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The article analyzes the pragmatic adaptation of English-language advertising slogans in Ukrainian translations,
focusing on the impact of adaptive strategies on the modification of the concepts in the original message. The process of
pragmatic adaptation seeks to balance preserving the core concept of the original slogan with ensuring cultural relevance
for the target audience. Pragmatic adaptation frequently shifts the focus of the original slogan to better align with the
cultural norms of the target Ukrainian audience, emphasizing different product aspects such as practicality or emotional
appeal, or adjusting the tone to reflect local linguistic preferences. By aligning the slogan with local values (e.g., safety,
care, inclusivity), the brand can build stronger, more positive associations in the local context. Through adaptation, the
emotional focus of the original slogan may be softened or intensified, depending on the cultural context, which could shift
the message from emotional appeal to practicality or inclusiveness.

The key aim of pragmatic adaptation is for the slogan to resonate with local culture and convey relevant values in
a natural way. However, this adaptation may narrow the original slogan’s universal appeal, focusing on locally specific
concepts. Over-adaptation could potentially dilute the global brand identity. In some cases, idiomatic expressions or other
aspects of the original slogan may be lost or altered, reducing its memorability and impact.

The main finding of the article is that pragmatic adaptation transforms the original slogan to fit the Ukrainian linguistic
and cultural context, potentially enhancing or diluting its concept. This can alter the associations and values intended by
the original slogan, shaping how the brand is perceived in different markets.

Further research could explore pragmatic adaptation in institutional discourses, especially political and legal translations.
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Y cratTi aHanisyetbcsi nparmatuyHa ajanTauis aHrmoMOBHMX peKnamMHUX CroraHiB B YKpaiHCbKMX Mepeknagax,
3 (DOKYyCOM Ha BMNAMBI aganTMBHWX CTpaTterii Ha MoaMdikauito KOHLENTYy OpuriHanbHOro nosigomneHHs. [Mpouec
nparMaTuMyHOi aganTauii CnpsiMoBaHUA Ha GanaHc Mix 36epexeHHsIM OCHOBHOMO KOHLIEMTY OPWTiHAMNbHOMO CrioraHy Ta
3abe3neveHHsM oro BignoBIQHOCTI LinboBiv ayauTtopii. MNparmatryHa aganTauis 4acTo 3MiLlye KOHLeNnTyanbHuii hoKyc
OpuWriHanbHOro crnoraxy, Wob Kpallie BignoBigaTv KyfnbTYpHUM HOPMaMm LiNbOBOI YKPAIHCbKOI ayauTopii, HaromoLyum
Ha pi3HMX acnekTax MPOAYKTY, TakUX SIK MPaKTUYHICTb YM eMoliiHa MpvBabnMBiCTb, abo KOpPUryrouM TOH BiAMOBIAHO
[0 MICLEBUX MOBHMX HOPM. Y3rofpKyruu CrnoraH i3 LiHHOCTAMU yKpaiHCbKOi ayauTopii (Takumu, sk 6e3neka, Typbora,
iHKMIO3MBHICTb), OpeHa MOXe CTBOPUTM CUIbHILWI N NMO3WUTMBHILWWI acoujiauii B MiCLLeBOMY KOHTEKCTi. 3aBasku agantauii
€MoLjifiHa CNpsSIMOBAHICTb OpPUriHaNbHOrO crioraHy Moxe OyTu nom'sikileHa abo mocuneHa, 3anexHo Bifg KynbTYpPHOro
KOHTEKCTY, L0 MOXE 3MEHLLUMTN eMOLiiHY NpMBabnmMBICTb HAa KOPUCTb MPAKTUYHOCTI UM iHKIIO3UBHOCTI.

OcHoBHa MeTa nparMaTMyHOI aganTadii nonsirae B TOMy, W06 racno pe3oHyBarno 3 MiCLIEBO KyfbTYPOO Ta MPUPOLHMM
YMHOM nepeasano BignoBigHI UiHHOCTI. OgHak aganTauis MoXe 3BY3WTW YHiBepcasibHy NpMBaGMBICTL OpUriHANbLHOTO
croraHy, 3ocepeaMBLUMCh Ha MOKanbHUX KoHUenTax. HagmipHa aganTauis 3gatHa nocnabutu rnobarnbHy iGeHTUYHICTb
OpeHay. Y oeskmx Bunagkax igioMmatuyHi Bupasu abo iHWi acnekT opuriHanbHOrO CroraHy MoXyTb OyTu BTpadeHi abo
3MiHEeHi, L0 3MeHLUY€E NOoro 3anam’saToByBaHiCTb i BNAvMB. OCHOBHWI BUCHOBOK CTaTTi MONsarae B TOMY, L0 nparmaTnyHa
afanTauis nepeTBOPIOE OPUriHaNbHWIA CroraH y Takui cnocio, wob BiH BifnosiaaB MOBHOMY Ta KynbTYPHOMY YKpaiHCbKOMY
KOHTEKCTY, MOTEHUIHO Mnocuoyy abo po3MmuBakyM BUXIZHUA KOHUENT. Lle moxe 3MiHWTKM acoujauii Ta LiHHOCTI,
nepenbayeHi opuriHanbHUM CroraHoM, (POPMYHOUM CPUAHATTS BpeHay Ha Pi3HMX NOKaNbHUX PUHKAX.

MepcnekTMBoO noganblUmx AochimxeHb BOa4aeMo BMBYEHHS nMparMaTuyHoi aganTauii y nepeknagax iHCTUTYLHNX
ANCKYpCIB, 30KpemMa NoniTUYHOro Ta oPUANYHOTO.

KnouyoBi cnoBa: nparmatuyHa agantauis, nepeknag, peknamHuin crnoraH, MogudikaLis KOHLEenTy.

Problem statement. The translation of advertis-  and its ability to emotionally engage the consumer.
ing slogans remains one of the relevant and priority ~ In order to fulfill the key functions of advertising —
tasks in modern translation studies, as their adequate  attracting attention, generating interest, stimulating
reproduction is directly related to maintaining the  the desire to purchase a product or service by appeal-
communicative effectiveness of the advertisement ing to the motivational needs of the target audience —
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advertising slogans are often characterized by crea-
tivity [9; 13; 15]. They may contain stylistic devices,
slang, occasionalisms, lexical items that refer to soci-
ocultural realities, and more. All of this complicates
the reproduction of English-language slogans into
Ukrainian, explaining the need for numerous trans-
lation transformations and methods of pragmatic and
sociocultural adaptation.

Compared to transformations, adaptive strategies
used in the translation of advertisements have been
studied to a much lesser extent. Moreover, it is not
always possible to clearly distinguish when adapta-
tion is applied (except in cases involving explicit strat-
egies of domestication or foreignization) and when
we should speak of a set of transformations that lead
to the complete or partial revision of the target text.
This article proposes the hypothesis that adaptation
takes place when, to some extent, there is a change
in the translated text’s core concept, as embodied in
the original English slogan. Such a concept is com-
parable to a secondary signified, in Roland Barthes’
terms [13], and it is precisely for this concept that
the advertising text is created, as it aims to replace
the denotative meaning of the product as a means of
transport, communication, jewelry, food, etc., with a
connotation associated with ideas and values — pres-
tige, health, safety, and others — appealing to basic
motivational needs.

Analysis of recent research and publications.
The theoretical foundation of the article lies in
research, on the one hand, in translation adaptation
and, on the other, in concepts that embody the sec-
ondary level of signification in brand discourses.

A well-established tradition in defining transla-
tion adaptation is understanding this phenomenon
as a complete content and formal transformation of
the original by the translation to create a text that
meets the needs of the new linguistic environment
[16]. V. Demetska notes that “adequate translation
in any case presupposes adaptation, and the closer
the pragmatic function of the text is to the dominant
ones, the more adaptive strategies need to be applied”
[1, c. 102]. In translation studies, two types of adapta-
tion are traditionally distinguished: sociocultural and
pragmatic adaptation.

Sociocultural adaptation is defined as the adjust-
ment of the text to the cultural realities of the recip-
ient of the text or discourse [4; 5; 7; 11]. Its essence
lies in the fact that the translator must decide to which
culture — the target or source — the translation should
conform, accordingly using either a strategy of
domestication or foreignization to adapt to one of the
cultures. Pragmatic adaptation [2; 12; 14] is focused
on modifying the text to achieve a specific commu-

nicative effect. Sociocultural adaptation can be trig-
gered by the presence of idioms, wordplay, cultural
gaps, and the like in the original text [6, c. 105].

Pragmatic adaptation may be applied if the source
text exhibits certain characteristics: stylistics difficult
to reproduce in the target text, specific syntax, extra-
textual factors of the source text (time, place), and
others. Halliday mentions parameters of text register
as among the criteria of the original text that condition
its pragmatic adaptation in translation [10, c. 35]. For
example, what may be considered acceptably infor-
mal in one language may require a more respectful
or formal tone in another. Pragmatic adaptation takes
these differences into account so that the translation
conveys not only meaning but also the appropriate
cultural tonality, aligning with the target audience’s
expectations regarding style, formality, and persua-
siveness of the message.

Among the techniques of pragmatic adaptation,
researchers highlight: addition, omission, clarifica-
tion of the original information with an increase or
decrease in the level of implicitness compared to the
original; replacement with exotic equivalents; “trans-
figuration,” which involves omitting a significant part
of the information and retaining only the most impor-
tant (according to the translator) information from the
original text; “actualization” with the replacement
of units from the source text; interpersonal changes
related to modifying the level of formality, participa-
tion, and involvement; “partial translation”; radical
rewriting of the source text; “illocutionary changes”
and others [8; 14].

A summary of studies on pragmatic adaptation
techniques [2; 12; 14] shows that this type of trans-
lation adaptation does not necessarily imply a com-
plete revision of the source text but may involve a
set of transformations ensuring that the communica-
tive effect of the target text is equal in impact to the
original. However, this effect may be achieved at the
cost of certain formal and semantic losses and, in our
view, is measured by the degree of change to the key
concept — whether it is modified, narrowed, devel-
oped, or entirely replaced. Any operations with the
concept of the source text serve as a marker of prag-
matic adaptation.

For the objectives of our study, the link between
translated slogans and the key brand concepts on
which the brand builds its identity, is crucial. In
particular, scholars note that the slogan “defines,
presents, and helps customers remember the key
concepts of a brand or advertising campaign itself”
[9, c. 63]. These concepts, or mythological concepts
in Barthes' terms, are embodied in the secondary sig-
nifieds of the advertised product [13; 15], displacing
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the initial meaning of the product with ideas and val-
ues that shape its perception as something unique,
desirable, and symbolic. According to Barthes [3],
such processes are often used in advertising, where
brands sell not products or services but ideas and val-
ues — those connotative meanings that should replace
the product or service for the consumer [15, c. 144],
creating stable associations with the product name or
the brand as a whole.

The aim of this article is to analyze the adaptive
techniques used in Ukrainian translations of English-
language slogans, focusing on their impact on the
modification of the concept embodied in the original.

The study employs research methods such as
comparative translation analysis and elements of
conceptual analysis, as well as text-interpretative and
contextual analysis.

Presentation of the main material. The anal-
ysis of Ukrainian advertisements, in which trans-
lators employed pragmatic adaptation techniques,
showed that, despite maintaining the pragmatic effect
intended by the source, adaptation can lead to certain
losses both at the level of the slogans’ form and at the
level of meaning and the underlying concept.

Let’s consider the slogans where such losses were
identified.

Everything in one touch — Cmapmepon, 6 saxomy
€ 6ce (Samsung).

The original slogan implies that all necessary func-
tions or capabilities of the device are controlled with
a single touch, meaning the user can easily access
all applications or services with a simple tap on the
screen or button. The main concept highlighted by
this slogan is “simplicity” (of using the technology).

The Ukrainian translation, while preserving the
key word — the determiner pronoun Everything / éce
with its generalized semantics, completely restruc-
tures the English slogan in both syntax and semantics.
The translator introduces a defining noun as a result
of the addition transformation, performs a transpo-
sition by changing the word order, and restructures
the simple sentence into a complex one with a rela-
tive clause. Simultaneously, the phrase in one fouch,
which is a key aspect of Samsung’s marketing mes-
sage, is omitted.

Although the semantic core Everything is retained
to represent the concept of “multifunctionality”, the
translation loses the contextual semes of simplicity
and convenience, which are key elements of the orig-
inal slogan. As a result, the radical revision of the
original slogan, through a complex set of translation
adaptations, leads to a translation that conveys the
idea of the device’s universality but loses the focus
on easy access to all functions with a single action.

The concept of “ease/convenience” is replaced in the
translation by the concept of “universality,” which is
not the same.

In this case, the marketing message is transformed
to emphasize a specific aspect that, in the view of the
adapters, is more important for the target audience.

To enhance communicative impact on the
Ukrainian audience, local pragmatic adaptation is
used in the translation of Volkswagen’s brand slogan:

Safety made for everyone — besnexa ons eac
i sawux OnU3bLKUX.

The pragmatic adaptation here is based on the
transformation of comprehensive specification. The
determiner pronoun everyone, which expresses uni-
versal quantification, is replaced with specific per-
sonal and possessive pronouns combined with the
adjective onusvxux (close ones), enhancing personal
address. Thanks to this adaptation, the message in
the Ukrainian version, in addition to the concept of
“safety,” highlights the concept of “care,” employing
strategies of intimacy, personalization, and reducing
the distance with the brand's target audience. Such
strategies resonate with the Ukrainian audience, jus-
tifying the addition of a new semantic focus.

Thus, in both the original and the translation, the
key concept is “safety,” but it is conveyed through
different semantic accents. In the original, the empha-
sis is on the universality and accessibility of the
safety technology. In the Ukrainian version, a more
personal aspect appears — “for you and your loved
ones,” which enhances the feeling of care for fam-
ily and close people. This way, the translator aims to
evoke a stronger emotional response from the audi-
ence, focusing on aspects that may be important to
the target group.

In translation of another Volkswagen slogan, the
transformation of specification introduces a subtle
but meaningful shift in emphasis:

More space for all (Tayron) — binvuie npocmopy
0J151 KOHCHOZO.

The word all in the original is broad and inclusive,
suggesting space for everyone in a general sense. It
implies that the vehicle provides ample space for all
passengers without specifying who they are. The
component 012 kooicrozo translates to “for each per-
son” or “for everyone individually” in English. This
is a more personalized and specific formulation,
implying that the space is not just generally avail-
able for all but is specifically meant for each indi-
vidual passenger. It adds a sense of personal care or
attention to each occupant, emphasizing comfort and
space for every person.

Thus, key adaptive changes due to the transfor-
mation of specification include a re-emphasis of
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concepts: General vs. Specific. The original slogan
is more general and collective (“for all”’), while the
translation becomes more specific and individualized
(“for each person”). The Ukrainian version adds a
layer of personalization, potentially appealing more
to individual comfort and attention to detail for each
passenger.

This transformation helps make the slogan more
relatable and emotionally appealing to a Ukrainian
audience by specifying the benefit for each person,
rather than just a broad, collective benefit.

The translation of Coca-Cola slogan involves
a few notable shifts due to differences in language
structure and cultural nuances:

1t s the real thing (Coca-Cola) — Bona cnpasorcns.

In English, the real thing is an idiomatic expres-
sion that conveys authenticity, uniqueness of some-
thing, in this case, the idea that Coca-Cola is the
genuine article, the original and best option in its
category. The word thing is intentionally vague but
carries a strong connotation of being the authentic
product that others try to imitate.

In the Ukrainian translation the feminine pronoun
sona refers to Coca-Cola (as it is often feminine in
many Slavic languages), but the abstract the real
thing is lost. As a result, the idiomatic nuance that
Coca-Cola is not just any cola but “the real thing” —
the original, unmatched, and irreplaceable is not cap-
tured. The Ukrainian version simplifies the concept,
translating it in a more literal way, where gona
cnpasacus emphasizes the authenticity of Coca-Cola
but without the same idiomatic flair or emphasis on
Coca-Cola being the ultimate example of its kind. By
applying pragmatic adaptation, the translation sacri-
fices some of the idiomatic richness of the original in
favor of clarity and simplicity.

In the translation of the Mazda’s slogan, prag-
matic adaptation leads to the creation of a new slogan
in form and content:

Big Yet Agile — I paii na noeny (Play to the Full).

Despite the fact that this adaptive strategy makes
the Ukrainian slogan more expressive and creative, it
results in the loss of the stylistic device of antithesis and
the concepts it marks — “big” and “agile”. In our view,
a more successful translation for preserving the original
conceptual intent would be a literal translation, such as
“TloryxHuit, ane cnputhuii”’, which conveys the idea
of a combination of size and agility, thus retaining the
contrast and dynamic quality of the original.

The translation of the Carisberg’s slogan
involves local daptation based on a set of translation
transformations:

Brewing in pursuit of better. At Carlsberg, we are
always burning for better beer and a better tomor-

row — B eonumsei 3a xkpawum. Bapumo nueo 0
Kpaujoeo cb0200Hi ma 3aempa

In the original, the phrase we are always burning
adds a strong emotional and motivational element,
suggesting deep passion and relentless drive. The
verb burning is vivid and expressive, highlighting the
company's intense desire for improvement. Thanks to
the transformation of omission, the Ukrainian version
removes the intense imagery of burning and focuses
more on the practical activity of brewing. This leads
to a softening of the emotional intensity and pas-
sion found in the original slogan. In translation the
time frame is expanded from focusing solely on the
future (tomorrow) to include both present and future
(cbo2ooni ma 3aempa).

The Ukrainian translation B eonumsi 3a kpawum
effectively conveys the concept of striving for
improvement, but omits (due to the transformation
of omission of Brewing) the more specific reference
to beer. This simplification may slightly reduce the
depth of the original concept, which ties the broader
idea of betterment to the product (beer).

In summary, the Ukrainian translation captures
the main concept of the original slogan but with a
reduced emotional intensity in favor of more neutral
phrasing, a broader focus on both present and future
benefits, and a more practical tone. The result is a
slogan that feels slightly less passionate and more
grounded.

Conclusions. The process of pragmatic adapta-
tion requires a balance between maintaining the core
concept of the original slogan and ensuring that the
adapted version is culturally appropriate and rel-
evant. While this process often leads to modifica-
tions in the slogan’s concept, it aims to preserve the
intended message and the brand’s identity. Pragmatic
adaptation often alters the central concept of the orig-
inal slogan, shifting its focus to better align with the
cultural norms and contextual expectations of the tar-
get audience. In doing so, the adapted slogan may
emphasize different aspects of the product (e.g., prac-
ticality, emotional appeal) or adjust its tone and style
to reflect local linguistic preferences.

By shifting the focus of the slogan to align with
local values (e.g., safety, care, or inclusivity), the
brand may build stronger, more positive associations
in the local context. The key idea in the original slo-
gan might focus on a particular emotional response
(e.g., passion, excitement, or inspiration). However,
through pragmatic adaptation, the translation can
soften or intensify these emotions, depending on the
local market’s cultural context. This can lead to a
shift in focus from the original message’s emotional
appeal to a more practical or inclusive message. Such
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changes can modify the audience’s perception of the
brand, possibly making it appear more relatable or
grounded, but may also diminish some of the original
emotional impact.

One of the key goals of pragmatic adaptation is to
ensure that the slogan resonates with the local culture
and that it conveys relevant values in a way that feels
natural to the audience. By adjusting the message to be
more aligned with the cultural context (e.g., focusing
on family, community, or practical benefits), the slo-
gan can strengthen the connection between the brand
and the target audience’s values, and result in new or
adjusted associations between the advertised product
and the values that resonate with the audience.

However, in doing so, the original universality of
the slogan’s message may be lost, as the adaptation
often narrows the focus to locally specific concepts.
If the adaptation deviates too far from the original

message, there is also risk that the global brand iden-
tity might be diluted. Pragmatic adaptation can some-
times weaken the original slogan’s associative power.
For instance, an idiomatic expression in the original
language may be lost or altered in translation, leading
to a less impactful or memorable slogan.

In conclusion, the process of pragmatic adapta-
tion transforms the original slogan to fit the linguistic
and cultural context of the target market, which can
either enhance or dilute the slogan’s concept. It can
also lead to shifts in the core associations and values
intended by the original message, ultimately shaping
how the product and brand are perceived in different
markets.

A prospect for further research could be the analy-
sis of pragmatic adaptation in translations of various
institutional discourses, in particular, political and
legal.
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