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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.

Актуальність роботи полягає в тому, що ефективність рекламних текстів, зокрема в умовах глобалізації 
визначається наявністю в них універсальних аргументів різного порядку (емоційні та інформаційні, підсвідомі та 
свідомі), що сприяє залученню певної кількості споживачів, яку вони можуть охопити належним чином. Реклама 
активно застосовує різні ціннісні установки шляхом залучення суспільно-ідеальних цінностей (прагнення до кращого 
життя, любов до рідних та близьких, справедливість, свобода, патріотизм, цивільні права, моральність тощо), 
або індивідуально-матеріальних (вигода, економія, надійність, прибуток, користь, захист, гарантія, ефективність). 
Cтаття присвячена дослідженню лінгвістичних особливостей англомовних рекламних слоганів та особливостей 
їх перекладу українською мовою. У процесі дослідження розкрито основні функції тексту реклами серед яких 
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виділено впливову, емоційну, естетичну, інформативну, нагадуючу, привабливу, популяризуючу, переконливу, 
оціночну, аргументуючу, регулятивну, проектуючу та навчальну. Відзначено, що реклама не лише інформує читача, 
але й формує в нього яскравий рекламний характер через систему зображувально-виражальних засобів мови. 
У результаті проведеного дослідження з'ясовано, що основним компонентом реклами є слоган. Пояснюється 
різноманітність типів слоганів. Описано поширені види тропів, які використовуються в рекламних слоганах. 
Досліджено аспекти перекладу англомовних рекламних слоганів. Визначено, що переклад рекламних слоганів 
з англійської на українську мову здійснюється з урахуванням таких аспектів, як лінгвокультурний, прагматичний та 
власне перекладацький.

Ключові слова: рекламний текст, слоган, візуально-виражальні засоби мови, функціональність рекламного 
повідомлення, переклад.

Introduction of the problem. At the beginning 
of ХХІ 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 О. Horbach (2018) [13], 
О. Hryniuk (2018) [13] and others. The problem of 
linguistic features of genre of advertisement is exam-
ined in works of А. 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 – всесвіт 
в твоєму комп'ютері; The world is yours – світ 
належить тобі, feel like a goddess – відчуйте себе 
богинею); litotes (a drop of joy – крапля радості, a sip 
of bliss – ковток блаженства, a piece of Italy every 
day – шматочок Італії кожного дня), 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 подарує безмежну свободу, 
як в кам'яних джунглях, так і на бездоріжжі), pun 
(humorous use of different senses of the same word 
or similar heard words or word-combinations: Good 
housewife like Losk – хороші господині люблять 
Лоск (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! – не просто чисто – бездоганно 
чисто! (detergent «Аriel») 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! – Легкий шлях до краси! (cosmetic 
«Оriflame»), Touch Your Temptation – Доторкнися 
до спокуси (mobile telephone «Samsung»)) 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: Миргородська: Додає життєвий 
смак; Чумак справжній: Відчуй ніжність смаку!; 
Бесіда: Чудовий смак і аромат, so for American 
and European, for example: Volkswagen: Will we 
ever kill the bug? (Вб’ємо ми колись цього жука?); 
Virgin. Atlantic: 4 Engines 4 Longhaul (4 двигуна = 
4 подорожі). 

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. 
Надання домашнім користувачам і власникам 
дрібних підприємств найнеобхідніших засобів 
офісного програмного забезпечення, потрібних 
для швидкого та легкого виконання різних справ. 
Завантажте випуск Microsoft Office 2007 або 
випробуйте його у своєму браузері).

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 (Комп’ютер знову 
персональний). Carlsberg: Probably the best beer 
in the world (Мабуть, найкраще пиво в світі). I’m 
loving it. Mc Donalds. (Я це люблю. Макдональдз) 
[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. (Мій світ. 
Мій стиль. Мій Ecco); Panasonic: Ideas for life. 
(Панасонік. Ідеї для життя). 

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 
(Створюй індивідуальний стиль свого телефону 
простим дотиком); Same space outside, more 
space inside (Менший ззовні, більший всередині); 
Relax. You wear Braska (Релакс Ти в Braska. Geox. 
Respire. Geox. Взуття, що дихає).

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 (Гострі 
уми, продукти Шарп). 

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 Future’s Orange (Майбутнє – яскраве, 
майбутнє – це Орандж). As we can see from these 
examples, the word orange – апельсин, and the 
word sharp – гострий 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 (Поговоріть зі своєю дочкою до 
того, як індустрія краси зробить це). The word 
industry was translated like індустрія краси, 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 (Такий, як ти уявляв). 
The part fit in – пристосовуватись, підходити 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 (За межею буденного). The English 
word-combination go beyond (перевищувати) 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 KFC (Ніхто не 
готує курку так, як KFC), Adidas: Impossible is 
nothing (Неможливе можливо), Levi’s: Live unbut-
toned (Живи вільно), Finn Flare: Be casual (Будь 
несерйозним).

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 (Створений для надзвичайного). Although 
a word has an enormous amount of translations: 
чудовий, незвичний, видатний 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 
кекукела, that it is approximately possible to trans-
late as an appeal to bite waxen tadpole (кусати 
воскового головастика). Sorting out more than ten 
thousand variants for a few years, marketing special-
ists were stopped for Coca Pricks (Коку Коле), id est 
happiness into the mouth (щастя у роті).

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 (Подарунок, який триватиме усе життя); 
De Beers: Simply forever (Просто назавжди) – 
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 
(Унікальне бачення краси. Досконалість в кожній 
деталі) – beauty and perfection; Lagan: Adding a 
piece of art adds value for life (Довершений витвір 
мистецтва додає вартості до життя) – beauty, 
value, perfection; BMW: What the wealthy are driv-
ing (Це те, на чому їздять багатії) – prestige; 
Volkswagen: If only everything in life was as reliable 
as a Volkswagen (Якби все в житті було таке ж 
надійне, як 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! (Випий Колу!); Collin’s: Be in 
Collin’s, be free!: (Будь у Collin’s, будь вільним!); 
Sprite: Obey your thirst!: (Підкорись своїй спразі!); 
Ebay: Buy it! Sell it! Love it!: (Купи це! Продай 
це! Люби це!); Working class beer: Work hard, rest 
harder!: (Працюй важко,відпочивай на повну); 
KFC: Taste the adventure! (Спробуй пригоди на 
смак!).

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: It’ll blow 
your mind away (Це зведе тебе з розуму) – a hint on 
unreal taste; Wenny's: We are big on quality (Наші 
товари високої якості) – the hidden hint on large 
portions of foods; Utica Club: We drink all we can, 
the rest we sell (Ми випиваємо все, що зможемо, 
решту – продаємо) – 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 
(Ваші можливості. Наша пристрасть) – 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: безпечність, легкість у використанні. 
Можна порівняти рекламні тексти для цих двох 
груп. Чоловічі: Buick Regal: Go from driver to 
pilot with turn of a key (Від водія до пілота одним 
поворотом ключа) – speed; Lexus: The pursuit of 
perfection (Прагнення до досконалості) – orig-
inal appearance, technical descriptions; Cadillac: 
Take control of the road (Встанови контроль 
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на дорозі) – management. Woman: Volkswagen 
Touran: Got kids. Got Touran (Є діти? Придбай 
Touran) – unconcern, space; Honda: Safety for every-
one (Безпека для кожного) – unconcern; Skoda: 
Simply clever (Просто та зрозуміло) – 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 (Вона вже 
знає, що ти любиш її. Нехай і інші дізнаються 
про це) – 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 (Хлопці ніколи не змінюються. Як і ми) – a 
hint on reliability of taste that changes never. Loreal 
Paris: Those rock star eyes (Очі, як у рок-зірки) – 
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? (Ти хочеш 
знати, що на губах у Гвен?) – the use of lipstick 
as at a well-known star. Women like to emulate ideal 
offenses. Chanel: Every woman alive loves Chanel 
№ 5 (Кожна жива жінка любить Chanel № 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. For example: KFC: Extreme skills, extreme 
taste. Christiano Ronaldo (Виняткові можливості, 
надзвичайний смак. Кріштіано Рональдо) – in 
this example we can see the different variants of the 

same adjective translation. Max Factor: I am eter-
nal (Я – незмінна) – this adjective has many mean-
ings – eternal (вічний), immortal (безсмертний), 
hard (твердий), permanent (постійний). 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 (незмінний). 

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.

REFERENCES:
1. Вінарєва О. В. Структурний, семантичний і прагматичний аспекти англомовних торгових назв (на мате-

ріалі веб-сайтів мережі Інтернет) : дис. … канд. філол. наук : 10.02.04 / Київ. нац. лінгв. ун-т. К., 2005. 327 с.
2. Галь Н. И. Активизация сенсорных модусов языковыми слоями англоязычного рекламного текста. 

Весник Львовского университета. 2009. № 8. С. 7–12.
3. Зелінська О. І. Лінгвальна характеристика українського рекламного тексту : автореф. дис. на здобуття 

наук. ступеня канд. філол. наук : 10.02.01. Харків, 2002. 17 с.
4. Зирка В. В. Языковая парадигма манипулятивной игры в рекламе : дисс. … д-ра филол. наук : 10.02.02 / 

Днепропетр. нац. ун-т. Днепропетровск, 2005. 462 с.
5. Коваленко Є. С. Рекламний текст як основна одиниця рекламної комунікації: особливості лінгвістич-

ного аналізу. URL : http://www.nbuv.gov.ua/portal/soc_gum/Nzvdpu_filol/2009_11/Zbirnuk%2011%20%202009/
arxetupna% 20paradugma (дата звернення 25.09.2022).

6. Коваленко Н. Л. Лінгвістична позначеність слогана у структурі рекламного тексту : дис. … канд. філол. 
наук : 10.02.02 / Дніпропетр. нац. ун-т. Д., 2006. 190 с.



144

Випуск 24.. Том 2

7. Корнєва Ю. Б. Комунікативно-прагматичні та структурно-семантичні особливості мови реклами в сучас-
ній французькій мові : дис. … канд. філол. наук : 10.02.05. / Київ. держ. лінгв. ун-т. К., 1997. 165 с.

8. Максимов С. Є. Практичний курс перекладу (англійська та українська мови). Київ : Ленвіт, 2006. 157 с.
9. Солошенко А. Д. Комунікативно-прагматичні аспекти рекламного слогану в межах моделі рекламного 

впливу (на матеріалах американської побутової реклами) : автореф. дис. на здобуття наук. ступеня канд. 
філол. наук : 10.02.04. Львів, 1990. 43 с.

10. Фурманкевич Н. М. Рекламний дискурс в електронних мас-медіа України: соціолінгвістичні особли-
вості, форми творення в Інтернеті : автореф. дис. на здобуття наук. ступ. канд. наук із соц. комунікацій : 
27.00.06. К., 2009. 16 с.

11. Хавкіна Л. М. Вербальні засоби як чинник міфопородження в українському рекламному просторі. Вісник 
Харківського національного ун-ту ім. В. Н. Каразіна. Серія: Стиль і текст. Х. : ХНУ, 2010. Вип. 11. С. 107–115.

12. Шеверун Н. В., Несольонова А. Т. Linguistic peculiarities of the English language advertising discourse 
and ways of slogans translation into the Ukrainian language. LXХІV наукова конференція професорсько-викла-
дацького складу, аспірантів, студентів та співробітників відокремлених структурних підрозділів універси-
тету : зб. доповідей. К. : НТУ, 2018. С. 515–516.

13. Horbach, O., Hryniuk O. Semantic Aspect of Compoud Neologisms in the Modern German Language (Based 
on Marketing Lexis Materials). Advanced Education. 2018. № 9. Р. 231–239. 


