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STYLISTIC FEATURES OF ADVERTISING TEXTS AND THEIR REPRODUCTION
IN TRANSLATION

The article deals with linguistic and stylistic peculiarities of advertising texts and factors influencing their translation.
Different approaches of advertising texts translation and practicability of lexical semantic transformation usage are ana-
lyzed. All statements and conclusions are illustrated with English advertising texts, chosen from mass media resources,
and the author’s variants of their translation.

“Advertising is not an addition to business, but a vital component of our economy” the Americans say. The uniqueness
of such a phenomenon as advertising, is in its super-vitality. Even in times of economic crisis, it doesn’t only flourish, but
also helps those who use its services to survive and follow its recommendations. Advertising is a complex type of human
activity. Advertising was introduced unnoticed and gradually became an integral part of our lives. Wherever we go, what-
ever we do, advertising is always with us. These are posters, stands, shop windows, calendars and booklets. It has forever
taken a dominant position on television and radio, in newspapers and magazines, as well as in the Internet.

While translating the advertising text from other languages it is especially important not to lose the hidden meaning
of the advertising message, as each state has its own customs, social communications, norms and canons of communica-
tion. Advertising should “sound”, be rich and extremely short.

Translation of advertising texts is a complex, creative process that requires consideration of many factors. First of all,
we must realize that advertising texts should promote the sale of goods, so they should be as convincing as possible
and create vivid images in the minds of consumers. The materials of this study can be used in the work of translators, as
well as in subsequent studies of advertising texts, problems of their translation, problems of adaptation of advertising texts

to the language of translation, and so on.
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Introduction. Nowadays, it is absolutely
impossible to imagine any sphere of human activity
without such a phenomenon as advertising. Adver-
tising is aimed at attracting public attention to
a phenomenon, product or service. The translation
of an advertising text, in contrast to the translation
of fiction, in which the translator is obliged to con-
vey the artistic and aesthetic benefits of the orig-
inal, differs slightly in form, linguistic means, as
well as a strong communicative orientation. In
the process of translating such texts, the translator
has to solve both linguistic problems, due to differ-
ences in semantic structure and features of two lan-
guages in the communication process, and prob-
lems of sociolinguistic adaptation of the text.

Analysis of research. Recently, there has been
a growing interest in the study of the media. Adver-
tising as the brightest means of mass communication
1s no exception. Advertising is an extremely multi-
faceted phenomenon. It is a dynamic form of mass
communication and intercultural communication.

Proof of this statement is the interest of research-
ers — representatives of various sciences are stud-
ying this phenomenon (advertising is studied by
psychologists, political scientists, marketers, econ-
omists, journalists, linguists). Analyzing advertis-
ing, each of the sciences uses its own methodol-
ogy, methods of studying and terminology. Thus,
psychologists and sociologists study the problems
of changing human behavior and society under
the influence of advertising, motives for choosing
aparticular product or service, the formation of new
patterns of behavior and lifestyle, etc. Linguists
study the content of materials that convey adver-
tising messages, they analyze verbal and linguis-
tic aspect of communication and the use of means
of expression in the creation of advertising text,
messages and visual images [[lypumkas 2009].

Presentation of the main material
of the research. Among the specific features
of advertising texts, researchers identify the fol-
lowing:
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— compactness (ability of the recipient to cover
the text at a glance);

— additionality (as a rule, advertising text speci-
fies either graphic or video image);

— signaling (in the text there is a phrase,
which expresses the modality of the entire text
of the advertisement);

— hierarchy (advertising text may contain infor-
mation of several degrees of importance);

— evaluation (the text emphasizes the benefits
of the advertised product);

— instructiveness (the text of the advertisement
indicates the mechanism of action of the recipient)
[['pymeBcbka 2002].

Regarding all the assets listed above, we can
conclude that the advertising text should be under-
stood as a message about the subject of advertising,
communicative and pragmatic purpose of which is
to encourage the recipient to buy the product or
use a particular service. In their content, advertis-
ing texts are specific, pragmatic, convincing, clear
and concise in the presentation of information.

Linguistic influence, as the influence of ver-
bal information on the behavior of the recipient,
is formed as a result of the interaction of a num-
ber of linguistic and non-verbal factors included in
the act of communication [Apaonsza 1981]. Adver-
tising text is a clear example of the most effective
use of language tools for influence. “An important
requirement for advertising texts — maximum infor-
mation, minimum words” [I'pymescrka 2002]. The
pragmatic aspect of the advertising text is directly
manifested in its original organization — the choice
of lexical and grammatical units, stylistic devices,
special syntax, organization of printed material,
the use of elements of different sign systems.

All stylistic figures used in advertising texts
can be divided into five groups, depending on their
structure and purpose. There are: phonetic, graphic,
morpheme, lexical and syntactic units.

1. Phonetic stylistic figures — are designed to
convey emotional effects and create vivid images
with sound combinations. These include: sound
imitation, alliteration, assonance, rhyme. Phonetic
stylistic devices are very often used in advertising
texts, because a good perception of the message by
ear is the key to success. Rhyming slogans are gen-
erally very easy to remember and can sometimes
even be intrusive. For example: S-s-5-5-5-5-5-5-5 —
money loves silence. — [I-w-w-wi-w-wt — 2powti

aobname muuty. Sh-sh-sh-sh-sh-sh-sh-opping for
fun —  Ti-w-w-wi-w-w-ca - NOW-W-U-UyKamu
wi-wi-wi-wi-wacms y Hac. In both contexts, the sub-
text is a sense of peace and quiet, with which you
should make any money transactions and pur-
chases [ApHonba 1981].

Sound imitation is a combination of sounds,
the purpose of which is to imitate the sounds
of nature, things, people or animals [ApHombA
1981]. This stylistic device is used to attract atten-
tion, because the imitation of sounds is easily
understood by consumers even without translation
and can cause themto associate with the previous use
of such products, thus reminding them of the feel-
ings they received from using this product.For
example: Mazda: “Zoom-zoom” “Boicorc-eoicorc” —
imitation of the sounds of the car ready to start.

Alliteration — repetition of the same con-
sonant sounds, especially at the beginning
of words to create the melody of the statement
[ApHompn 1981]. Assonance is the repetition
of vowel sounds, especially in stressed sylla-
bles [Apronba 1981]. Alliteration and assonance
can create the effect of euphony (euphony) — “a
feeling of ease of perception and comfort when
pronouncing” [Apuonbn 1981], which is very
important for advertising slogans, because they
should evoke positive emotions in customers,
and euphony can contribute to this. Advertising
slogans often use a combination of several pho-
netic stylistic figures to create a rhyme — the con-
sonance of words to better remember the advertis-
ing slogan. For example: Smile Fast Food: “Fast
food, fast good.” “Cmane weuoko mobi good,
axuio mu 3audews 8 Fast Food”.

2. Graphic stylistic figures are a special group
that is used mainly for print advertising, as it is
transmitted by changing the spelling of words for
a specific purpose. The sound image of words may
not change, so if the advertising text with such sty-
listic means is not accompanied by an image (for
example, radio advertising), it is possible not to
achieve the goal [["amsnepun 2003].

Graphic means include a graph — a deliberate
violation of the form of a word in order to con-
vey information about a person’s origin, social
status, education or emotional state.For example:
KFC: “Oooooh yeah!” “Ooooo max!” — length-
ening the letters gives the impression of longevity
of enjoyment of the taste of food.
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3. Morpheme stylistic means — are used to con-
vey additional information (logical, emotional,
expressive) through the use of suffixes or prefixes
with a pronounced logical meaning. For example:
Mercedes-Benz: “Unlike Any Other” “He maxuii
sk yci” — the whole slogan can be replaced by
the word “different”, but it does not contain such
an emotional effect as the word “unlike”.

4. Lexical stylistic means — the largest group that
occurs in advertising texts, because through the lex-
ical means of speech we can convey the informa-
tive part of the message and achieve the desired
stylistic effect. This group includes many stylis-
tic devices that are used to emotionally intensify
the utterance, to enhance its expressiveness. Spe-
cial attention should be paid to high concentration
of epithets, comparisons, hyperbole, metaphors,
personifications that help advertisers to present
their product in the best way and attract attention
to its advantages among other products, empha-
sizing its characteristics, creating vivid images in
the minds of consumers [bose 1995].

The translation of an advertising text, compared
to the translation of fiction, in which the transla-
tor is obliged to convey the artistic and aesthetic
merits of the original, differs slightly in form, lan-
guage, as well as by a pronounced communicative
orientation. In the process of translating such texts,
the translator has to solve both linguistic problems
due to differences in the semantic structure and fea-
tures of the use of two languages in the commu-
nication process, and problems of sociolinguistic
adaptation of the text. The translator often has to
look for special means to convey the semantic
and stylistic components of the original. In this
case, a pragmatic equivalence is achieved between
the original and the translation, which deter-
mines the communicative effect of advertising.
The researcher of the creative process of transla-
tion A. Lilova considers the translation of adver-
tising texts as “creativity at the language level”,
while the translation of literary texts — as “creativ-
ity associated with artistic thinking” [bose 1995].

The expresing of the pragmatic potential
of the original can be a significant obstacle for
the successful translation of advertising. In
particular, it is connected with the translation
of facts and events in the advertising text which
are related to the way of thinking of a certain peo-
ple through the specifics of their language, its eth-

ical and psychological foundations, their national
culture, superstitions, customs, etc. Therefore,
advertising text should not be translated verba-
tim, otherwise it may lose meaning and influence
or can be interpreted in a distorted way. A charac-
teristic feature of effective advertising is the har-
monious combination of the main advertising idea
with the means of expression that best reflect such
an idea. It is not so easy to find the only correct
tone of the advertising appeal, which distinguishes
it from others and ensures its success. The trans-
lation of advertising, as well as the translation
of a literary text, operates with well-known stylistic
means, but their combinations, like notes in music,
give an unpredictable effect. When translating,
not the language message itself is transmitted, but
the subtext, the extralinguistic reality embedded in
it. Combinations of linguistic tools can also serve
as a tool of manipulative influence [bose 1995].

We can figure out the following means of trans-
lation of advertising texts: lack of translation,
direct translation, adaptation, revision. In order to
outline the feasibility of using each of these tools,
let’s study them more detaily. It is possible to use
the lack of translation when the advertising text has
a simple structure and is understandable to a wide
range of consumers. These types of advertising
texts are used to draw consumers’ attention to
the foreign origin of the product, and therefore to
its better quality. In this case, the trademark name
often plays a key role here, and the text of the mes-
sage is no longer so important, so it does not need
translation. Many advertising texts can be trans-
lated verbatim. This is facilitated by their concise-
ness, simple structure and the presence of well-
known words [bose 1995].

An adaptation technique is used in order to
preserve the functionality of the advertising mes-
sage, This is due to the fact that in English simple
phrases can have a deep meaning, which is lost in
direct translation. Thus, the translator needs to look
for specific means to convey the semantic and sty-
listic components of the original text, to adapt it
to the peculiarities of the language of translation
[lanpnepun 2003].

Lexical-semantic transformations are used in
the translation process if there is a non-standard unit
of language in the source text at the level of a word,
phrase or phrase. These lexical units play a very
important role in the translation process, because,
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being relatively independent of the context, they
nevertheless give the translated text a different
orientation, depending on the equivalents selected
by the translator in the language of translation.

L. Naumenko and A. Gordeeva distinguish
the following types of lexical-semantic trans-
formations: choice of variable equivalent,
contextual replacement, tracing, descriptive
translation, transcoding, antonym translation, com-
pression, decompression, permutation (permuta-
tion of words), transposition (nominalization, con-
cretization) meaning, generalization of meaning
[Apnonbn 1981].

In the process of translating of advertising texts
of this type it is very difficult, and sometimes
even impossible to maintain equivalence and pre-
serve their effect, so the translator has to choose:
either completely change the text of the message
and preserve the stylistic effect, or lose it in literal
translation. Both options are very risky, because
the combination of the content of advertising
text and stylistic means allows you to maximize
the impact on the consumer. But still, if the whole
text of the advertising is built on this technique,
and it carries a certain stylistic load, it makes
sense to convey this feature. If the transmission
of “sound to sound” is not possible, instead you
can use the unusual rhythm, word order, rhymes
and repetitions [ypumkas 2009].

Such a phenomenon as the rhyme should also
be mentioned. If the entire text is based on rhyme,
the translator faces the problem of how to translate
such text. In any case, losses are inevitable. The
ideal way to translate rhyming text is to create new
rhyming text while retaining meaning and style.

Sometimes it is not possible to find a similar
equivalentin another language system and the trans-

lator has to use different transformations. Among
the lexical transformations that are often found in
the translation of lexical stylistic means, there are
differentiation and concretization; generalization
of'values; semantic (or logical) development; holis-
tic transformation; compensation. Often the trans-
lator uses the techniques of semantic development
and holistic transformation as the most creative
of all types of transformations, which allows to
preserve the function of the image of a foreign lan-
guage in translation [[{ypurikas 2009].

One of the most difficult cases of translating
stylistic means of expression is a play on words,
and here, as a rule, there is a lot of losses. That
is why the translator should first of all ask him-
self the question: what to sacrifice? To convey
the content by omitting the play on words, or to
keep the pun by replacing the image, deviating
from the exact meaning, even focusing only on
the game, completely abstracting from the content?

Conclusions. To crown it all, the translation
of advertising texts into other languages is often
problematic, because it is not always possible to
achieve an equivalent translation. The translation
of English-language advertising texts differs in
form, language means, and also has a strong com-
municative orientation. In the process of translating
such texts, the translator has to solve various linguis-
tic problems due to differences in semantic struc-
ture and peculiarities of the use of two languages.

The prospects for further research. One
of the problems that needs to be solved during
translation is the study of linguistic and stylis-
tic differences between the Ukrainian and Eng-
lish languages. Taking into account these features
and selecting appropriate translation techniques is
the key to a good translation.
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B. O. ABJIOYHIKOBA

acucmenm xageopu inozemuoi Qinonozii ma nepexiaocy,

Binnuyvkuii mopeogenvro-exonomiunuil incmumym Kuigcokoeo HayionanbHo2o mopeogeibHo-eKOHOMIYHO20
VHigepcumemy, M. Binnuys, Yxpaina
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CTUWJIICTUYHI OCOBJUBOCTI PEKJIAMHUX TEKCTIB TA IX BIAITBOPEHHSA
Y HIEPEKJIAIL

VY crarti po3mISHYTO JIHTBOCTHIIICTHYHI OCOONHMBOCTI PEKIaMHHX TEKCTiB Ta (DaKTOpH, SKi BIUIMBAIOTH HA IX
nepekian. [IpoaHani3oBaHo pi3HI 3acO0M TMepeKNany pPeKJIaMHHX TEKCTiB Ta JONUIbHICTh BUKOPHCTAHHS JIEKCHKO-
CeMaHTHYHUX TpaHcdopMarliid. Bci HaBeneHi TBepAKeHHS LTIOCTPYIOTHCS MPUKIIaIaMy aHITIOMOBHHX PEKIAMHAX TEKCTiB,
BHOKpEMJICHHX 13 3ac00iB MacoBo1 iH(popMallii, Ta aBTOPCHKMME BapiaHTaMH X MEPEKIay.

«Peknama — 11e He IpuTIpaBa 10 Oi3HECY, a JKUTTEBO-BAXKIMBHUN CKIIATHAK HANIOT EKOHOMIKH», — TOBOPSATH AMEPHKAHIT.
VHIKaJBHICTH TAKOTO SBHINA, SIK peKiama, B ii 3Bepx>kuBydocTi. HaBiTh y mepionn eKOHOMIYHUX KPH3 BOHA HE TiNBKH
MPOIBITAE, ajie i JoroMarae BHXKUTH THUM, XTO KOPHCTYEThCS il MOCIyramu i ciigye i pekomeHaarisM. Pexnama — 1e
CKJIAHMI BUJ JIOJCHKOI AisUTbHOCTI. Bupobnena B 1i pe3yasrari npomykiiist copMOBaHa TAKUM YMHOM, 00 BUSIBIATU
BIUIMB Ha MiJCBIJOMICTh NIOAMHU. PeknaMa BIpoBajguiacs HEMOMITHO 1 MOCTYNOBO CTaja HEBIIIUIBHOI YacCTHHONO
Hamoro kuTTa. Kynu 6 Mu He #uwim, mo 6 Mu He poOMiM, pekiama MocTiiHo 3 Hamu. Lle miakaru, creHau, adimi,
BITpHUHH, KasneHaapi 1 Oykieru. [laHiBHE Miclle BOHA Ha3aBXAU 3aiiHsa Ha TenebavyeHHi 1 pajio, B ra3eTax i )XypHalax,
a TakoXx B Mepesxi [HTepHeT.

Hye BOXIHBO MiJ Yac Meperiany pekiIaMHOTO TEKCTY 3 iHIIMX MOB HE BTPATHUTU MPUXOBAHUN CEHC PEKIAMHOTO
TIOBIIOMIICHHSI, OCKUTBKM JUIS KOXKHOT JIep>KaBH NMpUTaMaHHI CBOI 3BHMYai, COIiaNbHI KOMYHIKallii, HOpMH 1 KaHOHH
CTIUTKyBaHHS. Pexnama moBMHHA «3ByYaTHy», OyTH HACHYCHOIO 1 IPAHIYHO KOPOTKOIO.

[Mepekian pekTaMHUX TEKCTIB — 1€ CKJIQJHHUH, TBOPUMA TIpoIiec, KUl moTpedye BpaxyBaHHS 0ararhox (hakTopis.
Hacammepen Tpeba ycBiZOMITIOBAaTH, IO PEKIaMHI TEKCTH MOBHHHI CIIPHATH NPOAAXy TOBapy, OTKE, BOHH NOBHHHI
OyTn MakCHManbHO MEPEeKOHJIMBHMH Ta CTBOPIOBATH SICKpaBi 00pasu B AyMKax cHoxkuBadiB. HeoOXimHicTe aHamizy
JIHTBOCTHJIICTUYHUX OCOOIMBOCTEN HOBHUX PEKIaMHUX TEKCTiB Oy/ie BUHMKATH 1 Hajaii. Marepianu 11boro A0CHiKeHHS
MOXYTb OyTU BUKOPHCTaHI y poOOTi IepeKnaiadiB, a TAKOXK Y HACTYIMHUX JOCII{DKEHHSAX PEKIAMHUX TEKCTIB, IPoOIeM ix
nepexay, npobaeM ajantanii peKIaMHUX TEKCTIB 10 MOBH IepeKIaay TOLIO.

Kuro4oBi ciioBa: nepexia, pexiiaMma, eKCIpeCHUBHICTb, PEKIIAMHUM TEKCT, CTUNICTHKA.
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