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ADVERTISEMENT AS A MEANS OF COMMUNICATION:
THE CONTENT AND PECULIARITIES OF TRANSLATION

Y cy4yacHOMYy CBiTi 4OCUTb NOMITHUM € BM/IMB PEKNAMM HA COLiym. Y CydacCHin Hayui aKTUBI3ytOTbCA
NiHTBICTMYHI LOCNiAKEHHA PEKNAMM SIK TEKCTY, OCKiNIbKM peKIama € HeBiZ EMHOK YaCTUHOK CYy4YacCHOT Ky/b-
Typu. BigHOCHO KOPOTKMI TEKCT peKNamm, WO Nponarye yaBHi Ta peasibHi couianbHi LiHHOCTI Ta CNOHYKAE
[0 CMOXMBAHHA TUX UM TUX TOBApiB Ta NOCAYT, € HAA3BUYANHO HacuyeHUM iHbopmaLieto. MparHeHHs Ao
iHPOPMATMBHOCTI | TEPEKOHANBOCTI KOPOTKOrO PEKAAMHOIO NOBIAOMAEHHA Peani3yeTbCA B NparmaTuL,i Ta
CTUAICTULL PeKNaMM, WO 3A,iACHIOETLCA YUCTEHHUMM CTUNICTUMHUMU NPUAOMaMK, BUBOPOM IEKCUKM, WO €
a4eKBaTHOO LLiIAM Ta NParmaTMYHUM GyHKLIAM peKkiamu.

Mif yac nepeknagy peknamHUX TEKCTIB Nepeknasay mae 6paTtv 40 yBaru Wiy HU3KY NiHIBICTUYHUX Ta
KY/IbTYPO/IOTIYHMX OCOB/IMBOCTEN: CUHTAKCUYHMX, CEMAHTUYHUX, @ TAKOXK MiXKKOHTEKCTyasIbHUX.

Mepeknaa pekNnamHUX CI0TaHiB — CKAAAHUIN NPOLLEC, AKWI OXONJTHOE aHaNi3 X CTPYKTYPHO-CEMaHTUY-
HUX, NEKCUYHMUX Ta CTUNICTUYHUX CKNAL0BUX. BigMIHHOCTI B CTPYKTYpPHIl ByA0Bi aHINiCbKOI Ta YKPAiHCbKOI
MOB 3yYMOB/IOIOTb MEBHI CKAaAHOWi B npoueci nepeknaay, AKi MOXyTb CNOTBOPHOBATU iHpopMmaLito Ta
BM/IMBATK Ha il 3MiCTOBHiCTb. BpaxyBaHHSA LMX ocobamnsocTelt Ta Ao6ip AOLINbHUX WASAXIB NepeKknaay € 3a-
NMOPYKOI rapHOro nepeknagy.

Mepeknas pekNamMHOro TEKCTY, Tak Camo, AK i byab-AKuI NnpodeciliHnii nepeknag, € JOCUTb CKAaA-
HUM npouecom. MNepeknagay pekIamHOro TEKCTY Mae byTu AyKe yBaxKHUM nig yac poboTH, BiH Mae Bpa-
XOBYBATU Ky/NbTypHi 0COBNMBOCTI MOBWM OpwuriHany Ta MOBW nepeknagy. TakoX matoTb ByTu BpaxoBaHi
BiKOBi 0COB6/MBOCTI Li/1IbOBOT ayaUTOpIl peKNamHOro TekcTy. PisHoBMAM NnepeKknaaaubkux TpaHchopmalLlili:
TpaHcAiTepayin, 4OCNIBHUI NepeKNaa, Ka/ibKyBaHHS, HENPAMMUI NepeKknaa, aganTtalia, TBOpUYMii nepexknaa,.

3pobneHo BUCHOBOK, WO NepeKkiafay Ma€ y CBOEMY PO3MNOPAAMKEHHI AOCUTb BE/MKe pOo3MaiTTa ne-
peknagaubkux TpaHcopmauiid. MutaHHA BUOOPY KOHKPETHOro cnocoby nif Yac nepeknady KoxeH nepe-
KNafay BUPIiLLYE 3aN1€XKHO Bif TIET MeTH, AKy Nepecnifye NeBHUM PEKNAMHMNIN TEKCT. BaxknBO, W06 BpakeH-
HA, IKe NepekKiaj, PeKNaMHOro TEKCTY CNPaB/AE Ha CNOXKMBaya, 6y10 MaKcMManbHO NoAibHUMm ao edek-
TY Ha MOBIi opwuriHany.

Knrouosi cnoea: peknama, mediaduckypc, 4inbosa ayoumopis, pekaamHuli mekcm, nepeknadaybka
mpaHcgopmayis, docnisHuli nepeknad, mpaHcaimepayis.

B coBpemMeHHOM MMpe [OCTaTOYHO 3aMETHO BIMSHUE PEeKNaMbl Ha COLMYM. B coBpemeHHOM Hayke
AKTUBM3UPYIOTCA IMHIBUCTUYECKME UCCEA0BAHNA PEKIaMbl KK TEKCTA, TaK KaK peKiama ABAAETCA HEOTb-
€M1IEMOM YaCTbiO COBPEMEHHOM KyNbTypbl. OTHOCUTENbHO KOPOTKMIA TEKCT PEKaMbl, KOTOPbII NponaraH-
AVPYET MHVMble U peanbHble CoLManbHble LeHHOCTU 1 NobyXAaeT K NoTpebAeHUIO TeX UAM UHbIX TOBa-
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POB 1 yC/yr, Ype3BblYaiiHO HacbiweH uHPopmaumein. CtpemneHve K MHGOPMATUBHOCTU U ybeauTenbHO-
CTW KOPOTKOTO PEKIAMHOro COObLLEHMS peann3yeTca B NparMaThKe U CTUIMCTUKE PEKNaMbl, OCYLLECTBAA-
€TCA MHOTOYUC/IEHHBIMW CTUIMCTUYECKMMM NPUEMAMK, BbIDOPOM IEKCMKM, COOTBETCTBYET LeIAIM U Npar-
MaTUYHbIM GYHKLMAM peKaambl.

Mpu nepeBofe pPeKNaMHbIX TEKCTOB MepeBOAYMK [LO/IKEH MPUHMMATb BO BHUMaHWE LeNbld pag
JIMHTBUCTUYECKUX U KYNIbTYPOIOTMYECKUX OCOBEHHOCTEN: CMHTAKCUYECKMX, CEMAHTUYECKUX, @ TAKKE MEX-
KOHTEKCTYa/IbHbIX.

MepeBoA PeKNaMHbIX C/I0raHOB — C/IOXKHbIM NPOLECC, KOTOPbI OXBAaTbIBAET aHANN3 UX CTPYKTYPHO-
CEMAHTUYECKMX, NEKCUYECKUX U CTUIUCTUYECKUX KOMMOHEHTOB. Pasnnumna B CTPYKTYPHOM CTPOEHWUW aH-
TIMACKOTO U YKPAUHCKOrO A3bIKOB 0OYC/I0B/IMBAIOT Onpeae/ieHHble C/I0KHOCTU B MpoL,ecce nepesoaa, Ko-
TOpble MOTYT UCKaXKaTb MHPOPMALLMIO U BAIUATb HA €€ COAEPHKATENIbHOCTb. YUeT 3Tux ocobeHHoCTel 1 oT-
60p LenecoobpasHbIx TpaHCHOPMaLLMIA ABAAETCA 3a/10rOM XOPOLLErO NEPEBOAA.

MepeBoA PEKNAMHOIO TEKCTA, TaK e, Kak U 1toboi npodeccnoHanbHbI Nepesos, ABASETCA A0CTa-
TOYHO C/IOXKHbIM MPOLLEcCOM. MepeBoAUYMK PEKIAMHOIO TEKCTA AO/MKEH OblTb O4eHb BHMMATENbHBIM BO
BpemMsA paboTbl, OH JO/KEH YYUTbIBATb Ky/IbTypHblE OCOBEHHOCTM A3blKa OPUrMHaNa U A3biKa NepesBosa.
TaKKe [0/KHbI ObITb YYTeHbl BO3PaCTHble 0COHBEHHOCTU LLesIeBOM ayAUTOPUM PEKIAMHOrO TeKcTa. PasHo-
BMOHOCTU NepeBoAYeCKUX TpaHCHOPMaLMiA: TpaHCUTePaLLMA, fOC/OBHbIN NepeBos, KabKMPOBaHUE, KOC-
BEHHbI NepeBos, afanTalua, TBOPYECKUI NEPEBO.

CoenaH BblBOA, YTO MepeBoAYMK pacnosiaraeT A40CTaTOYHO H6osblMm pasHoobpasmem nepesosye-
CKMX TpaHchopMaumii. Bbibop KOHKpeTHOro cnocoba npu nepeBoae KaxKabli AenaeT B 3aBUCMMOCTM OT TOM
e, KOTopyto NpecnesyeT onpeAesieHHbI PEKIaMHbII TEKCT. BaxHO, 4Tobbl BreyaTaeHne, KOTopoe ne-
pPeBO/, PEKNIAMHOIO TEKCTA MPOU3BOAUT Ha NOTPEOUTENA, UMENO TAaKOM XKe 3bDEKT, KaK U peKnaMHoe co-
obLieHne Ha A3bIKe OpUrMHana.

Knrouesole cnoea: peknama, MeouaducKypc, yeaesas ayoumopus, pekaamHbili mekcm, nepesoodye-
CKaA mpaHcghopmayus, 00c108HbIl nepesod, mpaHcAUMepayus.

n today’s world, the impact of advertising on society is quite noticeable. Advertising

penetrates into all areas of our daily lives. We can find advertising texts everywhere: on

television, in electronic and printed media, on the streets, in the subway and other forms
of public transport, in shops, in the entrances of our own homes, and so on.

In our time, advertising has become incredibly widespread, the reason for such rapid devel-
opment was the development of advertising on the Internet. Under such conditions, it is quite nat-
ural that the phenomenon of advertising and, in fact, the advertising text has attracted the atten-
tion of many linguists. Advertising is increasingly perceived as a kind of media, because the ultimate
goal of advertising is to increase the interest in a product or service in as many people as possible.

The section of linguistics that studies advertising is called media linguistics, and, in fact, the
advertising text is considered one of the types of media text, along with news, information ana-
lytics and journalism.

The purpose of the article is to establish the patterns and features of the creation of the
outer verbal shell of the advertising text in order to determine the mechanism of influence of the
encoded message on the recipient. Our study involves consideration of English-language adver-
tising and the peculiarities of its translation into Ukrainian.

Many scientists have studied the problems of advertising research. Among them are the
works of K. Beauvais [1], T. Dobrosklonskaya [2], H. Kaftandzhiev [3] and others. Advertising text
as a subject of linguistic research is the object of analysis of many foreign and national linguists,
among them are O. Zelinska [4], N. Kovalenko [5], O. Medvedeva [6], A. Crompton [7], B. Mc-
Quarrie [8], Y. Zhao [9], Ju.W.P. Kong [10], M. Sidiropoulou [11], Y. Cui [12] and many others.

In order to understand the impact of advertising tests on modern society, we need to refer
to the term “advertising”. It should also be considered several definitions of this term. The verb
“advertise” comes from the Latin “advertere”, which literally means “return”.

The Academic Dictionary of the Ukrainian Language in 11 volumes gives the following defi-
nition of the word “advertising”:

Advertising (French, from Latin exclaim, call) is 1. Encouraging notification. 2. Poster, adver-
tisements used as a means of attracting the attention of buyers, consumers, viewers, custom-
ers, etc [13].

Another definition of advertising is given in their study by S. Moriarty and W. Wells: “Adver-
tising is one of the areas of language use, where it serves primarily as a tool of persuasive com-
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munication, the purpose of which is to encourage the listeners to modify their behavior, in this
case it is consumer behavior” [14, p. 26].

Advertising is a means of intercultural communication through the increasingly rapid im-
port of goods to consumer countries. When importing goods into the country, the company or
corporation also imports advertising, which will allow the company-supplier of goods to declare
their product on the market, as well as encourage people to purchase the product or service.

In terms of marketing, advertising is any form of impersonal presentation and promotion
of ideas, goods or services, which is paid directly by the customer. In other words, advertising is
the dissemination of information about goods and services in order to accelerate their sale, in-
crease contact between buyer and goods, promotion of goods and services, as well as informa-
tion about ways to buy them. Advertising is a tool that promotes the buyer’s interest and desire
to buy this product.

According to the Law of Ukraine on Advertising, advertising is information about a person
or product, disseminated in any form and in any way, and is designed to form or maintain con-
sumer awareness of a particular group of goods or services and arouse their interest in the ad-
vertised product [15]. To convey the necessary information to the consumer, advertisers use cer-
tain means, called advertising.

Advertising is an impersonal transfer of information, usually paid and is such that it has the
character of a belief in products, services or ideas known to advertisers by various means.

Particular attention is paid to the definition of the term “advertising slogan”, because it is
somewhat different from the general phenomenon of advertising. Therefore, “advertising slo-
gan” or “advertising motto” is defined by a concise phrase that catches the eye, is also well-re-
membered and expresses the essence of the advertising message.

The mechanism of advertising influence, embodied in the AIDA advertising formula, con-
sists of four elements: Attention; Interest; Desire (desire to own the goods); Action. We should
note that this formula has now been transformed into an ad text structure: headline, body, slo-
gan, and feedback.

Furthermore, you can talk about the complexity of the concept of advertising text. After all,
promotional text can be considered as advertising only on condition of the unity of its audiovisu-
al and verbal-graphic embodiment. It is also important to ensure that the ad text is appropriate-
ly received by the target audience of the particular advertisement. However, verbal means are
those which influence the most strongly.

Speaking of methods of linguistic manipulation, we point that they include the variability
and creativity of the text, as well as rhetorical figures, tropes, imagery, comparison, besides, we
can mention here manipulation at different levels of language: morphological, graphic, syntac-
tic, lexical and phonetic ones. The main goal is to achieve greater expressiveness and conviction.
Therefore, we can conclude that advertising is a product of advertising activity, whose pragmat-
ic orientation is the need to induce the addressee to take certain actions: purchase of goods, or-
dering some services. The effectiveness of an advertising campaign depends on the verbal means
of influencing consumer motives.

It should be noted that when translating advertising texts, the translator must take into ac-
count a number of linguistic and cultural features: syntactic, semantic, as well as inter-contextu-
al. Unfortunately, we notice that sometimes low-quality advertising is characterized by unnec-
essary linguistic approaches, meaningless text, or the inappropriate use of stylistic devices and
techniques. At best, these inaccuracies and shortcomings complicate the understanding of the
message, at worst, we can completely lose it. Everything in advertising must work in order to
achieve its goals and meet the main purpose of the advertising text. You should treat advertising
very carefully, attentively selecting each single word, abandoning what is on the surface, leaving
commonplace words, commonly used templates, slogans and empty phrases aside. That is why
a lot of attention is paid to the language palette of advertising text.

We can state that the main stylistic features of the English and the Ukrainian advertising
texts are:

— concise, clear and accessible information;

— originality of expression;

— literacy and sophisticated style.
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Artistic and stylistic language means found at different linguistic levels play an important
role in creating effective advertising text. We believe that they create the advertising image of
the product, correctly affecting the consumer’s perception, opening certain sides of the adver-
tised product and service, showing it in a winning light. These are the main goals of advertising.
So, we took a closer look at the basic linguistic techniques that are met among advertising slo-
gans most commonly. Our analysis was performed at phonetic, graphic, lexical, morphological
and syntactic levels. This approach allows us to consider advertising as a linguistic phenomenon,
which contains all the linguistic potential, creates the basis for its analysis in other aspects.

It should be noted that advertising text, which is essentially media text, like TV shows, mag-
azines and newspapers, often also has visual and audio elements. Advertising text often consists
of a set of extralingual components: sounds, graphics, images, targeted at a particular consum-
er. So, we can talk about the complexity of the concept of advertising text. After all, advertising
text can be perceived as advertising only if the unity of its audiovisual and verbal-graphic em-
bodiment. This is no less important in order for the advertising text to be adequately perceived
by the target audience of a particular advertisement.

Linguists explain that advertising is communication based on a message sent from the
sender to the recipient. The transmitted message is encoded and contains information that af-
fects people —this information is hidden in the characters. The receiver must decode and under-
stand the message. Therefore, given this, the recipient is the viewer, listener or reader, and the
sender is the advertiser. Feedback is provided through the recipient’s response to the message —
he\her buys or does not buy the product.

We believe that advertising does not create new values, but uses existing ones in society.
Advertising messages use a number of means of speech influence, aimed at revealing the poten-
tial of the word, the ability to provoke in the target audience the necessary reaction, which was
laid by the advertiser.

As it was mentioned above, normal communication is the transfer of information from the
speaker to the recipient, which is generally aimed at informing, and verbal manipulation is a hid-
den and unconscious impact on the recipient, which is achieved through the skillful use of lan-
guage reserves.

In order to find out exactly how the mechanisms of language manipulation work in adver-
tising texts, it is necessary to understand the features of these texts.

Thus, the structure of the English and the Ukrainian advertising texts has common and dif-
ferent features. These features are manifested at several language levels: lexical (use of prop-
er names, place names, word-symbols, emotionally colored words); morphological level (use of
personal and possessive pronouns, exclamations, interjections, numerals); syntactic level (use of
appeals, imperative constructions and rhetorical questions to create the effect of conversation
and dialogue between the advertising text and the target audience).

An important role in creating an effective advertising text is played by artistic and stylistic
language tools found at different language levels. We believe that they create an advertising im-
age of the product, correctly influence the consumer’s perception, revealing certain aspects of
the advertised product and service, showing it in a winning light. These are the main purposes
of advertising.

Pragmatic analysis of advertising allows to establish a direct link between the language
tools of different levels used in the advertising text to influence the potential consumer, and the
action of the addressee in the direction of this influence, which either occurred as a purchase,
use of the service, or did not the result of the impact on the recipient.

The pragmatic aspect of advertising research is interrelated with the cognitive aspect.
While pragmatic analysis of advertising reveals the linguistic means of argumentation, tech-
niques and tactics of persuasion, an understanding of cognitive mechanisms is necessary to un-
derstand the decision-making process. The message can be encoded by many alternative but
functionally equivalent codes. The recipient must select in the decoding process one of the possi-
ble values required for correct decoding. The choice of means of text construction is made taking
into account the conceptual system of the addressee, his model of the world. The sender, creat-
ing a message and choosing the code, is guided primarily by pragmatic tasks and ideas about how
to build advertising text. The reader can obtain information through certain tokens, through the
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grammatical structure of expression and non-linguistic techniques with the help of knowledge
and skills stored in memory. Understanding the encoding / decoding algorithm is largely based
on the background knowledge of the creator of the text and the reader, depending on the lan-
guage competence of the recipient. The main condition for adequate meaningful perception of
textual information in communication processes is the activation of cognitive structures of the
perceived text.

Next, we looked in more detail at the basic linguistic techniques that are most common in
advertising slogans. Our analysis was performed at the phonetic, graphic, morphological, lexical
and syntactic language levels. This approach allows us to consider advertising as a linguistic phe-
nomenon that contains all the linguistic potential, creates a basis for its analysis in other aspects.

After considering the practical material containing a number of advertising slogans of dif-
ferent products, we can say that the most frequent group are advertising slogans, in which there
is alliteration. It is well known that alliteration in advertising is used to quickly and efficiently
memorize information. In other words, alliteration is a special technique of language play that al-
lows you to create an additional melodic effect in a phrase. Most often it is a repetition of conso-
nants at the beginning of rhythmic groups. Like most phonetic means of expression, alliteration
has no lexical meaning, but with its help the advertising slogan becomes rhythmic, it contributes
to the rapid perception of advertising.

In English there are 20 consonant sounds, but those spoken with complete cessation of air
flow (p, b, m, n, t, d, k, g) are used when using alliteration more often than others.

Alliteration has become widespread in the English-language and Ukrainian-language com-
mercial advertising slogans. Thus, J. Retsker notes that in the translation of alliteration in adver-
tising tests should retain its expressive meaning, functional and stylistic meaning in this case is
not required [35, p. 77]. When translating such advertisements, we tried to preserve the stylistic
color, achieving a similar effect, using the stylistic technique of alliteration. The results are pre-
sented with the following examples:

“Right audience, right story, real time.” (Microsoft) — «lpasunbHa nybsika, npasdusa
icmopis, npamo 3apa3»

In the given advertising slogan there is an alliteration of a sound / r / that is one of ways of
language manipulation in the course of advertising of the goods. This expression gives the pub-
lic a sense of reliability, the correctness of their choice, gives the impression that these products
are created just for you. When translating, we allite the sound / p / and, in our opinion, this is
also a good advertising move, because such a slogan also attracts the attention and catches the
eye of computer users.

“Better built. Better backed. “ (Mitsubishi) — «Kpawe ckoHcmpyliosaruli. Kpauwje ykomsex-
mosaHuii»

The given example of motor advertising of the Mitsubishi company assures us of advan-
tages of use of cars of this brand. We immediately notice the alliteration of the sound / b /
and the lexical repetition of the word “better”, which allegedly is one hundred percent con-
firmation of the advertising slogan. We have also tried to maintain such an alliteration of the
sound / b/, although we cannot say that the proposed translation sounds just as realistic and
convincing.

“Sit or Stand. Don’t be a maybe. Be Marlboro” (Marlboro) — «Cudu yu cmit. He 6y0b 6yde-
Kum. byds Mansbopo». We noticed that this example contains an alliteration of the sound /s /
i/ b/, although they are not very expressive. We consider the translation of this slogan success-
ful, because we managed to convey the alliteration of the sounds /s /and / b /, which enhances
the memorization effect in the Ukrainian-speaking audience.

“Nointroduction necessary.” (Carlsberg) — « Hemae Hisikoi HeobxiOHOCMi 8 IpedcmassieHHi».
Another example of alliteration, this time the sound / n /. Quite a confident statement that indi-
cates that the product should not be presented, it has long been widely known to the public. In
this case, saving alliteration during translation was completely successful.

We see a similar alliteration in the following example: “Let the train take the strain” — «He-
xali ece HaBaHMaxMceHHA He 3Halide mebe Ha nomsAsi» (British Railways), where travelers are ad-
vised to prefer the train, because rail transport is cheaper and more reliable. Alliteration / t / dur-
ing translation was transformed into alliteration of sound / n /.
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The advertising slogan of the Jaguar brand appeals to the main qualities that a good car
owner should have: Don’t dream it. Drive it!” — «[Jlocums mpiamu. Myuce 3a kepmom» (Jaguar).
A solid consonant / d / that repeats reinforces the utterance, makes it harder, more resolute and
strong. The translation alliterates the sound / m /.

An example such as “Push the button” — «[lpocmo 3anocmu» illustrates how the Blogger
online campaign uses the similarity of the words push and publishing in its advertising, repeat-
ing the sounds / p/i/]/. This technique allows the user to make sure that the blog is accessible
and easy to use — just one click, and your opinion is already published on the website. During the
translation, the sound / n / is alliterated, which is also surprisingly short and simple. It seems to
us that such a slogan is easy to remember and will remain in the memory of users for a long time.

“Big. Beefy. Bliss. (McDonald’s)” — «Beaukuti. M’acHuli. Haconooa»

In the English version of advertising, the slogan sounds melodic, bright, alliterating the con-
sonant / b /, which creates an additional persuasive effect during perception. After reading this
message, you immediately want to try this delicious burger. However, despite the fact that we
failed to preserve alliteration when translating this slogan, we believe that our version sounds
no less tempting and appetizing. This slogan will not leave any of the hungry visitors of the res-
taurant indifferent.

Summing up, we note that alliteration is the most common type of sound repetition, which
is explained by the dominant position of consonants in the language system. In English, conso-
nant sounds play the role of semantic recognition. Therefore, this technique is extremely effec-
tive.

Another frequency group consists of advertising slogans, in which there is an assonance.
The use of assonance is typical for advertising slogans, because it helps to influence the con-
sumer through the repetition of vowel sounds. Among the slogans were identified as having the
sound assonance / A /:

“Born under a lucky star” (Heineken) — «HapoOdxceHuli nio wjacausoro 3ipkoro». This slo-
gan sounds melodic, you immediately begin to trust the advertised product. In this example, the
sound / A / was transmitted in the Ukrainian version with the corresponding sound / a /.

“Watch out. Love is in the air”. (Heineken) — «usuce! /lloboe 8 nogimpi».

It is very difficult to maintain assonance during translation, so advertisers focus on other
stylistic devices.

“Breed to chase down your taste buds” (Flying dogs) «3pobaeHull, ujob po3wykamu sawi
cmakosi peuenmopu». There is an assonance of the sound / e1 /, which is simply not present in
the Ukrainian language, so when translating the correct lexical selection of equivalent and emo-
tionally colored words seems to us in this case more relevant.

The phenomenon of repetition of vowels at the end of the advertising slogan can be pre-
sented in the following examples: “A pair of jeans that actually fit? Believe it!” — «[lapa 0xcuHcis,
wo dilicHo 2apHo cudame? Mosip 6 ye!» (Jeans boutique); “APPLE — The new iMac. Faster. Big-
ger.Brighter” — «Hosuli iMac. Weudwud. binbwul. Ackpasiwuli»; “Travel well” — «[Todopoxcyii
eapHo» (Lincoln).

The use of such a phonetic technique as apokopy is surprisingly rare in advertising. This
technique is based on removing one or more sounds at the end of a word, preferably the final
unstressed vowel or silent consonant. Thus, the apokopy is also the absence of the final conso-
nant “g” in the suffix “ING”, which is denoted by an apostrophe instead. In the process of trans-
lation, in our opinion, such an effect is impossible to maintain.

Let’s analyze the following examples:

“I'm lovin’ it” — «fl ye a6 !» (McDonalds);

“It’s finger lickin’ good” — «[llanbyuku obauxcew» (Kentucky Fried Chicken);

“Fresher tastin’” — «Cmak ceixcocmi» (Belair cigarettes);

“The best-lookin’ cookin’ in town” — «HalicmayHiwe neyuso 6 micmi» (pecmopaH
Armour&Co).

These advertising slogans are interesting in that the removal of the final consonant “g” indi-
cates a youth orientation that seeks conciseness in both written and oral language.

Simultaneously with apokopy, language compression can be distinguished. Compression
is defined as a simplification due to the laws of language economy and the requirements of the
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genre in the process of processing or generating a text. This is due to the increase in the informa-
tiveness of language units and the reduction of those units that can be restored from the non-
verbal part of the text without changing its information side compared to the original text or a
neutral stylistic norm.

More interesting is the rhyme. A rhyme is a consonance of two syllables at the end of a
verse or line, including a grammatical rhyme that uses the same suffixes and inflections. In our
opinion, when considering advertising, it would be better to talk about “rhyming”, ie the tech-
niques of word play that underlie any rhyme. Yes, it is one of the most effective means of memo-
rization, an important link in the mechanism of advertising communication in the format of “per-
ception — memorization — involvement”.

This technique helps the slogans to be better stored in the memory of consumers. Because
of this, the product is better recognized in the product market. However, the translator faces the
difficult task of translating the slogan-rhyme from one language to another, while preserving all
the lexical and semantic features of the original and the main content. To do this, advertisers
usually create a new rhyming test, keeping the content and style:

“Be a woman for a cause not for applause” (Baileys) — «bydb yciHKO 0214 nidcmasu, a He
0715 CMBOPEHHA 8UCMABU»;

“Fast food, fast good” (Smile Fast Food) — «CmaHe weudko mobi good, akujo 3alidew y Fast Food»;

“Because you are confident. Any day, anyway” (Mary Kay) — « Tomy wjo mu enesHeHa wj00-
HA, AK HasYas1a mebe HeHAx;

“Once you go Mac. You’ll never go back” (Mac) — «Cnpobysaswiu Mac, Ha3a0 8xe HifaK».

“Everything you want from a store, and a little bit more” (cynepmapkemu Safeway) —
«TinbKu OUKi 6edyiHu He Xx00AMb 8 HaWIi MA2a3UHU»;

“If you want to get ahead, get a hat” (eupobHuku kanentoxie Hat Council) — «LLjo6 He mep3-
71U meoi 8yxa, mo npudbali 8 Hac Kanenroxa»;

“In rhyme with time” (200uHHuk Kingston Watch Co.) — «Becb 4ac — 0415 HAc».

Working with such slogans is not easy for a translator, but it is very interesting, because you
need to show your creative approach and creativity. Very often it is almost impossible to convey
a phonetic game due to the inconsistency of the name of the product and the created effect on
the recipient.

For example: “Nothing fitz like a Ritz” — «Hiwjo He cMakye Kpauwe, Hixc Ritz» (kpekepu Ritz
Crackers); “Beanz Meanz Hein” — «fKwo keacoss, mo Heinz» (KoHcepsosaHa Keacosna Heinz
Baked Beans). In the above slogans we observe a conscious violation of the form of words, which
aims to form a rhyming phrase.

Another stylistic effect, which is achieved through the involvement of phonetic means of
speech in combination with their lexical component, is the consonance of the pronunciation of
the manufacturer’s name with the text message, which can be interpreted differently due to this
effect. This tool is also called a word game. Example:

WhoNu Cookies: “Who knew delicious could be so nutritious?” — «Xmo »¢ 3Has, wo cmay-
HeHbKe Moxte bymu makum rnoxcusHUmM?». The name of the company Hun is consonant with the
pronunciation of the first two words in the slogan, so if you hear it, you can translate it different-
ly: «XyHY — cMauHe moxKe byTu e 1 noxunsHUMY. Also in this slogan a rhyme is created through
the use of assonance.

AMD: “Inspire me. Surprise me. AMD me” — «Haduxali meHe! 30usyli meHe! AMD meHe!».
AMD abbreviation is very consonant with the word “aimed”. So, the last part can be translated
as “Aim me” or “Give me a goal”.

The translator, in order to convey the linguistic basis and function of the means of expression,
mostly uses equivalents and variable relations. Sometimes it is impossible to find or find a success-
ful equivalent in the system of another language. Then the translator uses various transformations
(concretization and differentiation), generalization of meanings or integral transformation.

After analyzing examples of advertising slogans with phonetic stylistic figures, we can draw
the following conclusions:

— successful combination of phonetic means of speech, the use of rhyme allows you to eas-
ily attract the attention of consumers to the advertised object, to put it in the memory of con-
sumers;
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—slogans with phonetic stylistic means are best suited for audio advertising, because it is in
the scale that the effect that the advertisers tried to achieve is created;

—in the process of translating advertising slogans of this type it is very difficult, and some-
times even impossible to maintain equivalence and preserve their effect, so the translator has
to choose: either completely change the text of the message and preserve the stylistic effect, or
lose it during literal translation. Both options are very risky, because the combination of the con-
tent of the advertising slogan and stylistic means allows you to maximize the impact on the con-
sumer.

It should be noted that the most actively perceived by the recipients is the sound image of
the advertising text, because it is the key to the success of the advertising process, it is what at-
tracts the attention of potential customers from the first heard sounds. After analyzing the ad-
vertising slogans for the presence of phonetic means of expression at phonetic level, we have
found that the slogans mostly have such means of expression as alliteration (“Right audience,
right story, real time.” (Microsoft) — «llpasunbHa nybika, npasdusa icmopis, NPAmMo 3apas»),
assonance (“Born under a lucky star” (Heineken) — «HapodxceHuli nio wacausoro 3ipkoro»), pho-
netic compression (“Betcha can’t eat just one” (4incu Lay’s Potato chips) — «3aknadarocs, wjo Ha
00Hili He 3ynuHuwica»), apocope (“I’m lovin’ it” — «A ue nbno!»), rhime (“Fast food, fast good”
(Smile Fast Food) — «CmaHe weudko mobi good, Akujo 3alioew y Fast Food»), pun (“Get N or get
out” — «Bizemu N abo (idu 2eme») ma onomatopy (“Plop, Plop, Fizz, Fizz, oh what relief it is!” (Al-
ka-Seltzer) — «bynok, bynok, Mww, Muww, sKe nonezweHHA!»).

Having analyzed examples of advertising slogans with phonetic stylistic figures, we can
draw the following conclusions:

— a good combination of phonetic means of speech and the use of rhyme makes it easy to
attract the attention of consumers to the advertised object, to put it in the memory of consum-
ers;

— phonetic style slogans are best suited for audio ads, because it is the soundtrack that cre-
ates the effect that advertisers sought to achieve;

— translating advertising slogans of this kind is very difficult, and sometimes it is not even
possible to maintain equivalence and retain their effect, so the translator must choose to either
completely change the text of the message and preserve the stylistic effect or lose it during liter-
al translation. Both options are very risky because it is the combination of the content of the ad-
vertising slogan and stylistic means that can maximize the impact on the consumer.

It should be stated that advertising also affects the consumer significantly through visual
and graphic means at graphical level. In this case, it is important not only what is written, but also
how, for example, what type of font the advertisers used, the color and size of the label where
the text is located is also important. In order to highlight important information in the text, some
words in English language advertising start with a capital letter or they can use a different font.
The graphic play is available in the following forms and examples: change in the number of let-
ters (“Bacon gooood, cheese gooood!” (Wenny’s) — «beKkoH eaaaapHuli, cup eaaaapHulil»), mis-
spelling and usage of shortened forms (“Hot’n juicy” (Wenny’s) — «[ocmpuli & cokosumulii»),
applying of capital letters only while writing (“WASSSSSUP?” (Budweiser) — «flk CCCIIPABU?»),
writing words through a hyphen (“It S-T-R-E-T-C-H-E-S and springs back” (watch bands Speidel
Corp.) — «BiH p-0-3-m-s-2-y-€-m-b-c-A i nogepmaemascsa 00 popmu»).

So, we have noticed that the change in font and the “row tightness” show a change in in-
tonation and logical emphasis, that is, they carry out the functions of transmitting emotional
state. Defixation (with doubling / tripling of certain graphs) is mainly used to depict strong ex-
citement, italics indicate the intensification and / or transfer of the phrase emphasis on the word
being emitted. There is no semantic difference between these means: the stylistic technique is
that the spelling presentation of a particular unit of expression or text is somehow different from
the graphical presentation of the whole text. Graphic techniques of the linguistic play allow to
increase the capacity of the advertising slogan without increasing the slogan itself. But during
translation, unfortunately, it is difficult to repeat some of these techniques and maintain a sty-
listic effect.

At the morphological level, because of the typological features of the English language,
we can observe relatively few cases of use of linguistic techniques using the possibilities of mor-
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phemes and their modifications have been identified. The system of expressive means in the
field of morphology in English is rather poor, which is caused, above all, by its predominantly an-
alytical system. However, the poverty of the system of expressive means at the morphological
level is offset by the possibility of widespread use of stylistic techniques, which are understood
as the intentional shift with the formed distribution of language units.

Examples: “The coffee-er coffee” — «Kasosiwa kasa» (peknama npodykmy “Savarin Cof-
fee”), “The Orangemostest Drink In The World!” — «Hal-Hali- AnenscuHosiwuii Hanidi y Ceimi»
(Hanili orange drink Fanta), ”1 makes hamburgers taste like steakburgers»”— «| cambypzepu Ha
cMak AaK cmelikbypzepu» (Al Steak Sauce).

Morphemic stylistic tools — serve to convey additional information (logical, emotional, ex-
pressive) using suffixes or prefixes with a pronounced logical meaning.

Lexical level and its linguistic means are the most common type of stylictic play in Eng-
lish advertising. After investigation of great number of advertising texts we noticed the use of
allusion (“iThink, Therefore iMac.” — «f dymato, 3Ha4ume s iMac» (Apple)), metaphore (“The
architects of time” — «Teopui yacy» (Longings), metonomy (“There’s a smile in every Hershey
Bar.” — «B KoxcHili naumui wokonady Hershey Bar — no nocmiwiyi» (Hershey’s Chocolate Candy
Bars), pun (“For mash get Smash.” — «LlLlJo6 ompumamu ntope — poamosuyu»), zeugma (“Grate it,
grill it, spear it, stuff it, bake it, break it, toast it, roast it, post it.” — «Moxceme Hamepmu (iozo,
niocmaxcumu (o2o Ha 2puni, niduenumu (io2o sudesnkoro, hapwupysamu HUM, 3arnekmu o2o,
gidnamamu (ioeo, nidpym’sHumu loeo, po3naasumu (io2o Ha ckoeopodi, sidnpasumu Lio2o 8
niu, sidnpasumu lio2o» (cup bpi), comparisons (“Rough and tough. Like barbed wire and whis-
key” — «X{opcmkuli ma miyHul, Axk Koaro4uli Opim i gicki» (Toyota Trucks), personification (Toy-
ota: “The car that reads the road” — «MawuHa, aka 34umye dopozay»), hyperbola (Toyota: “Un-
ending miles of envy” — «HeckiHueHHi musi 3a30powiie»), parceling (“L’Oreal. Because you worth
it!” — «L’Oreal. Tomy wjo mu ybo2o sapmal») and other approaches in the selected number of
slogans.

Syntactic stylistic devices and tropes — usage of the structural elements of a sentence
to create a stylistic effect. Often combined with other stylistic devices. The most common in
advertising slogans is the use of different repetitions (Wenny’s: “Double beef, double cheese,
doubly amazing” — «[lodsiliHa komaema, nodsiliHuli cup, nodsiliHa Haconoda»), change of
word order — inversion (Coca Cola: “One thing the world will always share... A taste for the
best. Coke is it!” — «Hanil, akuli po30inse yseco caim. CmakK 08 Halikpawjux. Lle € Konal»),
parallel constructions (LG: “I work in 3D, | play in 3D, | live in 3D.” — «fl npautoto 8 3D, A eparo
8 3D, s wusy 6 3D»), separating part of the text with punctuation, deliberate omission of
connectors, etc.

At the syntactic level, the effect is achieved through the use of different types of sentenc-
es, including interrogative or imperative for the purpose of expression, the structure of complex,
the main members of the sentence — monosyllabic, in the absence of the necessary members of
the sentence — contextually incomplete.

Advertising text should affect the individual’s mind, persistently urging them to make a
purchase, attend a show or event, or order a service. The linguistic tools and techniques that we
have examined in our work indicate the effectiveness of language manipulation in the creation
of advertising texts.

Therefore, we can conclude that advertising slogans are a treasure trove of various stylistic
tools that are used at all levels of their structure to create certain stylistic effects and stimulate
sales of products. Translation of advertising slogans is a complex process that involves analyzing
their structural-semantic, lexical and stylistic components. Differences in the structural structure
of English and Ukrainian cause some difficulties in the translation process, which can distort in-
formation and affect its content. Taking these features into consideration and choosing the right
translation methods are the key to a good translation.

Translating advertising text, just like any professional translation, is a complex process. The
translator of the advertising text should be very careful when working, they should take into ac-
count the cultural features of the original language and the language of translation. Also, the
age of the target audience of the ad text should be considered. We can distinguish the following
types of translation transformations:
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1. Transliteration and transcription (aHan. Siemens — ykp. CimeHc).

2. Word by word (direct) translation (aHen. Microsoft. Where do you want to go today? -
yKp. Malikpocogpm. Kydu eu xoyeme nimu cb0200Hi?).

3. Calque (aHen. I’'m lovin’ it (McDonald’s) — ykp. Ocb wjo 1 nobaro (MakoHane03).

4. (Indirect translation) (aHnen. A taste of paradise (Bounty) — ykp. Paliceka Hacono0a
(BayHmi).

5. Adaptation (Carlsberg: “Carlsberg — probably the best lager in the world” ykpaiHcbKoro
38yyums mak: «Carlsberg — mabyme, Halikpauwje nugo e ceimi»).

6. Artistic translation: (aHen. Have a Pepsi day (Pepsi) — ykp. lencHayHo2o OHA!
(Menci).

Therefore, after the analysis of the abovementioned methods of translating English
advertising texts, we can conclude that the translator has a large variety of translation
transformations. The choice of a particular method during translation is decided by each
translator depending on the purpose pursued by the particular advertising text. It is important
that the impression that the translation of advertising text produces on the consumer is as similar
as possible to the effect in the original language.
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