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INTRODUCTION

Phraseologisms and their varieties are the optimal means of influence, which
are used not only for the purpose of conveying information to the addressee, but also
for the purpose of actualizing his attention. The expressive features of these units are
determined by the high degree of generalization of meaning, expressive and
emotional content, the presence of stylistic coloring and imagery, which, in turn,
determines the wide possibilities of their use in the language of advertising.

Phraseologisms used in advertising texts are characterized by the acquisition
of new meanings, which is caused by transformation processes.

The term paper is focused onthe ways of conveing of phraseological turns

from English into Ukrainianin advertising texts.

The problems of studying phraseological units became the object of research
of foreign and domestic linguists, in particular: Sh. Balli, I. A. Beaudoin de
Courtenay, V. L. Arkhangelskyi, L. Smith, N. M. Amosov, C. Friza, O. L.
Smyrnytskyi, P. S. Dudyk, J. Katz and J. A. Fodor, Y. Naida and others.

The rationalefor the study is confirmed by the fact that the study of

phraseological units in the language is necessary for a complete understanding of
the specifics of the language, as well as the national specifics of the population. The
study of phraseological units in advertising texts is especially relevant, because it is
in them that the characteristics of culture, mentality, nationality and language can be
traced.

The object of the research is phraseology in English-language advertising

texts.

The investigation subject of the study is methods of transferring

phraseological turns from English to Ukrainian.



The aim of the work is to identify idioms in English advertising texts and

research ways of their translation into Ukrainian.

Achieving the set goal involves solving the objectives:

- theoretically substantiate the concept of phraseological units in modern
linguistic research;

- to investigate the theoretical foundations of the translation of
phraseological units;

- to analyze translation transformations and methods of translation of
phraseological units contained in modern English advertising texts in the
Ukrainian language.

In the process of writing the work, the following methods were
used:descriptive method (for an objective image and description of the theoretical
prerequisites of the study of phraseological units);contextual method (to analyze the
use of phraseological units in different contexts and clarify their role in creating
expressiveness and imagery in advertising texts);the method of content analysis (for
forming a sample of phraseological units with the help of quantitative and qualitative
analysis of selected works and carrying out practical research on the basis of this
sample);the transformational method (for the analysis of translational
transformations that translators use in the process of translating phraseological units
in advertising texts).

The data sources was 50 phraseological turns of English advertising texts from

the Internet and their translation into Ukrainian.

Theoretical and practical value of the research is that the research materials

can serve as a supplement to lecture courses in linguistic and cultural studies,
sociolinguistics, ethnolinguistics, lexicology and stylistics. The obtained results can
be used as examples for the analysis of the transfer of pragmalinguistic features of
phraseological units in translation at lectures on the basics of translation studies and

linguistic culture.



Structure of the course work: The work consists of an introduction, two

chapters, conclusions to each chapter and general conclusions, a list of used sources,

as well as appendices and resume in Ukrainian.

CHAPTER1
PHRASEOLOGYAS
ALANGUAGEPHENOMENONANDTRANSLATIONCHALLENGE

1.1 Phraseology: its place in linguistics

Phraseology is a relatively young linguistic science that needs systematization
of various approaches, definition of categorical features.As an independent linguistic
discipline, phraseology emerged in the 40s of the 20th century. The prerequisites of
its theory are laid down in the works of O. Potebny, I. Sreznevskyi, O. Shakhmatov,
F. Fortunatov, Sh. Bally, and others. In Western European and American linguistics,
phraseology is not separated into a special section of linguistics[2: 10].

The object of phraseological science is the totality of all phraseological units
of a certain language.

The subject of phraseology is the study of the signs of phraseology, on the
basis of which the nature and essence of phraseology are investigated, and the
regularities of their function in the linguistic picture of a certain language are
identified.

Among the researchers of phraseology, it is worth highlighting such scientists
as L. Skrypnyk ("Phraseology of the Ukrainian Language"), N. Babich
("Phraseology of the Ukrainian Language"), V. Uzhchenko ("Phraseology of the
Modern Ukrainian Language"), M. Alefirenka ("Theoretical Issues of
phraseology"), etc.

Phraseology is a branch of linguistics that studies phraseological units, that is,
expressions or phrases that have a stable, indirect or metaphorical meaning and are

used in speech as a single unit. Phraseologisms arise as a result of long-term use in



a certain context and have a cultural and historical heritage. They are an integral part
of speech and help express thoughts and feelings more accurately and expressively.

Phraseologism is a broad concept in linguistics. That is why the researchers
did not agree on a single definition of this term, however, they have a common
feature — they are phrases or expressions that have a stable semantic composition
and cannot be translated literally, since their meaning depends on their use in a
specific context[12].

Famous domestic and foreign linguists L. Avksentiev, N. Babich, V.
Bilonozhenko, L. Bulakhovskyi, N. Venzhinovych, V. Vinogradov, V. Zhaivoronok,
V. Zhukov, V. Koval, N. Mazur, O. Potebnia, L. Savchenko, L. Skrypnyk, V. Teliya,
V. Uzhchenko, N. Khoma, M. Shanskyi, O. Shakhmatov, and others. created
classification schemes for the distribution of phraseological units, developed the
theoretical foundations of phraseography, a scientific system for working out
different types of phraseological structures in common and special dictionaries;
investigated the interaction of language and culture through the prism of cultural and
national consciousness and its presentation; peculiarities of the representation in the
language of the mentality of a particular nation; onomastic space in Ukrainian
proverbs, sayings that reflect folk traditions, rites and customs of the nation,
historical facts of people's lives. In the last decade, for many linguists and
methodologists, the study of various aspects of phraseology is relevant from both a
theoretical and a practical point of view[1: 15].

In modern linguistic science, the word "phraseology" is used in three
meanings:

1) a section of linguistics that studies the phraseological system of the
language in its modern functioning and from the point of view of historical
development;

2) a set of characteristic means of expressing an opinion inherent in a certain
social group, individual author, literary and journalistic trend, dialect or group of
languages;

3) a set of phraseological units of a particular language[13: 774].



Phraseologisms are stable phrases and expressions that are interpreted not by
their components, but by the totality of all units of the phraseology, that is, these
components individually do not have an analogical meaning.

In English linguistic science, there is a definition of the term "phraseologism".
Thus, S. Gryce defines a phraseology as "a form of a lexical unit in combination
with one or more grammatical elements of various types that function as one
semantic whole in a sentence, the frequency of which is reproduced higher than
expected on the basis of chance"[11: 5].

To distinguish phraseological units from other speech units, a number of
features of phraseological units are distinguished: reproducibility, integrity of
meaning, stability and impenetrability. The presence of one of these signs is enough
to distinguish a phraseology from a word combination[6: 242].

In the textbook "Modern Ukrainian language" I. Bondar et al. the following
signs of phraseological units are described:

1) different design, which consists in the fact that the lexical meaning is
expressed by a combination of words;

2) semantic indecomposability, that is, the phraseology cannot be divided into
smaller lexical units without losing meaning;

3) metaphoricality — the meaning of the phraseology is usually figurative;

4) reproducibility — phraseological units are not created in the process of
speech, but are reproduced;

5) weak formal optionability, i.e. constant word order of the phraseological
unit[4: 282].

The above features distinguish a phraseology from a word combination.

Phraseologisms perform evaluation-emotional and expressive functions,
increase the power and expressiveness of statements, realize the author's intention.
They tell about the vast world of human feelings, impress with the accuracy of
associations between nature, ordinary facts of life and human behavior, our emotions

and actions [2: 11].



Advertising phraseology with positive evaluative semantics expressively
clarifies the visual image of the subject of advertising and can act as a significant
persuasive argument. Thus, in advertising communication, a phraseology 1is
understood as a certain structurally developed expressive unit that gives the mass
media text additional emotionality. Advertising phraseology, therefore, is one of the
most vivid and effective language units in advertising communication, the purpose
of which (phraseology) is to have an emotional impact on the recipient. In
advertising and PR, it is phraseology that can be the basis for the so-called
"advertising hypnosis" and massively influence a potential buyer [9: 36].In
advertising communication, phraseological units mostly perform a manipulative
function, characterized by bright emotional possibilities that affect the recipient and
act as a stylistic tool.

Phraseology as a branch of linguistics has its own object and subjectresearch.
The object of phraseology is a phraseological unit, which is a combination of words
with stable semantic meaning. The subject of phraseology is the study of the
functioning of phraseological units, their structure, formation and origin.
Researchers and scientists in the field of phraseological research have developed its
methodological base during the relatively short existence of phraseology.

The methods of phraseology are used to solve a wide variety of issues related
to the study and expansion of the scientific-methodological base of phraseology.
They touch on the study of phraseological units and phraseology as a whole, pay
attention to the semantic aspect of phraseological units, their classification, structure
and structure, relationships between the components of phraseological units, context
and phraseological volume, as well as stability, investigate phraseological
systematicity, the origin of phraseological units and their basic functions.

The study of phraseology occupies a large niche in the field of linguistics and
linguistics and is one of the most necessary tools with which it is possible to study
the lexical content of any given language, the history of the formation of its
vocabulary, the history of the origin of word combinations, and to determine the

cultural and historical background of the existence and development of the language



people, the nation as a whole. After researching, we determined that the following
are the main features of phraseological units: multiformation, semantic

indecomposability, metaphoricality, reproducibility and a low level of optionability.

2.2 Theoreticalbackgroundoftranslatingphraseologicalunits

Most of us use idioms in speech every day without thinking. However, to
nonnative speakers, these expressions may seem like complete nonsense, so
translatingthem is quite difficult.

Phraseologisms are sayings or expressions that differ from the literal meaning
ofthe individual words that make up such an expression.

The fact is that you cannot understand the meaning of a phraseology from the
expression itself — you need to know the context in which the phraseology is
used.Generally, such expressions refer to advice or reflections that can be applied to
relevantsituations. Therefore, they are not only interesting from a linguistic point of
view, butalso make it possible to form an idea about the culture of the speakers of
the language.

Just because people speak different languages doesn't mean their experiences
arecomputed. Idioms can also describe a universal experience, so universal idioms
areused in every language.

Some idioms can be used all over the world and have different variants, but
theircomponents are not identical. Others have meaning only within the limits of
their ownculture, and for a foreigner such phraseology will sound like complete
nonsense. Let'sconsider several universal idioms that can be applied to the same
situations.

Studying different ways and methods of phraseological translationunits, we
used the works of such scientists as O. O. Selivanova, L. G. Skrypnyk, 1. V.
Korunets, T. R. Levitska, T. A. Kazakova, R. P. Zorivchak. Based on the works of
scientists who researched ways of translating phraseological units into a foreign
language, we singled out the main ways of translating phraseological unitsused in

the translation of advertising texts into Ukrainian.



Translating phraseological units, or idioms, can be a challenging task
fortranslators due to their idiomatic meaning and structure. Phraseological units are
fixedexpressions that consist of two or more words whose meaning cannot be
inferred fromthe meaning of their words. They often have a metaphorical or
figurative meaning, andtheir meaning can vary based on context and culture.

The choice of an adequate way of translating a phraseological unit depends
on the complexity of their semantic structure, figurative nature, national and cultural
specificity of its meaning. The main methods of transmitting English phraseological
units through the means of Ukrainian languages are their equivalent and analog,
descriptive translation, as well as tracing[10: 140].

It is clear that the best way to translate the original phraseology is to transfer
it using an equivalent unit, if such a unit exists in the target language. The use of
such a unit provides not only full reproductioncontent, but also the transfer of
imagery and expressiveness of the original phraseological unit. Complete
phraseological equivalents are identical in structure, lexical composition, stylistic
characteristics, meaning and imagery, in particular: in seventh heaven — na coomomy
Heol.

Phraseological equivalents are divided into:

1) Full equivalents are fully equivalent equivalents in the original language
and in the translated language. Full equivalents are the only possible translation that
preserves the meaning of the phraseology, lexical, stylistic and grammatical
composition. Some researchers call them identities. For example, a fire in the blood
— 8020Hb Y Kposi, bread and circuses — xnioa i 6udosuuy;

2) Partial equivalents are units of the translated language that contain some
lexical, grammatical or lexical-grammatical differences in the presence of the same
meaning and stylistic orientation with the corresponding phraseological units of the
original language. According to the degree of translation adequacy, partial
equivalents are equivalent to full equivalents. Partial equivalents, in turn, are divided

into partial lexical and partial grammatical equivalents[5].



Partial lexical equivalents coincide in meaning, stylistic orientation, are close
figuratively, but differ in their lexical composition, grammatical structure, for
example: as flies to sugar — ax myxu na meo, to dance like an elephant — manyroeamu
K 6eOMiOb, he laughs best who laughs last — noyas cmixom, a 3aKiHYU8 C1bO3AMU.

Partial lexical equivalents are also equivalent phraseological units of the
translated language, which are the same in meaning, stylistic orientation, but
different in imagery.

Partial grammatical equivalents include those phraseological units of the
translated language that coincide with the corresponding units of the original
language in terms of meaning, stylistic color and imagery, but differ from them in
the grammatical category of the number of nouns, adjectives that are constituent
parts of these phraseological units, for example:to catch old birds with chaff —
nposecmu cmapozo 20pobys Ha nonoei[8].

The use of a phraseological analogue provides the same adequate translation
of an English phraseology as if there were a full equivalent.

When there is no equivalent or analogue of the original phraseological unit in
the translation language, tracing can be used, which is a method of its literal
transmission. Note that this method of translating phraseological units can be used
only if the result is an expression that is easily perceived and adequately
understoodby the addressee. A literal translation is not a phraseological translation,
because it does not use ready-made phraseological units that exist in the language of
translation. The result of a literal translation is the creation of a new expression that
is understandable to the recipient of the translation, in particular: a cid look — kucauii
supasz oonuuys[7].

If the phraseology has no equivalent or analogue in the translated language,
and the literal translation leads only to an obscure literalism, the translator is forced
to convey the meaning of a similar unit of the source language by description. The
disadvantage of such a translation is the impossibility of preserving the image of the

original phraseology[3].



The difficulties of translating English-language phraseological units are
causedby the complexity of their semantic structure, figurative nature, and the
national andcultural specificity of their meanings.

From a translation point of view, phraseological units are divided
intoequivalent and non-equivalent, the meaning of which is nationally and
culturallycoloured. The translation of the first of the specified groups of units is
carried out bytheir full or partial phraseological equivalents, phraseological
analogues. The best wayto translate phraseological units is translation using a
complete phraseologicalequivalent, which completely coincides in meaning, lexical
structure, grammaticalstructure, and character of imagery in the source and target
languages.

Partial equivalents are units of the translated language containing
separatelexical, grammatical or lexical-grammatical differences with the
correspondingphraseological units of the original language. Phraseological
analogues arephraseological units of the translated language, which are the same in
meaning, andstylistic orientation, but differ in imagery from the corresponding units
of the originallanguage.

In conclusion, a large number of English phraseological units are
equivalent.The translation of such units is carried out in Ukrainian by tracing, which
is theverbatim transfer of the constituent parts of the original unit by their
lexicalcounterparts, and description. Descriptive translation makes it possible to
convey thegeneral meaning of English-language phraseological units as briefly and
clearly aspossible using the means of the Ukrainian language, but the figurative
meaning of theseunits is not preserved during descriptive translation.

Therefore, the optimal translation solution in the case of transferring an
English-language phraseological unit is to search for an equivalent Ukrainian-
language phraseological unit (full or partial equivalent, which can be a partial lexical
or partial grammatical analogue). In the absence of such a unit, the translator uses

tracing and descriptive translation. To achieve the maximum adequacy of the



translation of phraseological units, it is necessary to use and combine various ways

and techniques of their translation, as well as translation transformations.

CHAPTER2
PHRASEOLOGY IN ADVERTISING:TRANSLATIONOPTIONS



2.1 The ways of conveying of phraseological turns from English into
Ukrainianin advertising texts

Analyzing the phraseological units selected by us from advertising texts, we
were able to conclude that translators turn to such methods of translation as 1)
phraseological equivalent; 2) phraseological analogue; 3) tracing; 4) descriptive
translation; 5) contextual replacement; 6) literalism.

Translation by phraseological equivalent is characterized by full equivalence
of phraseology in the target language. This method of translation is possible when
the respondents match in meaning, imagery, expressiveness and lexical composition.
Using this method makes it possible to fully convey English phraseology. As a result
of our research, we found the following variants of translation of phraseological
units contained in advertising texts:Lawn service. The neighbors will be green with

envy. —loenso ma obcayeosysanns easouie. Bawi cyciou jaycHymb  8i0

sazopowis(CD); How to blog for profit without selling your soul.—

Axzapooumuepowetionocincominenpodamudyuryoussony(CD); Be brave like a lion

breathe in your courage and exhale your fear. —byovcminueum, sxies,

souxaticeoromyacnicmoieuouxaucsiicmpax(CT); Be a part of your team and get

your lion’s share. —

Cmanvuacmunoronawoikomanouiompumauceoionesogyuacmky(R); Sometimes you

just have to grit your teeth and move on. —[no0i mpeba pyxamucs oani 3yinueuiu

30u(R).

The use of a phraseological analogue is possible when there are phraseological
units in the Ukrainian language that, although built on a different image, have the
same meaning. The phraseological analogue corresponds to the meaning of the
English phraseology, but differs in the form of expression. Examples of the use of

phraseological analogues in the translation of advertising texts are:Let’s paint the

town red.This Friday. Tickets on sale now! —lLliei n’amuuyi 8idipsucs Ha nosHy.

Keumxu 6oice 6 npooasicy!(R); A penny saved is a penny earned or how to get richer.

—Koniukaepusurwbepexceaboskcmamuoacamue(CD); Hitting the bullseye. Target




marketing that will grow your brand. —Bayuumu 6 aonyuxo. Tapeemosanapexiama,

wopossunesauiopeno(RE); This shirt cost an arm and a leg and I got it for half

price. —L[aghymbonkaxkowmyeanrayinuiicmamox, anesassasiizanieyinu(R).

Translators use tracing when it is impossible to reproduce a phraseology by
translating an equivalent or analogue. Often, tracing translation helps convey
imagery, expressiveness, and meaningphraseological units, as well as reflect their
national specificity, but there is a possibility that they will be incomprehensible to

the recipients. Examples of tracing in advertising texts are: Whiter than white. The

best cleaning service ever! —bBiniwuii 3a 6inun. Hatikpawuu xainine-cepsic!(C); We

are going bananas with for good ideas! —Mu empauaemo po3ym 8i0 sauiux 4y0o8ux

i0eu!(CD); Save enough for raining day. —36epesicu na yoprnuti denv(CD); There’s

no place like Terra. —Ycrooudobpe, as Terra naiikpawe(B); If this car gives you any

trouble I'll  eat my hat  —Axwoyamawunadocmasumos8amnpooiemu,

sa3'imceocokanenoxa(CD).

Descriptive translation is the transfer of phraseology by explanation or
description, if there is no counterpart or analogue in the translated language.
Descriptive translation is used to convey the meaning of a phraseology, while its
imagery and richness may be lost. Examples of descriptive translation can be:The
man who indulges in horseplay ends up making an ass of himself. Think safely, work
safely, live safely. —J/lwouna, sika epac 6 OpPYOHI iepu, NOMPAniic 8 Xaneny.
Ilymatinpobesnexy, npayrotibesneurno, 6yovyoesneyi(CD); Brand rebranding can

cost a pretty penny. —Pebpenounemopeogoimaprumosicesamoopozoobitimucsa(CD);

Fall in love with Monday mornings. The career woman'’s guide to increasing income.
—3axoxatica 6 panok nounedinka. Ilopaouscinkam, axk3oineuumusenactiooxoou(CD);

Wear purple. Get discounts up to 25 pounds. —Cmanb 4acmunor KOpPORiBCbKOL

poounu, ompumaii 3Hudicku 00 25 ¢ynmis(CD);Is raising your kid a piece of cake?

—YHunacnpasodisuxosanusdimeiiieckacnpasa?(CD).
Contextual substitution in translation is used when the translator tries to find
a counterpart that will convey the meaning of the phraseology in a specific context.

Examples of the use of the technique of contextual substitution are:Paint the town




red discounts. August 5-9. —[llaneni 3nusxcku 3 5 no 9 cepnusa(R); New houses. As
good as gold, save up to 18,000 pounds. Savings for you! —Hogi 6younku, gucioHi
3HUMCKU adic 00 18 mucau ¢yumie. Exonomisn ons eac!/(CD); Be a GOOD EGG. If

you have to cough and sneeze kindly use a tissue please. —[loso0bmocsauemmo.
Kopucmyiimecvcepsemxoro, saxuosuxawnsemeaobouxacme(CD); Purchase good egg
gift cards and get 20 pounds from us! —
Kynytinawiuyodoginooapymnkosgicepmugpixamumaompumari 20 gpynmiggionac! (CD);
Good as gold furniture for house. —Axicui meoni ons eawozo 6younky(R); A busy

bee taxi serving. Call (403) 596-1920 tobooknow. — Cuyocoamaxci — weuoka

AKopel. 3amosnavimemaxcizapazzamene@onom: (403) 596-1920(CD);

SavingforaRainyDay,

itisnevertooearlytoteachyourteensabouttheimportanceofsavings. —

3aowadoceHHAHAYOPHULLOEHD,

HiKoMuHenizHonasuumuoumuryzaoujaoxcysamu(CD).

Literalism is significantly different from tracing, because tracing is a justified
literal translation, and when applying a literal translation, the meaning of the
translated phraseology is distorted. Examples of the use of literal translation

are:Managing  traffic  flow can be as _easy as a  pie. —

Kepysanuampancnopmuumnomoxommodxceoymunpocmiwium,  nisxczoaemoca(CD);

Add more fuel to your fire. —/{odaiibineuenanusadosoznio(G); Say goodbye to cold

feet with new sock. —Ckadxcu npowasaii Xon00HUM HO2AM 3 HAWUMU HOBUMU

wxapnemrxamu(R); Good as gold herbal tea. — Hauxpawuii mpas’anuti uai(CD).

Combined translation is used in those cases when the Ukrainian analogue does
not fully convey the meaning of the English phraseology or has a different specific
flavor of place and time. In such cases, a tracing translation is given, and then a
descriptive translation and a Ukrainian analogue are used for comparison, for

example: Johny on the spot. Professional carpet cleaning. Our reputation is spotless.

— Bu mooweme ma Hac pospaxosysamu. IlIpoghecitineuuieHHAKUIUMIG.

Hawapenymayisnbezooeanna(CD).



We have considered ways of conveying phraseological turns in advertising
texts. The scope of the research material was 50 phraseological units in English, as

well as their translation into Ukrainian.

2%

H ®pazeonoriyHuii eksiBaneHT
B ®pazeonoriyHnii aHanor

B KanbKyBaHHA

KoHTeKkcTyanbHa 3amiHa

B OnucoBsuii nepeknag,
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1 KombiHOBaHWii nepeknag,

16%

Picture 2.1 — Methods of translating phraseological units in English-language

advertising texts into Ukrainian

Analyzing the methods of translating phraseological units, we concluded that
the most common method of translation is descriptive translation, because 16 units
were translated by this method, which is 32 percent of the total number.The next
most frequently used method is the phraseological equivalent, which translated 10
phraseological units, which is 20 percent of the total number. Translation by
contextual substitution is used less. In this way, 8 phraseological units were
translated, which is 16 percent of the total number of phraseological units. There are
7 examples of the translation method of tracing, which is 14 percent of the total
number. As for such methods as phraseological analog and literalism, they are used
less often. We found 4 phraseological units translated in these ways, respectively,
each of them makes up 8 percent of the total number. The least used is the combined
translation, which accounts for only 2 percent of the total number of phraseological

units.



When translating advertising texts containing phraseological units, the
translator must correctly convey the meaning and pragmatic purpose of the text. To
solve such a translation task, the translator must find analogues in the Ukrainian
language without losing the stylistic function of phraseological units. But it is not
always possible to find a counterpart or analogue. Translators often resort to such
techniques as descriptive translation and tracing while the national color, imagery
and expressiveness are lost. Also, translators sometimes fail to adequately convey
the meaning of the phraseology, and the translated unit acquires a negative
connotation, which reduces the effectiveness of the advertising text: Wants to make
some quick buck? — «Xouew ompumamu neexux epoutei?». In the Ukrainian
language, the expression «ierki rpoiri» means to earn a lot of money without doing
anything, which can cause mistrust in Ukrainian-speaking recipients.

So, as a result of the analysis of the ways of transferring phraseological units
when translating advertising texts into Ukrainian, we concluded that translators most
often use such translation methods as descriptive translation, phraseological
equivalent and contextual substitution.

Having analyzed materials from this theme, itis possible to distinguish the
following factors, that influence on the selection of lexical material, that will be used
for translating of advertisement texts:

1) Type of the advertised object.The products of different types have
considerableinfluence on style of advertisement text and selection of lexical
material. Yes, the advertisement ofvaluables will considerably differ in structure
andsemantic filling from the advertisement of soap orfoodstuffs.

2) Types of influence on a target audience: methodof aggressive or soft
influence.At the method of aggressive influence an advertiser calls to the customer
directly. Here are not the veiled remarks or hints. Characteristic for this type will be
the use of imperative mood of verbs, useof the name of trade mark in text of report
or hinton the direct setting of products.

3) Gender aspiration of influence of advertisement text. Not secret, that every

commodity has its targetaudience. Thus, taking into account certain psychological



features of different groups of people willhelp to create the maximal effect of
influence onthem. The most difference in the psychological planof perception of
information is presented by menand women. Gathering additional lexical
material,advertisers take into account these features. So, forexample, men, electing
a car, will estimate rather itstechnical descriptions and the effect that acquisitionof
certain car will have on their status, self-appraisaland others like that. Women will
elect reliability,unconcern, lightness in the use.

4) Uses of adjectives.Advertisement texts must contain plenty of adjectives
for creation of bright characters of products incustomers mentality. But they can
become a stumbling-stone for translator, whereas in English adjectives are with
multiple meaning, sometimes it is difficult enough to pick up a correct equivalent
duringtranslation.

The translation of idiomatic units is a complex phenomenon due to
thefollowing factors:

1) the words in the idiom acquire a new meaning, which makes a
literaltranslation of such a lexical unit impossible due to the loss of figurative
meaning;

2) due to the diversity of idioms, recognizing them in the text is a
complexprocess, which is why, if the translator does not have sufficient knowledge
ofphraseology, the choice of translation transformations may complicate
theirunderstanding in the target language;

3) selection of translation transformation, adaptation and adequate translation
isa complex and time-consuming process during the translator's work.

For the above reasons, translators face a number of difficulties when
translatingidioms.

Difficulties in translating idioms are also caused by the difference between
theEnglish and Ukrainian grammatical and lexical systems, as well as the special
statusof idioms, which are semantically indivisible lexical units in both languages.

In the process of translating of idioms, one should take into account

thefollowing translation limitations:



- it is important to preserve expressiveness, emotionality and imagery in
thetarget language;

- the inequality of stylistic coloring in the source language and in the
targetlanguage should be noted;

- the national coloring of the idiom, which should be transformed into
thetarget language, should be noted.

Therefore, the translation of idioms is a complex phenomenon and
requiresconstant analysis. The problem with translating idioms is that they cannot
betranslated literally, as the meaning and figurative significance of the idiom will
belost

Therefore, translating idioms requires high professionalism and a
thoroughknowledge of both the target language and the source language.It is worth
noting that the translation of idiomatic units is a complexphenomenon that requires
a lot of effort when working with them and necessitateshigh professionalism and in-
depth knowledge of the concepts of "idiom" and"idiomatics". When translating, one
should pay attention to the context, metaphor,meaning, and national and cultural
coloring of the idiom.

The translation of phraseological units is a traditionally relevant topic for the
translation community, since it is the transfer of foreign phraseological units that
causes a number of difficulties. Due to its semantic richness, imagery, brevity and
vividness, phraseology plays a very important role in language. Phraseologisms are
especially widely used in oral speech, in artistic and political literature. The choice
of one or another type of translation depends on the peculiarities of phraseological
units, which the translator must recognize and be able to convey their meaning,
brightness and expressiveness. The main ways of translating phraseological units are
phraseological equivalent, phraseological analogue, tracing, descriptive translation,
contextual substitution. The phraseological equivalent, that is, the transfer of a
phraseology by a phraseology, is the best way. It is possible when the English and

Ukrainian languages have borrowed phraseological turns from other languages.



CONCLUSIONS

The study of the peculiarities of phraseological units at the current stage of
thedevelopment of the English language is one of the topical issues of
linguistics.Phraseological units are characterized by great stylistic potential and
unique imagery, due to which they are used in all types of discourses. However,
providing uniqueness to phraseological units creates difficulties in the process of
their translation.

With the help of this study:

1. We theoretically substantiated the concept of phraseological units in
modern linguistic research. For a long time, phraseology was not perceived as a
separate linguistic discipline. Its problems were considered in scientific works
devoted to lexicology, stylistics, grammar, lexicography, general linguistics and the
history of language. Nowadays, phraseology has turned into an independent
linguistic discipline that has its own object and research methods.

Phraseology is a branch of linguistics that deals with the study of the
phraseological composition of the language in its current state and historical

development.



Phraseologism is a word combination that is characterized by a complete
meaning and automatic reproduction in the language by tradition. Phraseological
units include proverbs, sayings, catchphrases and fixed phrases.

The main features of phraseological units: -semantic integrity or semantic
indecomposability; metaphoricality; diversity; reproducibility; the presence of at
least two full-valued words; not translated into other languages. Phraseology
remains a relevant and promising aspect of linguistic research. Each phraseological
unit has its own story, which can tell us about the life, culture, lifestyle and customs
of other countries.

2. We investigated the theoretical foundations of the translation of
phraseological units. Translation of idioms in advertising texts is an extremely
difficult task to be performed by a translator. His arsenal includes the following
translation methods:

-full and partial equivalents;

-analogue;

-tracing and descriptive translations.

In addition to being able to use these translation techniques, a translator must
be knowledgeable and creative. He must know the cultural features of the original
language, be able to use reference literature correctly, and be able to create his
equivalent of the phraseology of the original language, which will perfectly convey
its mood, meaning and brightness.

3. We analyzed translation transformations and methods of translation of
phraseological units contained in modern English advertising texts in the Ukrainian
language. We have considered ways of conveying phraseological turns in advertising
texts. The scope of the research material was 50 phraseological units in English, as
well as their translation into Ukrainian.Analyzing the methods of translating
phraseological units, we concluded that the most common method of translation is
descriptive translation, the next most frequently used method is the phraseological

equivalent. Translation by contextual substitution is used less. As for such methods



as phraseological analog and literalism, they are used less often.The least used is the
combined translation.

Prospects for further research can be seen in a detailed analysis of translation
transformations that can be used to translate English phraseological units using the

means of the Ukrainian language.
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ANNEX A

1. Lawn service. The neighbors will be green with envy.

Jornsin ta oOCIyroByBaHHs ras3oHiB. Bail cyciau JIyCHYTh BiJ
3a3]IPOIIIB.

2. Let’s paint the town red. This Friday. Tickets on sale now!

[{i€i i’ ASTHUII B1AIPBUCS HA MOBHY. KBUTKUBXKEBIPOAAXKY!

3. Paint the town red discounts. August 5-9.

[TaneHi 3HUKKH 3 5 MO 9 ceprHsl.

4. Whiter than white. The best cleaning service ever!

bimimmii 3a 61mii. Halikpamuii KiniHiHT-cepBic!

5. Johny on the spot. Professional carpet cleaning. Our reputation is
spotless.

Bumosxxerenanacpo3paxoBysatu. [Ipodeciiineuninennskunumis. Ha
niapenyrauisioe31oraHHa.

6. We are going bananas with for good ideas!

Mu BTpayaeMo po3yM BiJ] BalllUX YYyJOBHUX 17€i!

7. Managing traffic flow can be as easy as a pie.

KepyBaHHS TpaHCTIOPTHUM MOTOKOM MO’KE€ OYTH MPOCTIIIMM, HiX
34a€THCA.

8. The man who indulges in horseplay ends up making an ass of
himself. Think safely, work safely, live safely.

JlronuHa, sika rpae B OpyaHi irpu, notpamise B xaieny. lymait mpo
Oe3IeKy, Impalroi 0e3neyHo, Oyap y Oe3merrl.

9. Save enough for raining day.

30epeky Ha YOPHUM JI€Hb.

10. How to blog for profit without selling your soul.

Sk 3apoOuTH rpoliei 6JI0THIOM 1 He TPOJIaTH YLy AUSBOIY.

11. Brand rebranding can cost a pretty penny.

PeOpenuHr ToproBoi MapKku MOKe BaM JIOPOro 001U THCS.

12. Fall in love with Monday mornings. The career woman’s guide to
increasing income.

3akoxaiics B paHOK moHeminka. Ilopamu KiHKaMm, SK 30UIBIIATH
BJIACHI JIOXO/HU.

13. A penny saved is a penny earned or how to get richer.

Komiiika rpuBHIO 6epeke abo sk ctaTu OaraTiiie.

14. New houses. As good as gold, save up to 18,000 pounds. Savings
for you!



HoBi  OyauHkM, BUTIHI  3HWKKM ax g0 18  Tucsd
¢ynTiB. EKOHOMIS 114 Bac!

15. Wearpurple. Get discounts up to 25 pounds.

CraHb YaCTUHOK KOPOJIBCHKOI POJAMHHM, OTPUMAal 3HUKKU N0 25
(byHTIB.

16. Beat the clock: How to manage your time, overcome
procrastination and be more productive.

BceTuram Bce: ik KepyBaTH CBOIM 4acOM, MOA0JIATH MTPOKPACTUHALIIIO
Ta OyTHU OUIBII MPOAYKTUBHUM.

17. Be a GOOD EGG. If you have to cough and sneeze kindly use a
tissue please.

IToBogpmocst uemHO. KopuCTyiTECh CEPBETKOIO, AKIIO B KAIUISETE
a0o uxaere.

18. Is raising your kid a piece of cake?

Yu HacnpaB/i BUXOBaHHS JITEH Jerka crnpana’?

19. How do bring home the bacon?

Sx3apoOutndaraTorpomiei?

20. Hitting the bullseye. Target marketing that will grow your brand.

Bnyuutu B s1611yuKko. TapreroBana pekiiama, 110 po3BUHE Balll OpeH]I.

21. You were my cup of tea. But I drink champagne now.

Meni nogo0aBcs TH, a 3apa3 — IIaMIIaHCHKE.

22. Purchase good egg gift cards and get 20 pounds from us!

Kynyii Hamn 4ynoBl nmojapyHKoB1 cepTudikaTh Ta oTtpumait 20
¢byHTIB BijJ Hac!

23. Be brave like a lion breathe in your courage and exhale your fear.

bynb cMUIMBUM, SIK JIEB, BAMXall CBOIO MYXHICTh 1 BUAMXail CBiit
CTpax.

24. Be a part of your team and get your lion’s share.

CTaHb YaCTUHOIO HAIIO1 KOMaH/IY 1 OTpUMail CBOIO JIEBOBY YacCTKY.

25. Stop to smell the roses. It’s doesn’t matter what timetable, modern
life imposes, you should always take the time to stop and smell the roses.

3ynuHITECA, 100 HAacoI0AUTUCS MOMEHTOM. HeBaxinuBo, 110 y Bac
3aIJITAaHOBAHO, CYYaCHUM PUTM JKUTTS JUKTYE€ CBOI YMOBH, aJi€
3YMHUHITHCS, 3HAUAITH Yac 1 HACOIOITHCS KUTTSIM.

26. There’s no place like Terra.

Ycroau 1o6pe, a B Terra Hakparie.

27. Take responsibility don't turn a blind eye to child abuse.

Bynp BiamoBigaasHUM, HE OyIb OalayKUM 0 IUTSIOTO HACHILIS.

28. Good as gold furniture for house.



SkicHi MeOJTl 1J1 BalIoro OyANHKY.

29. Come rain or Shine. Bad weather won't hamper your plans.

Hisika morana nmorojia He 311CYy€ BallluX IUIaHIB.

30. Time is money. If the time is your most valuable asset, why would
you spend it on tax compliance?

Yac — rpomn. Skino yac — 11¢ HaMWI[IHHIMIMK aKTUB, TO YOMY BH
BUTPAYAETE MOTO HA JOTPUMAHHS MOAATKOBOI'O 3aKOHOIABCTBA?

31. Add more fuel to your fire.

Jlomait OlIbIIIE MMaJaKMBa 10 BOTHIO.

32. Say goodbye to cold feet with new sock.

Ckaxu nmpoliaBaid XOJIOJHUM HOTaM 3 HallUMU HOBHUMHU
IKapICTKaMH.

33. This shirt cost an arm and a leg and 1 got it for half price.

s ¢pyrOonKa KolITyBajla LUJIMKA CTATOK, aJie s B35B 1l 3a MIBIIHU.

34. Be as busy as bee. Stay home with us.

ITpairtoii stk O/K1JIKA BIOMA pa3oM 3 HUMHU.

35. A busy bee taxi serving. Call (403) 596-1920 to book now.

Cnyx0a Takcl — IIBUIKA, K Opell. 3aMOBJISIMTE Takcl 3apa3 3a
tenedonom: (403) 596-1920.

36. Teach a man to fish and he’ll sit in a boat all day and drink beer.

Hapuu nroauHy JIOBUTH pUOY — 1 BOHA BECh JIEHb CUJIITUME B YOBHI Ta
IMUTUMCE TIUBO.

37. Black Friday. Get head start of online shopping.

YopHa n’stauts. Otpumaii BCi nepeBaru OHJIalH MIOMIHTY.

38. Sometimes you just have to grit your teeth and move on.

39. Good as gold herbal tea.

Haitkpammii TpaB’ssHUI Yail.

40. Not all that glitters is gold, how to test at home.

He Bce 1€ 3051070, 1110 OJIMIIUTH: SIK IEPEBIPUTH 30JI0TO BIOMA.

41. Devil’s advocate a guide to infernal contracts.

AJIBOKAT TUSIBOJIA: KEPYBAHHS BallUMU KOHTPAKTaMHM.

42. Saving for a Rainy Day, it is never too early to teach your teens
about the importance of savings.

3aomamKeHHS HA YOPHUU JI€Hb, HIKOJIM HE I13HO HABYMTH JUTHHY
3a0M1a/KyBaTH.

43. Special offer for early birds.

CrerianpHa IPOIIO3UITIS JJIs paHHIX MTAIIOK.

44. Deal with devil to sell your brand.

VYknaau BUT1IHY yTOy, 00 YCITIITHO MPOIaTH CBIM OpeHI.



45. Easy as pie pastry: How to make perfect cookie dough?

Burmiuka mpocTiiie mpocToro: sk MPUTrOTYBAaTH 17€ajdbHE IMICOYHE
TICTO?

46. Strong as an ox professional tape. Available for delivery.

MarsiTHa cTpiuka BUCOKOI MIITHOCTI. JloCTymHa Jjisl TOCTaBKHU.

47. Your marketing message on everyone's lips.

Baiie mapkeTHHroBe MoB1IOMJIEHHS OyJie Y BCiX Ha ByCTaXx.

48. If this car gives you any trouble I’ll eat my hat.

K110 114 MalrHa 10CTaBUThH BaM ITPo0JIeMH, s 3'iM CBOTO Karentoxa.

49. Get outdoors and soak up some sun.

BuxonapTe Ha BYJUIIIO, OO MOHIKUTUCS HA COHIIL.

50. How to Make Your Audience Fall in Love with Your Brand?

Sk 3aKk0XaTH 1HIIKX y Bail OpeH?

PE3IOME

KypcoBy poOOTYy mpHUCBSYEHO IOCHIIKEHHIO CIIOCOOIB IMEpeKaxy
dbpazeoiorii PEKJIaMHOT0
IUCKypcy. Y XoAl poOOTH BUCBITIIEHO OCHOBHI €TalTMHAYKOBOI TyMKH B
ramxysi
(dpazeosorii, ONMKMCaHOICHYIOY1 criocoOu nepekiany Gppa3eonoriaHux
OJIMHUIIb Yy PEKJIAMHOMY JAMCKYPCl, 31MCHEHO TMepeKIaJalbKUil aHai3
(dakTUYHOrO Marepialy JOCiiKeHHs ((hpa3eosorisMiB  PEKJIaMHOTO
nuckypcey,ycboro 50 ogunuie). KpiM Toro, y KypcoBiii poOOTICKIaeHO
Jiarpamy, o0 MiCTUTh MOKJIMBI criocoOunepeksiany gppa3eoaoriuHux
OJIUHUIIb.

Knrwuoei cnoea: nepexiaj, nepekiaganbkuiiananis, ¢ppaseonoris, ¢
Pa3eosIori3M, PEKJIAMHHI TUCKYPC.



