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The relevance of the work lies in the fact that the effectiveness of advertising texts, in particular in the conditions
of globalization, is determined by the presence of universal arguments of various kinds (emotional and informational,
subconscious and conscious), which contributes to the attraction of a certain number of consumers, which they can cover
properly. Advertising actively applies various value attitudes by attracting social and ideal values (the desire for a better
life, love for family and friends, justice, freedom, patriotism, civil rights, morality and others), or individual and material
values (benefit, economy, reliability, profit, protection, guarantee, effectiveness). The article is dedicated to the research
of linguistic features of the English-language advertisement slogans and features of their translation into the Ukrainian
language. In the process of the research the basic functions of advertisement text are exposed among which influencing,
emotive, aesthetic, informing, reminding, attractive, popularizing, convincing, estimating, arguing, regulating, designing
and educational are distinguished. It is distinguished, that an advertisement not only informs a reader but also forms
at him bright advertisement character through the system of depict-expressive facilities of language. As a result of the
research it is revealed that the basic component of advertisement is slogan. The variety of slogans’ types is explained. The
widespread types of tropes, that are used in advertisement slogans are described. The translating aspects of the English-
language advertisement slogans are investigated. It is determined that translation of advertisement slogans from English
into the Ukrainian language is realized with considering of the following aspects, as linguocultural, pragmatic and actually
translating.

Key words: text of advertisement, slogan, depict-expressive means of language, functionality of advertisement report,
translation.

AKTyanbHicTb poboTK nonsrae B TOMY, LIO €(EKTMBHICTb pEeKnaMHMX TEKCTIB, 30Kpema B ymoBax rrobanisauii
BU3HAYa€ETbCHA HASIBHICTIO B HMX YHIBEPCANbHMUX apryMeHTiB pidHOro nopsiaky (eMOUinHI Ta iHdopMaLinHi, nigceigomi Ta
CBiJOMi), LLIO CMpUSIE 3aMy4EHHIO MEBHOI KiNbKOCTI CMOXMBaYiB, SIKY BOHU MOXYTb OXONWUTW HaneXHUM 4YmHoM. Peknama
aKTMBHO 3aCTOCOBYE Pi3Hi LiHHICHI yCTaHOBKM LLMISIXOM 3ary4eHHs CyCnifibHO-igeanbHUX LiHHOCTEN (MparHeHHs 4O KpaLLoro
XKUTTS, MOOOB A0 piaHMX Ta GnusbKMX, cnpaBednuBicTb, cBoboda, NaTpioTMaM, UMBIMbHI NpaBa, MOPAanbHICTb TOLLO),
abo iHguBigyanbHO-MaTepianbHMX (BUroga, €KOHOMIs!, HaginHICTb, NPUOYTOK, KOPUCTb, 3aXUCT, rapaHTisd, ePeKTUBHICTD).
CratTs npucBsiyeHa OOCNIMKEHHIO NIHBICTUYHMX OCOONMBOCTEN aHINIOMOBHUX PEKIIAaMHUX CIOraHiB Ta 0CcobnuMBOCTEN
X nepeknagy yKpaiHCbKOK MOBOM. Y npoueci AOCNIOXEHHS PO3KPUTO OCHOBHI (DYHKLIT TEKCTY peknaMmu cepeg sikux
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BUAINEHO BMIIMBOBY, €MOLINHY, eCTETUYHY, iHpopmaTuBHY, Haragytouy, npvBabnuBy, MOMyNsApU3yOYYy, NEPEKOHMUBY,
OLIHOYHY, apryMeHTYIoYy, perynsaTuBHY, MPOEKTYIOYY Ta HaB4asbHY. BigaHayeHo, Lo peknama He nuie iHhopMye untada,
ane N opMye B HbOIrO SICKpaBWUM pPeKNaMHWMIA XapakTep Yyepe3 cucteMy 306paxxyBanbHO-BUpaxasbHWX 3acobiB MOBM.
Y pesynbrtati NpoBEAEHOro OOCHIIXKEHHS 3'ACOBaHO, WO OCHOBHUM KOMMOHEHTOM peknamu € croraH. [MosicHioeTbes
Pi3HOMaHITHICTb TWNIB croraHis. OnucaHo NOLMpeHi BUAW TPOMiB, SKi BUKOPUCTOBYKTLCA B peKNamMHWUX CroraHax.
[JocnigxeHo acnekTy nepeknagy aHrMOMOBHUX PeKnaMHWX croraHiB. BusHayeHo, WO nepeknag peknaMHuX CroraHis
3 aHMINCbKOI Ha YKpaiHCbKy MOBY 3AIMCHIOETLCS 3 YpaxyBaHHSAM TaKux acnekTiB, SK NiHFBOKYNbTYPHWIA, NparMaTuyHui Ta

BracHe nepeknagaubkum.

KniouoBi cnoBa: peknamHuWin TEKCT, CroraH, BidyanbHO-BUpaxarbHi 3acobu MoBW, (yHKUIOHAMBHICTE peKnamMHoro

NOBIJOMIEHHS, Nepeknag.

Introduction of the problem. At the beginning
of XXI century an advertisement grew into global
industry by means of facilities of mass communica-
tion with thousand people concerned. In history of
advertisement technologies an evolution took place
from a mass advertisement to dividing of consumer
audience into the so-called target groups. In mod-
ern society advertisement is a powerful industry and
product of its activity, sent to providing of potential
addressee of advertisement report by information
about commodities or services with the aim of their
popularization.

Analysis of recent research and publications.
An advertisement becomes the object of enormous
amount of discussions of scientists, legislators, fig-
ures of politics, culture, specialists in PR sphere,
linguists. Linguistic features of advertising texts are
the subject of research by both foreign and domestic
linguists. Researchers, that engaged in the analysis of
language of advertisement is O. Horbach (2018) [13],
O. Hryniuk (2018) [13] and others. The problem of
linguistic features of genre of advertisement is exam-
ined in works of A. Soloshenko (1990) [9]. Scientific
investigations are considered on the material of dif-
ferent languages in such directions as linguistic anal-
ysis of advertising texts (V. Zirka [4], O. Zelinska
[3], E. Kovalenko [5] and others); stylistic features
(N. Gal [2], N. Kovalenko [6] and others), structural
and semantic features analysis (O. Vinareva [1], Yu.
Korneva [7] and others); study of verbal components
of advertising text (L. Havkina [11]); characteristics
of social and pragmatic features of advertising broad-
casting (N. Furmankevich [10]). However, the prob-
lem of advertisement translation continues to remain
actual as it is related to the fact that with expansion
of international connections of our country with other
states an important role acquires presence in the state
of skilled specialists on translation of advertisement.
None single good translation can not be done without
taking into account the feature of the text of trans-
lation. Important today is a study of mechanisms of
verbal influence of advertisement texts, analysis of
language means, on which logical and emotional
argumentation are grounded in an advertisement for
the sake of persuasion and motive of audience to the

action, providing of possibility of advertisement text
to memorizing. Language features of advertisement
are the subject of permanent study both in foreign
and in domestic linguistics.

Scientific novelty of the article is that it pro-
poses the analysis of the linguistic features of English
advertisement slogans and methods of their transla-
tion into the Ukrainian language.

The main purpose of the study consists in the
ground of structural features of English-language
advertisement discourse and methods of advertise-
ment slogans translation.

To achieve the goal of the research, we used a set
of methods: method of interpretative analysis of the
English-language advertisement slogans, method of
translating contrast analysis for comparison of data,
facts, events, analysis and synthesis of obtained
results at research and comparison of the English-
language advertisement slogans and their translation
into the Ukrainian language.

Results and discussions. Given research gives
additional comments concerning peculiarities of
English-language advertisement slogans into the
Ukrainian language translation to the general theory
of translation.

Obtained results of conducted research represents
the substantiation of structural features of English-
language advertisement discourse and methods of
advertisement slogans translation.

Advertisement text belongs to the most popular
subjects of research in modern linguistics, that is
conditioned by its role in forming of opinion of both
separate man and nation on the whole. Becoming
inalienable part of public life, today an advertise-
ment is determined as part of culture, that develops
in accordance with the own laws and is characterized
by not only unlimited possibility of influence, but
also by the specific forms of expressiveness.

The specificity of the text of advertisement stipu-
lates its structural features, directed at realization of
many functions among which influencing, emotive,
aesthetic, informing, reminding, attractive, popular-
izing, convincing, estimating, arguing, regulating
(accountable for direction of perception of infor-
mation by an addressee about the subject of adver-
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tisement in certain direction), differentiative (which
separates the advertised product in consciousness of
target audience from competition analogues), design-
ing (accountable for creation in thinking of recipient
of model of the use of promoted product in everyday
life), educational are distinguished.

Mostly an advertisement not only informs a reader
but also forms at him bright advertisement character
through the system of depict-expressive facilities of
language. Quite often tropes are used in an advertise-
ment. The most widespread types of tropes are: hyper-
bola (intentional overstatement of qualities or sizes
of object: the universe in your computer — ececsim
6 meoemy komn'iomepi;, The world is yours — ceim
Hanesxcums mooi, feel like a goddess — giouytime cebe
bozcumnero), litotes (a drop of joy — kpannsa padocmi, a sip
of bliss — koemoxk bnasicencmea, a piece of Italy every
day — wmamounok Imanii koocrnozo Ows), antithesis
(turn, where for strengthening of broadcasting expres-
siveness different concepts are sharply contrasted:
Tiguan will give unlimited freedom, both in rocky jun-
gles and off-road (Tiguan nodapye 6e3medncny c60600y,
SIK 8 KaM'SSHUX OJCYH2NIAX, MaK | Ha 6e300pidcict), pun
(humorous use of different senses of the same word
or similar heard words or word-combinations: Good
housewife like Losk — xopowi 2ocnoduni nobnaime
Jlock (a detergent «Gloss»)), epiphora (reiteration of
word or sound combination at the end of a few phrases
or parts of the sentence. For example: Not just clean —
spotlessly clean! — ne npocmo uucmo — 6e3doeanto
yucmo! (detergent «Ariel») it is repetition at the end
of phrase), metaphor (one of the most often used
expressive facilities of advertisement; it is not simple
trope, metaphors exist in the concept system of man,
determining his thinking and consciousness: The easy
way to beauty! — Jleekuii wiiax oo xpacu! (cosmetic
«Oriflamey), Touch Your Temptation — Jlomopkhucs
0o cnokycu (mobile telephone «Samsungy)) and oth-
ers like that.

Investigating advertisement text, it can be condi-
tionally divided into 4 basic parts: 1) title; 2) slogan;
3) phrase-echoes; 4) basic advertisement text. A pres-
ence in every advertisement text of all parts is not
obligatory. Although, a presence of advertisement
title is necessary. The presence of other constituents
is determined by the type of service and depends on
some other descriptions.

The cored component of advertisement text is slo-
gan — «compressed independent advertisement report
that can exist as isolated from other advertisement
products and presents convolute contents of adver-
tisement campaign» [10, p. 7]. Having regard to it, a
slogan passes conceptuality of advertisement text, it
is convoluted microtext, that must pass the basic idea

of advertisement campaign, but not only to be com-
pressed, gnomic and remembered. On this principle
the slogans for the Ukrainian consumers are created,
for example: Mupeopoocvka: [ooae ocummesuil
cemax; Yymax cnpasoicnin: Biouyii niscnicmo cmaxy!;
becioa: Yyooeuii cmax i apomam, so for American
and European, for example: Volkswagen: Will we
ever kill the bug? (B6 emo mu koaucs ybo2o sxncyxa?),
Virgin. Atlantic: 4 Engines 4 Longhaul (4 oéueyna =
4 nooopooxci).

Translation of advertisement slogans is a separate
problem of work with advertisement texts, that has
the brightly expressed specific. Direct and word for
word translation of phrase is mostly impossible, and
even if possible — it won’t pass that meaning, which
was inlaid by author. Often it will be to succeed for
translator to pragmatic adaptation of text, in order to
avoid banality and superfluous simplicity, whereas
certain, simple from the first sight phrases, in English
have some loading meaning that is lost in the process
of translation. So it is necessary to pick up more ade-
quate variant that expresses contents of all advertise-
ment campaign more precisely.

Basing on the conducted analysis of English-
language advertisement texts and their translations
into the Ukrainian lanuage, it is possible to distin-
guish a few strategies that are used in the process of
translation. At once it is necessary to notice that such
division is conditional enough, but however allows
deeper to consider this problem.

Absence of advertisement’s translation is wide-
spread enough phenomenon. When it is going about
about the products’ advertisement, that performs
only appeal duty, for example, perfumeries or alco-
holic beverages exceptionally. It is possible to assert
that slogans that are not translated, become part of
visual registration of advertisement, but, depending
on their implementation, attention is attracted by its
volume as well as they also assist strengthening of
expressivity. Although it follows to bear in a mind,
that untranslated text can be incomprehensible for
the recipient of advertisement. Strangely enough, but
a lot of foreign companies that present the products
at the Ukrainian market abandons the advertisement
slogans without translation. Considering stated below
examples, it is possible to draw conclusion, that in an
Ukrainian-language environment untranslatable slo-
gans that does not contain elaborate design are pre-
sented more successful. For example: Gucci — Gucci
by Gucci. Honda — The Power of Dreams. Canon —
You can Canon. Land Rover — Go Beyond. It should
be noted that the name of trade mark plays a key role
here, and text of report is not so important, thus, does
not need translation.
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Next method is direct translation. This strat-
egy should be used carefully, whereas it doesn’t
take into account the features of culture of the lan-
guage-translation. It can be applied in case, when
it is necessary to pass plenty of information, for
example, in the advertisement of technical prod-
ucts: Office Standard 2007. Providing homes and
small businesses with the software essentials they
need to get tasks done quickly and easily. Download
the 2007 Microsoft Office release, test it in your
browser or buy it today (Office Standard 2007.
Haoanus oomawmnin xopucmysauwam i 61acHuxam
OpibHUX nionpuemcme HauHeoOXiOHIWUX 3aco0ie
oichozo npocpamnoco 3abe3neyents, NOMpiOHUX
0J151 WBUOKO20 MA J1e2KO20 GUKOHAHHS PI3HUX CHPAS.
3asanmancme eunycxk Microsoft Olffice 2007 a6o
sunpobyiime 1io2o y ceoemy bpaysepi).

It is necessary to notice that not only large in
volume advertisement texts but also advertisement
slogans yield direct translation. For example: The
computer is personal again (Komn’romep 3108y
nepconanvnuil). Carlsberg: Probably the best beer
in the world (Mabyms, naiikpawe nueo 6 ceimi). I'm
loving it. Mc Donalds. (A ye nrobnro. Makoonanvo3s)
[12, p. 515-516]. It is also worth to pay attention to
the fact that in the process of some slogans transla-
tion the method of literal translation was applied. For
example: My world. My style. My Ecco. (Miu ceim.
Miu cmunv. Miti Ecco); Panasonic: Ideas for life.
(Ilanaconix. 10ei onsa scumms).

For maintenance of functionality of advertisement
report the method of adaptation is used. It is prede-
fined by the fact that in English, simple at first sight
phrases can have the deep semantic loading that is lost
in the process of direct translation. Thus, it is neces-
sary for translator to search specific facilities for the
transmission of semantic and stylistic constituents of
original text, to adapt it to the features of language
of translation. In the investigated advertisement texts
the following examples of adaptation were found:
TouchWiz. Personalization is just a touch away
(Cmeopioti inousioyanbHull Cmuib c8020 menegoHy
npocmum oomuxom); Same space outside, more
space inside (Menwuii 3306Hi, OinbuUll 8CepeOuri);
Relax. You wear Braska (Penaxc Tu ¢ Braska. Geox.
Respire. Geox. Bzaymmsi, wo ouxac).

During translating of advertisement texts the
method of transliteration is also used — representation
of word on letters by means of alphabet of language
of translation, when the name of firm-producer has
Ukrainian translation, but for maintenance of report’s
contents the translation can be ommited. For exam-
ple: Sharp: Sharp Minds, Sharp Products (I'ocmpi
ymu, npooykmu Lllapn).

The mixed type of transcoding (combination of
transliteration and transcription in the word of lan-
guage of translation) is frequent enough phenom-
enon as well. For example: Orange: The Future’s
Bright. The Futures Orange (Maiibymne — scxkpase,
manbymue — ye Opandaic). As we can see from these
examples, the word orange — anenvcun, and the
word sharp — eocmputi could be translated into the
Ukrainian language. But it was not done, because
then we would lose informing of these advertise-
ment texts.

Decompression is adding of lexical units to transla-
tion, for example: Dove: Talk to your daughter before
the industry does (Ilocosopims 3i c6o€t0 00uKO0 00
moeo, aK indycmpis kpacu 3pooums ye). The word
industry was translated like indycmpis xpacu, in
order that consumers, that have not acquainted with
the trade mark of Dove understood the meaning of
advertisement report.

A compression is an exception of some lexical
units during translation, that does not contain substan-
tial information or mix to create well-aimed transla-
tion [8, p. 115) for example: Volkswagen Spacefox:
Whatever you imagine, fit in (Taxuil, ax mu ys6148).
The part fit in — npucmocosysamucs, nioxooumu was
withdrawn during translation, because it adds no sub-
stantial information and would interfere with integral
perception of report.

Generalisation is lexical and semantic replace-
ment of unit of source language that has more nar-
row meaning, by unit of language of translation with
wider meaning [8, p. 124]. For example: Land Rover:
Go beyond (3a mesceio O6yoennoeo). The English
word-combination go beyond (nepesuwyyseamu) dur-
ing translation got wider meaning, for demonstration
of greater possibilities for drivers with new Land
Rover.

Antonymous translation is replacement of form of
word in the language of origin on opposite by mean-
ing in the language of translation (positive meaning —
on negative and vice versa) [8, p. 125). For exam-
ple: KFC Nobody does chicken like KF'C (Hixmo ne
eomye kypxy max, sk KFC), Adidas: Impossible is
nothing (Hemoorcnuse moowcaueo), Levi’s: Live unbut-
toned (JKusu einvno), Finn Flare: Be casual (Byos
Heceplo3HUM,).

Sometimes method of calques — method of lexi-
cal unit’s denotative meaning of language of original
transmission is used without maintenance of voice
or orthographic form, but with the recreation of its
structural model [8, p. 129]. Calques as translating
method served basis for plenty of different sort of
borrowings at cross-cultural communication in those
cases, when a transliteration was inappropriate. For
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example: Land Rover: Designed for the extraordi-
nary (Cmeopenuii 01 nadzeuuatinozo). Although
a word has an enormous amount of translations:
yyoosutl, Hezeuynu, euoamuuii and others like that,
in translation the method of calques was used for the
greater expressivity of this expression.

Translation of the name of trade mark can seem
the least problem question. There are the generally
accepted methods of transcription and transliteration
of foreign words [1, p. 78]. But it is worth to remem-
ber about the phenomenon of foreign homonymy.
For example, company Coca-Cola could not find the
exact name to the drink in China for a long time. In
Chinese transcription the original name sounds as
Kekykena, that it is approximately possible to trans-
late as an appeal to bite waxen tadpole (xycamu
80CcK08020 2onosacmuka). Sorting out more than ten
thousand variants for a few years, marketing special-
ists were stopped for Coca Pricks (Koky Kone), id est
happiness into the mouth (wacms y pomi).

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

1) Type of the advertised object.

The products of different types have considerable
influence on style of advertisement text and selec-
tion of lexical material. Yes, the advertisement of
valuables will considerably differ in structure and
semantic filling from the advertisement of soap or
foodstuffs. Thus, for their advertising such lexical
facilities that can underline this feature will be used.
For example: XYZ Jewellery: The gift that lasts a life-
time (Ilooapynox, Axuu mpusamume yce HCumms);
De Beers: Simply forever (Ilpocmo nazaeacou) —
the protracted term of the use of valuables, that can
justify high prices on this type of commodities, is
underlined. An unicity is often enough underlined
and the value of the advertised object related to it or
other its characteristic features. For example: BMW:
A unique vision of beauty. Perfection in every detail
(Vuixanone 6auennsn kpacu. [lockonanicms 8 KOJ#CHIl
Odemani) — beauty and perfection; Lagan: Adding a
piece of art adds value for life ([{ogepwenuii 6umaip
Mucmeymea 000ae sapmocmi 00 dHcummsi) — beauty,
value, perfection; BMW: What the wealthy are driv-
ing (Lle me, na uomy i30ame 6acamii) — prestige;
Volkswagen: If only everything in life was as reliable
as a Volkswagen (Axbu sece 6 sicummi 6yno make sic
naoitine, ax Volkswagen) — reliability.

2) Types of influence on a target audience: method
of aggressive or soft influence.

At the method of aggressive influence an adver-
tiser calls to the customer directly. Here are not the

veiled remarks or hints. There are only a product and
suggestion to avail to them. Characteristic for this
type will be the use of imperative mood of verbs, use
of the name of trade mark in text of report or hint
on the direct setting of products. For example: Coca
Cola: Have a Coke! (Bunuii Kony!); Collin’s: Be in
Collin’s, be free!: (byow y Collin’s, 6yob sinvrum!);
Sprite: Obey your thirst!: (Iliokopucs ceoii cnpasi!);
Ebay: Buy it! Sell it! Love it!: (Kynu ye! IIpooaii
ye! Jloou ye!),; Working class beer: Work hard, rest
harder!: (Ilpayrot eadicko,8i0nouusal Ha nNo6Hy);
KFC: Taste the adventure! (Cnpobyii npucoou Ha
cmax!).

At the use of method of soft influence an accent is
done anymore on the mood of customer, his emotion,
sense, than on his persuasion to purchase this prod-
uct. It is very often impossible to guess, about is it
going about without seeing the accompanying image
of commodity. For example: Burger King: /¢’l/ blow
your mind away (L{e 36ede mebe 3 pozymy) — a hint on
unreal taste; Wenny's: We are big on quality (Hawi
moeapu eucokoi sikocmi) — the hidden hint on large
portions of foods; Utica Club: We drink all we can,
the rest we sell (Mu sunusacmo 6ce, o 3moicemo,
pewmy — npodaemo) — a hint on a good value: pro-
ducers would not begin to use a product, if it was
bad quality; Microsoft: Your potential. Our passion
(Bawi moorcnueocmi. Hawa npucmpacms) — shows
the personal interest of producer in quality and possi-
bilities that is given by a certain commodity.

3) Gender aspiration of influence of advertise-
ment text.

Not secret, that every commodity has its target
audience. Thus, taking into account certain psycho-
logical features of different groups of people will
help to create the maximal effect of influence on
them. The most difference in the psychological plan
of perception of information is presented by men
and women. Gathering additional lexical material,
advertisers take into account these features. So, for
example, men, electing a car, will estimate rather its
technical descriptions and the effect that acquisition
of certain car will have on their status, self-appraisal
and others like that. Women will elect reliability,
unconcern, lightness in the use. It is possible to
compare advertisement texts for these two groups.
Masculine: Oe3ne4HicTh, JETKICTh Y BUKOPUCTAHHI.
MoskHa TOPIBHATH PEKJIaMHI TEKCTH IS IMX JBOX
rpyn. Yomogiui: Buick Regal: Go from driver to
pilot with turn of a key (Bio 600is 0o ninoma 00HuM
nosopomom kaioua) — speed; Lexus: The pursuit of
perfection (Ilpacnenus 0o OdockoHnanocmi) — orig-
inal appearance, technical descriptions; Cadillac:
Take control of the road (Bcmawnosu xommpons
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Ha Ooposzi) — management. Woman: Volkswagen
Touran: Got kids. Got Touran (€ oimu? Ilpuobau
Touran) —unconcern, space; Honda: Safety for every-
one (besnexa onsa koocrnoeo) — unconcern; Skoda:
Simply clever (Ilpocmo ma 3po3ymino) — availability
in the use.

Also there are certain groups of commodities,
created mainly for women (most cosmetics) or for
men (alcoholic beverages, cigarettes). A set of lexical
material for such target groups, accordingly, will dif-
fer. It is possible to compare the examples of adver-
tisement texts with expressed masculine and woman
connotation: De of beers jewelry: She already knows
you love her. Now everyone else will too (Bona eoice
3uae, wo mu mobuw ii. Hexail i inwi Oiznaromocs
npo ye) — an advertisement aimed at a masculine
audience, their aspiration to take love to the favourite
woman. Jim Beam Beer: Guys never change. Neither
do we (Xnonyi nixonu ne sminioromocs. Ak i mu) — a
hint on reliability of taste that changes never. Loreal
Paris: Those rock star eyes (Oui, ax y pox-3ipku) —
comparing to character of rock-star, that gives to the
women the sense of confidence in herself. Le Rouge:
Want to know what’s on Gwen’s lips? (Tu xouew
snamu, wjo Ha 2ybax y T'sen?) — the use of lipstick
as at a well-known star. Women like to emulate ideal
offenses. Chanel: Every woman alive loves Chanel
No 5 (Kooicna orcuea acinka irooums Chanel Ne 5) — a
hint on verifiability and popularity of this brand.

4) Uses of adjectives.

Advertisement texts must contain plenty of adjec-
tives for creation of bright characters of products in
customers mentality. But they can become a stum-
bling-stone for translator, whereas in English adjec-
tives are with multiple meaning, sometimes it is dif-
ficult enough to pick up a correct equivalent during
translation. Forexample: KFC: Extreme skills, extreme
taste. Christiano Ronaldo (Bunusimxosi modcausocnii,
Haozsuuatnuil cmax. Kpiwmiano Ponanvdo) — in
this example we can see the different variants of the

same adjective translation. Max Factor: [ am eter-
nal (A — neaminna) — this adjective has many mean-
ings — eternal (siunuii), immortal (bezcmepmnuii),
hard (meepouii), permanent (nocmitnui). The sen-
tence is unwidespread, thus to pick up an expedient
variant is quite difficult. The question is about tonic
cream, and it means, that the colour of the skin is
identical during all day, that is why there was a neat
variant unchanging (He3minHuii).

Conclusions. Thus the aspects of English-
language advertisement slogans translation are inves-
tigated in the article. It is determined that slogans are
very mobile and elastic components of advertise-
ment. They are easily tuned under constantly change-
able interests of consumers. The variety of types of
slogans is explained by plenty of private aims and
tasks of advertisement actions, wide set of descrip-
tions of the advertised services and commodities,
features of audience to that agitation influence is
sent. It is exposed, that with the scope of all problem
aspects the process of advertisement slogans transla-
tion comes true in accordance with the rules of adver-
tisement communication, and the translated slogans
function in new mass-informative space as new
communicative units. The basic methods of English-
language advertisement slogans translation into the
Ukrainian language are grounded. It is exposed, that
translation can not be the absolute analogue of origi-
nal, but it means that the main task of translator con-
sists in creating of the text, that is maximally close
to the original from the point of view of semantics,
structure and potential influence on the user of this
translation. A basic problem is contained in such
aspect, that between the languages of original and
translation it is not always possible to find language
parallels — semantic and structural analogues: identi-
cal models of sentences or word-combinations, com-
plete coincidence of semantic meanings of words and
others like that. In such case a translator has to apply
corresponding transformations.
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