https://presidentcheese.com/
https://www.adidas-group.com/en/media/news-archive/press-releases/2004/impossible-nothing-adidas-launches-new-global-brand-advertising-/
https://www.adidas-group.com/en/media/news-archive/press-releases/2004/impossible-nothing-adidas-launches-new-global-brand-advertising-/
https://www.gsk.com/media/2737/cr-report-2012.pdf

ANNEX
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Example

Translation

Transformation

Do you drink bottled
water? Bottled water is
atrocious for the
environment. You are
better off buying a water
filter for healthier and
tastier water (TG).

Bu ’ete OyTuiaboBany
Boay? bytunpoBana Bona
Hece KONy IS
HaBKOJIUIIHBOTO
cepenopumia. Kymyiire
Kkpaie GpiabTp A1 OUIbII
KOPHUCHOI Ta CMa4yHOI BOJIH.

Practical
transcription

With its distinctive coupe-
like silhouette, Range
Rover Evoque is a
compelling successor to the
vehicle that captured hearts
all over the world (RRE).

3aBasKH CBOEMY
VHIKQJIbBHOMY “‘KyneiHomy”
Range  Rover

CTaB TIHAM

CHJIYeTY,
Evoque
HACTyITHUKOM aBTOMOO1JI,
cepis
[IAHYBaJbHUKIB Y BCHOMY

SIKUN OJIOHUB

CBITI.

Practical
transcription

3. | Pick the right day to test| OGepu BipHmii [IeHb IS Practical
drive a VW and you will | TecT-apaiiBy aBTOMOOLIIO transcription
have the road to yourself | Ta Bimuyii cebe BosogapemM
(V). JIOPIT.

4. | Nescafe is a 100% pure | Nescafe — me 100% umcruii Transliteration
coffee extract made from | ekcTpakT KaBH, 110
selected coffee  beans | BuroroBnenwmii i3 BigOipHUX
(BCSATE). KaBOBHX 3€PEH.

5. | Crossover with that feel- | KpocoBep, mo momimirye Transliteration
good factor (O). HACTPIH.

6. | Good to the last drop | Xopomra mo  ocamnboi | Loan translation

(BCSATE).

Kparui.
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The happiest place in Earth
(BCSATE).

Haiimaciausime wicne Ha
3emul.

Loan translation

8. | Great ideas for small | Yymosi imei mast manenskux | Loan translation
rooms (BCSATE). KiMHaT.
9. | Just do it (BCSATE). [TpocTo 3podwu 11€. Loan translation
10. | Renowned for its dynamic | HemepeBepuienuii y cBoii Generalization
handling, XE's | munamiunocti XE orpuman
performance is enhanced | me Kpamy
with advanced driving | npoaykTuBHicTh. bBynbTe
technologies and features. | roToBi 10  3aXOILTFOIOYOT
Be prepared for a thrilling | moi3axwu.
drive (J).
11. | Carlsberg - probably the | Carlsberg - MaOyTh, Generalization
best lager in the world (C). | naiikpaiiie mUBO B CBITI.
12. | Big. Beefy. Bliss (MD). Besukwuii. M’ sicHuiA. Generalization
Hacoso0aa.
13. | Grace, Space, Pace (CS). | I'pamnis, POCTID, Generalization
IIBHAKICTD.
14. 1 Your  potential.  Our | Bami wmoxauBocti. Harira Generalization
Passion (BCSATE). MIPUCTPACTb.
15. | President. Specialty | ITpe3uaeHT. YHikaabHi Generalization
cheeses and gourmet | Buam cupiB Ta Macenl s
butters. Appetite for life! | rypmaniB.  Ametur 110
(BCSATE). KUTTS!
16. | Designed for humans, CrBopeHnii s Teoe, Substantiation

inspired by nature (S).

HATXHEHHUM ITPUPOJIOKO.
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17. | The thing you want when | CtpaBa, sKy Tu XOdell, Substantiation
you order salad (MD). KOJIM 3aMOBIIENI Yy HAc
cajart.
18. | No battery is stronger | 3akiuk npo  eudicueanns Substantiation
longer (D). nOX00UMb 8i0 camoi
njianemu.
19. | Have it your way (FRSAT). | 3po6u mo-cBoemy. Substantiation
20. | Bounty. A taste of paradise | Baynri - paiicbka HacoJ10/a. Modulation
(BCSATE).
21. | Driving will never be the | Bami momopo:ki Bxke HiKOIH Modulation
same, it'll be better! (T). He OyInyTh, SK paHime, —
BOHHU CTaHYTh Kpauie!
22. | Live unbuttoned (LJ). Xusu BiibHO. Modulation
23. | Turn on tomorrow | YBIMKHITh MaliOyTHE. Modulation
(BCSATE).
24. | Think big (BCSATE). Jlymaii mupoko. Modulation
25. | Sarma. Unstoppable in the | Capma. Hesaminuuii vy Modulation
fight against germs | 6opoTh0i 13 MiKpoOaMH.
(BCSATE).
26. | It will blow your mind | Liec 3Beae TeGe 3 po3ymy. Modulation

away (FRSAT).
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27. | Hair ~ Beauty  Therapy | Tepamis Kpacu Ui Baiioro Transposition
(BCSATE). BOJIOCCSL.

28. | The moon watch. The first | Micsunumii roguanuk. Toii Morphological
and only watch worn on the | meprumii i exuHWMiA, KA X04 replacement
moon (OM). Ha Micsmp 6epu 3 coboro.

29. | Every Little Helps | Koxkna apionmuus BaxivBa. Morphological
(BCSATE). replacement

30. | Looks good! (BCSATE). | Ha BurJisia 4y 0BHii. Morphological

replacement

3l. | The new Clearasil 3 in 1| HoBunka! I'emve  aus | Morphological and
Gel Cleanser, formulated | BMuBannus Clearasil 3 B 1 i3 syntactical
with a moisturizing | popMyJi0r0 3BOJIOXKYIOUOTO replacement
complex, effectively and | kommuiekcy edekTHBHO Ta
gently cares for your skin, | m’sxo g0a€e mpo Bary HKipy
helps replenish skin and | oOauyus, crpusie i
gently washes away dirt | BiTHOBJIeHHIO Ta 3MHBa€
and bacteria (C). yBech Opy1 Ta Oakrepii.

32. | Luggage capacity is not | Jlax, 3aXOBaHUi 3a Syntactical
affected when the roof is | 6araxurkom, He BIUIMBA€E Ha replacement
stowed neatly behind the | fioro wmicTtkicte. Tomy B
boot — so you have the | rapny moromy Bam Garax He
freedom of soft-top | 3aBaguTh  MOJOPOXKI 3
motoring whenever the | BizkpuTUM  BepxoM i
weather's right (M). BIJIKDUTUM HEOOM.

33. | Finger  Lickin'  Good | Tak cma4HO, II0 HaIbYMKH Syntactical
(FRSAT). OO IVDKeTI. replacement

34. | Twist, Lick, and Dunk | I[TokpyTu, mu3Hu i OyJIbKHI Addition
(BCSATE). B MOJIOKO.

35. | Grab a Snickers Almond | He uekaB Ttaxoro? Ham Addition

(9).

HoBHII «CHIKEPC» MUTATD.
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36. | Talk to your daughter |IloroBopith i3 JOYKOIO, Addition
before the industry does | moku iHIyCTpis Kpacm HE
(D). 3pobwiia HbLOro.
37. | The  responsive  touch- | HyTnuBwuii cEHCOpHHIA eKpaH Addition
screen of a new Vodafone | HoBoro cMapTdoHy
Blackberry  Storm.  An | VVodafone Blackberry Storm.
incredible power is in your | ¥ Bammx pykax HeliMOBipHa
hands (VBS). cuna. Advertising managers
clarified the meaning of
Vodafone Blackberry Storm
by adding the word
‘cMaptdoH’.
38. | A stronger formula to fight | TToryskaa  dopmyna s Addition
even the driest skin. | 6opoTsOu HaBITh 3
Vaseline lotion is clinically | maticyximoro IIKIPO¥O.
proven to help heal dry skin | Kiixiuno  moBeaeHo, 1o
better than Eucerin | mocpiioH Vaseline
Intensive Repair Lotion by | noromarae BuiiKyBatu cyxy
delivering 90%  more | mkipy kpame, HiXK Eucerin
moisture.  Never  stop | Intensive Repair Lotion,
caring! (V). 3a0e3Mnevyyoun Tpu I[bOMY
Ha 90% OigbIe BOJOTH.
Hikomn He mepecTaBaiite
n0ati Mpo CBOKW MIKIipY!
Addition ‘mpo cBoro mikipy’
was done to make the
sentence grammatically and
logically completed.
39. | Beauty product of the year. | KocmeTnunnii IPOAYKT Addition
Weleda Skin Food is a poky. Weleda Skin Food —
100% natu_ral, nourishing me 100%  maTypanbHuii,
and hydrating treatment - 2
for the whole body. Made . ,
3BOJIOKYIOUMM  3acid  Jis

today as it was 80 years
ago with organic
chamomile, rosemary and

Bchoro Tuna. Ak 1 80 poki
TOMY, OpeH BUKOpPUCTOBYE
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calendula. It is just what
your skin has been waiting
for. It is naturally Weleda!
(W).

Yy CBOEMY CKJaJl TUIbKU
OpraHiuHi POCJUHHU, TaKI SK:
pomaiika, po3MapuH Ta
kanenayma. ILle came Te,
4oro Baria IKipa rmoTpeoye.

Bce TinbkM HaTypaibHE Bif
Weleda!

40. | Gillette. The best man can | Gillette. = Hakpame s Omission
get (G). YOJIOBIKIB.

41. | Sophisticated quality, | HemmepeBepimeHa SKiCTb. Omission
inside and out (CS).

42. | Melts in your mouth, not in | Tane B poTi, a HE B pyKax. Omission
your hands (BCSATE).

43. | Life is a journey, travel it | )Kurrs - 1ie momopox. Omission
well (UA).

44.10ld love never dies| Crapa mo60B Oyjie BiYHOIO. Antonymyc
(BCSATE). translation

45. | TASTE LIFE (JW). XKusu Ttak, mo6 Oymo mio | Total reorganization

3ragaTtu.

46. | Hungry? Grab a Snickers | 3romoauis? Chikepcuu! Total reorganization
(S).

47. | Pepsi. Ask for more (P). Bepu Bce Bif JKUTTL. Total reorganization

48. | Samsung  NX10. Why | Xtoce  Gauure  mpocto | Total reorganization
capture? Create! (S). KUTTS, a TH CTBOPIOEII

SICKPaBUH CIOKET

49. | New Garnier Fructis Triple | HoBurka! [Iammyss | Total reorganization
Nutrition Shampoo with its | Garnier ~ Fructis  Triple
innovative 3 fruit oil | Nutrition 3 iHHOBaliHOIO
formula nourishes every | hbopmyioro i3 TPbOX

strand to the core. The
Olive oil restores the
damaged hair; the Avocado
oil softens your dry hair
and the Shea oil nourishes

(GPYKTOBUX Macell >KUBUTh
KOXXKHE TacMO [0 CaMHX

kopeHiB. OnHMBKOBa  OJIiA
B1HOBITIOE HONIKOJKECHE
BOJIOCCSI, MacJI0 aBOKaJo
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and smoothes the surface.
Now even cheaper than
before (G).

IIOM'KIIy€E CyXe BOJIOCCH, a

Macio M KUBUTh Ta
po3riamKye MOBEPXHIO
BalmMx KopeHiB. Temnep,

HiHA He KyCA€TbhCH.

50.

Millions of girls want to be
in her shoes. But she wants
to be in our (BCSATE).

Millions of girls want to be
in her shoes. But she wants
to be in our.

Compensation
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PE3IOME

KypcoBy poOoTy npUCBSUYEHO JOCTIIKEHHIO OCOOJIMBOCTEN PEKIaMHKX
TEKCTIB Ta CTIOCO01B 1X mepekany. Y X0/l mepiioi 4aCTUHU poOoTH 0yIIo 3'sICOBaHO
TIOHSITTS PEKJIaMH, BUCBITIICHO TOTJISIIM BYSHUX CTOCOBHO I1i€1 TEMH, HABEJICHO
JIeK1JIbKa OCHOBHUX KJIacu(iKalliil, a TaK0X PO3TJISHYTO CTPYKTYPHI Ta CTUIICTUYHI

0COOJIMBOCT1 AaHTJIOMOBHMX PEKJIAMHHUX TEKCTIB.

VY apyriit yacTuHI poOOTH MpPOaHATI30BaHO BUKOPUCTAHHS NEPEKIAIAbKUX
TpaHchOopMalliil i yac mepexiaay peKiIaMmHuX TeKcTiB. byno posrisayTo 50
OJIMHUIIb 1 BCTAHOBJICHO YaCTOTHICTh BUKOPUCTAHHS TpaHCcPopMarlii, 110 MOXKHa

IMPOCTCIKHUTHU 3a JOIIOMOI'OIO ,uiarpaM.

Knrouosi cnosa: pekiiama, cjaoraH, peKJIaMHUM TUCKYpC, epeKIaiaibKi

TpaHcdopmarii.



