Ps6oBoa C. Crienndixa BIATBOPEHHS aHTAOMOBHMX TEKCTIB PeKAAMM YKPATHCHKOIO MOBOIO

..............................................................................................................................................................

UDC 81°255.4:811.111
DOI https://doi.org/10.24919/2308-4863/50-31

Svitlana RIABOVOL,

orcid.org/0000-0001-7403-0382

Lecturer at the Department of English Language for Non-Philological Specialities
Oles Honchar Dnipro National University

(Dnipro, Ukraine) claire 14@i.ua

SPECIFICITY OF REPRODUCTION OF ENGLISH-LANGUAGE ADVERTISING
TEXTS IN THE UKRAINIAN LANGUAGE

The article is devoted to the analysis of the principles of using translation transformations for the translation of English-
language advertising texts; systematization of the main methods of translating English-language advertising slogans into the
Ukrainian language; description of the features of English-language advertising texts, exploration of the translation aspects
of English-language advertising slogans. The main focus of the work is on strategies for translating English-language
advertising slogans into the Ukrainian language, including direct translation, adaptation and revision. The analysis of the
use of translation transformations in the translation of advertising texts showed that the most commonly used translation
transformations are lexical (concretization of meaning, generalization of meaning, omission of words, addition of words,
transposition (nominalization), contextual substitution), grammatical (replacement of words, partitioning of the sentence
(inner and outer)) and lexico-grammatical (antonymous translation). Advertising is an extremely multifaceted phenomenon.
The attention of scholars to the advertising text is growing, the interest and importance of considering the specifics of the
translation of English-language advertising texts is not fading. In the process of translating such texts, the translator has to
solve both purely linguistic problems due to differences in semantic structure and features of the use of two languages in the
communication process, and problems of sociolinguistic adaptation of the text. As soon as the main purpose of translation is
to achieve adequacy, the main aim of the translator is to skillfully lead various translation transformations in order to convey
as accurately as possible all the information contained in the original text. The translation of advertising texts is always a
creative reworking of the original, for which you need to have the necessary knowledge and be a competent translator. It is
of primary importance to identify the pragmatic functioning of the advertising slogan and its impact on the recipient. Taking
into account various aspects of translation of the English-language advertising texts into the Ukrainian language contributes
to the process of achieving equivalence and adequacy of translation.
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CHEIU®IKA BIZIITBOPEHHS AHIJIOMOBHUX TEKCTIB PEKJIAMHU
YKPATHCBKOIO MOBOIO

Y emammi npoananizosano npunyunu 6uUKOpUCMAaHHs NEPEKIAOAYbKUX MPAHCHOPMAaYitl ni0 4ac NepeKIady aHeiomMos-
HUX DEeKIaAMHUX TMeKCMI8, CUCMeMAmuU308aHO OCHOBHI CNOCOOU NepeKaady AHSIOMOBHUX PEKIAMHUX CLO2AHI8 VKPAIHCbKOIO
MOBOIO, OXAPAKMEPUZ0BAHO OCOOIUBOCHIT AHSTIOMOBHUX PEKIAMHUX MEKCMIB, O0CIIONCEHO NEPEKNAAYbKI ACNEKMU AHSLOMOG-
HUX peKIamMHUx cozawie. 1ono6na yeaza 6 pobomi 30cepeddicena Ha cmpamezisx nepeKiaoy MOGHUX 3aC00i8 AHSTOMOBHUX
PEKNAMHUX CTIO2AHI8 YKPAIHCHKOI0 MOBOI0, cepeo AKUX NPAMULL NepeKaao, adanmayis ma pesisis. AHaniz sukopucmanus nepe-
KAa0aybKux mpancgopmayiti nio yac nepexiady pekiamuux mexkcmie nokasas, o Haudibl 6JCUBAHUMU NEPEKTAOAYLKUMU
mpancgopmayiamu € 1eKCuyHi (KOHKpemu3ayis, eeHepanizayis, eunydeHHs Ciie (Komnpecis), 000a8ants ciig (Oekomnpecis),
Mpancno3uyin (HOMIHARI3ayis), KOHMEKCNYaTbHA 3aMIHA), SPAMAMUYHI (3MIHA NOPAOKY Cli6 Y peueHHi, NOOil peueHts (6Hy-
MPIUHIL | 3068HIWHILL)) MA JIEKCUKO-EPaAMAMUYHI (AHMOHIMIYHUL nepekaad). Pexnama — ye asuwye Ha036u4atino bazamospanHe
i bacamoacnexkmHe. Ysaza HayKo8Yi& 00 PEKIAMHO20 MEKCHTY 3DOCHAE, He 324cd€ iHmepec i 3Hauyuicms po32nady cneyuqiku
nepexiady mekcmie aHaIoOMOBHOI peknamu. Y npoyeci nepexkiady maxux mexkcmis nepekniaayesi 00800UMvbCs 8UPILLY8amu
SIK CYMO MOGHI, JHSGICMUYHI NPOOTeMU, 3yMOBIEHI PO3XOONCEHHSIMU 6 CEMAHMUYHIL CIMPYKIMYPL 1l 0COOIUBOCMISIX BUKOPUC-
MAHHs 080X MO8 Y NPpoyeci KOMYHIKayii, max i npobnemu coyioninegicmuynoi adanmayii mexcmy. OCKibKu 207108HOI0 MENoo
nepexiady € 00CAZHEHHA A0eK8AMHOCI, MO 20/108HOI0 MEMOI0 NePeKIaoaid € 6MIiN0 3aCMOCO8Y8aAMU PISHOMAHIMHI nepeKa-
daybki mpancgopmayii, wob sKomoea mouriue nepedamu 6cto iHghopmayiio, wjo micmumscsi ¢ mexkcmi opueinany. Iepexnao
PEKNAMHUX MEKCMIB 3a84cOU € MBOPYOI NEPePOOKOI0 OPUSTHATY, OJid 4020 HEOOXIOHO 80100IiMmuU HeOOXIOHUMU 3HAHHAMU MA
oymu komnemenmuum nepexiadavem. Haozeuuaiino eaj)ciusum € sussumu npazmamuyne QyHKYIOHY8aHHs PeKi1amMHO20 Cl0-
2amy ma 1o2o naue Ha peyunichma. Bpaxysanns piznux acnexmie nepexiady aHeioMOGHUX PEKIAMHUX MEKCMIB YKPATHCLKOIO
MOBOIO CHPUSIE OOCASHEHHIO eKBIBAIEHMHOCTI A A0eKEAMHOCMI NepeKiaoy.

Kniwouoei cnosa: pexiamnuil ciozaw, nepekiadaybka cmpamezis, nepekiaoaybka mpanchopmayis, adekeammicns
nepexacy, mpancKpeayis.
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Formulation of the problem. The relevance of
our study is that advertising is a dynamic phenomenon
that is changing very rapidly, which, in turn,
necessitates the systematization of linguistic aspects
of translation of English-language advertising texts
and determining their pragmatic functioning. This
problem has been and is being posed from different
angles, it continues to attract the attention of linguists
and translators, and today it cannot be considered
sufficiently studied.

Analysis of the researches. Today the researchers
focus on lexical features (T. V. Krutko (Krutko, 2006)),
conceptual structure, syntactic, stylistic, structural-
semantic, communicative-pragmatic features of
advertising text (Ye. P. Isakova (Isakova, 1999),
N. S. Lysa (Lysa, 2003), A. I. Radu (Radu, 1999), the
evaluative component of the text and the linguistic
means of expression of evaluation (O. Ye. Tkachuk-
Miroshnichenko (Tkachuk-Miroshnichenko, 2001),
S. A. Fedorets (Fedorets, 2007), G. Leech (Leech,
2006)). The research works of U. K. Kyrmach
(Kyrmach, 2011), M. M. Litvinova (Litvinova,
2011), D. M. Dobrovolska (Dobrovolska, 2016),
O. S. Bylinska (Bylinska, 2016), A. O. Malyshenko
(Malyshenko, 2011) and others are devoted to the
problems of translation of advertising texts. However,
this topic cannot be called comprehensive, as this
issue is characterized by multifaceted and insufficient
study of its embodiments. Every year, the translation
aspect of advertising research will gain momentum as
the media world evolves and changes at high speed.

The objectives of the article. The aim of the
research is to establish the linguistic features of the
English-language advertising texts and to find the
ways to reproduce them during the translation into
the Ukrainian language. The main task of the article
is to establish translation strategies and translation
transformations used during the translation of
English-language advertising texts into Ukrainian, as
well as to analyze the features of the translation of
English-language advertising texts.

The subject of research is translation
transformations, strategies and features of translation
of advertising texts, as well as the specifics of
maintaining a pragmatic function during translation.
The object of the research is 37 slogans of English
advertising and their translation into Ukrainian.

Presentation of the main material of the study.
Advertising is a complex and multifaceted system of
psychological influence on a person. English-language
advertising space knows no boundaries. It seems that
the advertising texts are aimed at demonstrating the
lexical richness of the English language (Coleman,
2010: 78).
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Adequate translation should evoke in the recipient
the same «communicative reaction» as the original
text. When translating, we first of all take into
account the denotative and connotative components
of the content of the source text. However, it is
necessary to focus on another important aspect -
the pragmatic component, which is the relationship
between language expression and participants in
communication. The translator, comparing different
language and cultural systems, finds key differences
in the background knowledge of native speakers of
different languages (Harris, 1977: 605).

Both precision and creative translation decisions
are needed when translating texts. The importance
of their use is evidenced by the emergence of the
concept of «transcreation», which was introduced by
scientists R. Ray and N. Kelly (Ray, Kelly, 2010: 2).
Transcreation is a type of adaptation with elements
of copywriting, in which the translator is the creator.

A. Goddard identifies the following features of
English-language advertising texts:

1. Emotionally coloured vocabulary in the
advertising text should not prevail over logical
arguments, it is necessary to explain all the advantages
of the product.

2. Advertising should form in the consumer a
sense of significance, belonging to a certain circle, to
give the feeling that using a certain product a person
is slightly superior to those who use other products.

3. Verbalization (expression of thought through
words) traditionally precedes creating an image, so
advertising is more «copywriting, i.e. its basis is a
good text, a bright slogan.

4. American advertising specialists use images
that evoke strong feelings and exaggerate them
to consumers, while English advertising is more
restrained and focused on subtle emotions (Goddard,
1998:105).

Theresearchers of advertising discourse emphasize
that most modern advertising texts have a high degree
of expressive saturation, which is achieved through
the widespread use of expressive means.

According to M. Yu. Mykolaienko, «the advertising
text is considered as a culturological phenomenon,
which is characterized by national specificity at the
levels of linguistic objectification of cultural and
social realities and cognitive-semantic formations
of a language. Therefore, we can identify translation
as an act of intercultural communication, in which
the translator acts as a mediator» (Mykolaienko,
2020: 181).

Yu. A. Firsova notes that the advertising text should
not be translated verbatim, due to multiple metaphors,
phraseological units, ambiguity and other stylistic
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features of the language, as well as due to possible
differences in the culture of the country of origin and
potential audience. In a literal representation, the text
may lose the meaning and force of its influence. You
should be able to take into account all these ethical,
linguistic and psychological differences, translate the
text and not make it new, completely different from
the original. This, according to the researcher, is the
professionalism of the translator, to reproduce the text,
not to create a new one, however, take into account
all the necessary aspects. In this case, the translator
can use synonymous expressions, which must take
into account traditional ethnic, national and social
characteristics, stereotypes of behavior of a particular
audience, which is aimed at products indicated in the
advertising text (Firsova, 2004: 250).

Thus, the literal translation of a text from one
language to another in the presence of nationally
and culturally marked units, if possible, does not
achieve its main goal. When translating advertising
messages into a foreign language, it is necessary to
take into account the specific features of advertising
as a kind of literature: brevity, capacity, accessibility
of presentation, the relationship of verbal and
nonverbal components of the text and national
and cultural characteristics of the target audience.
If there is a discrepancy between the cultural
information contained in the advertising message
and the background knowledge of the recipients, the
advertisement will be rejected by the audience, and the
negative attitude of the recipients to the advertising
message may be transferred to the advertised product.

The linguists are trying to deepen their research in
the field of translation of advertising texts, strategies
and principles. The issue of using certain translation
transformations, translation and transmission of the
main content of English-language advertising texts,
in the Ukrainian language and vice versa, remains
incompletely studied today. Zh. Kabanets and
V. Konovalova believe that «adequate translation
is a translation performed at a level necessary and
sufficient to convey a constant layer of content
in compliance with the norms of the language of
translation» (Kabanets, Konovalova, 2010: 394).

Often in the translation work with advertising
texts specific linguistic and cultural-linguistic
characteristics are not sufficiently taken into account,
and the main thing is the special communicative
orientation of advertising messages. The translator
should identify the linguistic characteristics of the
language of advertising and methods of'its translation,
analyze the language of advertising and identify its
specific characteristics, analyze the parameters that
affect the adequacy of translation.
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The following strategies for translating advertising
texts and slogans can be identified: 1) lack of
translation; 2) literal translation; 3) adaptation; 4)
revision (Petrushko, 2014).

1) Some foreign companies that present their
products on the Ukrainian market leave their
advertising slogans without translation, for instance:
«lt’s a Sony» (Sony).

2) The examples of literal translation strategy
are the following slogans: «My world. My style. My
Ecco» (Ecco). / «Miu ceim. Miti cmuns. Miti Ecco»,
«Onlyyouy (Nivea). / « Tinoxu muy,; « Taste the Feelingy
(Coca-Cola). / «Cnpobyii nowymms na cmaxy.

3) Adaptation is used in cases when the original
advertising phrase cannot be simply translated into
Ukrainian due to various reasons. Then the translator
faces with the task of translating the source text,
adapting it to the norms of the language of translation.
The essence of this approach is that the photographic
material can be saved, but the text is adapted according
to the peculiarities of the language of translation. Most
often, a foreign company-advertiser faces the problem
of adapting the original advertising text. The reason
is the typological differences between Ukrainian
and English. The strategy of adaptation was most
often observed during the study of the translation of
advertising material in this article. Therefore, we will
consider the translation transformations that make it
possible to adhere to this strategy during translation.

4) Revision is a strategy that involves the
formulation of a completely new advertising text.
Photographic material can be stored, but it is risky,
because photographic material and text must
reproduce a single advertising concept. Revision
in the translation of advertising is widely used:
«Maybe she'’s born with it. Maybe it’'s Maybelline»
(Maybelline). / «¥Yci 6 zaxeami 6i0 mebe. Tu 6i0
Mertibenin!»

Theinfluence ofadvertisingslogans onthe audience
is the main communicative task of the speaker-author
and should be taken into account during translation,
so «solving the problem of adequate translation of
the text with the help of another language means, the
translator aims to find out the purpose of the message»
(Porpulit, 2009: 162).

Translation transformation is a technique that,
despite the differences between the original and
translated languages, helps to make the text of the
original and the translation match.

In the process of our researching translations of
advertising slogans we found the following lexical
translation transformations:

1. concretization of meaning (lexical-semantic
transformation, as a result of which a word with
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broader semantics in the original language is replaced
by a word with narrower semantics in the language of
translation):

«Stirs every one of your senses even before you
drivey(Mazda). / «IIpucropioe cepuedoummsy.

«Don 't be evily ( Google). / «He poou 3na».

«Think bigy (Imax). / «/{ymail wiupokoy.

«Haveityourwayy (Burger King). / «3poduno-ceéoemy».

«Nobody does chicken like KFC» (KFC). / «Hixmo
He comye KypKy max, sk KFCy.

2. generalization of meaning (it is a lexical-
semantic transformation, as a result of which a word
with narrower semantics in the original language is
replaced by a word with broader semantics in the
language of translation):

«Let’s make things bettery (Philips). / «3minumo
HCUmMmsn Ha Kpaujey.

«Quality never goes out of stylen (Levis) /
«Axicms HiKOMU He 8UXOOUMDb 3 MOOUY.

«Probably the best lager in the worldy
(Carlsberg). / « Mabyms, natikpauje RUGO 6 CEIMIY.

3. omission of words (reducing the number
of language units in the translation or removal of
excessive explicit information in the form of an extra
word / phrase in the original language):

«Between love and madness lies obsessiony (Calvin
Klein). / «Mixc mobos’io i 6odcesiniim  —
00epIUCUMICTIb Y.

«Red Bull gives you wings» (Red Bull). / «Red
Bull naoae kpunay.

«There are some things money cannot
buy. For everything else, there’s Mastercardy
(Mastercard). / «€ peui, siki ne moxcna Kynumu. /s
pewmu ¢ Mastercardy.

4. addition of words (increasing the number
of language units in the translation or technique
of translating a word from the original language
as a minimum of two lexemes in the language of
translation, due to the need to explain the implicit
information of the original source, clarifying it at the
lexical level for a reader unfamiliar with it):

«For you need confidence» (Barclays). / «/Ina
sawiof cmaodinbHOCMi NOMPIOHA BNEBHEHICIbY.

«Let your fingers do the walkingy» (Yellow Pages). /
«Hexati eawi nanvyi éce 06itioymo ».

5. transposition (replacement of one part of speech
with another):

«You're the boss» (Burger King). / «Tu mym
201106HUILY.

«Please come in. Nissan ARIYA is refreshingly
open, so you can breathe and relax» (Nissan). /
«byow nacka, 3axooeme. Nissan ARIYA docmamibo
npocmopa  3a0as  6aui0z0  Komgopmy  ma
6ionouunky». (nominalization)
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«Wireless.  Effortless. Magicaly  (Airpods
Apple). / «Hiakux npoeoodie. Hisaxux cxknaonouwis.
Yucma maciay. (nominalization)

«Every little helps» (Tesco). / «Kooxcna opionuuysn
saoiciueay. (nominalization)

6. contextual substitution. Due to contextual
substitution the corresponding word or phrase in the
original language is a word or phrase that is not its
lexical meaning, and which is selected taking into
account the contextual meaning and linguistic norms
and usage of the language of translation. There are
no exact rules for substituting one word for another,
as the translation of words in such cases depends
entirely on the context. The good examples are:

«The future is exciting. Ready?» (Vodafone). /
«Martioymue euknurkae. Ready?».

«Discover the new Corsa — the future-ready
German city-car, blending everyday driving fun with
exciting big car technology» (Opel). / «Bioxkpuiime
onsn  cebe Opel Corsa — nepcneKmueHuil
HIMeYbKULL MICbKULL A8MOMOOLIb, V AKOMY UWOOEHHE
3a0080/1eHHs 6i0 [30U NOEOHAHO i3 HAUCYUACHIWUMU
MEXHONO2IAMUN.

«Quality is job» (Ford). / «[xicmb — nonao ycen.

«Get ready for beautiful flake free hair! Head
and Shouldersy (Head and Shoulders). / «Ompumaii
2apme 8010ccst 6e3 Iynuy.

«Belong Anywherey» (Airbnb). / «Ilouysaiimecs
AK 8600ma 8 OYOb-AKill Mouyi cimy».

Moreover, during the analysis grammatical
translation transformations have been revealed:

1. replacement of words (in the translated
sentence in comparison with the original sentence
in accordance with existing syntactic norms of the
language of translation):

«Because you re worth ity (L'Oreal). / «Adoce mu
Ub020 6APMAY.

«I’m lovin’ ity (Mcdonald’s). / «4 ye arodnro».

2. partitioning of the sentence which is conversion
of a simple sentence in the original language into
a compound or compound sentence in the target
language known as inner partitioning:

«Everything in one touchy
«Cmapmepon, 6 akomy € 6cey.

«For the men in charge of changey (Fortune
Magazine). / «/{na yonosixis, wgo 6ionogioaroms 3a
SMIHUY.

There is also the division of a complex sentence
in the original language into several simple sentences
marked in writing with periods in the language of
translation which is outer partitioning:

«Living and loving in the momenty (Yves Saint
Laurent Parisienne). / «Kumu. /Irooumu. 3apa3z».

«Make believey (Sony). / «llosip. Bminiotiy.

(Samsung). /
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«Power, beauty and souly (Aston Martin). / «Cuna.
Kpaca. /[yway.

Antonymous translation (replacement of the word
form in the original language with the opposite in
meaning in the language of translation, i. e. positive
meaning into negative — negativation and vice versa —
positivation) has also been revealed among the lexico-
grammatical transformations found in the translations
of advertising units:

«ldeas you can't live withouty (Tefal). / «be3
meoix iodeil He obilimucsay. (negativation).

«Obey your thirsty (Sprite). / «He oait cobi
sacoxnymu!y. (negativation)

«It’s a Skoda. Honesty (Skoda). / «lllkooa. be3
oomanyy. (negativation)

«Impossible is nothingy (Adidas). / «Hemooicnuge
moxcausoy. (the case of annihilation which is the
way of translating a lexical unit with two formally
expressed semes of negation in the original language
by a word or a phrase without formally expressed
seme of negation in the language of translation).

The analysis of the factual material showed that
in the studied English-language advertising texts
the lexical transformations for the transfer of means
of expression make up the largest part. However,
grammatical transformations are also widely used in
advertising texts.

The choice of the strategy or the technique of
translation of advertising texts depends on a variety
factors which include the nature of the translated text,
the audience of consumers of advertising products,
and the presence in the language of appropriate
lexical means and grammar structures.

The analysis revealed that the translation of
advertising texts involved the use of various
transformations — lexical (concretization of meaning,
generalization of meaning, omission of words,
addition of words, transposition (nominalization),

...............................................................................

contextual substitution), grammatical (replacement of
words, partitioning of the sentence (inner and outer)
and lexico-grammatical (antonymous translation).

Conclusions and prospects for further research.
The article attempts to analyze the specifics of English-
language advertising discourse. We consider research
of translation and adaptation of English-language
advertising in the Ukrainian-speaking environment
to be relevant. In particular, attention is focused
on the concept of interpretation of structural and
compositional features of advertising in the Ukrainian
language. As a result of the research, the distinctive
linguistic features of English-language advertising
texts are determined, which makes it possible to
identify the main strategies for translating advertising
slogans in order to adapt to the Ukrainian-language
market. The obtained results allow to study and
substantiate the process and strategies of translation
of advertising slogans, which, in turn, enables to
convey information from the original text more
accurately and clearly. Literal translation, adaptation
and revision are singled out among the characterized
translation strategies for maintaining the pragmatic
function in Ukrainian-language advertising texts. Due
to the analysis of translation transformations used
for the translation of English-language advertising
texts into Ukrainian, considering the implementation
of the achievement of translation adequacy, we can
identify the most commonly used, including lexical
(concretization of meaning, generalization of meaning,
omission of words, addition of words, transposition
(nominalization), contextual substitution),
grammatical (replacement of words, partitioning of
the sentence (inner and outer) and lexico-grammatical
(antonymous translation). The prospect of further
research may be the analysis of the specifics of the
translation of the linguistic features of audio and video
advertising into the Ukrainian language.
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