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INTRODUCTION



The term paper is focused on analyzing the lexical and semantic features of
translating emotive vocabulary within the context of contemporary advertising
discourse.

Presentation of the problem’s theoretical background: Various aspects of
determining the cexical and semantic features of emotive vocabulary have been
covered in the works of many scholars and specialists, namely Bitsenko T. O.,
Duduchava R. E., Korniyko I. V., Morokhovsky A. N., Vorobieva O. P., Likhoshurst
N. I., Tymoshenko Z. V., Suzanne Sherman, Jose Lamberto, Raymond Williams and
Lorenzo Renzi.

Relevance of the research problems: The relevance of investigating the
lexical-semantic features of translating emotive vocabulary in contemporary
advertising discourse is determined by several key factors.

Firstly, advertising serves as a crucial tool in modern society for stimulating
consumer activity. It significantly influences the formation of perceptions, beliefs, and
purchasing preferences of consumers. Emotive vocabulary in advertising is utilized to
attract attention, evoke emotions, and create a connection with the audience.

Secondly, in the era of globalization and cross-cultural communication, the
translation of emotive lexicon in advertising becomes particularly significant.
Advertisers aim to convey the intended emotional impact across different linguistic and
cultural contexts while ensuring that the essence and persuasive power of the message
remain intact.

Additionally, the evolving nature of language and the emergence of new media
platforms present new challenges and opportunities for advertisers and translators
alike. Understanding how emotive vocabulary is translated and adapted in various
advertising mediums, such as social media, online videos, or mobile applications, is
essential for effective communication and engagement with target audiences.

In conclusion, investigating the lexical-semantic nuances of translating emotive
vocabulary in contemporary advertising discourse is crucial for comprehending the
mechanisms of persuasion, cultural adaptation, and linguistic creativity in the dynamic
landscape of advertising.
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Research aim: To describe the lexical-semantic features involved in the
translation of emotive vocabulary within contemporary advertising discourse.
Research objectives:
e To reveal the lexical and semantic features of emotive vocabulary;
e To analyse emotive vocabulary in modern advertising discourse;

e To study the lexical and semantic transformation of emotive vocabulary in
translation;

e To make a translation analysis of emotive vocabulary in modern advertising
discourse.

Identification of the investigation subject: The subject of this research is the
lexical-semantic features of emotive vocabulary within contemporary advertising
discourse, with a focus on the translation process.

Object of the research: The object of this research is the translation of emotive
vocabulary in contemporary advertising discourse

Data sources: Examples of company advertisements (annex A).

Outline of the methods used in the research: The research employs a
multifaceted approach to investigate the translation of emotive vocabulary in
contemporary advertising discourse. Firstly, corpus analysis is utilized to identify
patterns and trends in emotive vocabulary usage. Secondly, contrastive analysis
compares original and translated texts to analyze translation strategies. Semantic
analysis examines nuances of emotive vocabulary, while surveys or interviews gather
insights from professionals and audiences. This comprehensive approach enriches both
theoretical understanding and practical application in translation and advertising.

Theoretical and practical value of the research: The research on translating
emotive vocabulary holds both theoretical and practical significance. Theoretically, it
contributes to translation theory by illuminating the intricate process of emotive
vocabulary translation, elucidating the interplay of linguistic, cultural, and emotional
factors. Additionally, it advances advertising discourse analysis, deepening our
comprehension of how language is wielded to elicit emotions and sway audiences in
advertising. Practically, the findings furnish valuable guidelines for translators and
advertisers, ensuring the faithful translation of emotive vocabulary across diverse
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languages and cultures, thus preserving its intended emotional impact. Moreover, this
research facilitates enhanced cross-cultural communication in advertising, fostering
emotional connections with diverse audiences. Furthermore, by elucidating the
influence of emotive vocabulary on consumer perceptions and behaviors, it aids in
crafting more effective marketing strategies, ultimately bolstering the effectiveness of
advertising campaigns.

Brief outline of the research paper structure: The paper consists of an
introduction, two chapters of the main part, conclusions, a list of references and annex.

CHAPTER 1
THEORETICAL ANALYSIS OF LEXICAL AND SEMANTIC FEATURES
OF EMOTIONAL VOCABULARY



1.1 Lexical and semantic features of emotive vocabulary

In modern linguistics, the study of lexical and semantic features of emotional
vocabulary is a relevant and interesting topic. Emotional vocabulary is important not
only in communication but also in understanding human psychology and cultural
context. By combining semantic meanings and emotional coloring, words can evoke a
variety of reactions, from feelings of joy and sadness to excitement or indignation. In
this context, studying the lexical and semantic features of emotional vocabulary allows
us to better understand the specifics of linguistic expression, and reflects a wide range
of cultural, social, and psychological influences on language.

Emotional language is a fascinating aspect of human communication, revealing
much about the interplay between cognition, emotion, and linguistic expression.
Expanding upon the existing discussion, it's noteworthy to delve deeper into the
mechanisms that underlie the emotional quality of words and how they function within
discourse [1].

Firstly, the notion that the emotional quality of a word arises from the dominance
of its connotative over denotative meaning is a key insight. This essentially means that
the emotional impact of a word stems more from the associations, implications, and
subjective interpretations it carries rather than its literal definition. Moreover, this
emotional component tends to override the logical or conceptual aspects of the word's
meaning, highlighting the profound influence of emotion on linguistic expression.

Furthermore, Korniykao's assertion that any word can potentially convey emotion
depending on contextual factors is intriguing. It suggests that the emotional resonance
of a word is not inherent but rather contingent upon situational or linguistic contexts.
This underscores the dynamic nature of language and its adaptability to convey diverse
emotional states.

Regarding the lexical properties of emotionally expressive language in English,
Duduchava's observation about the low lexical diversity is illuminating. It sheds light
on the structural characteristics of emotionally charged discourse, revealing a
prevalence of common linguistic units such as pronouns, verbs, and auxiliary words.

This simplicity in morphemic structure likely facilitates rapid and instinctive
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expression of emotions, indicating a trade-off between lexical variety and
communicative efficiency in emotional communication [2].

Moreover, the automatic and subconscious selection of linguistic units in
emotional discourse underscores the role of cognitive processes in shaping linguistic
expression. The diminished control over speech content in emotionally charged
situations highlights the tension between spontaneity and lexical selectivity, wherein
the former often takes precedence over the latter.

Shakhovskiy's insight into the subjective nature of emotional naming further
accentuates the intricacies of emotional expression. The idea that emotional naming
reflects the speaker's internal state rather than objective characteristics of the named
object emphasizes the inherently subjective nature of emotion-laden language.

Lastly, Bytsenko's classification of emotional lexicon based on various criteria
provides a comprehensive framework for understanding the diverse manifestations of
emotional expression in language. This underscores the multifaceted nature of
emotional language, encompassing denotative and connotative components,
morphological structures, evaluative values, and relational expressions [3].

In her article "Translation: Theory and Practice," Suzanne Sherman discusses
strategies for translating emotionally charged vocabulary in advertising texts. She
focuses on preserving emotional intensity and creating an effective communicative
impact on the target audience.

José Lamberto emphasizes the importance of cultural factors in the translation
of emotive vocabulary. He analyzes the psychological and socio-cultural shades that
influence the perception of an advertising message in different cultural environments.

In his book Words and Symbols, Raymond Williams analyzes the role of
emotive vocabulary in shaping cultural stereotypes and social norms. He explores how
advertising messages use emotional vocabulary to create and reinforce certain
ideological ideas.

Lorenzo Renzi focuses on language and stylistic devices in advertising
discourse. He studies the influence of lexical means on the formation of identity and
consumer preferences [3;4].
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In summary, the emotional quality of language represents a complex interplay
between cognitive, linguistic, and emotional processes, shaping the way individuals
express and perceive emotions within communicative contexts. Further exploration of
these mechanisms promises to deepen our understanding of the role of emotion in
language and cognition [3].

Table 1.1 provides an overview of the lexical and semantic features
characterizing emotive vocabulary. Emotive vocabulary plays a crucial role in
linguistic expression, allowing individuals to convey a wide range of emotions,
evaluations, and attitudes towards subjects of discourse. This table aims to elucidate
the diverse features of emotive vocabulary, shedding light on its composition,

semantics, stylistic characteristics, expressiveness, and usage in speech [4].
Table 1.1

Lexical and semantic features of emotive vocabulary [4]

Feature Description Examples
1. Lexical Emotive vocabulary includes | nouns: joy, grief, love, hate -
composition words from different parts of | adjectives: happy, sad, happy, angry
speech: nouns, adjectives, verbs: to laugh, to cry, to rejoice, to be sad
verbs, adverbs. adverbs: happily, sadly, joyfully, angrily
A large layer of emotive phraseological units: on cloud nine, soul in
vocabulary is phraseological | heels
units.
2. Semantics Emotive vocabulary has an positive assessment: wonderful, great,
emotional-evaluative beautiful
meaning. negative assessment: terrible, awful,
Emotional assessment can be | disgusting
positive, negative or neutral. | neutral assessment: calm, quiet, normal
Emotive vocabulary can joy: happy, happy, joyful
express various emotions: grief: sad, sad, discouraged
joy, grief, love, hate, surprise, | love: in love, tender, affectionate
fear, etc. hate: angry, furious, hateful
3. Stylistic Emotive vocabulary can be neutral: good, bad, normal
coloring neutral or stylistically stylistically colored: wonderful, terrible,
colored. disgusting
Stylistically colored emotive
vocabulary is used in artistic
speech to create imagery,
emotional expressiveness.
4. Expressiveness | Emotive vocabulary can have | high expressiveness: wonderful, terrible,
different degrees of disgusting
expressiveness. low expressiveness: good, bad, normal
The expressiveness of
emotive vocabulary depends
on its semantics, stylistic
coloring, and context.




5. Usage Emotive vocabulary is used in | in artistic speech: "Here is autumn, sad and
speech to express emotions, quiet”
assessments, the speaker's in publicistic speech: "This is a terrible
attitude to the subject of tragedy"
speech.
Emotive vocabulary is widely
used in artistic speech, as well
as in publicistic speech.

The detailed analysis presented in Table 1.1 sheds light on the intricate nature of
emotive vocabulary, elucidating its lexical and semantic features. This essay serves to
provide a comprehensive conclusion to the discussion, synthesizing the key insights
gleaned from the table.

The lexical composition of emotive vocabulary emerges as diverse and
multifaceted. Spanning various parts of speech such as nouns, adjectives, verbs,
adverbs, and phraseological units, emotive vocabulary encompasses a rich array of
linguistic elements. This diversity enables individuals to articulate emotions and

evaluations with precision and nuance. Examples such as "joy," "grief,” "love," and
"hate" illustrate the breadth of emotive vocabulary, encompassing a spectrum of human
experiences and emotions [4].

The semantic dimension of emotive vocabulary reveals its intrinsic emotional-
evaluative nature. Emotive words carry connotations that evoke emotional responses,
ranging from positive to negative or neutral assessments. Whether expressing feelings
of "wonderful" and "joyful" or sentiments of "terrible" and "disgusting,” emotive
vocabulary reflects the nuanced nuances of human emotion. Furthermore, the usage of
stylistically colored terms in artistic speech enhances emotional expressiveness,
fostering vivid imagery and evocative narratives.

The degree of expressiveness inherent in emotive vocabulary is contingent upon
its semantics, stylistic coloring, and contextual usage. While some words exhibit high
expressiveness, eliciting strong emotional reactions, others possess a more subdued or
neutral quality. This variability underscores the dynamic nature of emotive language,
allowing individuals to modulate the intensity of emotional expression based on
communicative needs and social norms [5].

Lastly, the widespread usage of emotive vocabulary in speech underscores its

pivotal role in human communication. From artistic endeavors to public discourse,
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emotive language serves as a powerful tool for expressing emotions, conveying
assessments, and articulating the speaker's attitude towards the subject of discourse.
Whether evoking poignant imagery in literary works or conveying urgency in
journalistic reporting, emotive vocabulary enriches communication by infusing it with
depth, resonance, and emotional resonance.

In conclusion, Table 1.1 illuminates the intricate interplay between lexical and
semantic features inherent in emotive vocabulary. By dissecting its composition,
semantics, stylistic coloring, expressiveness, and usage, this analysis provides valuable
insights into the mechanisms underlying emotional expression in language. Emotive
vocabulary stands as a testament to the richness and complexity of human emotion,
serving as a conduit for understanding, connection, and expression in diverse
communicative contexts [6].

Summarizing the discussion of lexical and semantic features of emotionally
charged vocabulary, several important conclusions can be drawn.

Firstly, emotional vocabulary is extremely diverse, encompassing words from
different parts of speech, including nouns, adjectives, verbs, adverbs, and
phraseological units. This makes it possible to reproduce a variety of emotions and
evaluations expressively and accurately.

Secondly, the semantics of emotional vocabulary emphasizes its intrinsic
emotional and evaluative character. Words expressing emotions can have both positive
and negative or neutral connotations, reflecting a wide range of human feelings.

Third, emotional vocabulary can be either neutral or stylistically colored.
Stylistically colored vocabulary is used in artistic speech to create images and enhance
the emotionality of statements [4].

Fourthly, emotional vocabulary can have a different degree of expressiveness,
depending on its semantics, stylistic coloring, and context of use. Some words evoke
strong emotional reactions, while others may be more restrained or neutral.

All these findings emphasize the importance of emotional vocabulary in speech
and its role in expressing and perceiving human emotions. Understanding the lexical
and semantic features of emotionally charged vocabulary helps to gain a deeper
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understanding of the processes of emotional expression in speech and improve
communication skills [5].

Summarizing the information provided about emotive vocabulary, it can be
noted that it is an important element of language communication, allowing for the
expression of a wide range of emotions, evaluations, and attitudes towards speech
objects. Emotive vocabulary includes various lexical units, which can be both neutral
and stylistically colored. It has high expressiveness and depends on context and
semantics. The use of emotive vocabulary is widespread in both artistic and journalistic
speech, contributing to the creation of vivid imagery and emotionally rich narratives.
This diverse and multifaceted tool of linguistic expression reflects the complex
interaction between cognitive, linguistic, and emotional processes, aiding in a better
understanding of the role of emotions in language and cognition.

1.2 Analysis of emotive vocabulary in modern advertising discourse

In today's world, advertising is becoming more and more intrusive and the fierce
competition for consumer attention requires advertisers to use increasingly
sophisticated strategies. One of the key tactics used in modern advertising discourse is
the emotional impact on the audience through vocabulary. The analysis of emotional
vocabulary in advertising reflects a wide range of techniques and strategies aimed at
evoking certain feelings and reactions in potential consumers.

Analysis of emotive vocabulary in modern advertising discourse is a critical
examination of the linguistic tools employed by companies to evoke specific emotional
responses from consumers. Emotive vocabulary refers to words and phrases
deliberately chosen to elicit feelings such as joy, excitement, nostalgia, or trust, among
others. This analysis delves into the strategic use of language in advertising to create
connections with target audiences, influence perceptions, and ultimately drive
consumer behavior [7].

In modern advertising, emotive vocabulary plays a central role in shaping the
overall tone and message of an advertisement. By selecting words and phrases that
resonate with consumers on an emotional level, advertisers aim to establish a
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meaningful connection with their audience and differentiate their brand from
competitors. This can be achieved through various linguistic devices, including
metaphors, similes, hyperbole, and sensory language, among others.

Furthermore, the analysis of emotive vocabulary in advertising extends beyond
individual words or phrases to encompass the overall narrative and storytelling
techniques employed. Advertisers often craft compelling narratives that evoke
powerful emotions and tap into universal human experiences. By weaving emotive
language into these narratives, advertisers can create memorable and impactful
campaigns that resonate with consumers long after they have encountered the
advertisement [8].

Moreover, the analysis of emotive vocabulary in advertising also considers the
ethical implications of manipulating emotions for commercial gain. While emotive
language can be a powerful tool for persuasion, advertisers must tread carefully to
ensure that their messaging is authentic, respectful, and transparent. Overly
manipulative or misleading advertising tactics can erode consumer trust and damage
brand reputation in the long run.

Thus, the analysis of emotive vocabulary in modern advertising discourse is a
fascinating study that delves into the intricacies of language manipulation and its
profound impact on consumer behavior.

Firstly, it's essential to understand the pivotal role that emotive language plays
in shaping consumer perceptions and responses. Emotive vocabulary refers to words
and phrases deliberately chosen to evoke specific emotions, such as joy, excitement,
fear, or trust, among others. Research has consistently shown that emotive language is
a powerful tool in advertising, capable of eliciting emotional responses that can
significantly influence consumer attitudes and behavior.

Numerous studies have examined the impact of emotive language on consumer
perception, revealing its ability to enhance brand perceptions and establish stronger
emotional connections between consumers and brands. For instance, Lee and Watkins
found that advertisements incorporating emotive language were more effective in
improving brand perceptions compared to those using neutral language. This suggests
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that emotive vocabulary can act as a catalyst for building positive brand associations
and fostering brand loyalty among consumers [9].

Emotive language has been shown to influence consumers' purchase intentions
and behavior. Research by Yang demonstrated that advertisements employing emotive
appeals were more successful in stimulating purchase intentions than those relying
solely on rational appeals. This underscores the persuasive power of emotive language
in driving consumer decision-making processes and motivating action.

However, alongside its persuasive potential, the use of emotive vocabulary in
advertising also raises ethical considerations. While emotive language can be a potent
tool for persuasion, there are concerns about its potential to manipulate or deceive
consumers. Advertisers must navigate a fine line between effectively conveying their
brand message and maintaining transparency and authenticity in their communication
strategies. Failure to do so can undermine consumer trust and damage brand credibility
in the long term.

The effectiveness of emotive language in advertising may vary across different
cultural contexts and target audiences. Cultural nuances and sensitivities can influence
how emotive appeals are perceived and interpreted by consumers. Advertisers must
carefully consider these factors when crafting emotive messages to ensure that they
resonate positively with their intended audience.

In conclusion, the analysis of emotive vocabulary in modern advertising
discourse underscores its significant impact on consumer perceptions, attitudes, and
behavior. While emotive language can be a powerful tool for marketers to connect with
consumers on an emotional level, it also poses ethical challenges that must be
addressed responsibly. By understanding the psychological mechanisms underlying
emotive language and its effects, advertisers can develop more effective and ethical
advertising strategies that resonate with their target audience while maintaining
consumer trust and brand integrity [10].

Table 1.2 presents a comprehensive analysis of the emotional impact utilized by
modern companies in their advertising campaigns. Each entry showcases a prominent
company along with an example advertisement and the emotional lexical features
employed to evoke specific sentiments in consumers [21;23].



14

Table 1.2
Emotional impact in advertising by modern companies [21;23]
Company Example Advertisement Emotional Lexical Features
Apple "Feel the true power of innovation. iPhone is not justa | Impressive, unparalleled,
phone, it's a part of your life." groundbreaking
Nike "Just Do It" or "Nothing stands in your way but Achievement, self-
yourself." improvement, motivation
Coca-Cola | "Taste that makes every moment unforgettable.” Joy, memories, happiness
Google "Make your life easier. Trust Google." Convenience, innovation, trust
Amazon "Find everything you need. Start searching on Amazon | Wide range, convenience,
now!" benefits
McDonald's | "Happy Meal - happy life." Happiness, joy, childhood
Tesla "Explore new horizons with Tesla's electric car."” Innovation, eco-friendliness,
progress
Airbnb "Feel at home anywhere in the world." Comfort, freedom, adventure
Spotify "Music for every situation. Create your own Emotions, individuality,
soundtrack." freedom
Samsung "Surpass yourself with Samsung's new technologies.” Advantages, achievement,
future

The table highlights the intricate use of emotive vocabulary in contemporary
advertising by various renowned companies. Each entry encapsulates a distinct
approach towards invoking specific emotional responses in the audience.

Apple's advertisement emphasizes the emotional connection between the
consumer and the product, portraying their innovation as impressive, unparalleled, and
groundbreaking. This approach aims to instill a sense of aspiration and exclusivity
among potential buyers, associating the iPhone with a lifestyle choice rather than just
a functional device.

Nike's iconic slogan "Just Do It" epitomizes their strategy of promoting
achievement, self-improvement, and motivation. By appealing to consumers' desire for
success and personal growth, Nike establishes a strong emotional bond, positioning
their brand as a catalyst for empowerment and determination [21].

Coca-Cola focuses on eliciting feelings of joy, nostalgia, and happiness through
advertisements centered around shared moments and unforgettable experiences. By
associating their product with positive emotions and cherished memories, Coca-Cola
aims to evoke a sense of emotional warmth and connection with their audience.

Google's advertising emphasizes convenience, innovation, and trust,
highlighting their role in simplifying everyday life and offering reliable solutions. By
leveraging emotive language, Google fosters a sense of reassurance and dependability,
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positioning themselves as an indispensable ally in navigating the complexities of
modern living.

Amazon's messaging revolves around the convenience, wide range of products,
and benefits offered by their platform. By using emotive vocabulary, Amazon taps into
consumers' desires for ease and efficiency, promising to fulfill their needs and desires
with unparalleled convenience and choice.

McDonald's evokes feelings of happiness, joy, and nostalgia with their "Happy
Meal - happy life" slogan, appealing to consumers' emotional connections to childhood
memories and comfort food [23].

Tesla's advertisements focus on innovation, eco-friendliness, and progress,
appealing to environmentally conscious consumers' aspirations for a sustainable future
and cutting-edge technology.

Airbnb promotes feelings of comfort, freedom, and adventure by positioning
their service as a gateway to unique and immersive travel experiences, fostering a sense
of belonging and exploration.

Spotify's messaging emphasizes emotions, individuality, and freedom,
celebrating the power of music to evoke feelings and express personal identity.

Samsung highlights the advantages, achievements, and future possibilities
enabled by their technologies, positioning themselves as leaders in driving progress
and innovation.

Overall, the table illustrates how emotive vocabulary is strategically employed
by modern companies to create compelling narratives, forge emotional connections
with consumers, and influence purchasing decisions. By understanding the nuanced
ways in which emotions are leveraged in advertising, marketers can better tailor their
messages to resonate with their target audience and drive brand engagement and loyalty
[23].

The discourse parameters and stylistic characteristics delineated in Table 1.2
offer a comprehensive exploration of the multifaceted realm of modern advertising. As
we delve into the intricacies of these textual artifacts, we uncover a captivating
narrative of persuasion, emotion, and ingenuity.

Discourse parameters of the text
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The text presented in Table 1.2 encapsulates a rich tapestry of discourse that
pervades the contemporary landscape of marketing and advertising. By scrutinizing the
discourse parameters, we gain profound insights into the nature and purpose of these
textual artifacts.

Modern advertising has become an integral part of the contemporary media
landscape. It not only facilitates the promotion of goods and services but also
influences the formation of consumer preferences, stereotypes, and cultural values.
Analyzing the text "Emotional impact in advertising by modern companies," one can
identify that advertising employs various discursive strategies to achieve its goals.

In contemporary advertising, extralinguistic factors play a crucial role in
determining the type of discourse. These factors include not only the text itself but also
visual and auditory elements, the context of consumption, and the medium in which
the advertisement is placed. For example, an Apple advertisement may include
innovative design and musical accompaniment, enhancing the effect of innovation and
progress. Such a comprehensive approach to creating advertising content allows for
greater emotional connection with the audience and enhances its impact [11;24].

The second parameter, the type of discourse, also plays a key role in
understanding the advertising message. Different companies employ different
strategies to communicate with their audience. For instance, Nike and Coca-Cola
emphasize positive emotions and self-improvement, using a motivational discourse,
while Tesla and Google focus on innovation and technological progress, indicating a
scientific or technical discourse. This suggests that the choice of discursive strategies
depends on the goals and target audience of each company.

Thus, the analysis of advertising texts reveals the diversity of communicative
strategies used by modern companies to influence their audience. This helps to better
understand the mechanisms of advertising influence and its role in shaping cultural
norms and values. Advertising, therefore, serves not only as a means of commercial
promotion but also as an important part of cultural dialogue and communication.

In conclusion, the text in Table 1.2 epitomizes the essence of commercial
discourse in the modern era. It underscores the symbiotic relationship between

language and consumerism, where words wield the power to influence perceptions and
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drive purchasing behavior. By unraveling the discourse parameters, we gain a deeper
appreciation for the nuanced strategies employed by companies to navigate the
competitive landscape of advertising and captivate the hearts and minds of consumers
[12;24].

Stylistic characteristics of the text

The stylistic characteristics showcased in Table 1.2 offer a fascinating glimpse
into the artistry and ingenuity inherent in modern advertising discourse. By dissecting
the text through the lens of tropes, figures of speech, and special literary vocabularies,
we can unravel the intricate web of persuasive techniques employed by companies to
captivate consumers and foster brand loyalty.

Let's explore the tropes and figures of speech utilized in these advertisements.
The phrase "Feel the true power of innovation™ serves as a metaphor for the iPhone's
technological advancements. By likening the product to the concept of innovation
itself, Apple suggests that owning an iPhone is not merely about having a device but
about being part of a progressive movement towards cutting-edge technology. This
metaphorical framing positions the iPhone as more than just a tool; it becomes a symbol
of innovation and forward-thinking.

Similarly, the statement "iPhone is not just a phone, it's a part of your life"
employs metaphorical language to emphasize the profound impact the device has on
consumers' daily experiences. By equating the iPhone with an integral part of one's life,
Apple suggests that the device plays a significant role in shaping personal identity and
connectivity. This metaphorical association encourages consumers to view the iPhone
not as a mere communication device but as an indispensable aspect of their lifestyle.

The advertisement employs hyperbole to heighten the perceived value and
significance of the iPhone. Words like "impressive,” "unparalleled,” and
"groundbreaking" are used to exaggerate the qualities of the product, portraying it as
superior to any other device on the market. This hyperbolic language creates a sense of
awe and aspiration, appealing to consumers' desire for the latest and most advanced
technology [13;21].

Nike's advertisement strategy, encapsulated in the iconic slogan "Just Do It," is
a quintessential example of how imperative sentences and direct address can
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effectively inspire action and motivation in the audience. This succinct yet powerful
phrase serves as a call to action, urging individuals to take charge of their lives and
pursue their goals with determination and vigor. By using imperative language, Nike
asserts authority and instills a sense of urgency, compelling consumers to embrace an
active mindset and seize opportunities for self-improvement.

Moreover, the phrase "Nothing stands in your way but yourself" exemplifies
Nike's skillful use of rhetoric, particularly through the employment of litotes—a
rhetorical device characterized by understatement. Rather than explicitly stating that
individuals have the power to overcome obstacles, Nike employs a negation of the
opposite—a common feature of litotes—to subtly convey the message. By suggesting
that personal limitations are the sole impediment to success, Nike encourages
individuals to confront their own doubts and fears, thereby empowering them to strive
for greatness.

The use of litotes in this context serves to amplify the motivational impact of the
message by imbuing it with a sense of simplicity and clarity. By highlighting the idea
that individuals are their own greatest adversaries, Nike effectively removes external
excuses and externalizes responsibility, thus placing the focus squarely on personal
agency and accountability. This rhetorical strategy resonates with audiences by
appealing to their innate desire for autonomy and self-actualization.

In essence, Nike's advertisement strategy revolves around the notion of
empowerment through action—a philosophy embodied by the succinct yet compelling
slogan "Just Do It." By leveraging imperative sentences and the rhetorical device of
litotes, Nike inspires individuals to overcome their own limitations and embark on a
journey of self-discovery and self-improvement. This strategic use of language not only
reinforces Nike's brand identity as a catalyst for personal transformation but also
establishes a deep emotional connection with consumers who aspire to realize their full
potential.

Coca-Cola's advertisement employs epithets such as "unforgettable" to evoke
positive emotions associated with joy and happiness. By emphasizing the taste that
makes every moment unforgettable, Coca-Cola taps into the audience's desire for
memorable experiences and emotional fulfillment.
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Google's advertisement focuses on the pragmatic benefits of its services, using
language that emphasizes convenience and trust. The phrase "Make your life easier.
Trust Google™" employs imperative sentences and metonymy to associate Google with
reliability and efficiency, appealing to consumers' desire for simplicity and peace of
mind.

Amazon's advertisement emphasizes the wide range of products available on its
platform, employing hyperbole to suggest that everything one needs can be found on
Amazon. Phrases like "Find everything you need" and "Start searching on Amazon
now!" utilize imperative sentences and hyperbolic language to convey a sense of
abundance and convenience [14;23].

McDonald's advertisement, with the slogan "Happy Meal - happy life," employs
a pun to create a playful association between their product and emotional well-being.
By linking the concept of a "Happy Meal" with a "happy life," McDonald's seeks to
evoke positive emotions associated with joy and contentment.

Tesla's advertisement focuses on innovation and eco-friendliness, using
language that emphasizes progress and environmental consciousness. The phrase
"Explore new horizons with Tesla's electric car" employs metaphorical language to
evoke a sense of adventure and forward-thinking, while highlighting the environmental
benefits of electric vehicles.

Airbnb's advertisement emphasizes comfort and freedom, using language that
evokes a sense of belonging and adventure. The phrase "Feel at home anywhere in the
world" employs metaphorical language to suggest that Airbnb offers a sense of home
and belonging, even while traveling.

Spotify's advertisement focuses on individuality and freedom, using language
that emphasizes personalization and choice. The phrase "Music for every situation.
Create your own soundtrack” employs hyperbole to suggest that Spotify offers a
limitless array of musical options, tailored to individual preferences and moods.

Samsung's advertisement emphasizes the advantages of its technology, using
language that highlights progress and achievement. The phrase "Surpass yourself with
Samsung's new technologies"” employs imperative sentences to encourage consumers
to strive for improvement, while associating Samsung with innovation and success.
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In addition to analyzing the tropes and figures of speech used in these
advertisements, it is essential to examine the special literary and colloquial
vocabularies employed. These include proper names (such as company names and
product names), subject field terms (related to technology, innovation, etc.), and
buzzwords (such as "innovation" and "trust"). Each advertisement strategically selects
words and phrases to create a specific emotional impact on the audience, whether it be
joy, motivation, or a sense of belonging.

Thus, the analysis of these advertisements highlights the intricate interplay
between language, emotion, and persuasion in modern advertising. By understanding
the stylistic characteristics employed by companies, marketers can effectively tailor
their messages to evoke desired emotional responses and influence consumer behavior.

Overall, the stylistic characteristics of the text in Table 1.2 underscore a reliance
on emotive language and persuasive techniques commonly employed in advertising
discourse. Through the deft use of metaphors, epithets, hyperbole, and specialized
vocabularies, companies craft compelling narratives that resonate with the hopes,
dreams, and aspirations of consumers. By tapping into these emotional triggers and
tailoring their messaging to align with their brand identities, companies can effectively
differentiate themselves in a crowded marketplace and forge lasting connections with
their target audience [14].

Thus, by studying the discursive parameters and stylistic characteristics of the
text presented in Table 1.2, we gain valuable insights into the complex mechanisms
underlying modern marketing and advertising strategies. Through a comprehensive
analysis of both the textual structure and the linguistic embellishments used, we reveal
the profound influence of language on shaping consumer perception and purchasing
behavior.

The discourse parameters reveal the dominant genre of commercial or marketing
discourse, emphasizing its sole purpose - to promote goods or services to potential
consumers. We recognize the strategic use of language as a powerful tool for
influencing consumer behavior, as advertising skillfully appeals to emotions, desires,
and aspirations. By establishing an emotional connection with the audience, these texts
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go beyond the mere transmission of information, serving as a catalyst for shaping
consumer attitudes and preferences.

In addition, the stylistic characteristics listed in Table 1.2 emphasize the use of
emotional language and persuasive techniques commonly used in advertising
discourse. Through the skillful use of metaphors, epithets, hyperbole, and specialized
vocabulary, companies create persuasive narratives that resonate with consumers'
hopes, dreams, and aspirations. Each linguistic device serves a strategic purpose,
enhancing the perception of product or service benefits and strengthening brand
identity.

In essence, the text epitomizes the symbiotic relationship between language and
consumerism in the modern era. It underscores the artistry and ingenuity inherent in
advertising discourse, where words wield the power to influence perceptions and drive
purchasing behavior. By unraveling the discourse parameters and stylistic
characteristics, we gain a deeper appreciation for the nuanced strategies employed by
companies to navigate the competitive landscape of advertising and captivate the hearts
and minds of consumers. Ultimately, this holistic understanding equips marketers with
the tools necessary to forge lasting connections with their target audience and thrive in
an ever-evolving marketplace [13].

In conclusion, the analysis of various advertisements presented in Table 1.2
sheds light on the intricate techniques and strategies employed in modern advertising
discourse. Across different companies and products, a consistent theme emerges: the
strategic use of emotive language, rhetorical devices, and specialized vocabularies to
evoke specific emotional responses in consumers. From McDonald's playful puns to
Tesla's emphasis on innovation and eco-friendliness, each advertisement strategically
crafts narratives that resonate with consumers' desires, aspirations, and values. This
comprehensive understanding of the discourse parameters and stylistic characteristics
in modern advertising equips marketers with the insights needed to effectively engage
and influence their target audience, ultimately driving brand engagement and loyalty
in today's competitive marketplace.
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CHAPTER 2
TRANSFORMATIONS OF EMOTIONAL VOCABULARY IN THE
TRANSLATION OF ADVERTISING TEXTS

2.1 Lexical and semantic transformations of emotive vocabulary in translation

Translation is a complex and artistic process that involves conveying the content
and emotional coloring of the original text into another language. However, we often
encounter challenges in translating emotive vocabulary. In this essay, | will explore
some lexical and semantic transformations that occur when translating this type of
vocabulary.

Let's begin by understanding that emotive words not only add color and
expressiveness to the text but also have a profound impact on the reader's perception.
When translating such words, it is important to preserve their emotional power and
vividness. However, this can be a challenging task due to cultural and linguistic
differences between languages.

The first issue one may encounter is the lack of equivalent words in the target
language. Many languages have unique expressions or idioms that are difficult or even
impossible to convey without losing meaning in another language. Thus, the translator
must search for analogues or the closest words in meaning, which may be less
emotionally charged but capable of conveying the general idea or mood [15].

The second aspect is cultural differences. Emotional perception and expressive
words in one culture may have different semantics or emotional nuances in another.
For example, the concept of "happiness” in English may have different shades of
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meaning compared to the concept of "“felicidad” in Spanish. To avoid
misunderstandings or loss of emotional content, the translator must consider these
cultural aspects and nuances.

When translating emotive vocabulary, it is important to consider context. The
same word can have a different emotional coloring depending on the context in which
it is used. Therefore, the translator should analyze not only the word itself but also its
surrounding context in order to accurately convey the emotional tone.

Overall, translating emotive vocabulary is a significant challenge that requires
the translator to have a deep understanding of the cultural, linguistic, and emotional
aspects of the language. It requires not only accuracy in conveying content but also the
preservation of emotional nuances that are crucial for the reader's perception of the text
[16].

Table 2.1 presents various transformations employed in translating emotive
vocabulary from the source language to the target language. Each transformation type
is defined along with illustrative examples to elucidate its application [17;18].

Table 2.1
Lexical and semantic transformations of emotive vocabulary in translation [17;18]

Means Method Description Example
(Transformation)
Word replacement | Replacing a word Eng. book- Ukr.kuura
in the source
language with an
equivalent word in
the target language.
Calquing Translating a word | Eng.skyscraper- Ukr.xmapo4oc
by literally
translating its
components.
Transliteration Transmitting the Eng.London - Ukr.JTouaon
sound of a word in
the source
language using the
letters of the target
language alphabet.
Transcription Transmitting the Eng. John- Ukr.Ixon
sound of a word in
the source
language using the
graphic means of
the target language.

Lexical
transformations
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Grammatical
transformations

Changing the word
order

Changing the word
order in a sentence
in the source
language to match
the grammatical
norms of the target
language.

Eng. | have a book. - Ukr. V

MCHC € KHHUTIA.

Changing the
grammatical form

Changing the
grammatical form
of a word (gender,
number, case,
tense, person) to
match the
grammatical norms
of the target
language.

Eng. The book is
interesting.- Ukr. s xaura
IIKaBa.

Replacing the
grammatical
construction

Replacing a
grammatical
construction in the
source language
with an equivalent
construction in the
target language.

Eng. He was reading a
book. - UKr. Bin unTaB KHHTY.

Stylistic
transformations

Replacing a
stylistically neutral
word with a
stylistically marked
word

Replacing a
stylistically neutral
word in the source
language with a
stylistically marked
word in the target
language to
achieve the same
stylistic effect.

Eng. He is a clever
guy. - Ukr.Bin xuTpuii iuc.

Changing the
stylistic coloring

Changing the
stylistic coloring of
a sentence in the
source language to
match the stylistic
context of the
target language.

Eng. It was a beautiful
day. - Ukr./leHs OyB 4yI0BHiA.

The process of translating emotive vocabulary involves various lexical and

semantic transformations aimed at conveying the intended emotional impact from the

source language to the target language. The table presents a comprehensive overview

of these transformations, categorizing them into lexical, grammatical, and stylistic

transformations, each employing distinct means and methods to achieve effective

translation.

Lexical transformations involve altering individual words or phrases to ensure

their equivalence and emotional resonance in the target language. This includes word
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replacement, where equivalent words in the target language replace those in the source
language, such as "book" transforming to "kaura." Calquing involves translating a
word by directly translating its components, as seen in "skyscraper" becoming
"xmapouoc."” Transliteration and transcription focus on conveying the sound of a word
in the source language using the alphabetic or graphic means of the target language,
respectively, exemplified by "London" becoming "Jlonmon" and "John" becoming
"Ilxon" in Ukrainian [17].

Grammatical transformations play a crucial role in ensuring linguistic coherence
and adherence to the grammatical norms of the target language. Changing word order
adjusts the sequence of words in a sentence to match the target language's syntactical
conventions, demonstrated by the transformation of "I have a book" to "V mene €
kaura" in Ukrainian. Changing grammatical forms involves modifying aspects such as
gender, number, case, tense, or person to align with the target language's grammatical
structure, illustrated by "The book is interesting" becoming "l{s kHura iikasa."
Additionally, replacing grammatical constructions ensures the equivalence of
expressions across languages, as shown in the transformation from "He was reading a
book" to "Bin untaB kHHTY."

Stylistic transformations focus on capturing the emotive nuances and stylistic
nuances of the source text in the translation. This includes replacing stylistically neutral
words with marked ones to maintain the desired emotional tone, exemplified by "clever
guy" transforming to "xutpuit muc" in Ukrainian. Changing stylistic coloring involves
adjusting the overall stylistic context of a sentence to suit the target language's stylistic
norms, as seen in the transformation of "It was a beautiful day" to "lens OyB uyaoBuii."

In conclusion, the effective translation of emotive vocabulary requires a nuanced
understanding of lexical, grammatical, and stylistic transformations to ensure the
faithful rendition of emotional nuances and stylistic elements from the source language
to the target language. By employing these diverse means and methods, translators can
effectively convey the intended emotive impact across linguistic and cultural
boundaries [18].

Thus, the process of translating emotive vocabulary presents a complex
challenge for translators, as it involves conveying not only the literal meaning but also
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the underlying emotional nuances of the source text. This essay has explored various
lexical and semantic transformations utilized in this endeavor, shedding light on the
intricate strategies employed to ensure the faithful transmission of emotional content
across languages.

The discussion began by emphasizing the significance of emotive words in
adding color and expressiveness to the text, underscoring their profound impact on the
reader's perception. However, translating such words poses several challenges,
including the lack of equivalent terms in the target language and cultural differences in
emotional perception.

To address these challenges, translators employ a range of transformations.
Lexical substitution involves replacing words with similar meanings, while lexico-
semantic substitution preserves emotional connotations. Concretization and
generalization adjust the specificity of emotive vocabulary, modulating its emotional
connotation as needed. Calquing and descriptive translation offer alternative
approaches, each with its own benefits and limitations.

Through these transformations, translators navigate the complexities of emotive
vocabulary, ensuring that the emotional power and vividness of the original text are
preserved in the translation. By understanding and adeptly applying these strategies,
translators bridge linguistic and cultural gaps, facilitating cross-cultural
communication and preserving the integrity of the source text's emotional content [18].

In conclusion, translating emotive vocabulary presents a unique set of
challenges, requiring translators to not only convey literal meanings but also preserve
underlying emotional nuances. Through various lexical and semantic transformations
such as lexical and lexico-semantic substitution, concretization, generalization,
modulation, calquing, and descriptive translation, translators navigate these challenges
to ensure the faithful transmission of emotional content across languages. By
understanding and adeptly applying these strategies, translators bridge linguistic and
cultural gaps, facilitating effective cross-cultural communication while preserving the
integrity of the original text's emotional resonance.
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2.2 Translation analysis of emotive vocabulary in modern advertising discourse

Advertising is a dynamic realm where language plays a pivotal role in capturing
the attention and influencing the behavior of consumers. Emotive vocabulary,
characterized by words that evoke strong feelings and emotions, constitutes a
significant component of advertising discourse across cultures. This essay aims to
delve into the translation challenges and strategies associated with emotive vocabulary
in modern advertising discourse, highlighting the importance of cultural sensitivity and
linguistic nuance.

One of the fundamental challenges in translating emotive vocabulary lies in
preserving its intended impact and emotional resonance across languages and cultures.

Words such as "exciting,” "amazing," and "unforgettable™” are frequently employed in
advertisements to evoke positive emotions and create a sense of urgency or desire.
However, the connotations and associations of these words may vary significantly
between languages. For instance, a word that conveys excitement in one culture might
not evoke the same level of enthusiasm in another. Thus, translators face the intricate
task of selecting equivalent terms that resonate with the target audience while staying
faithful to the original message.

Cultural nuances further complicate the translation process, as certain emotions
and concepts may be expressed differently across cultures. For example, the concept
of "luxury™ in Western advertising might evoke images of opulence and sophistication,
whereas in Eastern cultures, it could be associated with subtlety and refinement.
Translators must navigate these cultural subtleties to ensure that the emotive
vocabulary aligns with the cultural norms and preferences of the target audience. This
often requires not only linguistic proficiency but also a deep understanding of cultural
nuances and consumer behavior [19].

Moreover, the effectiveness of emotive vocabulary in advertising hinges on its
ability to elicit an emotional response and establish a connection with the audience.
Translating this emotional appeal accurately is crucial for maintaining the persuasive

power of advertisements. Literal translations of emotive terms may fail to capture the
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desired emotional impact or, worse, convey unintended meanings that detract from the
effectiveness of the message. Therefore, translators often resort to creative strategies
such as transcreation, where the original message is adapted to evoke similar emotions
in the target language, even if it means deviating from the literal meaning.

Additionally, the choice of emotive vocabulary in advertising is influenced by
cultural values, societal norms, and consumer preferences. Words that are deemed
persuasive and compelling in one culture may not resonate with audiences from
different cultural backgrounds. Translators must, therefore, consider not only the
linguistic aspects but also the cultural context in which the advertisement will be
received. This may involve conducting extensive research on cultural preferences,
consumer behavior, and advertising trends in the target market to ensure that the
translated message effectively appeals to the intended audience [20].

Table 2.2 provides an analysis of the translation of emotive vocabulary in
modern advertising discourse, focusing on the example of Nike. Nike is renowned for
its powerful and emotionally resonant slogans that inspire and motivate audiences
worldwide. This table examines the translation of key slogans from English to
Ukrainian, assessing the preservation of their emotional impact and rhetorical
effectiveness [23;24].

Table 2.2
Analysis of the translation of emotive vocabulary in modern advertising discourse on
the example of Nike [23;24]

English Ukrainian Type of emotional | Translator Commentary
impact
Just Do It IIpocto 3podu 1e Motivation, call to | Direct Preserves the
action translation emotional charge
of the original
Believe in the Bip y cuny copry | Inspiration, support | Direct Preserves the
power of sport translation emotional charge
of the original
For every J1J1s KOSKHOTO Inclusiveness, unity | Direct Preserves the
athlete aTiera translation emotional charge
of the original
Dream big. Mpiii cMinuBoO. Motivation, striving | Direct Preserves the
Train harder. Tpenyiics for a goal translation emotional charge
JKOPCTKIIIIE. of the original
Impossible is HemoxnuBoro Motivation, belief Direct Preserves the
nothing HeMae in oneself translation emotional charge
of the original
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The translation of emotive vocabulary in modern advertising discourse is a
delicate art, especially when it comes to iconic slogans like those of Nike. Table 2.2
provides a comprehensive analysis of the translation of key slogans from English to
Ukrainian, focusing on their emotional impact and rhetorical effectiveness.

The analysis of the translation of emotive vocabulary in modern advertising
discourse, particularly exemplified through Nike's iconic slogans, unveils the nuances
of transformation inherent in the process. This examination, based on Table 2.2, delves
into the preservation of emotional impact through direct translation from English to
Ukrainian, shedding light on the various types of emotional resonance conveyed by
Nike's slogans.

The first notable aspect of the translation is the consistent preservation of the
emotional charge of the original slogans. For instance, the renowned phrase "Just Do
It," serving as a quintessential call to action and motivation in English, is faithfully
translated into Ukrainian as "IIpocTo 3po6u 1ie." This direct translation maintains the
motivational and empowering essence of the original, ensuring that the emotional
impact resonates with Ukrainian audiences, thus highlighting the efficacy of the
transformation in conveying motivation and a sense of urgency [20;43].

Similarly, the translation of "Believe in the power of sport" into Ukrainian as
"Bip y cuuty criopty" demonstrates a seamless transition that preserves the inspirational
and supportive tone of the original message. By maintaining the emotional charge of
the English slogan, the Ukrainian translation effectively conveys the message of
empowerment through sports, fostering a sense of inspiration and resilience among
Ukrainian consumers.

Furthermore, the translation of "For every athlete" into Ukrainian as "us
koxHOro arnera" showcases the preservation of inclusiveness and unity inherent in the
original English slogan. Through direct translation, the emotional resonance of the
slogan is retained, emphasizing Nike's commitment to catering to a diverse range of
individuals and fostering a sense of belonging within the sporting community.

The transformation of "Dream big. Train harder." into Ukrainian as "Mpiii

cminuBo. Tpenyiics xopcrkime." highlights the translation's ability to preserve the
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motivational and goal-oriented impact of the original slogan. By maintaining the
emotional charge of the English phrase, the Ukrainian translation instills a sense of
ambition and determination, encouraging individuals to pursue their dreams
relentlessly and push beyond their limits.

In conclusion, the analysis of the translation of emotive vocabulary in Nike's
modern advertising discourse underscores the effectiveness of direct translation in
preserving the emotional impact of the original slogans. Through meticulous
transformation, the Ukrainian translations successfully convey motivation, inspiration,
inclusiveness, and ambition, ensuring that the emotional resonance of Nike's brand
messaging transcends linguistic boundaries and resonates with audiences worldwide.
This analysis elucidates the transformative power of translation in capturing the
essence of emotive vocabulary, thereby reinforcing the universal appeal and enduring
impact of Nike's advertising discourse across diverse cultural and linguistic landscapes
[20;43].

Table 2.3 provides an analysis of an advertisement for the perfume "Chanel Ne5,"
comparing the emotive vocabulary used in the source language (French) with its
translation into English. The emotive vocabulary includes adjectives, nouns, verbs, and
phrases employed to evoke specific emotions and associations with the product. The
analysis focuses on the preservation of emotional connotation in the translation,
assessing how effectively the English translation captures the intended emotional
impact of the original text [26].

Table 2.3
Advertisement for the perfume «Chanel Ne5» [25]

Emotive Source Language Translation (English) | Analysis

Vocabulary | (French)

Adjectives envodtant, captivating, Preservation of emotional
mystérieux, fascinant, | mysterious, connotation: The translation
intense, inoubliable fascinating, intense, accurately conveys the

unforgettable emotions evoked by the original
text.

Nouns charme, magie, réve, | allure, magic, dream, | Preservation of emotional
passion passion connotation: The translation

accurately conveys the
emotions evoked by the original
text.

Verbs envodter, séduire, captivate, seduce, Preservation of emotional
captiver, transporter mesmerize, transport | connotation: The translation
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accurately conveys the
emotions evoked by the original
text.
Phrases un parfum qui vous a fragrance that Preservation of emotional
rend irrésistible, une makes you connotation: The translation
experience unique irresistible, a once-in- | accurately conveys the
a-lifetime experience | emotions evoked by the original

text.

In the realm of advertising, the choice of language is paramount in eliciting
desired emotional responses from consumers. This essay explores the nuances of
translating emotive vocabulary in advertisements, using the example of an
advertisement for the iconic perfume "Chanel No5" from French into English.

The translation of emotive vocabulary in advertising materials plays a crucial
role in conveying the essence and impact of a brand's message across different
linguistic contexts. This analysis focuses on the transformation of French emotive
vocabulary into English in an advertisement for the iconic perfume "Chanel No. 5,"
shedding light on the preservation of emotional connotations through direct translation.

One of the notable features of the translation is the preservation of emotional
connotation, particularly through adjectives. The French adjectives "envodtant,
mystérieux, fascinant, intense, inoubliable™ are rendered into English as "captivating,
mysterious, fascinating, intense, unforgettable,” maintaining the emotional resonance
of the original text. This transformation ensures that the sensory and evocative qualities
attributed to the perfume in the French advertisement are faithfully conveyed to
English-speaking audiences, enabling them to experience the allure and enchantment
evoked by the product.

Similarly, the translation maintains the emotional connotations of nouns used in
the advertisement. Words such as "charme, magie, réve, passion” are translated into
English as "allure, magic, dream, passion,” preserving the emotive depth and
sophistication of the original text. By retaining these nuances, the translation ensures
that the overarching themes of allure, fantasy, and emotional resonance associated with
Chanel No. 5 are effectively communicated to English-speaking consumers, enriching
their understanding and perception of the product [25].

The transformation of verbs in the advertisement also contributes to the

preservation of emotional connotation. French verbs like "envod(ter, séduire, captiver,
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transporter” are translated into English as "captivate, seduce, mesmerize, transport,"”
capturing the essence of enchantment, allure, and emotional engagement conveyed by
the original text. This meticulous translation ensures that the dynamic and immersive
qualities of the perfume's experience are effectively communicated across linguistic
boundaries, resonating with English-speaking consumers on a visceral level.

Moreover, the translation maintains the emotional impact of phrases used in the
advertisement. Expressions such as "un parfum qui vous rend irrésistible, une
expérience unique” are rendered into English as "a fragrance that makes you
irresistible, a once-in-a-lifetime experience," preserving the sense of allure, exclusivity,
and transformative power associated with Chanel No. 5. By conveying these
sentiments with accuracy and eloquence, the translation enables English-speaking
audiences to envision themselves as protagonists in the seductive narrative of the
perfume, enhancing their emotional connection and desire to experience the product
firsthand.

In conclusion, the direct translation of emotive vocabulary in the advertisement
for Chanel No. 5 perfume exemplifies the meticulous preservation of emotional
connotation across linguistic boundaries. Through the transformation of adjectives,
nouns, verbs, and phrases, the translation ensures that the sensory, evocative, and
aspirational qualities attributed to the product in the original French advertisement are
faithfully conveyed to English-speaking audiences. This harmonious adaptation
underscores the universal appeal and timeless allure of Chanel No. 5, transcending
language barriers to captivate and seduce consumers worldwide [26].

In conclusion, Table 2.3 demonstrates the meticulous attention to detail in
translating the emotive vocabulary of the "Chanel Ne5" advertisement from French to
English. Through a nuanced selection of words and phrases, the translation
successfully preserves the emotional resonance of the original text, ensuring that the
allure and enchantment of the perfume transcend linguistic boundaries. This analysis
underscores the importance of emotive vocabulary in crafting compelling narratives
and highlights the skillful execution involved in translating such nuances effectively
[16;25].
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For a comparative analysis, let's examine Tables 2.2 and 2.3, both of which
provide analyses of the translation of emotive vocabulary in advertising texts, albeit on
different examples from different domains.

Table 2.2 analyzes the translation of emotive vocabulary in the advertising
slogans of Nike from English to Ukrainian. It demonstrates that translation through a
direct approach successfully preserves the emotional impact of the original English
phrases. For instance, the phrase "Just Do It" translates to "IIpocto 3po6u me,"
effectively capturing the motivational essence of the original.

On the other hand, Table 2.3 analyzes the translation of emotive vocabulary in
an advertisement for the perfume "Chanel Ne5" from French to English. Here, a direct
translation approach is also employed, and it successfully maintains the emotional
resonance of the original. For example, the phrase "un parfum qui vous rend
irrésistible” translates to "a fragrance that makes you irresistible," faithfully conveying
the emotional connection of the original [24;25].

Thus, both tables demonstrate that direct translation can be an effective means
of preserving the emotional impact of advertising text. Both studies underscore the
importance of considering emotional aspects in translating advertising materials and
confirm that a well-chosen translation can effectively convey the emotional essence of
the original, regardless of the domain or source language.

Tables 2.4 and 2.5 present an analysis of a text fragment that includes the
translation of elements from English into Ukrainian. The text fragment contains
slogans and descriptions related to perfume products and shows how lexical and
semantic features are preserved or adapted in translation. Each element from the
original English text is compared with its Ukrainian translation, highlighting specific
lexical means and their impact on conveying the intended meaning and emotional
connotations. The analysis focuses on how words and phrases are rendered in
Ukrainian to effectively convey the essence and appeal of the original English text.
This study sheds light on the art of translation in the context of marketing and creative
expression [22].

Table 2.4
Analyze a text fragment [22]
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Element Original Translation Lexico-semantic features
(English) (Ukrainian)

Slogan The new Hosuwit apomar. Jlns | Lexical replacement: "live on the edge”
fragrance. For | iHOK, SIKi )KUBYTb is translated as "xutu Ha Mexi", which
women who Ha MEeXi. accurately conveys the meaning of the
live on the original.
edge.

Description | A vibrant, SlckpaBuii, uytteBuii | Lexical replacement: "vibrant™ is

of the sensual and 1 II'STHKUH CXigHO- translated as "sickpasuit”, "sensual™ as

fragrance addictive I'YPMaHCHKUI "gyrreBmii”, "addictive™ as
oriental apomar. "mesHsAmui", "oriental gourmand" as
gourmand "cxigHO-rypMaHchkuii”. These
fragrance. translations accurately convey the

emotional meaning of the original.

Detailed A coffee Axop/ KaBH, Lexical replacement:"illuminated" is

description accord MiAKpeCIeHU translated as "migkpecnenunii”, which

of the illuminated by | sickpaBum poskesum | adds dynamism to the fragrance
fragrance avibrant pink | mepuem i constaunum | description.

pepper and a KACMHHOM camOak.

solar jasmine

sambac.

Slogan Black Opium. | Black Opium. Lexical replacement: "scent™ is
The scentof a | Apomar OyHTapchkoi | translated as "apomar", "rebellious
rebellious ’KIHOYHOCTI. femininity" as "Oynrapcpkoi
femininity. xinouHocTi". These translations

accurately convey the emotional
meaning of the original.
Table 2.5

Analysis of the translation of a fragment of the text of the advertisement for the Black

Opium perfume by Yves Saint Laurent (2023)

Aspect

Description

Lexical content

The translation uses vocabulary that exactly matches the original.

Words with emotional coloring are used to emphasize the character of the
fragrance.

The translation retained the stylistic neutrality of the original.

Stylistic The translation uses stylistically neutral vocabulary.
component Metaphors are used to describe the fragrance (""accented with bright pink
pepper”, "sunny sambac jasmine").
The translation retained the emotional impact of the original.
Translation Lexical substitution:

transformations

"live on the edge" translated as "»xuTu Ha Mexi1"

"vibrant" translated as "sckpaBuii"

"sensual" translated as "uyTTeBuUil"

"addictive" is translated as "30ymxyrounii”

"oriental gourmand" is translated as «cxigHo-rypMaHChKHii»
"scent"” is translated as " apomar"
"rebellious femininity" translated as "OyHTiBHa KiHOYHICTB"
Stylistic adaptation:
The translation retained the stylistic neutrality of the original.
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The translation of a fragment from an advertisement for the Black Opium

perfume by Yves Saint Laurent provides a rich terrain for exploring the intricacies of

lexical and stylistic transformation inherent in direct translation. This analysis, based

on Tables 2.4 and 2.5, delves into the preservation of emotional resonance, stylistic

nuances, and lexical content in the translation process, unraveling the dynamic
interplay between source and target languages.

The lexical content of the translation exhibits a meticulous attention to detail,

with vocabulary precisely mirroring the original text. However, it is in the realm of

emotional coloring that the translation truly shines. Through adept lexical substitution,

words like "vibrant,” "sensual," and "addictive" are seamlessly rendered into Ukrainian

nn

as "sickpaBui,”" "uytTeBuii," and "30ymKytounii," respectively. These substitutions not
only preserve the emotional impact of the original but also enrich the description of the
fragrance, accentuating its dynamic and intoxicating qualities in the target language
[22].

Furthermore, the translation deftly retains the stylistic neutrality of the original
while incorporating metaphors to enhance the description of the fragrance. Phrases
such as "accented with bright pink pepper" and "sunny sambac jasmine" evoke vivid
imagery, infusing the text with sensory richness and allure. By maintaining the
emotional impact of the original and incorporating stylistic devices to enrich the
description, the translation ensures that the essence of the Black Opium perfume is
faithfully conveyed to Ukrainian audiences, transcending linguistic barriers to
captivate and entice consumers.

The transformation in the translation is evident through lexical substitution,
where key terms like "live on the edge" and "rebellious femininity" undergo nuanced
adaptation to resonate with the target audience. For instance, "xutu Ha Mexi"
effectively captures the daring and adventurous spirit encapsulated by "live on the
edge," while "OynTtiBHa xiHOYHICTE" conveys the rebellious and assertive nature of
"rebellious femininity." These lexical substitutions not only ensure semantic accuracy
but also enhance the emotional resonance of the translated text, allowing Ukrainian
consumers to connect with the fragrance on a deeper level [22].
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The analysis of the translation of a fragment from the advertisement for Black
Opium perfume illuminates the intricate process of lexical and stylistic transformation
inherent in direct translation. Through meticulous attention to emotional resonance,
stylistic nuances, and lexical content, the translation preserves the essence of the
original while adapting to the linguistic and cultural context of the target audience. This
examination underscores the transformative power of translation in capturing the
essence of emotive vocabulary and enhancing the impact of advertising discourse
across diverse linguistic landscapes.

In conclusion, the translation of fragrance advertisement text requires a nuanced
approach that balances linguistic accuracy, emotional resonance, and cultural
relevance. The analysis of the translation of the Black Opium perfume advertisement
highlights the importance of lexical, stylistic, and transformational considerations in
effectively conveying the allure and character of the product to diverse audiences. As
such, translators play a crucial role in bridging linguistic and cultural gaps, enabling
brands to connect with consumers on a global scale.

In summary, the translation of these elements exemplifies the intricate process
of lexical and semantic adaptation, underscoring the translator's adeptness in
preserving the emotional and cultural resonance of the original text within a new
linguistic and cultural framework. Through meticulous lexical choices, the translated
elements effectively resonate with the target audience, encapsulating the allure and
appeal of fragrance products while honoring the intended messaging and emotive
qualities conveyed in the English source [22].

Summarizing the analysis of the translation of emotive vocabulary in modern
advertising discourse, we can draw several important conclusions.

Firstly, translating emotive vocabulary in advertising materials proves to be a
challenging task, as the emotions and associations they evoke can be crucial for the
success of a campaign.

Secondly, research in this area shows that direct translation can be an effective
way to preserve the emotional impact of the original text. Both analyses employed
direct translation and confirmed that this approach allows for accurately conveying the

emotional essence of the advertising material.
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The third conclusion is that considering cultural and linguistic nuances is crucial
when translating emotionally charged content. This may involve different meanings or
associations depending on the country, language, or cultural context.

Thus, the analysis of the translation of emotive vocabulary in advertising
demonstrates the necessity and importance of a careful approach to selecting words
and phrases to effectively communicate the desired emotional response in the target
audience [24;26].

In conclusion, the analysis of emotive vocabulary translation in advertising
underscores the importance of meticulous attention to detail when conveying the
desired emotional response across languages and cultures. Whether it's iconic slogans
like those of Nike or captivating narratives like the advertisement for "Chanel Ne5," the
translation process requires a careful balance of linguistic accuracy and emotional
resonance. Both direct translation and cultural adaptation can effectively preserve the
emotional impact of the original text, highlighting the universal appeal of emotive
advertising strategies. Ultimately, successful translation in advertising hinges on
understanding the nuances of both the source and target languages, ensuring that the

message resonates with audiences worldwide.
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CONCLUSIONS

Summarizing, we can point to the importance of emotional impact and
strategies of linguistic influence in the advertising discourse of the modern world.
Different companies presented in the text use different language techniques to
stimulate consumer perceptions and encourage certain actions.

For example, Nike uses imperative sentences and litany to stimulate
motivation, Coca-Cola emphasizes emotional impact and nostalgia, and Amazon
prioritizes a wide range of products and convenience. These techniques are aimed at
building an emotional connection with the audience and influencing its consumer
aspirations and behavior.

In general, advertising discourse is used as a means of shaping brand images,
stimulating emotional reactions, and influencing consumer preferences.
Understanding these mechanisms allows companies to create effective advertising
campaigns that meet the needs and expectations of the audience and helps to maintain
a high level of competitiveness in the modern market environment.

In conclusion, the analysis of the translation of emotional vocabulary in
advertising discourse and other texts demonstrates the complexity and importance of
this process for achieving communication goals. Translating emotionally charged
expressions requires not only linguistic skills but also an understanding of cultural
differences and emotional associations. Direct translation can be an effective way to
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preserve the emotional charge of the original text, but at the same time, it requires a
deep understanding of the context and subtleties of the language. The study shows
that successful translation of emotionally charged expressions ensures effective
communication with the audience, helping to achieve the goals of advertising
campaigns and increase their effectiveness. Thus, in the context of the modern
advertising environment, where competition for consumer attention is extremely
high, it is important to pay due attention to the translation of emotional vocabulary,
which is a key element in creating convincing and effective advertising messages.

In today's world, where advertising plays an important role in shaping
consumer preferences and creating brand images, the topic of broadcasting emotional
vocabulary is becoming increasingly relevant. This issue opens up wide opportunities
for research and analysis, and also requires further improvement and development.

First, one of the promising areas of research is further analysis of the impact of
cultural and linguistic differences on the perception of emotionally charged
advertising messages. Different cultures have their own emotional associations and
connotations that can affect the perception of advertising content. Research in this
area will help to better understand how emotional vocabulary is transformed in
advertising messages depending on the cultural context and language features.

Secondly, it is important to study the impact of emotional vocabulary
translation on the effectiveness of advertising campaigns. Attempts to translate
emotionally charged expressions may have different consequences for the audience's
perception and the effectiveness of the advertising message. Further scientific
research into this aspect will help to uncover translation strategies that most
effectively convey the desired emotional response in the target audience.

Thus, the prospects for studying the translation of emotional vocabulary in
advertising discourse and other texts are vast and diverse. Further research in this
area will help to uncover new aspects of the use of emotionally charged expressions
in advertising, contributing to the improvement of communication strategies and the
effectiveness of advertising campaigns in the international context.
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ANNEX
Annex A
Examples of company advertisements

Company Example Advertisement

Apple "Feel the true power of innovation. iPhone is not just a phone, it's a part of your life."
Nike "Just Do It" or "Nothing stands in your way but yourself."

Coca-Cola "Taste that makes every moment unforgettable."

Google "Make your life easier. Trust Google."

Amazon "Find everything you need. Start searching on Amazon now!"

McDonald's | "Happy Meal - happy life.”

Tesla "Explore new horizons with Tesla's electric car."”

Airbnb "Feel at home anywhere in the world."”

Spotify "Music for every situation. Create your own soundtrack."

Samsung

"Surpass yourself with Samsung's new technologies."




Translation of emotive vocabulary in modern advertising discourse on the

Annex C

example
English Ukrainian Emotional connotation | Function
Amazing JIMBOBMKHHIA, Positive, admiration Attract attention,
HEWMOBIpHHH, emphasize benefits
BpaKAKOUUI
Awesome YynoBuii, KJIaCHUH, Positive, admiration Attract attention,
CYIEPChKUI emphasize benefits
Beautiful Kpacuswii, uy1oBuit Positive, aesthetics Emphasize the
attractiveness of the
product
Brilliant UYynoBuii, OIMCKY4HH, Positive, admiration Emphasize the benefits

BUHSITKOBUN

of the product

Comfortable

3pyuHuii, KoOMGOPTHHI

Positive, pleasant
sensations

Emphasize the
practicality of the
product

Delicious CMauHui, aeTUTHUIR Positive, pleasant Emphasize the
sensations attractiveness of the
product
Easy Jlerkui, MpoCTHiA Positive, practicality Emphasize the ease of
use
Effective EdextuBnuii, nieBuii Positive, practicality Emphasize the benefits
of the product
Enjoyable [puemuwuii, 1o Positive, pleasant Emphasize the
IPUHOCHTH PaiCcTh sensations emotional value of the
product
Excellent UYynoBuii, BAHATKOBUHN Positive, admiration Emphasize the benefits
of the product
Fantastic daHTaCTUYHMUIA, Positive, admiration Attract attention,
HEHMOBIpHUHT emphasize benefits
Free BeskomrroBuuii Positive, benefit Stimulate to purchase
Fun Becenuii, mikaBuii Positive, pleasant Emphasize the
sensations emotional value of the
product
Great UYynoBui, 4y J0BUit Positive, admiration Emphasize the benefits
of the product
Happy [acnuBuii, pagicHun Positive, pleasant Emphasize the
sensations emotional value of the
product
Healthy 310pOBHIA, KOPUCHHI Positive, self-care Emphasize the benefits
of the product
Innovative | IuHoBariitHuii, HOBITHIK | POSitive, Emphasize the benefits

progressiveness

of the product
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Natural Harypanbuui, Positive, Emphasize the benefits
PUPOIHHIM environmental of the product
friendliness
New Hoguii, cyuacHwuii Positive, Attract attention,
progressiveness emphasize relevance
Perfect JlockoHammii, Positive, admiration Emphasize the benefits
0e3IoraHHMIA of the product
Powerful [Motyxuuii, ebpextuBuuit | Positive, admiration Emphasize the benefits
of the product
Safe besneunwii, HaidHMI Positive, self-care Emphasize the benefits
of the product
Simple [poctuii, 3pyunuii Positive, practicality Emphasize the ease of
use
Smart Po3ymuui, Positive, Emphasize the benefits
IHTEJICKTYIbHU I progressiveness of the product
Special CrieriiaibHU, Positive, exclusivity Emphasize the value of
YHIKaJIbHHUH the product
Successful Ycnimuuii, nepemoxxHuit | Positive, motivation Stimulate to purchase
Unique VYHiKaIbHUH, Positive, exclusivity Emphasize the value of
HCIIOBTOPHUIA the product
Value HinHicTh, BUTOAA Positive, practicality Emphasize the value of

purchase
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The translation of emotive vocabulary in modern advertising discourse on the

example of Nike

English Ukrainian
Just Do It [Tpocto 3pobu 11e
Believe in the power of sport Bip y cuny ciopry

For every athlete

I[J'IH KOXXHOTI'O aTJICTa

Dream big. Train harder.

Mpiii cminuBo. Tpenyiicst sKOpCTKiIIe.

Impossible is nothing

Hemosxnusoro semace
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The translation of emotive vocabulary in modern advertising discourse on the

example of Nike

English

Ukrainian

Emotional Effect

Believe in something. Even if it
means sacrificing everything.

Bip y mock. HaBits sikio e
03HAYa€ MOKEPTBYBATH BCIM.

Inspiration,
motivation,
determination

It's only when you push yourself
past your limits that you find out
what you're really capable of.

Jluime KoM TH BUXOIUII 32 MEXI
CBOIX MOXKJIUBOCTEH, TH Ji3HAEIIIC,
Ha 1110 T HACIIpaB/li 3JaTHUH.

Strength, endurance,
self-discovery

Don't be afraid to fail. It's not
about winning. It's about never

giving up.

He Oiiicst momunsatucs. Hepaxximso,
M IepeMOKeNT TH. BaXXIIMBO HIKOJIN
HE 3/IaBATHCS.

Resilience,
dedication,
acceptance of failure

The only way to achieve
greatness is to keep going.

€1MHAN cr1oci0 TOCITTH BEIUYI - 1€
IIPOJIOBXKYBAaTU UTH BIIEPE.

Persistence, self-
belief, striving for
success

So what are you waiting for?

To yoro tu yekaem?

Call to action,
mobilization

Annex F




Advertisement for the perfume '"Chanel NeS5"
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Emotive Vocabulary

Source Language (French)

Adjectives envodltant, mystérieux, fascinant, intense, inoubliable
Nouns charme, magie, réve, passion
Verbs envolter, séduire, captiver, transporter
Phrases un parfum qui vous rend irrésistible, une expérience
unigue
Annex G

Translation of emotive vocabulary in modern advertising discourse on the

example of Chanel advertising
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Ukrainian English Emotional Function
tone
Hesmupyma A timeless Positive, Emphasizes the perfection and
KJIACHKa. classic. celebratory elegance of the fragrance.
Apowmar, skuii kugae | A fragrance that | Positive, Creates a sense of exclusivity and
BUKJIMK Yacy. defies time. exciting mystery.
Brinenns The essence of Positive, Emphasizes the woman's refinement
JKIHOYHOCTI. femininity. sensual and beauty.
CuMBOJI CBOOOTH. A symbol of Positive, Associates the fragrance with a
freedom. inspiring sense of independence and self-
sufficiency.
3arporeHHs 10 An invitationto | Positive, Creates an atmosphere of romance
BTEYI. escape. dreamy and adventure.
IMomopox mouytriB. | A journey of the | Positive, Arouses curiosity and the desire to
senses. emotional try the fragrance.
Annex H

Excerpt from the source Yves Saint Laurent (2023) Advertisement for the

perfume ""Black Opium"'

Original (in English)
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"The new fragrance. For women who live on the edge."

"A vibrant, sensual and addictive oriental gourmand fragrance."

"A coffee accord illuminated by a vibrant pink pepper and a sunny jasmine
sambac."

"Black Opium. The scent of a rebellious femininity."

Translation (in Ukrainian)

"Hoswuit apomar. J{Jist ’K1HOK, K1 )KUBYTh Ha MeX1."

"SIckpaBuii, 4y TTEBUH 1 30yKYIOUMI CX1AHO-TYpMaHChKHI apomar."

"AKOpZ KaBW, MIAKPECICHUNA SICKPABUM POKEBUM TIEPIEM 1 COHSIYHHUM
YKaCMHHOM camoOax."

"Black Opium. ApomaT OyHTIBHO{ *1HOYHOCTI."

PE3IOME

JlocmimKeHHS 30Cepe/KYEThCS Ha BaXKITMBOCTI €MOIIIMHOTO BILIMBY Ta
CTpaTerii MOBHOTO BIUIMBY B PEKJIIAMHOMY JUCKYpPC1 Cy4acHOTO CBITY. Pi3Hi

KOMIIaHii BAKOPUCTOBYIOTh Pi13HI MOBH1 T€XHIKH ISl CTUMYJIIOBAHHS CIIPUMHSITTS
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CIO’KMBAY1B Ta MIATPUMKH MEBHUX J1H. AHAJ3 TOKa3ye, M0 YCIIITHUN TTepeKIIa
EMOIIIHO 3apsHKEHUX BUPa3iB 3a0e3euye eeKTUBHY KOMYHIKAIIIIO 3 Ay IUTOPIEIO,
CIPHSIIOYH JIOCATHEHHIO IUJIeH PeKJIaMHUX KaMIIaHIld Ta MiJBUIIEHHIO 1X
edexTuBHOCTI. OTKE, Y KOHTEKCT1 CYy4aCHOTO PEKJIaMHOI'0 CEPEIOBUINA, 1€
KOHKYPEHIIiS 32 YBary Clo)KHMBadiB HaI3BUYANHO BHCOKA, BAKIIMBO TIPHUIUIATH
HAJICXKHY yBary mepekaaay eMOIIHHOTO CIIOBHHKA, SIKUW € KITIOUOBUM €JIEMEHTOM Y
CTBOPCHHI MEPEKOHIMBUX Ta €PEKTUBHUX PEKIAMHUX TIOB1IOMJICHb.

Knrouosi cnosa: Ilepexnao emoyiiino2o cio8HUKA, peKiamuuil OUCKYpC,

cmpamezii MOBHO20 8NIUBY, ePeKMUBHICb PEKIAMHUX KAMNAHIU.



