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AHIJIOMOBHI PEKJIAMHI CJIOTAHY OPT' TEXHIKH:
MEPEKJIATALIKUI ACTIEKT

Ha cb0200HiwHitl denv cghepy 1100CHKOi QiATbHOCIT HEMONCTUBO YABUMU 6e3 MAK020 A8uUuld, K pexnama. Pexnama
CHPAMOBANA HA NPUBEPHEHHS CYCRINbHOI Y8al 00 AKO20Ch A8UWa, mogapy abo nociyeu. Haubinvw yikagum 3 mouxu
30py GUBUEHHS PEKNAMHO20 NOBIOOMIEHHS, € peK/zaMHuu cl102aH, NOKTUKAHULE CIMBOPUMU 00paA3, WO 3aNaAMAMOBYEMbCS,
Wo Hece OCHOBHY iHpopmayito npo pexnamosanuti 00 ckm. Egexmuenicms pobomu y cyvachux 3axiadax ma ogicax
NPAMONPOROPYILIHO 3AeNHCUMD 8I0 OPeMEXHIKU, SIKOI0 80HU KOPUCYIOMbCA, MOOMO KOMNIEKCY MEXAHIYHUX Md e1eKmpo-
HHUX npucmpois. Opemexuika 3aKopOOHHO20 BUPOOHUYMBA KOPUCTNYEMbCS HeAOUAKUM nonumom y Hawitl kpaini. Ilpu
NPOCYBAHHI NPOOYKMY 6 THULIL KPAIHI BUHUKAKOMb MOGHOCMUNICIMUYHI, TIHEBOK)IbIMYPOLO2IYHI, MOGHI MA COYIONIH2GIC-
muyni npobremMu, GUPIEHHs AKUX 3aTUUAEMbCs 3a nepekaaoayem. Takum uuHom nepekiao pekiamHux clo2anie maxux
mMoeapie cb0200HI € HAO36UUANIHO AKMYATbHUM.

Mognuii mamepian ckiadarome pekiamui Cl02anu IHMepHem caumie opeMmexHiKu maxKux nposioHux 8UPOOHUKIE SIK
Intel, HP (Hewlet-Packard), Asus, Acer, MSI (Micro-Star International), Philips, Apple.

3 nposedenoco ananizy, MONCHA OIIMU BUCHOBKY, WO 05l NEPEKAAdy PEKIAMHUX CTO2AHIB OPSMEXHIKU 3ACMOCO8)-
FOMbCA MAKT 8UOU NEPEKIAAYbKUX MPAHCHOPMAYIl SK TeKCUYHI, 2PAMAMUYHI MA ceManmuyti. Bionogiono 0o cmamuc-
MUYHUX OAHUX OOCTIONCEHHS Hatluacmiule nepeKiadayi 36epmaromscs 00 NPULIOMY eKCUUHOT 3aminu. € 0eKiibKa npuduH
3aCMOCY8AHHSA Yb02O NEPEeKIA0aybKo20 NPULIOMY, d came HAABHICMb 8 MOGI NepeKnady KOHMEKCIMydaibHo20 CUHOHIMA,
SAKULL MOICE NOCUTUMU eKCIMPATTHSGICIMUYHULL GNIIUE CTLO2AHY; HASLGHICHbL MeMAQOPULHUX NPUKMEMHUKIE 8 OPUIHAb-
HOMY CO2AHI, BUKIIOYEHHS GiDOCIOHOCHII HE2AMUBHO20 CRPULHAMMSL CIO2AHY;, MOOUMDIKAYIL CUHMAKCUYHOT CIPYKMY-
pu i 3aco0i8 cmunicmuyHoi 6UpasHOCMi OPUSIHATBHO20 C02AHY NpU NepeKaadi yKpaincokoo mosoio. Ceped neKcuunux
NepeKIa0aybKux npUiomie s nepexiaody ananizo8anux PeKiamHux Cl02anie BUKOPUCIIOBYIOMb eKCHLIKAYil0, ONnYWeHHs
ma eenepanizayiro. 306Cim He3HAUHA YACTUHA 00CTIONHCYBaH020 Mamepiany, 2 %, 8i0mME0peHa YKPAIHCHKOI0 MOBOK) WS-
Xom 3minu cunmakcuynoi cmpykmypu pedenns. Cemanmuuni nepexaadaybki mpancgopmayii npedcmagieni npuiomom
niobopy exgiganenmy (6 %), a, maxoorc, onywenns memagop ma idiom (2 %).

Knrouogi cnosa: pexnamnuii cnozan, opemextika, mosap, nepekiaoaybki mpancgopmayii.
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ENGLISH ADVERTISING SLOGANS OF OFFICE EQUIPMENT:
TRANSLATION ASPECT

Today, any sphere of human activity is impossible to imagine without such a phenomenon as advertising. Advertising
is aimed at attracting public attention to a phenomenon, product or service. The most interesting in terms of studying
the advertising message is an advertising slogan designed to create a memorable image that carries basic information
about the advertised object. The effectiveness of robots in modern institutions and offices is directly proportional to
the office equipment they use, ie a set of mechanical and electronic devices. Foreign-made office equipment is in great
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demand in our country. When promoting a product in another country linguistic, cultural and sociolinguistic problems
arose, the solution of which remains with the translator. Thus, the translation of advertising slogans of such goods is
extremely relevant today.

The language material, advertising slogans, was taken from Internet sites of office equipment leading manufacturers
such as Intel, Hewlet-Packard), Asus, Acer, MSI (Micro-Star International), Philips, Apple.

From the analysis, we can conclude that for the translation of office equipment advertising slogans such types
of translation transformations as lexical, grammatical and semantic are used. According to research statistics, translators
often use lexical substitution. There are several reasons for using this translation technique, namely the presence
of a contextual synonym that can enhance the extralinguistic influence of the slogan in the target language; the presence
of metaphorical adjectives in the original slogan; exclusion of the probability of the slogan negative perception,
modification of the syntactic structure and means of stylistic expression of the original slogan when translated into
Ukrainian. Among the lexical translation techniques for the translation of the analyzed advertising slogans the explication,
omission and generalization are used. A very small part of the studied material, 2 %, was reproduced in Ukrainian by
changing the syntactic structure of the sentence. Semantic translation transformations are represented by the method
of selecting the equivalent (6 %) and omitting metaphors and idioms (2 %,).

Key words: advertising slogan, office equipment, goods, translation transformations.

The urgency of the problem is due to the fact  2001), analysis of stylistic, lexical-syntactic
that advertising is a dynamic phenomenon that and structural-semantic features (Myasnyankina,
is rapidly becoming obsolete and changing, as  2011; Romanyuk, 2013); research of verbal
the service sector is developing rapidly not only = components of advertising text (advertising
within one country but also around the world, headline, slogan) (Mutovnina, 2001, p. 234);
leaving a huge space for translators. English is  study of social and pragmatic characteristics
the international language, that is why English  of advertising speech (Davydenko, 2015; Zyrka,
advertising occupies a leading position in the global ~ 2005; Romanyuk, 2013), etc.
information space, which arouses researchers’ The purpose of the study is to identify
interest in advertising text and advertising slogan.  and analyze the features of the English equipment
Due to the entry into the international market advertising slogans translation into Ukrainian.
of world brands the question of advertising slogans’ Presentation of the study main material.
adequate translation is put forward. The translation of advertising slogans of technical

Analysis of recent research and publications.  means for work in the office and at the enterprise
The role of advertising in today’s public life, involves the use of typical transformational means.
of course, stimulates the interest of scientists  According to our analysis, translators often use
in advertising communication and means of its  method of lexical substitution.
implementation. There are several reasons for using this

Scientists analyze the importance of advertising  translation transformation that are not related to
at the present stage of the socio-economic the norms of the translation language:
system development, try to determine the effects The presence of a contextual synonym in
of advertising at the micro and macro levels the language of translation that can enhance
(Vitrenko, 2012, pp. 56-59). From the company’s  the slogan extralinguistic influence:
marketing activities point of view, scientists Pagewide Incredible Speed. Incredible Value
focus on the mechanisms of advertising influence  (Cimeticmeo npunmepie HP) (www.hp.com/us-en/
on consumer choice (Kuzmenko, Polishchuk, shop). — Heuimosipna weuoxicms. Hetimogipna
2017,  pp. 926-929). The psychological exonomis.
aspect of advertising as a tool of marketing In the slogans of this subgroup, the contextual
communications is also left out. Scientists define  synonym allows you to indicate the benefits
the essence of advertising as a socio-psychological  of the advertised product more accurately.

phenomenon. They point out types of advertising Preservation or modification of the syntactic

depending on the method of influencing structure and means of stylistic expression

the consumer (Luhova, 2018, pp. 102—110). of the original slogan while translating into
Linguistic research of advertising texts is  Ukrainian:

conducted on the basis of different languages in Portable. Personal. Professional. (Ilpoexmop

different directions: general linguistic analysis  Asus SI Mobile LED) (www.asus.com/). —
of advertising texts (Zelinska, 2002; Goddard, [Ilopmamuenuii. [Ipaxmuunuii. [Ipogeciiiruil.
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In the slogans of this subgroup, lexical
substitution allows to preserve the syntactic
structure and stylistic means of the original slogan
expression or to modify them in order to increase
the expressiveness of the slogan. Note that,
despite the transformation, the pragmatic features
of the translated advertising slogan doesn’t differ
from the pragmatic features of the original slogan.

Excluding the possibility of negative perception
of the slogan:

Dominate. Conquer. Destroy (Mamepuncovka
nrama MSI X Power Gaming 9 ACK Z797)
(https.://www.msi.com/index.php). Jlominyii,
3a60108Y, 807100aPIOL.

Luxury on Your Terms (IInanwem Asus ZenPad
S 8.0) (www.asus.com/). — Ceobooa ma meoix
YMOBaAX.

It seems that in the slogans of this subgroup
lexical replacement is caused by the mentality,
socio-cultural norms of Ukrainian society, as well
as the financial and economic situation in the world.
Thus, the analysis of Ukrainian advertising slogans
showed that at the moment most of the country’s
population is interested in inexpensive but
functional products, while the noun “luxury”
implies the high cost of the advertised object. The
lexical replacement of the verb “to destroy” with
the verb “rule” can be explained by the history
of participation in world wars and the attitude
of people to them.

In this case, lexical replacement not only
makes the advertising slogan less aggressive
and more acceptable to the Ukrainian people,
but also indicates the possibility of long-term use
of advertising object, as destruction is the final
stage of hostilities, and domination implies further
use of conquered territories. In this case, the lexical
replacement is explained with the presence
of a more successful, in terms of pragmatics,
contextual synonym, the desire of the translator to
preserve the stylistic and syntactic characteristics
of the original advertising slogan, as well as
principles and norms of Ukrainian society.

The presence of metaphorical adjectives in
the original slogan:

Monstrous Sound (Ilnanwem Acer Predator 8)
(www.acer.org/). — Hetimosipnuii 36yk

Surprising Performance. Eye-catching
Affordability  (Cimeticmeéo  npoyecopie  Intel
Celeron) (www.intel.com/). — Ilpuconomunusa

npooykmuenicms. Ilpusabnuea yina.
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Asarule, metaphorical images inthe Ukrainian
and English languages are very different,
so such adjectives are replaced by simple
evaluative adjectives, which, of course, reduces
the expressiveness of the slogan. However,
in two- and three-syllable slogans, this can be
offset by the use of a more expressive adjective
in another part of it, as it is done in the Intel
slogan. Thus, forced translation transformations
allow to convey the basic meaning of the slogan
in the Ukrainian language, but often lead to
the impossibility of preserving the implicit
meanings and means of stylistic expression
of the original slogan.

One of the translation techniques that experts
widely use is generalization. The application of this
transformation allows to emphasize the importance
of the advertised product in the life of a potential
buyer, as this method is subject to mainly additions
that indicate the result achieved while using
the advertised product.

Ready for Excellent Graphics (Hacminonuii
komn tomep MSI Aegis Ti) (https://www.msi.com/
index.php). Tomosuit 0o excmpemanrbHux
HABAHMAICEHD.

The explication is the filling of grammatical
or semantic deficiencies in the slogan translation
(Belous, 2013):

Big Impressions. For Less (Ciueticmeo
npuumepie HP Office Jet Pro) (www.hp.com/
us-en/shop). — bacamcmeo epasicens. Ilpu manux
BUMPAMAX.

Less is More (Anapam ons monexynsapuoi
eizyanizayii Philips Astonish TF)
(http://www.philips.com). Huzvka  0o3a
onpominents 0 mypbomu npo nayicnma.

Explication allows to keep the key meaning
of the slogan, but often loses the possibility of its
multifaceted interpretation. Thus, the adjective
“more” in the Philips’ slogan can mean not only
the care of the patient, but also safer working
conditions, taking to account the harmfulness
of the radiological devices use.

The method of omission is quite common when
translating advertising texts. Such a translation
transformation can concern both independent parts
of speech and connective words.

Omission of independent parts of speech:

The Biggest Yet (Cmapmghon Apple iPhone 5)
(www.apple.com/). — Hatbinvuuil.

Omission of connective words:
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On the Path to New Discoveries with Multislice CT
(CT-cxanepu Philips) (http://www.philips.com). —
llnax 0o Hosux Gioxkpummie 3a 00NOMO20I0
baeamo3spizosoi KT.

Decisive Weapon in the Dark (MSI NightBlade
x2 The) (https://www.msi.com/index.php). —
Bupiwanvna 30pos mempseu.

The connective words are usually omitted,
which is explained by the difficulty and some
unnaturalness of the prepositional constructions
sounding. In most cases, the impact on the slogan
pragmatics is quite small, but in some slogans, this
approach can lead to the meaning distortion.

In some cases, the translator uses the method
of’changing the syntactic structure of the advertising
slogan, which can occur by replacing subordinate
clauses with nouns.

More Power When You Need It! (Hacminvhuii
IIK MSI Aegis TI) (https://www.msi.com/index.
php). — Binvwe nomyosicHocmi 6 6upiuianbHux 0osx.

The main reason for the transformation
of the syntactic structure of such slogans is
the more significant sounding of subordinate clauses
in the Ukrainian language. The subordinate clause is
usually replaced by a noun that indicates the result or
conditions of the advertised product using. In some
cases, the refusal to use subordinate clauses leads to
the inability to maintain the technique of personification,
however, it is believed that the natural sound
of the slogan is a priority in translation, and therefore
minimal loss of stylistic expression is acceptable.

Among the semantic translation
transformations used to translate office
equipment advertising slogans, the selection
of the equivalent is widely used.

HP Quality. Why Think Twice? (Cimeticmeo
npunmepie HP LaserJet Legendary (www.hp.com/
us-en/shop). — Jlecenoapna axicmoe HP. Yu éapmo
pozoymyeamu?

It’s Mini in a Massive Way (PC Apple Mac Mini)
(www.apple.com/). — 'iecanm 6 gpopmami mini.

The selection of the equivalent is the peripherical
mean of translation because, on the one hand, it

preserves the main semantic load of the original
slogan, on the other — involves the use of other
lexical and syntactic tools. Note that the method
of selection of the equivalent is often realized
through the use of idioms, clichés and phrases
of the Ukrainian language:

Mighty. Small (Ilnanwem Apple Ipad Mini 4)
(www.apple.com/). — Cnpummnuii. Manuii.

Screens of All Sizes (OC Android Powering)
(www.asus.com/). — Expanu na 6yov-axui cmax.

In the given examples we see a successful version
of the translation of non-equivalent original text.

Quite common is the method of semantic
translation transformations — the omission
of metaphors and idioms.

All the Power without the Tower (Mini PC IIK
Intel) (www.intel.com/). — I[losna nomyoicHicmo
8 KOMNAKMHOMY KOPNYCi.

The result of the metaphors and idioms omission
is not only a decrease in the expressiveness
of the slogan, but in some cases the inability to
preserve its structure, rhythm and phonetic means
of expression. Despite the preservation of meaning
and advertising strategy, such a decision is not
entirely justified, as stylistic means of expression
have a very important role in the context
of advertising communication.

Conclusions and prospects for further
research. The results of the analysis allows us
to conclude that for the translation of advertising
slogans of organizational technology such
translation transformations as lexical, grammatical
and semantic translation transformations are
used. To translate office equipment advertising
slogans, translators wuse lexical substitution
(34 %), explication (16 %), omission (20 %),
generalization (20 %), changes in syntactic
sentence structure (2 %), and semantic translation
transformations of equivalent selection (6 %),
omission of metaphors and idioms (2 %).

The prospect of further research, in our opinion,
is to study the pragmatic impact of advertising on
the consumer.

JITEPATYPA:
1. Bimoyc O. M. Teopis i TexHouoris mepeknany. Kype Jiekiiii: goonpanboBaHui Ta A0MOBHEHUH. HaBuaibHuit
MOCIOHMK JUTS CTY/JICHTIB Mepeknaganbpkux BiaaiieHs. Kiposorpan, PBB K/ITY im. B. Bunauvenka, 2013. 200 c.
2. Bitpenko A. CorianbHO-eKOHOMIUHE 3HAYCHHS Cy4acHOI peKJIaMd Ta PEKIaMHOI JisuTbHOCTI. Exonomixa. 2012,

Ne 137. C. 56-59.

3. JlaBumenko H. JIinrBicTHuHI peasnizamii nparMaTHYHNX IHTEHIIH B aHIIOMOBHUX PEKIIAMHUX TEKCTaX 3aJI€XKHO Bil
00paHOi KOMYHIKAaTUBHOI cTparerii. Bicnuk Xapkiscbkoeo Hayionaivnozo yrieepcumemy imeni B. H. Kapasina. Cepis:

Dinonoeis. 2015. Ne 1152. Bum. 72. C. 176-179.



AKTyanbHi TUTaHHs iHO3eMHO1 (inosnorii, Bum. 16, 2022

4. 3eminceka O. 1. JIiHrBabHA XapaKTepPUCTHKA PEKIAMHOTO TEKCTY : JUC. KaHn. ¢inon. Hayk: cren. 10.02.01. Xap-
KiB : XapKiBChK. Aepx. mexd. yH-T im. I. C. CkoBopoau, 2002. 193 c.

5. 3upka B. B. fI3pikoBas mapagurma MaHUMYISATHBHOW UIPHI B pEKIIaMe : JuC. ... JokTopa ¢mion. Hayk: 10.02.01.
Juenponerposek, 2005. 462 c.

6. Kyspmenko M. M., [omimyxk I. I. Pekinama sk 0coOJIMBHI MapKETHHIOBHH 1HCTPYMEHT BIUIMBY Ha CIIOXKHBAya.
Monoouu guenuti. 2017, Ne 10. C. 926-929.

7. Jlyroea B. M., Kymr 5. M., Apxunosa /I. €. [lcuxonoriuai acekTH pekiIaMu SIK iHCTPYMEHTY MapKeTHHTOBHX
komyHikauii. Bicnux KHYT/]. Cepia: Exonomiuni nayku. 2018. Ne 5 (127). C. 102—110.

8. MyrtoBunHa M. A. AHDIOA3BIYHAS HAYYHO-TEXHHYCCKAs pEKIaMa: CTHIMCTHKO-IPArMAaTHUCCKUH —aHAIH3.
M., 2001. 560 c.

9. M’scusukina JI. I. MoBHI 3ac00M eMOIIHHUX CTpaTeriii B yKpaiHChKOMY PEKIaAMHOMY JUCKYPCI : HAyK.-TIp. KOHQ.
Kam’suens-Ilomin. nam. yu-1y im. I. Orienxa. ®inon. nayku. Kam’suens-Iloginscekuii @ [1I1 «Memo6opu-2006», 2011.
Bum. 25. C. 294-297.

10. Pomanrox C. K. 3acobu pearnizariii MOBICHHEBOTO BIUIMBY B aMEPUKAHCBHKIN KOMEpIiiiHiH sKypHaNbHIN pexaami
1925-2010 pp. : aBTOoped. auc. ... kaua. dirtor. Hayk. X., 2013. 23 c.

11. Apple. URL: https://www.apple.com/

12. Acer. URL: http://www.acer.org/.

13. Asus. URL: https://www.asus.com/

14. Goddard A. The Language of Advertising. L., NY : Routledge, 2001. 134 p.

15. HP. URL: https://www.hp.com/us-en/shop

16. Intel. URL: https://www.intel.com/content/www/us/en/homepage.html

17. MSI. URL: https://www.msi.com/index.php

18. Philips. URL: http://www.philips.com

REFERENCES:

1. Bilous, O. M. (2013). Teoriya i tekhnolohiya perekladu. Kurs lektsiy: dooprats ovanyy ta dopovnenyy. Navchal 'nyy
posibnyk dlya studentiv perekladats ’kykh viddilen’. Kirovohrad, RVV KDPU im. V. Vynnychenka. [in Ukrainian]

2. Vitrenko, A. (2012). Sotsial’no-ekonomichne znachennya suchasnoyi reklamy ta reklamnoyi diyal’nosti.
Ekonomika. Ne 137, 56-59. [in Ukrainian|

3. Davydenko, N. (2015). Linhvistychni realizatsiyi prahmatychnykh intentsiy v anhlomovnykh reklamnykh
tekstakh zalezhho vid obranoyi komunikatyvnoyi stratehiyi. Visnyk Kharkivs’koho natsional noho universytetu imeni
V. N. Karazina. Seriya: Filolohiya. Ne 1152. Vyp. 72, 176-179. [in Ukrainian]

4. Zelins’ka, O. 1. (2002). Linhval’na kharakterystyka reklamnoho tekstu [Linguistic characteristics of the text].
Candidates thesis. Kharkiv : Kharkivs’k. derzh. ped. un-t im. H. S. Skovorody. [in Ukrainian]

5. Zyrka, V. V.(2005). Yazykovaya paradyhma manypulyatyvnoy yhry v reklame [ Language paradigm of manipulating
game in advertisement]. Doctor § thesis. Dnepropetrovsk. [in Russian]

6. Kuz’menko, M. M., Polishchuk, I. 1. (2017). Reklama yak osoblyvyy marketynhovyy instrument vplyvu na
spozhyvacha. Molodyy vchenyy. 2017, Ne 10, 926-929. [in Ukrainian]

7. Luhova, V. M., Kushch Ya. M., Arkhypova, D. Ye. (2018). Psykholohichni aspekty reklamy yak instrumentu
marketynhovykh komunikatsiy. Visnyk KNUTD. Seriya: Ekonomichni nauky. Ne 5 (127), 102-110. [in Ukrainian]

8. Mutovnyna, M. A. (2001). Anhloyazychnaya nauchno-tekhnycheskaya reklama: stylystyko-prahmatycheskyy
analyz. Moskva. [in Russian]

9. Myasnyankina, L. I. (2011). Movni zasoby emotsiynykh stratehiy v ukrayins’komu reklamnomu dyskursi : nauk.-pr.
konf. Kamyanets’-Podil. nats. un-tu im. 1. Ohiyenka. Filol. nauky. Kam"yanets’-Podil’s’kyy : PP “Medobory-2006”,
Vyp. 25, 294-297. [in Ukrainian]

10. Romanyuk, S. K. (2013). Zasoby realizatsiyi movlennyevoho vplyvu v amerykans’kiy komertsiyniy zhurnal’niy
reklami 1925-2010 rr. [Means of speaking influence in American commercial magazine advertisement in 1925-2010].
Candidates thesis. KH. [in Ukrainian]

11. Apple. URL: https://www.apple.com/

12. Acer. URL: http://www.acer.org/

13. Asus. URL: https://www.asus.com/

14. Goddard, A. (2001). The Language of Advertising. L., NY : Routledge.

15. HP. URL: https://www.hp.com/us-en/shop

16. Intel. URL: https://www.intel.com/content/www/us/en/homepage.html

17. MSI. URL: https://www.msi.com/index.php

18. Philips. URL: http://www.philips.com

71



