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BCTYII

KoHcrmeKT ek npu3HauyeHui JUisl JIGKIIHHUX 3aHATh 13
muctuiIing «OCHOBU 1H()OPMATUKK Ta MPUKIIAIHOT JTIHTBICTUKH
31  3MICTOBUM  MOJyJIeM: KOIIPAaWTHUHT» JJIA  CTYJEHTIB
cnenianbHOCTl 035 «@inosoriss» JEeHHOI Ta 3a04HOI  (opMm
HaBuaHHs. Jucrumuiina «OcHOBU iH(GOPMATHKU Ta TPUKIAIHOL
JIHTBICTHKY 31 3MICTOBUM MOJTyJIEM: KOMIPAUTHHT» Oy/Ie I[IKaBOIO
JUISL CTYJICHTIB, SIKi TIParHyTh OTPUMATH 3HAHHS MO0 OCHOBHHX
NPUHIUIIB poOOTH XMapHUX cepBiciB, npuHOumy aii TM-
IHCTpYMEHTIB,  OCOONMBOCTEH  mporecy  Jiokamizamii  Ta
KOMIpalTUHTy, a TakKoX Ha0yTH HaBUYOK HEOOXIMHUX MJis
e(eKTUBHOIO BUKOPHUCTAHHS 3ac00IB Cy4acHUX 1H(OpMALIHHUX
TEXHOJIOTiM y MailOyTHil nmpodeciitHiil TisIbHOCTI.

OCHOBHOIO METOIO BHUBYEHHS JUCHUILIIHU € (popMyBaHHS
CHCTEMH 3HaHb PO MPHUKIATHY JTIHTBICTHKY, a TAKOXK PO OCHOBHI
MOHSATTS 1 IPOLIEC KOMIPAUTUHTY.



JIEKTIIS 1
MPUKJIAJTHA JITHTBICTUKA SIK TAJTY3b
MOBO3HABCTBA

1. TeopeTu4yHa Ta NPUKJIAAHA (MIPAKTUYHA) JIHTBICTHKA.
O0’ekT, MpeaMeT i 3aBJaHHSA NPUKJIAJIHOI JIHIBiCTHKH.

2. OCHOBHi HayKoBi HANpsAMHM i MeTOAH NPHUKJIATHOL
JIHTBICTHKH.

3. AKTyaJibHi TpodJjieMH TNPHKJIATHOI JIHHIBICTHKH.
3B’A30K JIIHIBiCTHKH 3 IHIIMMH HAYKAMH.

1. TeoperuuHa JiHrBiCTMKA TOCTII)Kye MOBHI 3aKOHH Ta
(hopMyITIOE IX SIK TEOPil, aKyMYJIIO€ Ta CTABUTH I CYMHIB BUCHOBKH
11010 MoBU. Bona OyBae:

—  eMNipuyHoIO (0eKCKpUNmueHow). ONUCYE pealbHe MOBJICHHS,
L[IKaBUTHCSI MOBHOIO MTOBE/IHKOIO Ta 3HAHHSAMM JIFOJIEH yepes Te, 1110
BOHH TOBOPSATH 1 SIK BOHH II€ POOJIATH. Y AECKPUITUBHIN JIIHTBICTHII
HEMa€ MOHATTS «IPaBUIIbHO-HENPABUIBHO;

—  HOpMAamueHoIo (NPecKpUnmMuBHOIO, pe2yisamueHoio); BKa3ye, sIK
«IOTPiIOHO» TOBOPUTH 1 MHUCATH, BU3HAYA€ CTAHIAAPTHUHA BapiaHT
MOBH JUIsl (DYHKILIOHYBaHHSI B TOJIOBHHUX cepax KHUTTS JepiKaBu:
OCBITa, Yypsl, TOPTiBIs, TMPaBO, CHUIKYBAaHHS MIX JIOJbMH,
PO3JIIJICHUMH BEJUKUMH BIJICTAHSIMHU, 3 BEJIUKUMHU KYJIbTYPHUMH
BIJIMIHHOCTSIMH Ta BIJICTaHHIO B 4aci. @YHKIIIOHY€E Yepe3 CTBOPEHHS
rpaMaTuK, CJIOBHHKIB 1 MiAPYYHUKIB 31 CTHIIIO.

Ipukiagna JiHrBICTHKA € TOBHOIPAaBHUM PO3IIOM
MOBO3HABCTBa, CIIPSIMOBAHUM Ha PO3B’s3aHHS MPAKTUYHUX 3aBJIaHb
pI3HUX Tady3ell HayKu W TEXHIKH, MMOBCSKACHHOTO KUTTS JIIOHHHY,
CYCHUIBCTBA Ha MiJICTaBl TEOPETUUYHOTO TOPOOKY AOCIHIIHKEHb MOBH
Y MOBJICHHSI.

O0’€KTOM TIPHUKIATHOT JTIHTBICTUKH € MPAKTUYHI 3aBJIaHHS,
JUIS pO3B’ I3aHHS SIKUX OTPIOHO 3aiTyuyeHHs JopoOKY MOBO3HABCTBA,
a mMpeaMeToM — CITI0OCOOW IXHBOTO PO3B’SI3aHHS.

[lpuknagHa JIHTBICTHKA TaKoX  pO3pOOJIOE  METOAM
PO3B’A3aHHS MPAKTUYHMX 3aBJaHb, OB A3aHUX 13 BUKOPUCTAHHAM
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MOBU. Bu3HAaUUMO K0JI0 OCHOBHHX 3aBJAaHb IPUKIATHOL
JHTBICTHKU:

1. Tlepexnan 3 / Ha iHO3EMHY MOBY.

2. HaBuanHs 1iHO3eMHOI MOBH (METOAMKH HABYAHHS),
JHTBOIUAAKTHKA.
KomyHikartist 3a 10moMoror TeXHIYHUX 3ac00iB.
CTBOpEHHS ITYYHUX MOB.
[adopmariiinuii momryk.
AHoTartis 1 pehepyBaHHs TEKCTiB.
CknalaHHs CIIOBHHUKIB (ITpaKTUYHA JICKCUKOTpadis).
YnopsakyBaHHs, CTaHAapTH3AIis Ta yHi(iKamis HayKOBO-
TEXHIYHOT TEPMIHOJIOTI].

9. Opranizanis 6i6miorpadiunoi iHpopmarii.

10. EdextuBHMI 1pykapchbKuid HAOIp.

11. TpanckpuOyBaHHSI YCHOTO MOBJICHHS.

CoporoaHi BIIPOBAKEHHS HOBUX iH(bOopMaIiiHIX
TEXHOJIOTIH B yci cdepu IIOJACHKOrO CIUIKYBaHHA MPUKJIAJIHA
JHTBICTHKA PO3BUBAETHCS B HAIPSMKY aBTOMAaTH3allli OCHOBHUX
3aBJlaHb, a CaMe:

1. MammmHHM} niepeknaj + MaliMHHI CIIOBHUKH.
2. Kowmm’'rorepna miarBogammaktuka (CALL —  Computer
Assisted Language Learning).
3. Komm’torepHa miHrBicTHKa (BCi JOJATKH JIHTBICTUKH B
KOMIT IOTEPHHUX CEPEIOBUILAX).
4. MaremaTnuHa JiHTBICTHKA (po3poOsieHHs (opManbHUX
MOJICIICH MOB).
5. ABTomMaTtuyHe 0OpoOIEHHS TPUPOTHUX MOB:
a) pO3Mi3HABAHHS 1 CHHTE3 MOBH,
0) aBTomaru3ailis iHpopMaIiiHUX pooiT,
B) aBTOMATHUYHI cHCTeMH 1H(OPMAIIIHHOTO MOIIYKY.
6. KBaHTUTaTHBHA JIHIBICTUKA (YACTOTHUM aHANI3 TEKCTIB).

TepMiH «mIpuKIagHa JIHTBICTUKA» 3 SBUBCS HAINPHUKIHII
20-x pokiB XX cromitra. TepmiH «mIpuKiIamHa JIIHTBICTHKA»
Oarato3HauHWi. Y BITUM3HSAHINA 1 3aXiQHINA JIHTBICTHAILI BIH Maec
a0COIOTHO pi3Hi iHTeprperaril. Y 3axiguii miarsicrumi (applied

NG~ W
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linguistics, angewandte Linguistik) Bin 3B’s13yeThcst Hacammepen y
BUKJIQJIaHHSAM 1HO3EMHUX MOB, 30KpeéMa METOAMKY BHKJIAJaHHS,
0COOJIMBOCTI OITUCY TPaMaTHKH JIJIsl HABYAIBHUX LI1JICH, BUKJIaJaHHS
MOBH $IK PiIHOT Ta 1HO3eMHO{ TOIIIO.

Y CPCP Tepmin «mpukiagHa JIHTBICTUKA» CTaB IIUPOKO
BxuBarucs B S50-Ti pp. XX cT. y 3B’S3Ky 3 pPO3pOOJICHHSIM
KOMIT'IOTEPHUX TEXHOJIOT1M 1 MOSIBOIO CHCTEM AaBTOMAaTHYHOIO
o0pobOyienHs iH(opmarii (aBTOMATU30BaHUX CHCTEM YIIPABIiHHS,
cucteM 1H(GOpPMaLIHHOTO TMOIIYKY, aBTOMATHU30BAHUX CHUCTEM
00pOOJIEHHS TEKCTY Ta 1H.).

2. OmHUM 3 HAWOUIBII MOIIMPEHNX HAMPSAMIB MPUKJIATHOL
JHHTBICTUKM € TpagulliiiHUi HampsM BUKOPUCTAHHS MPUPOTHOL
MOBH (SIK piZHOI, TaK 1 iIHO3eMHHX) y MPOIECi KOMYHIKaIii JIIOIEH.
Ile#i HampsM Mae 1€ Ha3By KOHKPETHOI'O MOBO3HAaBCTBa, TOOTO
TAKOTO, II0 BUBYA€ OKpeMi (KOHKpEeTHi) MOBU (YyKpaiHICTHKa,
pycuctuka Toulo). (DYHKIIIOHYBaHHS KOKHOI MOBU SIK 3aco0y
CIUJIKYBaHHS BHBYAETHCA B MeXaxX (YHKIIOHAJIHHOI JIHTBICTHKH,
sKa, Ha BIIMIHY BiJ] KOHCTPYKTUBHOI JIIHTBICTUKH, III0 BUBYA€E MOBY,
Ha/Ia€ TepeBary JOCHiHKEHHIO MOBIICHHS.

3aranpHi poOIeMu MPUKIAAHOT TIHIBICTUKY JOCIIIKYBaIU
BITYM3HAHI Takl MoBo3HaBLi: H. bapaina (nmpukianHa JiHIBICTHKA),
€. Kapninoscbka (komm’torepHa miHrBictuka), O. I'punbaym
(komm’rotepHi acriektu ctuinemerpii), JI. bongapko, JI. BepOuiibka
(CHHTaKCHYHI CTPYKTYpH 1 CTHJIICTHYHA JiarHocTuka), P. Kobpun
(miurBictuka B Kaprorpadii), I'. Maptunenko, C. Yebanos
(ctunemetpis), 3. Ilaptuxo, E. CaBenkoBa, O. CeniBaHoBa,
b. KoBanp, H. 'oponenpkuii Ta iH1II.

Cepen 3apyOiKHHX AOCTIIHUKIB MUTAHHSAMHU TPUKIATHOI
niHrBicTuky 3aimanucs: X. ®@epriocon, B. Binoscon, M. Xomigei,
V. Yeiig, T. I'iBon, [x. I'punbepr (dpyHKLIOHATBHA Ta TUIOJIOTIYHA
Teopii miHTBicTHKHM), Y. Jlabos, [I. Xaitm3, JIx. Tammnepm,
JUk. @imvan,  JI. Mipoit  (aHTporosioriyHa  JIHTBICTHKA,
couiomiHreictuka), B. I'pabe, P. Kaman (koprycHa JiHTBICTHKA).

P03BUTOK JMHIBICTUYHHUX JOCIIIKEHb OCTAHHIX IECATHIITH
XapaKTEPU3YEThCS MIUKIUCIHMIUIIHAPHOIO B3a€EMOJIEI0 3 THITUMH
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Haykamu (KiOepHeTHKa, 1H(pOopMaTHKa, CEMIOTHKA, COII0JIOTis,
MICUXOJIOTISt  TOIIO). IHTErpoBaHICTh 3YCWJIb YyYE€HUX 3YMOBHIIA
PO3BHTOK TaKMX KOMIUIGKCHUX HayK, SK COI[IOJIIHTBICTHKA,
MICUXOJIHTBICTUKA, HEWPOJIHTBICTHKA, KOTHITHBHA JIIHTBICTUKA,
MaTeMaTU4Ha JIIHI'BICTHKA, KibepHeTHYHA JIIHTBICTHKA,
KOMII FOTE€pHA JIIHT'BICTHKA TOLIO.

KoxHy 3 muX Hayk IOUUIBHO PO3IIIANATH SK OKpPEMUU
HampsiM TPUKIAAHOI JIHTBICTUKH, SKWA 3[aT€H JAaTH CYTTEBUH
MOIITOBX PO3BUTKY HOBITHIX TEXHOJIOT1M, HayKOBO-TEXHIYHOMY
MIPOrpecy 3arajioM.

Jlo MeToaiB MPUKIIAIHOT JIIHTBICTUKH BITHOCSTD:

— Meroa kinacudikarii (BUSBICHHS Ti€l CITKH ITapaMeTpiB, sKa
JI03BOJISIE OXOINMUTH BCi peneBaHTHI (y Teopii) BIacTUBOCTI
MOBHUX CTPYKTYP);

— METOJ MOJICIIOBaHHS.

Metoa moae/il0OBaHHSI BUKOPUCTOBYETHCSL B TUX BUIAIKAX,
KoJiu Oe3mocepeIHeE BUBYEHHS 00’ €KTa MOJICTIOBaHHS I110J[0 TOTO YU
HIIIOTO YCKJIaTHEHO.

[TpuxnanHa  JIHIBICTUKA  BUKOPUCTOBYE  SIK  METOJ
knacudikamii, Tak 1 MeTon MozemtoBaHHS. OJHAK OCKUIBKU
3aBlaHHSA MPUKIATHOI JIHTBICTHUKM 30Cepe/keHl y  cdepi
onTtuMizamii (yHKIIH MOBH, a ONTHUMI3AIlil BHU3HAYAETHCS
KOHKPETHHUM 3aBJIaHHSAM, TO HAWBa)KJIUBIIIOK BJIIACTUBICTIO METO/IIB
MPUKJIAIHOI JIIHTBICTUKK € omTuMizamis. OnTtumizaiis — Takuii
onuc (MOJeNb) MpPoOJEeMHOI 00JacTi, TPH SIKOMY I 00JacTh
30epirae B pe3y/ibTyr0UOMY HOJJaHHI TUIBKH Ti CYTTEBI BIACTUBOCTI,
SIKI HEOOXITHI JUIsl TaHO1 MPAaKTU4YHOI 3ahadi. [HIMMU ciioBaMu,
SKIIO JUISI TEOPETUYHOTO JIOCIHIKeHHs TepeadadacTbcss MOBHUN
ornuc npoOiaeMHOi 06jacTi 3 yciMa ii TpyJHOLIAMHU 1 TOIIO, TO
MPUKIAHUN ONTUMI30BaHUIN OMKUC Mae OyTH 3aJ0BLTBHUM TiTbKU
JUTSL IBOTO KOHKPETHOTO 3aBJIaHHS.

3. Skmo BUOMpaTH KIIOYOBI CJIOBAa, IO XapaKTepU3YIOTh
HOBITHI Taiy3l MPaKTUYHOIO KUTTS JIOACTBA, TO 1€, 3BHYAIHO,
OydyTh TEpPMIHH «KOMIT'IOTEPHI TEXHOJOTI», «KOMYHIKAIisI»,
«cycninbeTBOy. [Ipukman 00’ eqHaHHS ITUX KOHIIENTIB — I[HTEpHET,
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SKAW CTaB TMPOSBOM HOBOrO 1H(OpPMAIIMHOTO CEepeloBHUIIA
XXI cromitrs. ['imepTekcToBi TeXHOIIOTIT, 6€310CcepeIHBO OB’ sI3aHi
3 EKCIUTyaTaIli€ro 1 PO3BUTKOM IHTEPHETY, MPETEHAYIOTh Ha Te, 1100
CTaTH HaWBaXJIMBILIOK CEPOrO MiSTBHOCTI JIHTBICTIB.

3 KOMIT'FOTEPHUMH TE€XHOJIOT1SIMH I10B’13aHa polsieMaTHKa,
10 Ma€ ICTOTHUHM JIHTBICTUYHMN TOTEHIial — KOMII IOTEPHUI
IU3aiiH TEKCTy 1 WOro KOMIIOHEHTIB, 30Kpema wmpudry. HasBHe
nporpaMHe 3a0e3leueHHs] JI03BOJISIE BHBOJUTH HA MOHITOP
KOMIT'IOTE€pPa BCIO CMYTY JPYKOBAaHOI'O TEKCTY KHHUIHU, >KypHaly,
ra3eTH, peKJIaMHOTo OyKJeTa Ta KOMIIOHYBAaTH TEKCT 1 00pa30TBOpUi
€JIEMEHTH OPHTiHAI-MAKETy B €IWHE IiJie. Y IbOMY pa3i TEKCT €
€JIEMEHTOM 300paKeHHsI, a 300pa’KeHHsI — YaCTHHOIO TeKCTy. Ynucrto
NPaKTUYHI [PUHOUNHA TOOYJOBH OpHTiHAI-MAaKeTy BHIAHHS
MOBUHHI MiJATPUMYBATUCS TOCHIIPKEHHSAMU B raiy3i JIHTBICTUKH 1
CEeMIOTHKH, SIKi BUSBJSIIOTH 3aKOHM IIOEJHAHHS 3MICTy TEKCTY,
300paXkeHHs, CEMaHTUKH rapHitypu (mpudty) 1 crnocobiB
BU/ILJICHHS] KOMIIOHEHTIB TEKCTY (KYPCHUB, PO3pPS/IKa, BIJICTYI TOIIO).

Hapasi 3’sBuBCS BiAYyTHMH TOMUT Ha JIHTBICTIB, IO
MpaIoTh y Taly3l pekiamMu 1 nyOmiyHoi momitukd. L1 aBa
HaAMpPSIMKU 00’ €THANKCA B AiSUTBHOCTI Pi3HUX MiapiBChbKUX (BiJ aHTII.
Public Relations) areHTCTB, sIKi HaAAIOTh MOCIYTH 3 MPOCYBAaHHS Ha
«TOJIITUMHOMY PHHKY» SIK OKPEMHX MOJITHKIB, TaK 1 MOJITUYHUX
naptiif 1 pyxiB. TyT MaeTbcst Ha yBa3i opraHizailis nepeaIBuoopyunx
KaMIIaHii, 3B’3KH 3 TPOMaJICbKICTIO, MOHITOPUHT CTaHy CYCHUIBHOI
cBijoMocTi Toulo. IlepcmekTuBM pPO3BUTKY B Hamli KpaiHi
JTIHTBICTHYHUX MIOJATKIB y peKiaMi 1 MPaKTUYHIN MOJITHIN TyXe
3HAYHI.

TpuBae miABHILIEHHS IHTEpECYy 10 CHCTEM MAIIWHHOTO
nepeKyiagy, He CTOITh Ha MICIl cydacHa JeKcuKorpadis, ska
NpHUBa0IIIOE KOMIT'IOTEpHI crocobu oO0poOieHHs 1 30epiraHHs
MOBHHX JTaHUX. CTBOPIOIOTHCS aBTOMATHYHI CIIOBHUKH ISl Pi3HUX
THUMIB KOPUCTYBauiB. AKTHBHI JOCTIDKEHHS B MPaKTUYHIN
COIIIOJIOT1] CTUMYJTIOIOTH PO3BUTOK COITIOJIIHTBICTHKH.

Y mmpokoMy CeHCi NMpHKIagHA JIHTBICTHKA — 1€ JiSUTBHICTD
IIOA0  3aCTOCYBaHHS HAyKOBMX 3HaHb Mpo OyIoBy Ta
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(YyHKIIIOHYBaHHSI MOBH B HEJIHTBICTUYHUX HAYKOBUX JAMCITUILTIHAX
Ta B pi3HUX cepax MpaKTUYHOI MiSUTHOCTI JIFOJWHU, TEOPETUIHE
OCMHCJICHHS Ii€1 AisbHOCTI [1].

KoHTposbHi nuTanHs

1.B 4yoMmy monsfrae BiAMIHHICTD MIDK TEOPETHYHOIO 1
MIPUKJIATHOFO JTIHTBICTHKOIO?

2. SIxi mikaBi ¢akTy 3 icTOpil NPUKIAAHOI JIHTBICTUKA Bam
BioMmi?.

3.Y dYoMy mnoisAraloTh HampsMUA 1 3aBIaHHS MPUKIAIHOT
JIHTBICTHKU?

4. 5Ixi MeToIM BUKOPUCTOBYIOTHCS Y MPUKIAAHIN TIHTBICTHII?

5. fIki mpobnemMu TPUKIATHOI JIHTBICTHKH € aKTyaJbHHUMH B
Ha1r yac?

Cnucok BUKOPHUCTAHOI JiTepaTypu
1. bapanoB A. H. BBenenue B NpUKIAIHYIO JTUHTBUCTUKY :
yuae0. moc. / A. H. bapanoB. — Mockga : Hayka, 2001. — 194 c.
2. Bonommn B. T Kowmmr’rorepHa JHTBICTHKA
HaBy. nocionuk / B.I'. Borommn. — Cymu : VHiBepcuTeTchka
kHura, 2004. — 382 c.

JIEKIIIS 2
TH®OPMATHKA TA THOOPMAIIIS

1. CemioTuka. 3Hak i Teopisa 3HakiB. MoBa ik MOBHa
cucreMma.

2. Indopmanis. @opmamnizanis indopmanii BHyTpimHA i
30BHILLIHA.

3. Indopmaruka. KonyBanus ingopmaiii B komn’orepi.
Cucremu KogyBaHHS.

4. ®opmatu daiiiis.
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1. CemioTuka («Semay — 3HauenHs) — 1ie HayKa PO 3arajibHy
TEOPiI0 3HAKa, M0 AOCHIPKYE OyIb-sKi 3HAKOBI CUCTEMH SIK 3aCO0H
MO3HAUCHHS 1 MepenaHHs 3HadeHHs abo iHdopwmariii. Sk Hayka
cemiotuka opopmunacs nurie B 1974 pori.

JIIHTBICTHKY IIKABJIATH 3arajibHi MOJIOKEHHS CEMIOTHKHU PO
3HAKH, iXHI pO3Mi3HABAIILHI 03HAKH, CIIOCOOM Kiacu(ikaliii 3HaKiB,
KOMOIHAIIis 1X Y CUCTEMY JJIs KOHKPETHHUX 3aB/IaHb.

3HaK MaTepiaIbHUH 1 Mae CIIPsIMOBAaHE 3HAYCHHS.

V 3HaKy BUAUISIOTH 2 OCHOBHI actiekTH (200 «IU1aHuy):

— IUTaH BHCJIOBIIIOBAHHS (MaTepia, K BUTIISAIAE);

— IUIaH 3MicTy (II0Ch MTO3HAYAE, CEHC).

3HaK — 1IIe WIEH MEBHOI 3HAKOBOI CHUCTEMH. ICHye Kilbka
OCHOBHHX THITIB 3HAKOBHUX cHUCTEM [2]:

1) marypanbHi abo mpupoiHi; 2) iKOHIYHI, 3) CHCTEeMH
XyIOXKHIX 00pa3iB; 4) cucTeMH MOBHUX 3HAaKiB; 5) CHCTEMHU
MUCHbMOBUX 3HaKiB; 6) (hopmaiizoBaHi a00 KOJOBI 3HAKOBI CHCTEMH.

Hanpuxman, BciM BiIoMi Taki 3HAKOBI CUCTEMH SIK TOPOKHI,
TenerpadHi KoAM, CUTHaNIbHI (IIparnopiii), KpecaspchKi MO3HAYEHHS,
M @pu, KOMI ' FOTEPHI MIKTOrPaMu TOIIO.

Y MOBI BUAIIAIOTE 3 CEMIOTUYHUX ACIIEKTH 3HAKA:

1. CuHTakTHKa (BUBYAE BIAHOCUHU MK 3HAKAMM).

2. CemaHTHKa (BITHOCMHU MIX 3HAKOM 1 3HAUYIIIUM).

3. [Iparmatuka (BIAHOCMHU MK 3HaKaMU 1 THMH, XTO IX
BUKOPHUCTOBYE).

[ToBepHeMocst 10 Bu3HaueHHs ceMioTHkU. [lokazaBimiu, 110
MOBa — IIe JIesKa cHCTeMa 3HaKiB, 1 KaKydH, 110 MOBa — IIe 3aci0
KOMyHiKaIlii (OCHOBHE BU3HAYEHHsI B MPUKJIAIHIN JIHTBICTHUII ), 00
3acib nepenaHHs 3HaUCeHHs (BU3HAUCHHS CEMIOTHKH ), MH 3HAXOJMO
3B’SI30K JIIHTBICTUKH 1 ceMioTuku. Kpim Toro, 11e 03Hauae, mo MoBa
€ 3acobom mepenaHHs iHpopMallii, THM CaAaMUM MU BCTAHOBIIIOEMO
3B’SI30K 13 TAKOIO MEPCIEKTUBHOIO HAYKOI0, K 1HPOpMaTHKA.

2. Otxe, indopmanilo B HalIMpIIOMY 3HAYEHHI IOTO
CJIOBa MOKHA BU3HAYUTH SIK CUTHAN y Oyb-sKiil popmi Ipo SIKUHCH
00’€eKT abo sBHUIIE, CUTHAI, 3apa30M TaKUH, 110 CIYKUTh BUPA3ZHUM
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iXHIM 00pa3oM, CHUMBOJIOM , IIIO J03BOJISIE PO3ITI3HATH TaKUil 00’ €KT
abo sBUIIE, OJHO3HAYHO BUPIZHUTH iX 3-TIOMDK 1HIIUX MOTIOHHX 1
Heno/i0HUX. BoueBuap, came Take TpakTyBaHHS HaWIOBHIIE
BIAIIOBIa€ 3HAYEHHIO €TUMOHA I1i€] 3aII03UYEHO] 3 IATUHHU JIEKCEMH,
aJpKe «informatio» O3HAYa€ «PO3 'sACHEHHSA, NOSACHEHHS, GUKIAO,
NOHAMM.

VYkpaincekuii  yuenuit  A. O.bineupkuii 'y cBOiH
OPUTIHANIBHIN JIiHe80CeMiomuyHill meopii 3anpoIrOHyBaB JE€TAIbHY
kinacudikamiro TUMIB 1HGOpMaIii, BpaxyBaBIIM Pi3HOMaHITHI
YMHHHUKH, YMOBH il TBOPEHHS Ta PI3HOBU/IM 3acTOCyBaHHs (Tabdm. 1):

Tabmuua 1 — Tunm indopmanii 3a kiaacupikamicro
A. O. Bintenbkoro
O3Haka Tun indopmanii
1. Jlxepeno CTBOpEHHS aHTponoreHHa — (hizioreHHa
KOJIOBaHa (CHCTEMHa) — HEKOJIOBaHa
2. ®opma (onuHUYHA)
3. 3B’S30K i3 CUTYyaIli€l0 | CHTYyalliiiHa — eKcTpacuTyaliiiHa
MOBHa  (BepOanmbHAa) —  HEMOBHA
4. Cnoci6 opopmiieHHs (excTpaBepbasibHA)
5. Cdepa npusHaueHHs noOyTtoBa (y3yanbpHa) — creniagbHa
6. XapakTep 3MICTOBOTO | JIOriyHa — €CTeTHYHA
HaBaHTAXCHHS

VY Teopii A. O. bienbkoro Takox BHYEPIHO OKpECICHUM
CeKTp (YHKLINH, BHUKOHYBAHMX MOBHOIO CHCTEMOIO SIK
CHeIiali30BaHOK  CHUCTEMOIO  0oOMiHy  iH(dopmariiero  abo
pizHoBHIOM  iHpopmauiHOi  cucremu. Takux  QyHKIIH
A. O. bineubkuii BUAIINAB CiM:

— Tpancdopmauiiina (Bix nar. transformo «nepemeopioro,

3MIHIOW (hopMy») — TIEPETBOPEHHS iHbOpMaIIii,

— KOHcepBaTMBHa (BiI JaT. conservo «30epicaioy) —
30epiranHs iHpopmarlii;
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— TpaHcAsiTUBHA  (Bio nar. translatio  «nepenoc,
nepemiujenHsy) — nepeiaBaHHs iHPOpMaIlii;

— nauMeHciiiHa (Bim mar. diménsio  «8uMipro8amHs,
po3mip») — BUMIiprOBaHHs iH(opMallii;

— yTWIiTapHa (Bin Jat. utilitas «Kopucms,
npudamuicmv») — BUKOPUCTaHHS iH(OpMaLii;

— ecTeTHyHa (Big TpeubK. aloOnTikds  «uymmeeo
cnputimanutiy) — BUOIp s oOPMIICHHS Ta IepeIaBaHHs
iHdopmartii 3aco0iB, ONTUMATBHUX JJIS i1 CIIPUAHATTS,

— MeTAaceMAaHTU4HA (BiJ IPELbK. UETA «38€PX, NOHAOY MA
ONUOVTL — KOG «O3HAYANbHULLY) — BiMOOpaKeHHS B O(OpMIICHHI
iH(dopMalii JOJATKOBOTO 3MICTY, SKWW BIUIMBAaE Ha BITUYTTS
JIOAWHYU, CTHUMYJIIO€ B HEi meBHI peakmii Ha iHdopmamito (mop.,
HAMPUKIIAJ, Pi3HI cTOcOoOM 0(OpMIICHHS MPOXAHHS: HAKa3, YKIIIHHE
MPOXaHHS, NPY)XKHE CIIOHYKaHHS a0 [ii, HEWTpaabHHH 3aKIHK,
MoOa)kaHHS TOIIO).

Jnist KOMIT FOTEpPHOTO ONpaIfoBaHHS iH(OpMallis Mae OyTH
noJlaHa y MpUIATHIN, JOCTYMHIN ISl «PO3YMIHHS» KOMII I0Tepa
¢opmi. Otke, ICTOTHOrO 3HaueHHs HaOyBae ¢opma 3amucy
iHpopMarii, abo, iHakIIe, MOBa ii 3anucy. Po3pi3HAIOTH:

1) opmanizayiro enympimnio, abo gopmanizauyiro
cucmemu Mogu, CmeopeHH Mooeneii MOGHUX 00’ €Kmie;

2) popmanizauiro 306niuinio, adbo popmanizauiro mooenei
MOBHUX 00°cKmig, CTBOpEHHs Mojeneil, Too6Tto Takoi (opmu
iXHBOTO MOJAHHA, sika Oyja O JOCTyNHA KOMI'IOTEpy Ta IHIIUM
TEXHIYHUM 3ac00aM OTmpaIfoBaHHs iH(opmailii.

Indopmaniiina Moaenb € CTPYKTypOBaHUM 1 MOJAHUM Y
dbopManizoBaHOMY BUTIIAAI OMHCOM OKpPEeMOro 00’ekta abo i
npeMEeTHOI Tamy3i 3arajoM, SKAH JO03BOJIIE  OJIEpXKATh
iH(popMallilo PO HUX 32 JOMOMOTO0 KoMl foTepa. JIIHrBicTHYHI
MOJIeJTi CTAHOBIIATH PI3HOBUI iHPOpMAIIHHUX Mojenel [1].

3.Ilixn indopmaTnkol0 MalOTh Ha YBa3di HayKy Ipo
3aKOHOMIPHOCTI 3amucy, 30epirants, nepepoosieHHs, epelaHHs Ta
BUKOpPUCTaHHA iH(popMallii 3a JOMOMOT 00 TEXHIYHHUX 3aC001B.
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@daxiBui 3 iHQOPMATHKH, BU3HAYAIOYH  MpeaMeT
JAOCTiKeHHsl 11i€] HayKoBOI Tramy3i K «TEXHOJOTiI0 MOOYIOBH,
aHaJli3y Ta BUKOPUCTAHHS JIOAUHO-KOMI IOTEPHOr0 (IIPOrpaMHOTo)
3HaHHS», OCHOBHE ii 3aBJaHHA BOAYalOTh y PO3pOOIJIeHH] 3ac00iB 1
METOMIB TOOYIOBH, aHaNI3y Ta Yy3araJbHEHHS 1H(pOpMaIiiHIX
MOZAECNIEd  NpeaMeTHUX  raimy3ed. [0olloBHMM  3aBAaHHAM
iHopMaTHKM € BUBUCHHS 3aKOHOMIPHOCTEH, BIAMOBIIHO 10 SIKUX
BiZIOYBa€THCS CTBOPEHHS, IEPETBOPEHHS, 30€pEIKEHHS, IEPEAAHHS 1
BUKOPUCTaHHs iH(OpMaIlii BCiX BHIIB, 30KpeMa 13 3aCTOCYBaHHSIM
Cy4aCHHUX TE€XHIUHUX MOKIIUBOCTEH.

OcHOBHI NMOHATTHA B iHopmaTumi — e KOA, cHcTeMa
YMOBHHX 3HaKiB a00 CHUMBOIIiB; andaBiT — Ha0lp 3HAKIB KOIY,
TEKCT — TIOCIIOBHICTh 3HAKIB 33JJaHOTO ITOBIJOMJICHHS.

B indopmaruni icHye Takuii TEpMiH, SK «KOJyBaHHS
iHpopmamii» — e penpe3eHTyBaHHS TOBIJOMJICHHA Yy ¢opmi,
3pyuHid A7 mepeqaHHs 3aJaHUM KaHaJOM. BimbIIiCTh KOIIB AJs
KOAyBaHHs 1H(OpMalii 3aCHOBaHE HAa THUX YM IHIIMX CHUCTEMax
yucneHHs. CucreMa 4YHMcIeHHS — I crocid 3amucy uucen 3a
JOTIOMOT'OI0  33JIaHOTO HA0OpY CIHElMiaIbHUX 3HAKIB 1 BIAMOBIAHI
oMy TIpaBuIia BUKOHAHHS /il HaJ| YACITaMH.

bynb-akoMy  OMCKpPETHOMY  MOBIJIOMJIEHHIO,  OYyKBI
MOBIJOMJICHHSI MOKHA TIPUIHCATU OyIb-SKUI TMOPSIAKOBHI HOMED.
Boanouac mepemanust 1 30epiranss iHdopmarii — 1e podoTa 3
gucnamu. OTxKe, 3 TEXHIYHOTO MOy, iH(GOpMallist — 1€ CUTHAI
abo ejeMeHTapHa MOl «TaK» —  «HI», sKa BHUMIPIOETbCA B
nBiiikoBux omauHungx O 1 1. L{i 3HaKM HA3WBAIOTLCS ABIMKOBHMH
udpamu, nmo-auriiiceku — binary digit, abo, ckopodeno bit (6im).
VY cydacHiil 004HCITIOBaIbHINA TEXHIIl O1TH 3aBeIeHO 00’ €THYBAaTH Y
BICIMKH, SIKi Ha3WBaKOThbcs Oaumamu: 1 Gaiit = 8 6it. [lopsa i3
6iTamu 1 6aiiTaMi BUKOPUCTOBYIOTb 1 OLIBIII OMHUII BUMIPIOBAHHS
iHpopMmarii:

1 Ko6aiit = 210 6aiit = 1024 Gaiir;

1 Mo6aiit = 210 Ko6aiit = 1024 Ko6atit = 220 Gaiit;

1 I'6aiit = 210 Mo6aiit = 1024 Moaiit = 230 OaiiT;

1 T6aiit = 210 I'6aiiT = 1024 I'GaiiT = 240 Oaiit;
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1 I16aiit = 210 TO6aiiT = 1024 To6aiiT = 250 Gaiit.

VY nBiiikoBii cucteMi yucieHHs € juie aBi mudpu — 01 1.
Bara po3psay uucna 3anexuTh Bif] MOJOXKEHHS LBOTO PO3psAy B
YHCHi, a PO3psAN JBIHKOBOI'O YUCIA JOMHOXYIOThCS Ha JBIHKY y
BIJIMIOBITHOMY CTYTICHI:

101012=1- 2+ 0-23+ 1-22+ 0-21 + 1-2°

10 111,=1-2*+ 0-23+ 1-22+ 1-21 + 1.2°

111,=1-22+1-2t+1-2°

OkpiM JBIMKOBOI CHCTEMH YHCJICHHS, B iHQOpMAaTHIIi
BUKOPHUCTOBYIOTb:

— BICIMKOBY cuCTeMy 4uciieHHs 13 mudpamu Bix 0 10 cemu;

— IICTHAIISATKOBY cHCTeMy 4HciieHHs 13 mudpamu Big 0 no F
0,1,2,3,4,5,6,7,8,9,A[10], B[11], C [12], D[13], E[14],
F[15]).

HIBuakicte mnepeaanHs  indgopmanii  BUMIpPIOETHCA
KUIBKICTIO OITiB, 11O MepenarTbes 3a ofHy cekyHay. IBuakicts
nepenanHs OIT 3a OIHY CeKyHIy HasuBaeThcsi 1 6omom. I[loximHi
OJIMHHMIII IBUAKOCTI Mepenavi HazuBaroThess Koo, Mooy 1 I'6ox:

1 K6on (omuu kinobomx) =210 601 = 1024 6it/c;

1 M6oa (ogua meraboxa) = 220 6ox = 1024 Kobog;

1 T'6on (onun riradbon) = 230 6ox = 1024 M6oa.

InpopmaniiinnmM 00’€MOM MOBiIOMJICHHSI Ha3UBAETHCS
KUIBKICTH ~ OITIB 'y 1boMy  noBiomieHHi.  IligpaxyHok
iHpopMmaniiiHoro 00’eMy TOBIIOMIIEHHS € CYTO TEXHIYHUM
3aBJIaHHSAM, OCKUJIBKH 3@ TAKOT'O MiIpaxyHKY 3MICT ITOBIJOMJICHHS HE
BiJIirpae KOIHOI POJIi.

st Toro mo6 Beck CBIT OJJHAKOBO KOJyBaB TEKCTOBI JIaHi,
noTpiOHI eauHi Tabmuii koayBaHHA. Ha TenepimHiii yac icHye
KiTbKka cucteM KomyBaHHsA. Hainmommpenimmmu € Ttaki: ASCII,
Windows1251, KOMS, ISO.

Jns anrmificekoi mMoBu IHctutyT cranmaptuzaunii CLIA
(ANSI — American National Standard Institute) BBiB y 1ito cucTemy
konyBanHs ASCII (American Standard Code for Information
Interchange — crannmaptauii kox iHpopmauiiiHoro oominy). s
3aMuCy OJTHOTO CHMBOJIY B ITaM’ATi BUIUISETHCA OMUH OalT (8 Oit).
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B omnomy GaiiTi MOoxHa 3ammcatv 256 pi3HUX KOJIB, SIKI MOXHa
BBaxkaTl minuMu uyuciaamd Big 0 mo 255. V cucremi ASCII
3aKkpimieHi 2 Tabnuii KoayBaHHS: 0a3oBa i po3mupeHa. ba3ora

TaOJIMIIS 3aKPIIUTIOE 3HaYeHHs KoxiB Big 0 mo 127, po3mupena Bif
128 o 255.

Taoauus 2 — baszoa Tadunsa koaysanusa ASCII

32 480 64 @ 80 P 96 112 p
IIPOIYCK
33! 491 65 A 81Q 97 a 113q
34" 50 2 66 B 82 R 98 b 11471
35 # 513 67 C 83S 99 ¢ 1155
36$ 524 68 D 84T 100 d 1161
37 % 535 69 E 85 U 101 e 117 u
38 & 546 70F 86 V 102 118 v
39" 557 71G 87 W 103 g 119w
40 ( 56 8 72H 88 X 104 h 120 x
41) 579 731 89y 1051 121y
42 % 58: 74 90 Z 106 1227
43+ 59; 75 K 91 [ 107 k 123{
44, 60 < 76 L 92\ 108 124 |
45 - 61 = 77M 93] 109 m 125}
46. 62 > 78N 94~ 110 n 126 ~
471 637 790 95 _ 1110 127 =

VY nepmux 32 kogax (0—31) po3mimaroTbes Tak 3BaHi KEpiBHI
KOIH, SKMM HE BiINOBIAAIOTh KOIHI CHMBOJIN MOB 1, BIIIOBIIHO, I1i
KOJI HE BUBOATHCS Hi HA €KpaH, Hi Ha pUCTpoi apyky. Cepen HIX
13 — xox kiHIA psaaka, 32 — Ko nmporainuHu, 36 — KoJ KiHI daitry.

[Tounnaroun 3 xomy 32 mo komy 127 po3mimieHi KOAH
CHUMBOJIB aHrJiichkoro andasity. CHMBOIM HAI[iOHAIBHOTO
andasiTy  po3mimieni B komax Bim 128  mo  255.
KonmyBanust Windows1251 crana cTaHZapToM B YKpaiHCBKOMY
cextopi Wold Wide Web.
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Tabauus 3 — Tabiumusa kogyBanasg Windows 1251
128 | 1441 160 176° 192 A | 208 P 224 a 240 p
129 T 145 ¢ 161V [ 177+ 193 | 209C | 2256 241 ¢
130, 146 ° 162 ¥y 178 1 194B | 210T | 2268 242 1
1311 147 « 1631 179 i 195T | 211V |227r 243y
132, 148 ,, 164 o 180T 196 1 | 212® | 228 244 ¢
133. 149 165T 181 p 197E | 213X | 229¢ 245 x
134 150 - 166 | 1829 198 K | 21411 | 230k | 246 11
135 % 151 - 167 § 183 - 199 3 21549 | 2313 247 a
136? 1521 | 168 E 184 & 200 | 216100 | 232 248 m
137 %0 | 153™ [ 169© | 185Ne | 201 U 2171 | 233 # 249 11
138Jb | 154 m | 170 € 186 € 202K | 218b | 234k 250 B
139 < 155 > 171" 187" 203 JI | 219BI | 235n 251 b1
140 B | 156\ 172 — 188 j 204 M | 220 b 236 M | 2521
141K | 157: 173 - 189S | 205H | 22153 |237H 2535
142 h | 158h 174® | 190s 2060 | 22210 | 2380 254 1o
143 11 1591 1751 1911 20711 | 2234 | 2391 2554

KOMUS8 (koxg oOminy iHboOpMalli€l0) € CTaHAapTHUM
KOAYBaHHSIM Yy TIOBIJOMJICHHSX  €JEKTPOHHOI TOMTH ¥
TeJeKOH(pEepeHIIiil.

ISO (International Standard Organization) — MixxHapoaHUIA
cranaapt. Lle KogyBaHHS BUKOPUCTOBYETHCS Pinko [2].

4. ®opmartu ¢aiiniB TEKCTOBUX JOKYMEHTIB:

RTF (anrmiicekoro  Rich Text Format — «dopmar
30araue€Horo TEKCTy») — TEKCT 3 (JOPMATYBAHHSIM i BCTABICHUMH
00’ eKTaMH;

DOC — tekcT i3 popMaTyBaHHSM i BCTaBICHUMH 00’ €KTaMH,
ocHoBHMH opmat Microsoft Word 97/2000/XP/2003;

DOCX - Tekct i3 ¢QopMaTyBaHHSIM 1 BCTaBICHUMH
00’ekTamu, ocHOBHUH popmaT Microsoft Word 2007/2010;

ODT - TekcT i3 ¢hopMaTyBaHHSIM i BCTAaBICHUMH 00’ €KTaMH,
ocHoBHMH opmar LibreOfficeWriter;

PDF — ¢opmat anisa neperisiay Ta ApyKyBaHHS 3 HE3MIHHUM
BUX1THUM (pOpMAaTyBaHHAM JJIs pi3HUX IUIATHOPM;

TXT — TexcT 13 po30uTTsIM Ha ab3anu 06e3 popmMaTyBaHHS;
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HTML — (amrn. HyperText Markup Language — wmoBa

PO3MITKHM TilEPTEKCTOBUX JOKYMEHTIB) — CTaHIapTHa MOBa
PO3MITKH BeO-CTOPIHOK B I1HTEpPHETI 1 BIAMOBIAHE PO3MIUPEHHS
(aiiny;

XML (aurn. Extensible Markup Language — posiumproBana
MOBa PO3MITKH) — CTaHAAPT MOOYJOBH MOB PO3MITKH l€papXidHO
CTPYKTYPOBAaHUX NaHUX JJIsi OOMiHY MIX PI3HUMH 3aCTOCYHKaMH,
30KpeMa, uepe3 IHTEPHET 1 BiINOBIIHE PO3IIUPEHHS (aiiiy.

KoHnTposbHi nutanus

1. 1o Take ceMiOTUYHUN TPUKYTHUK?

2. Mo po3ymitoTh mif iHpOpMalli€ro B pi3HUX HayKax?

3. SIxi Tanm iHpopMaii iICHYIOTh 3TiTHO JIHTBOCEMIOTHYHIH
teopii A. O. bineupkoro?

4. o Take iHpOpMaLiiHa MOAEIH?

5. SIk KOZlyeThCsl TEKCT?

6. Jlns doro BUKOpHCTOBYIOTH KomoBi Tabmmmi ASCII,
Windows1251?

8. Ski icHyroTh (hopmaTu (daisiB TEKCTOBUX JOKYMEHTIB?

9. Slka € pi3HMLA MK HeopMaTOBaHUM Ta POPMATOBAHUM
TEKCTOM?

10. SIki ¢popmaTH BUKOPHCTOBYIOTh JUIsl IEPErIsily TOTOBUX
TEKCTOBUX JIOKYMEHTIB?

Cnucox BUKOPUCTaHOI JiTepaTrypu
1. Kapninosceka €. A. Beryn 10 npukiaaHoi JIHIBICTHKH :
KOMIT'IOTE€pHA JIHTBICTHKa : migpydyHuk / €. A. KaprninoBcbka. —
Hownenpk : FOro-Boctok, 2006. — 188 c.
2.3006iH ..  OcHoBH iH(MOpMATHKH, KOMIT IOTEPHOL
TEXHIKHM 1 KOMII' FOTEPHUX TexXHOuOTiH : miapyunuk / I. T'. 3m06inH. —
Kwuis : Kapasemna, 2007. — 240 c.
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JIEKIIISA 3
KOMII'IOTEPHA JIIH'BICTUKA

1. Komm’rwrepna uainrBictuka (KJI) sk npuxkiaagna
JiHrBicTH4YHa aucuumiina. O0’exr, npeamer i 3apranns KJI.

2. 3’130k KJI 3 iHmmMu HAYKOBUMU JUCIHUIIJIIHAMM.

3. MoBu mnporpamyBaHHs #IK IUTy4Hi MoBu. MoBa
rineprexkcroBoi po3mitku HTML.

4. Ilonsarra MmeramoBu. BH®-HoTAamii.

1. Komn’wrtepna JainrBicruka (KJI) — camocriiina
JHTBICTHYHA JUCUUIUTIHA, SIKAa PO3B’A3y€ TEOPETUYHI ¥ MPHUKIaIH]
3aBIaHHS MOBO3HABCTBAa 3a JOMOMOIOI0 KOMIT'IOTE€pa 1 BHBYAE
JIHTBICTUYHI OCHOBH 1H(OPMATHKH Ta BCl aCIIEKTH 3B 3Ky MOBH 1
MUCJICHHSI, MOJICTIOBAaHHS MOBH Ta MHUCIICHHS B KOMII IOTEPHOMY
CepeIoBUIL 3a I0IIOMOT00 KOMIT I0TepHUX ITporpaMm. CTaHOBJIEHHS
KOMIT I0TEpHO] JIiHTBicTHKH BifgOyBanocs B 50-1i pp. XX cr. Ha 6asi
KOMIT'IOT€pHOI Hayku (OOIpyHTYBaHHS Ta CTBOPEHHS MEpIINX
kiOepHernunux cucreM H. Binepom 1 J[x. ®on Heitmanom vy
40-T1 pp.), Teopii iHpopmauii (K. Illennon, B. Bisep) i ctpykTypHO-
MaTeMaTUYHOT JIIHTBICTHKH.

Sk oxpemuii HampsM HIpuUKIagHOro MoBo3HascTBa KJI
opopmuniaca B 60-ti poku XX cr. [lepmumu ii JIHTBICTHUHUMH
opieHTHpaMu  Oyau  po3poOku  TpaHcopmauiifHoro i
TUCTpUOyTUBHOTO MeToJiB 3. Xappica, reHepaTHBHA KOHLEILIs
H. Xomcbkoro, (opmanbHi TIpaMaTHKH T'€HEPATUBHOTO THUITY,
CpoOM MAIIMHHOTO TepeKiaay Ta CTBOPEHHs 1H(opmaliiiHo-
MOLITYKOBUX CHUCTEM 1 MOB.

O0’ext pocaimkennss KJI craHoBuTh MOBa B yCiX TpPHOX
croco0ax CBOTO ICHYBaHHS: MOBHa CHCTE€Ma; MOBJICHHS; MOBHa
IISITBHICTb.

Ipeamer nocaigxenus KJI — o3naku OynoBu, 3MICTY Ta
(GYHKIIIOHYBaHHSI OJIMHUIb MOBHOI CHCTEMHU, NMPOJIYKTIB MOBJICHHS
Ta MOBHOI JISUTBHOCTI — 3BYKOBHUX a00 MHCBMOBUX TEKCTIB, SIKi
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MOTJIM O CIYXHUTH IJi IXHHOTO MOJICJIIOBaHHS W BUKOPUCTAaHHS B
nporecax KOMI FOTEPHOTO OMPAaLOBaHHS MOBHOI iH(opMarIii.
[Tepen koMM’ FOTEPHOIO JIIHTBICTUKOIO CTOSITH TaKi 3aBJIAHHS:
— aHaJi3 OCHOBHHX PE3yJbTaTiB HAYKOBUX JOCIHIIKEHb Y
rajxy3i po3B’s3aHHS I1HTEICKTYAIbHUX JIHTBICTUYHHX
CHCTEM;

— 1pobiieMu pO3B’s3aHHS 1 CTaH MAIIMHHOTO MepeKiany;

— eKCIIepPTHI CUCTEMH 1 poOOTH3aIlis;

— aHagi3 1 CHHTE3 MOBJICHHS,

— MOJEJIOBAaHHS BBOAY 1 BUBOJY Pi3HHX THUIIIB TEKCTIB.

2. KJI TicHo moB’s3aHa 3 mpoOiemMamMu peecTpaiii Ta
aBTOMATHYHOTO  TOIIYKYy JIOKyMEHTaJbHOI iH(opmamii Ha
eNeKTpOoHHUX Hocisx. lle akryanbHe 3aBmaHHs 11 chepu
KEepyBaHHS, MPOMHUCIIOBOCTI, HayKH 1 TEXHIKH, J¢ € mpodiema
aBTOMAaTU4YHOI mepepoOku 1Hdopmalii y cdepi TOBIAKOBO-
6i16miorpadiuamx, iHGOPMALIHHO-TIONTYKOBUX CHCTEM, TEXHOJIOTIH;
IOPUIMYHOT, EKOHOMIYHOI, ICTOPUYHO1, MOJITUYHOT TOIIO.

KJI TicHO moB’s3aHa 3 TEAArorikolo, 30KpemMa 3
KOMIT'IOTEpPHUM  HaBYaHHSAM.  BHpoBaJykeHHs  HpPOTrpamMHOrO
HaBYaHHS y BUKIAQJaHHSI MOB i3 3aCTOCYBaHHSM KOMII FOTEPHHX
TEXHOJIOT1H BUpILIye MpobieMy iHTeHCudiKallii HaBYaHHS.

KJI cnpusie po3pobui mnpobieM CTBOPEHHS IITY4YHOI'O
iHTeneKkTy. BupimeHss uiei mpobiemMu 3a1eXHuTh BiJl MOKIUBOCTEH
KoMIT toTepu3ariii Ta inpopmaTu3anii. KJI mparune OynyBaTu Mozeni,
10 BiJI0OOpaXkaroThb KOHKPETHI MPOIECH MOBJIEHHEBO-PO3YMOBOI
JUSITEHOCTI JIIOAMHU B KOHKPETHIM CUTYAITIi.

KJI sk ckiagoBa Hayku NpPO MOBY BHUBYA€ JIIHTBICTHYHI
OCHOBM 1H(OPMATHKH 1 BCl aCIEKTH 3B 3Ky MOBH, MHUCJIEHHS 5K
dbopMU TyMKH 1 MOJEITIOBaHHS MOBHOI JIMCHOCTI 3a JOIOMOTOIO
koM roTepanx mporpam. KJI  mocmimkye mpoOieMn MOBHHUX
OJUHMIIL — MEHIIUX 3a CJIOBO, fAKI JIOPIBHIOIOTH CJIOBY,
CJIOBOCIIOTYYEHHIO, PEUCHHIO (BHCIIOBIIOBAHHIO), TEKCTY 3arajiom, a
TaKOK MPOOJIEMH MOIEITIOBAaHHS MOBJICHHEBUX OIEpalliil BUITy4eHHs
3MICTY 3 TEKCTy ab0 mepekyiaqy TEKCTIB 3 OJHIE]T MOBM Ha IHIIY.

20



MOKJIMBOCTI JIIHTBICTHYHHUX aBTOMATIB PO3MIMPIOIOTBCA 1, SK
HACJIJIOK, cTa€e OuibI mmpokoro npobiemaruka KJT [1].

3. lITy4yHi MOBHM — 1€ 3HAKOBI CHCTEMHU, CTBOPIOBAHI JIJIs
BUKOPHUCTaHHA B THX Taly3sfX HAayKH 1 TEXHIKH, JI€ 3aCTOCYBaHHS
IIPUPOJHOT MOBU OOMEXeHe, MeHII ehekTuBHE a00 HeMokiuBe [3].
Bynp-sika mTyyHa MOBa TOPIBHAHO 3 NMPHPOJHOI0 — OOMEKeHa
MOBA, SIKa CIIYTY€ JJIsl pO3B’sI3aHHs IEBHUX 3aBJaHb.

Knacudikamis mryyHux MOB:

1. HecnemiamizoBani MOBH 3arajibHOTO MPH3HAYCHHS
(HampwuKIIaa, ecriepaHTo, BOJIAIIOK).

2. CneniaizoBaHi MOBHU PI3HOTO MpU3HAYEHHS (HATIPHUKIIA],
CUMBOIIIYHI MOBH Hayku (Matematuka X VI cr., nmorika XVIII ct.)).

Jo 2-ro kjacy BXOZSATh MOBH JIFOJUHO-MAIIMHHOTO
(KOMIT'FOTEPHOT0) CHNKYBaHHA (MOBH TMpPOTpaMyBaHHS, MOBH
OllepaIlifHuX CHUCTeM, MOBH iH(OpPMALIHHUX CHCTEM TOLIO).
JIiHTBICT MOBUHEH MAaTH YSBIEHHS MPO Te, sIKi OyBalOTh MOBH, SIKa
CTPYKTypHa Oprasi3ailis MOB 1 sSIK CTBOPIOIOTBCS IITYy4YHI MOBH.
[{poMy 1 IpUCBSIUEH] TOIAMTBIII HAIIl MipKYBaHHS.

Mogsu nporpamyBanus (MII) — ne xkiac mTy4yHHX MOB,
NpU3HAYEHUX 17151 00poOKH 1H(OpMAILii 3a TOTTOMOT 00 KOMII FoTepa.
Mog nporpamyBaHHs y cBiti 6sm3bko 1000.

IcropuyHO MOBHM TporpaMyBaHHS BHHMKIM B 40-X pokax
XX ¢T. 1 IKICHO BJIOCKOHATIOBAJIACA B 01K CIIPOIICHHS CBOTO OIHCY,
METO/IB MpOorpamMyBaHHs 1 AOAATKIB Uil oOpoOseHHs iHpopmaii
JTOMHO0. MOoXHa BUIUIMTH Takl sIKICHI piBHI po3BUTKY MII (TOOTO
TaK, SK IX KJacu(iKylOTh Y IpOrpaMyBaHH1):

1. Huspkuii piBerp — AcemOiepu (40—50-ti pp.). Pobora 3
MaIIMHHUMH KOJIaMHU.

2. Cepenniii piBenb — Doptpan, Anroia (60-Ti pokn).

3. Bucokuii piBens — Ilackans, C, C ++, Prolog (3 80-x pokiB
XX crt.).

Hapasi  Oinpmiicte  BeO-IOKYMEHTIB  CTBOPIOIOTH  3a
JoroMororo MoBu po3MmiTku rineprekecty HTML (anrmiiicbkoro
Hyper Text Markup Language — MoBa po3MiTKH TilIEPTEKCTY).
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['imepTexcT — 11e TeKCT IS MePETIsiay Ha KOMII I0Tepi, TKHM
MICTUTh 3B’SI3KM 3 IHIIMMH JIOKyMEHTaMH («Tilep3B’si3Ku» 4u
«rineprnocuianHa»). Yurad Mae 3MOry NepedTd 10 MOB'I3aHUX
JIOKYMEHTIB 0€3M0CepeIHhO 3 BUXIMHOTO (IIEPBUHHOTO) TEKCTY,
AKTUBYBABIIH ITOCUJIAHHSL.

HTML (MoBa rimepTeKCTOBOi PO3MITKH) — 1€ KOJ, SKUH
BUKOPHUCTOBYETHCS ISl CTPYKTYPYBaHHS 1 BiJIOOpakeHHsI BeO-
CTOpiHKM Ta ii KoHTeHTy. Hampukinan, KOHTEHT Moxe Oytu
po30uTHii Ha maparpadu (ab3aiu), MICTUTH CITUCOK, 300payKEHHS UM
TaOJIULIIO.

Y 1989 p. Tim bepuepc-JIi (OpuraHCHKHIi criemiagicT
3 iHpopmaruku, TBopenb HTML 1 aBrop iHmHX po3poOOK B
raimysi iHpopMamiiHUX ~ TEXHOJIOTiIH, 3aCHOBHMK 1  TOJIOBA
koHcopuiymy W3C, ronoBuuii po3poO6HUK BececBiTHROT maByTHHH,
aBTOP KOHIICTIIii CeMAaHTUYHOI ~ TaBYTHHH) 3aIpOIIOHYBaB
VIOPOBAAUTH TIMNEPTEKCTOBY CHCTEMY JHOKyMeHTIB. Hampukinii
1991 poky  BiH  omyOnmikyBaB y  iHTepHEeTI  THepIIui
3aranbHOAOCTYNMHUN onrc MOBU po3MiTku HTML — «HTML Tteru».
BiH xe cTBOpUB 1 nepiry nporpamy AJsl NEPErisiy TrnepTeKCTOBUX
JIOKYMEHTIB — Opay3ep.

bepnepc-Jli posrnsaga HTML six noxigny MmoBy Big SGML,
1 B cepeauni 1993 poky CneuiansHa Kowmicis iHTepHET-po3poOOK
(IETF) odiuiiiHo BW3Hauuia ii TaKow, OMYOJIKYBaBIIM MEpUIy
cnenudikaniro HTML. Ilpusnauennss HTML — onmcatu 30BHiIHIi
BUTJISI[] JIOKYMEHTa 3a yMOBH, IO PO3MIpU €KpaHa 1 MacmTad
HOJaHHS TEKCTY MOXKYTh 3MIHIOBAaTHCS y IPOLIECT MEPErIIsy.

Po3mmpenns (Tum) rinepTekCTOBOrO JIOKYMEHTA,
Hamicanoro Moporo HTML, — htm a6o html.

Hoxyment HTML Moxna po3risiiaté sIK  CyKYNHICTb
BKa31BOK 1 IaHUX SIK 0€3MocepeIHhO PO3MIIIEHUX Y JOKYMEHTI, TaK
1 MOB’SI3aHUX 13 HUM IMOCWJIAHHSMH, SIKI MiJ 4Yac 1HTeprpeTarii
porpamoro-0Opay3epoM BiITBOPIOIOTh BUTIISA]] CTOPIHOK IOKYMEHTA.
3rifHO 3 yXBaJIeHUMHU B 1H(OpPMATHLI BHU3HAUYEHHSMHU JOKYMEHT
HTML BBaxkatoTh mporpamoro, orrucaHo0 MOBOIO BUCOKOT'O PIBHSL.
Bkasisku HTML Ha3uBaroTh Teramu.
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JleckpurntopaMu Ha3UBAIOTh T1 TE€TH, SKi BKa3yIOTh Ha CIOCIO
BIJITBOpEHHS iH(OpMAILlii TPOrpaMoro-opay3epom.

Teru-pkaziBku HTML — 3anucyroTh y «KyTOBHUX» IyXKKax,
YTBOPEHUX CUMBOJIAMH «<» 1 «>» — «MEHIIEe» 1 «OLIbIIe».

Konreiitnepu — e mapui Teru. KoHTelHepu m03HAYaIOTh
[IO4aToK 1 KiHenpb oOsacti mil BIAHOBiAHOI BKa3iBKU. MK LUMH
TeraMM MOX€ MICTHUTHCS TEKCT Ta iHIII Terd. Ter, 10 3akpuBae
00macTh Jii, MOPIBHSHO 3 TUM, IO BIAKPHUBAE, MAE IOJATKOBY KOCY
PHUCKY Opa3y MiCJ «KYTOBOI» TY>KKH.

Onuc BIAacTUBOCTEM KOHTEHHEpPA 3aMHUCYIOTh y MEPIIOMY
JECKpUTITOP1 KOHTEHHEpa depe3 MPOITYCK Iicisl Ha3BU KOHTEHHEpa
abo 3 HOBOro psaka. HeuncnoBi 3HaUeHHs MapaMeTpiB MPUUHATO
3anMcyBaTH Yy JIallKax.

HTML-daiin — ne mporpama MOAaHHS TEKCTYy, HamucaHa
moBoro HTML, sky ompanboBye Opay3ep i Mmojae pe3ynbrar y
CBOEMY IIPOrPaMHOMY BiKHI.

4. Sxmo TOTISHYTH Ha MOBY NpOTpaMyBaHHS 3
JIHTBICTHYHOTO TOTJIAY, MOXHA 1MobaunTy, mo MII Tak camo, sk i
OyZIb-s1Ka MOBa, Ma€ piBHEBY CTPYKTYpY. llepiinii Huxuuii piBeHb —
CHUMBOJIbHUH, HOTO €JIEMEHTH — JIITEPH, CIIELICUMBOJIH (32 aHAJIOT1€10
3 npupoAHoro MoBoto (IIM) — rpadiunmii piBens). pyruii piBeHb —
e piBeHb IMEH, 3ape3epBOBaHMX ciiB, BHpasiB (y I[IM — ne
JeKCUYHUI piBeHb). TpeTiil piBeHb — onepauiiHuil (KOMaHIHHI),
CHUHTAaKCHYHI KOHCTPYKLIi MaroTh BiajHui xapaktep (y MII —
AQHAJIOI CHHTAaKCUYHOTO pPIBHA), 1 OCTaHHIA — piBEHb IpOrpamuy,
3aBXJIM € CHHTAaKCHUYHO 1 CEMaHTHYHO 3aKIHYEHOIO IMOCIiTOBHICTIO
npunuciB-komana. [Iporpama — me TeKcT, 3amucaHuil 3a 3aJJaHUMA
IpaBUJIaMH MITYYHOI MOBH, TOOTO MIL.

3aranbHOIO0 O3HAKOIO OMHCY CHEIlali30BAaHUX ITYYHHX MOB
€ (opmanbHUI METOJT IXHBOTO ONHUCY Ta BU3HAYEHHS 32 JIOTIOMOT0I0
3aBAaHHs andaBiTy, CIOBHUKA 1 CHUCTEMH TPABHJI OCBITH Ta
NEepeTBOPEHHS BHUpa3iB — e rpamaruka. dopmanbHUNl MeTox
CIIY’)KUTh UL IOPOJDKEHHS «TIPABMIIBHUX TEKCTIBY («IIPaBUIIBHUAXY
— 03HAUA€E «3aMMCAHUX 32 IEBHUMHU IIPABUIAMUY).
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3aranom mija yac HamuCcaHHS «IIPAaBUJIbHUX TEKCTIBY IIHPOKO
BUKOPUCTOBYIOThCS (hOpMaIIbHI TPAMaTHKU.

QdopmanbHa TpamaThka — 1€ aO0CTpakTHMI amapaT, WIOo
JI03BOJISIE 32 JIONMOMOTOI0 OJHAKOBOI MPOLEAYpH OTPUMYBATH
MPaBUJIbHI TEKCTU 33JJaHOI MOBH.

Y 1959 pouii amepukancbkuii BueHUH-THTBICT H. XOoMChKHiA
3aMponoOHyBaB Mepiry Kiacudikamio GopMaaIbHUX MOB 32 THIIOM
npaBui (popManbHOT TpaMaTHKH.

Icaye 6e3niy hopMaTbHUX IPAMATHK, SIK HAIPUKIIAT;

1. 'enepatuBHa  (ab0  MOpOKyBaibHAa)  rpamaTuKa
XOMCBKOTO.

2. KoHTekcTHO-BIIbHA TpaMaTHKa.

3. 'pamaTuka 6e3nocepeTHbO-CKIaI0BUX.

4. Tpanchopmariilina rpamaTtrka (rpaMaTuka 1epeB).

5. I'pamatuka MoHnTerto.

MeTtamoBa, sika 3aCTOCOBYETHCS Ha MpakTulll, — 1e bekyca —
Hayposu ¢opmu (BH®-hopmu ab6o BH®-HoTarii), crocid 3ammcy
IpaBWJI KOHTEKCTHO-BIIBHOI TpamaTHKu, TOOTO ¢(opma omucy
dopmanbHOi MoBU. Came 11 3a3BUYail BUKOPUCTOBYIOTh JIsl 3aIIUCY
MIPaBHUJI MOB MPOTPaMyBaHHS Ta IPOTOKOJIIB KOMYHIKaIIii.

Hotauist BH® € HabopoM «IIpoayKIiii», KOXKHaA 3 SIKUX
BIJIMOBiAA€ 3pa3Ky:

<CHMMBOJI> :: = <BHPa3, 10 MiCTUTH CUMBOJIH>,

Je BUpa3, M0 MICTUTh CHMBOJM — II€ TOCHiJIOBHICTh
CHUMBOJIIB 200 MOCIIAOBHOCTI CUMBOJIIB, PO3/1JICHINX BEPTUKAIBHOIO
PHCKOIO |, 1110 TIOBHICTIO MEPETIUyIOTh MOXKIUBUI BUOIp CUMBOIY 3
J1BOi YaCTUHU (HOPMYJIH.

Hai,
— < — niBuii 0OMEXyBayu BUPa3y
— > — npaBuii oOMexyBau BUpa3y
— = — BU3HAYEHE SK
| — abo
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Ili 9oTHpH CHMBOIM € CHMBOJAMH METaMOBH, BOHH He
BH3HA4YCHI B MOBI, KOTPY ONHUCYIOTh. Pemira onucaHux CHMBOJIB
HaJISKaTh 10 «a0eTKI» OMMCYBaHOI MOBH.

Jo npuxnany, BH®-HOTamis s onucy aHrio-pociichbkoro
cnoBauKa (puc.1).

[Iprvep THIOBOI CTPaHHYKH <cnosapb> ::= [<pasfen]
<pasfen> .= <aarnasHas nar.fyksa>[<cnoBapHas cTarba>|

. <sarnasnias nar Gykea> = A[B| ... |Z

‘ <CrOBapHas CTaTbA> ;:= <TEPMMH> <TPaHCKPUNLUA> <Nepesod>.
Pay [pei] 1. nnarurb; 2. 3apabotHas

<TEPMMH> ;= [<nponucHan nav.bykea>|
nnara; 3. pacnnara.

<nponucHas nar.byksa>] ;= a|b|...|z
Pea [pi:] ropox. P daid ol |

Peak [pi:k] 0cTpOKOHEYHas BepLUMHa. ST L] [
<y =a )y |z

<nepesop> ;= <onpenenenue 1> | <onpeneneriue 2>
<onpegenenme 1> = <cnoBo> | <cnoBocoueTarie>
<cnoso> ::={<nponvctas pycek bykea>)

<nponvicas pycek,Gykea>::= a6 s... |a
<CMOBOCOYETAHME> ;= [<CnoBo>)

<onpenenexue 2> ::= 1.<onpeaenenue 1>; 2.<onpeaenee 1>; ...

Pucynok 1 — BH®-HoTa1is 17151 OMKCY aHTJIO-POCIMCHKOTO
CJIOBHHMKA

Jns mpuknagHoi miHrBicTUKM moOymoBa BH® 1ikaBa sk
crocid  3po3yMITH  CTPYKTYpy OyAb-sKOi MOBH, M00a4YUTH
MOJKITUBOCTI 3 MOJICJIIOBaHHS IITYYHUX MOB.

KoHnTpoJibHi nuTanus
1. 1o € 06’exToM i mpenmeToM Hocmimkenns KJI?
2. SIxi ocHOBHI 3aBaanus KJI?
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3. 3 SIKUMHM rary3sMH IPUKIAHOTO MOBO3HABCTBA ITOB’sI3aHA
KJI?

4, 1llo Take mTyuna w™oBa? Hasenith Kiacudikariito
MITYYHUX MOB.

6. Sk kiacudikyroTbCsI MOBH IIPOTPaMyBaHHS 32 PIBHIMH?

7. SIxi hopmaibHI TpaMaTHUKU BY 3araM’ sITaju’?

8. SIky MeTaMOBY BUKOPHCTOBYIOTh JIJIsl 3aITUCY TIPAaBUJI MOB
MIPOrpaMyBaHHS Ta MPOTOKOJIIB KOMYHIKaIii?

Cnucox BUKOpPUCTaHOI JliTepaTrypu
1. BomommwmH B. I'. Komn’roTepHa JIIHTBICTHKA : HABYAJIbHHMA
noci6uuk / B. I'. Bonmomun. — Cymu : «YHIBEpCHUTETChKa KHHUTAY,
2004. - C. 11-22, 154-165, 286-325.
2. Kapminosceka €. A. Berynm 1o KOMIT FOT€PHOT
MHrBICTUKK : miapyunuk / €. A.KapninoBcbka ; BiAm. pen.
A. 3arnitko. — Jlonenpk : FOro-Bocrtok, 2006. — 188 c.

JIEKIIIS 4
JEKCHKOI'PA®IA SIK OJUH 13 BAXKJINBUX
HAIIPAMKIB HPI/IKJIAI[HOi JIHI'BICTUKH

1. OcHoBHI HANIPSIMKH PO3BUTKY Cy4acHol
JIeKcukorpadii.

2. Tpaguuiiina i mMammHHa Jekcukorpagis. OcHoBHi
HANPSIMKHM MAIIUHHOI JTeKCHKorpadii.

3. Komn’rorepua Jjekcukorpadgis. Komn’orepuuii, ado
AaBTOMATHYHHMI  CJIOBHMK |1  KOMII'IOTEpHHH  BapiaHT
TPaAMUIHOIO cJI0BHUKA. EJIeKTPOHHI CJIOBHUKH.

4. Ineorpadiuni cioBHUKH Ta Te3aypycu. Tezaypyc Poaxe.

1. Jlexcukorpadisi (Bix rpen. Aeyikog «uwo Harexcams 00
cnosa» 1 ypoe® «nuuiy») MoKe OyTH BU3HAuU€HA SK TMPHUKIATHA
JTMCLUIUTIHA, Y LIEHTPI1 yBaru K01 — METOU CTBOPEHHSI (CKJIaJaHHS)
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cnoBHUKIB. CJIOBHHK — KHHWTA, IO MICTUTH 310paHHS CIiB (4U
MopdeM, CIOBOCHONYYEHb, IJiOM TOIIO), PO3TALIOBAaHUX 34
BH3HAYCHUM IIPHUHIIMIIOM, 1 IKa HAJa€ BIIOMOCTI IIPO XH1 3HAYCHHS,
B)KMBaHHs, TIOXO/DKEHHS, EPEKIa/l Ha iHITY MOBY a0o iH(opmariiro
PO MOHSTTS Y NMPEAMETH, 110 HUMH IT03HAYAIOThCSI.

CyuacHa nekcukorpadisi po3BUBAETHCS 32 IBOMA OCHOBHUMU
HanpsimaMu. OJMH — CTBOPEHHS Cleliajii30BaAHUX CJOBHMKIB, Y
AKUX OW MicTuiach iHpoOpMalis JHIIE OAHOTO TUIY: HANpUKIAL,
TIUIBKU PO HAMCAHHS CJIOBA, TUIHKY PO HOT0 MOXOKEHHS, TUTBKU
PO CIOCOOM MOTO MOEAHAHHS 3 IHIIUMU CIIOBAMH TOMIO.

[HIMi HapsiM — CTBOPEHHSI KOMILIEKCHUX CJIOBHMKIB, Ki
0 yminryBanu sikomora Oifble BIIOMOCTEH IMPO CJIOBO: HE JIUIIE
naBaiy O TIIymMadeHHs HOro 3Ha4eHb, TPaMaTU4HI XapaKTEPUCTHKH,
MpaBWJia BUMOBY Ta HaIMCaHHS, aje il onucyBanu 0 HOro cMHCIOBI
3B’S3KM 3 IHIIMMH CJIOBaMH, OCOOJMBOCTI HOTO BHKOPHCTaHHS B
PI3HUX CTHJISX, HOTO CIOBOTBOPYI MOKIIUBOCTI.

2. YV gjekcukorpadii icHye 2 HayKOBO-TIPAaKTHYHHUX
HaIpsIMKU: TpaauuiiiHa i MammHHa Jekcukorpadis. Tpaauiiiina
Jexkcukorpadist Mae TIMO0KE ICTOPUYHE KOPIHHS 1 OUIBIIOI0 MIPOIO
BHBYA€ TEOPIIO I MPAKTUKY CKJIAJaHHS «TPaJULifHIX» CIIOBHHKIB.
Ha BiamMiHy Bija nepinoi, MamnHHa (KOMIT I0TE€pHA) JIeKCUKorpadist —
MOJIOJa HayKa, fKa peajiye TpaJulliiiHi HamnpaloBaHHSI B
TEXHIYHUX CEpeJOBUIIAX 1 CTBOPIOE PIZHOMAHITHI aBTOMAaTHYHI
CIIOBHMKH.

Mamunaaa ~ jekcukorpadiss ~— BUBYaE  aBTOMAaTHU3aLIIO
MiATOTOBKU CJIOBHUKIB 1 MEPEBOAUTH CIOBHUKH B KOMII IOTEPHY
¢dopmy. ChorosiHi BUAUISIOTH TPU OCHOBHUX HAIPSMKH MAaIllTHHHOL
nexcukorpadii:

1) aBTOMaTW4yHe OTpPUMaHHS 3 TEKCTy 3a JOIOMOTOI0
KOMIT'I0Te€pa PI3HUX CJIOBHUKIB (HAaNpUKJIaA, YaCTOTHI CIOBHHKH,
CIIOBHUKH KOHKOPJIaHC, TEPMIHOJIOT14HI);

2) po3poOJeHHA TEOPETUYHUX 1 TPAKTHUYHUX AaCIEKTiB
CKJIaJJaHHSI KOMIT FOTEPHUX CIIOBHHKIB TSI MAITUHHOTO TIEpeKIIaay,
IITYYHOTO IHTEJIEKTY TOWIO. (HANpHKIIAA, CIOBHUKHA KOPEHIB JUIS
MOP(OJIOTTYHOTO aHATII3Y);
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3) CTBOpEHHS CIIOBHHUKIB, € MAIIMHHUMH BEPCIsIMU
TPaIUIIHHUX CJIOBHHKIB.

3. Komm’totepHa nekcukorpadis mocigae 4iibHE MICIE B
KOMIT FOTEpHIN JIIHTBICTUII SIK KOMII FOTEPHHH JIEKCUKOTpadiuHuit
IHCTpYMEHTapiii 'y MOBO3HABCTBI. 3aBJAaHHA KOMII’KOTEPHOI
JIeKCHKOrpagii — po3poOUTH KOMIT IOTEpHI aIrOPUTMHU, IPOTPaMH,
CUCTEMH Ta TEXHOJIOTI 1715 YKJIa/laHHS Ta BAKOPUCTAHHS CJIOBHHKIB.
JlexcukorpadiyHi CUCTEMHU Jal0Th 3MOTy (hOpMyBaTH CIOBHHKOBI
cTaTTi; 30epiraTu TEKCTOBY, Bi3yalbHY Ta 3BYKOBY iH(poOpMaIliio;
3MIMCHIOBaTH OOpOOJICHHS CIOBHUKOBOI iHGopMarii (aHaumis,
MOIIYK, (DITBTPYBaHHS, BIITBOPEHHS TOLIO).

Kommn’orepuum CJIOBHUKOM y KOMIT FOTEpPHIH
nexcukorpadii 4acTo Ha3MBAIOTh «CIOBHHUK, MPOLEIYPH YKIIATaHHS
SIKOTO 3JIIKCHIOE KOMIT IOTEPY.

3 Hamoro Morjsay, TEPMiHH «aBTOMATHYHI Ta €JIEKTPOHHI
CIIOBHUKHM» MOYKHA BBA)XKaTHU 3arajbHIIIMMU Ta PIBHO3HAYHUMH, a
TEPMIH «KOMII FOTEPHI CJIOBHUKHY — OJTHUM 13 TXHIX TTiIBHIIB.

OT1xe, aBTOMaTHYHI a00 €JICKTPOHHI CIIOBHHUKH 3a X HOCIEM
1 3aco0aMu BIATBOPEHHS MOJUISIEMO Ha:

1) komm’roTepHi  (CJOBHHMKH, sIKi  BIATBOPIOIOTBCA — 3a
JIOTIOMOT'010 TIEPCOHATILHOTO 200 MOPTATUBHOTO KOMIIT I0TEPA);

2) cramioHapHi (BCTAQHOBJIOTH HA JKOPCTKOMY  JHCKY
KOMIT 10TEPA);

3) mepeHOCHI  (3amUCylOTh ~ Ha  KOMIIAKT-IUCKaxX i
B1JITBOPIOIOTHCS] HA KOMIT I0TEpP1 TUIBKU 3a HassBHOCTI B IUCKOBO/]);

4) iHTepHET-CIIOBHUKH  (PO3MIIIYIOTh Ha KOMI IOTepi-
cepBepi B Mepexi i1 nocTynHi 3 [HTepHeTy).

MosxnuBi KOMOIHAIIIT TAKKX KOMIT IOTEPHUX CIIOBHUKIB:

1) kuIeHbKOBI (3amKcaHi Ha KHIICHBKOBHX €IEKTPOHHUX
MPUCTPOSIX TOIIO TA BIATBOPIOIOTHCS TXHIMH 3aco0aMu, HapUKIa]
KHILIEHbKOBI MEepeKIIaaayi);

2) MOOUTBHI  (3ammcaHi B MOOUTBHMX  TeledoHax i
BIITBOPIOIOTHCS Ha €KpaHi TenedoHy) TOIIO.

Cepenr OCHOBHUX YKPaiHCBKHUX KOMIT FOTEPHHUX CIIOBHHUKIB

MO>KHa Ha3BaTHU:
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1. laTerpoBana nekcukorpadiuyHa cucrema «CIOBHUKH
Ykpaiau».

2. EnextpoHHM#l  TPUMOBHUH  pOCIHCHKO-YKpaiHCHKO-
AHTIIIAChKHIA OaraToTeMaTHnYHui TIyMauHuii ciioBHUK MultiLock
v.3.80 (27 000 TepmiHiB).

3. Tamy3eBuit HOPMAaTHUBHO-TEPMIHOJIOTYHUI LEHTP
Ha(TOra30BOro KOMILIEKCY.

4. KommakT-guck 31 30IpKOI0 YKpAiHCHKUX aKaJeMIYHHUX
cimoBaukiB 30-x pokiB XX cr. y dopmari pdf, 3oxpema
«Pociiicbko- ykpainchkuid cimoBHuK» (1924—1933 pp., ron. pen.
A. Kpumcbkuii, C. €¢ppemos), BunaBauntso «K. 1. C.», 2007 p.

ABTOMATHYHI CJOBHUKM — 1€ CKIAaJHUNA KOMILJIEKC

KOMIT IOTEPHHUX IporpaM. ABTOMaTUYHHIA CJIOBHHUK — II€ CIOBHUK Y
ClelialbHOMY  MalmIMHHOMY  (opmari, NpU3HAYECHUH IS
Bukopuctanus Ha I[IEOM xopuctyBaueM a0 KOMII IOTEPHOIO
POTrpamMor0 0OpOOICHHS TEKCTY.

BigsHauumo nesiki 0coOJIMBOCTI aBTOMAaTUYHUX CJIOBHUKIB:
KpIM CIIOBHMKOBOI 0a3u JaHUX (mepemik ciiB 3a andaBiToM) it
poOOTH  aBTOMAaTHYHOTO  CIOBHMKAa HEOOXiAHI  CHelialbHi
ITOPUTMHU, HATIPUKJIA, aITOPUTM JieMaTu3auii. JlemaTusauis — ue
NPUBEJCHHS PI3HUX (OpPM coBa A0 HOro KaHOHIYHOI (BHX1IHOL)
dbopmu (cxoke Ha MOP(OJOTIUHUN aHANI3 CIIB); Y MAIIUHHUX
CIIOBHMKaX HasiBHI HE TUIbKU Mepeliki OKpeMHX ClIiB, ane 1 10 50 %
CJIOBOCIIOJTY4YeHb (OCOOJIMBO B TEPMIHOJOTIYHUX CIIOBHHMKAX, SKi
yXKe BaXJIHBI I MEpeKIaay TEXHIUHHUX TEKCTIB); aBTOMAaTHYHI
CIIOBHHKH HAa0YJIH CbOTOJIHI BETMKOTO MOIMMPEHHS TSl MAITHHHOTO
nepeKany.

BaxmuBum Ttmom AC € aBTOMATUYHI  CIIOBHHKH
KOHKOPJIAaHC, IO MICTATh Y MAaIIMHHOMY BUTJISAAI MPUKIAAA Ha
BXKMBaHHS BCIX CIiB (c10BOQOPM), OJIaHUX Y KOHKPETHOMY TBOpI1
a00 B TBOPUYOMY JOPOOKY MUCHbMEHHUKA.

Croroani yBasi nepeKiaiadiB MIPOTIOHYIOTHCS
Halpi3HOMAaHITHIII €JIeKTPOHHI CIIOBHMKHM. HailOinbim mnommpeHi
cepen Hux Lingvo, «Mymnbtullekc», «Mynbrutpan» «KoHTEKCTY,
Polyglossum.
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Jo odeBuaHUX TmepeBar cioBHUKAa Lingvo moTpiOHO
BiJIHECTH, 3BUYAIHO K, MOSICHEHHS 1 AeiHiIii, IKUMHU, KPIM BIacHE
MepeKIaIHuX CKBIBaJICHTIB, 3a0e3nedeHi Oararo crareit. Lle Hamae
MepeKyiagayaM HEOIIHCHHY JIOTIOMOTY B TIOMIOBHEHHI IXHBOTO
CJIOBHMKOBOTO 3amacy, siKe iJie mapajieybHo 13 30aradyeHHsIM 3amacy
iHpOopMamiifHOrO.

KopucryBaui Lingvo MaroTh MOKIJIMBICTh CKJIaJaTH BIIACHI
CIIOBHUKH Ta 0OMiHIOBaTHCS HUMU. CIOBHUKH MPOXOJATEH BiAOIp, 1
Kpamii 3 HUX PO3MINIYIOTBCA HAa CaWTl Ui 3arajabHOTO
kopuctyBaHHs. OTxe, TMpolec TOMOBHEHHS 1 PO3UIMPEHHS
CIIOBHHKOBOI 0a3W — TMiJl MOCTIHHMUM KOHTpPOJIEM NpOQeciiHuX
JeKcuKorpadis.

Oco0mauBe micie TyT nocigae «Multitrany»: e nuiie Tomy,
o €, MO CyTi, CBOIM OHJAMHOBUM CJOBHHMKOM, a W TOMY, IO
MOTIOBHIOETECS B PEXKUMI  pealbHOTO 4Yacy, TMPUIOMY HE
npodeciiHuMu JIeKcukorpadgamu. MokHa ckazaTd, IO Ie 1 He
CIIOBHUK, a CIIOBHUKOBHUH pecypc 3arajJbHOr0 KOPHUCTYBAHHS, IO
CTaBUTh €001 3a METy HaKOMHYEHHS MAaKCHUMalbHOI KUIBKOCTI
BaplaHTIB MepeKyaay CiiB 1 cI0BOCHONyYeHb. «CIOBHUKOM» HOro
Ha3UBaIOTh, MMOBIpHIlLIE, JUIs MPOCTOTU 1 cTUcIOCTi. BomHouac
«MyIIbTUTpaH» YaCTKOBO KOITIFOE TAllepOBI CIOBHHUKH, a TaKOXK
MOTIOBHIOETECS B PEXKHUMI  pealbHOrO0  4Yacy  PSIOBUMHU
KOPHUCTYBa4aMH.

[Tini6’eMo  MiACYMOK OCHOBHUX TepeBar CIIOBHUKA
«MynbTUTpaH»:

— BEJUKHUI 00CHT;

— PI3HOMAaHITHICTh BapiaHTIB MEepeKIany;

— MOCTIiliHA ITOIIOBHIOBAHICT;

—  MOXJIMBICTB MTOBIIOMJICHHS TIPO TTOMUJIKH;

— BeJHKa ayAUTOPis, 0 JUTHTHCS CBOIM JOCBIIOM;
—  3araJIbHOJOCTYITHICTb.

[lepeBarn eNEKTPOHHUX CIOBHUKIB Tepes] MarnepoBUMHU
oueBuIHI. EnexTpoHHI Ta OHJIAaiHOBI pecypcH OuUIbII 3py4yHi B
KOPHUCTYBaHHi, 371eOUTBIIOT0, 3aB/IIKH MOKIMBOCTSIM TOIIYKY.
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4. IneorpadivyHi CIOBHMKHM € BCE I HE3BUYHHUM SIBHILECM
Ui yKpaiHChKO1 JieKkcukorpadii: ams ykpaiHChKOT MOBH JOCi HE
CTBOPEHO KOJHOI'0 3arajlHOMOBHOI'O 1J€0rpa(piyHOro CIIOBHHKA.
Cl0BHUKH, 3 IKUMH MU Hal4acTille CTUKAEMOCH, — opdorpadiyxi,
opoerniyuHi, TIyMa4Hi, IepeKiIaani, Gpa3eonoriydi — Mmooy 10BaHO
3a angasitTHUM npuHunom. [Ipore andapitHuii npuHLIKN, 3a BCi€el
WOro  3pydyHOCTI W  yHIBEpPCAIBHOCTI, HE Ja€  3MOTH
MPOJAEMOHCTPYBATH CUCTEMHICTh JIEKCUKHU.

Ineorpadiuamit CJIOBHUK Mae OHOMAacIiOJIOoTIYHE
CTIPAMYBAHHS Bil TOHATH 10 CIIiB. IOro peecTpOBUMH OXHHHUIISAME €
MOHATTS, KO)KHOMY 3 SIKMX MiANOPSAIKOBaHA CIIOBHUKOBA CTATTS —
MHOXHWHA CJIiB, SIKI BUPAXAIOTh I TOHATTSA B MOBI. [neorpadiuna
nekcukorpadis Mae  Oarary  TpaaMmilo B 3apyODKHOMY
MoBo3HaBcTBI — cinoBHukH II. M. Poxe, E. bnana, II. Byaceepa,
X. Kacapeca (icmanceka), P.Tammira 1 B. ¢pon BaprOypra
(ppannysska), @. lopH3aiida (HiMenbKa).

Knac ineorpagiunux cioBHHMKIB (TIpeaMeTHi, TeMaTH4Hi),
70 SIKUX HajJexaTb 1 Te3aypycu, — 1€ OcoOJMBI  CJIOBHUKHU,
OpraHi3oBaHi, O-TIEpIlIe, 38 TEMAaTUYHUM MPUHIUIIOM, 1, TO-APYTE,
3a IPUHLIUIIOM «BiJ] CEHCY 10 CI0Bay», TOOTO i1eorpadiuHi CIIOBHUKH
OpIEHTOBAaHI HAa CEMAaHTUKY MOBH, 1 KOKE€H TAKUIl CIOBHHK — L€
Jiesika CeMaHTHUYHA MOJIeNb JIEKCUKHU, OOYJ0BaHa Ha l€papXiyHuX
BIIHOCHHAX THUIIY «pil — BHUA», «4acTUHA — LLJIE», «CUHOHIMHU»
TOLIIO.

HaiiBimomimumii knacuuHui ineorpaidyHUil CIOBHUK —
cinoBHuk Posxke (Roget’s Thesaurus, opurinanbha Ha3zsa Thesaurus
of English Words and Phrases — «Te3aypyc aHIIiHCHKHX CIiB i
bpa3»), y akomy 1000 ocnoBHux Tem. Ctpykrypa Te3zaypyca Poxe
MICTUTh UIICTh OCHOBHUX CEMaHTUYHHUX KaTeropii, BCepeauH1 IKUX
noOy/10BaHi AepeBOIOIOH]I i€papXii miaKaTeropii.

Te3aypyc — 1ie TakoX i1eorpapiuHuii CIIOBHUK, ajie BIH Mae
4iTKy iepapxito BigHOocuH. CJOBHUK Te3aypyca — II€ Hepellik
JECKPUINTOPIB (JECKPUNITOP — OJHO3HAUYHUN CTaHIAPTHUN TEPMIH).
VY CIIOBHMKOBHX CTaTTSX Te3aypyca BijoOpaskeHi iCTOTHI ISl 1IbOTO
TepMiHA 3B’SI3KM 3 1HIIUMHU TOHATTSAMH, 1HAKIIEe KOKYy4YH, — 1€
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MaJjieHbKa eHImKIoneAis. Te3aypycn B MammuHHIA JIeKCUKOrpadii
Iy’K€ TOYHI IHCTPYMEHTH, TOMY IO BOHM MpPHU3HAYCHI IS
iH(QopMaIIHHOTO TMOIIYyKY, a XapaKTePUCTHKH 1H(POPMAILIHHOTO
nomyky (indopMmamifHMi IIyM, TOYHICTP BHJA4i Ta 1H.)
0e3rmocepelHbO  3aleXaTh BiJl CTPYKTYpH Te3aypyca, TOMY €
CTaHJApPTH JUIA MOPIBHAHHS 1H()OPMAIIITHO-TIOIIYKOBHX TE€3aypYCiB.

KoHTposbHi nuTanHs

1. SIki OCHOBHI HaNMPSMKH PO3BUTKY CY4acHOI Jiekcukorpadii
BU 3HaeTe?

2. Y 4oMy MOJIATAE BIAMIHHICTD TPAAUIIMHOI JTeKCUKOTpadii
B1JI MaIIMHHOI?

3. SIki 3aBaHHS PO3B’A3y€ KOMII FOTepHA JIEKCHUKOrpadisn?

4. flk  xnacu(ikylOTh ~aBTOMaTH4HI a0  eJNeKTPOHHI
CIIOBHUKH?

5. SIki ykpaiHCBhKI KOMIT IOTEPHI CIIOBHUKH BH 3Ha€TE?

6. SIxk MOXHa BU3HAUUTHU aBTOMATUYHUIN CIIOBHUKU?

7. Y 4oMy TIOJISATAIOTh TIEPEeBark eJIEKTPOHHUX CIIOBHUKIB?

8. Uum BiJpi3HAETHCSA 1neorpadiuHmil CIOBHUK 1 Te3aypyc?

Cnucox BUKOPUCTaHOI JiTepaTrypu

1. Ilepebuitnic B.C. TpaauuiliHa Ta KOMII IOTEpHA
nexkcukorpadist : HaBU. nocionuk /  B. C. [lepebuitnic,
B. M. Copoxkin. — Kuis : Bugasanuuii uentp KHIIY, 2009. — 218 c.

2. Open M. A. CrioBapb MepeBOAYUKY — APYT, TOBAPHI U
bpyt. IlepeBon: WudbopmanmoHHble TeXHOIOTUUA. — MOCKBA :
Bcepocculickuii  1IeHTp  NEPEeBOAOB  HAy4.-TE€XH.  JHUT. H©
noxymenTaruu, 2009. — C. 79-106.
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JEKIISA 5
EJIEKTPOHHI KOPIIYCHU TEKCTIB I IEPEKJIA L]

1. [lonsATTS JiHrBicTHYHOTO KOpmycy. IcTopist KopmycHoI
JIHTBICTHKH.

2. OCHOBHi 3aBJaHHSI Ta HamNpPsSIMKH  KOPIYCHOI
JinrBicruku. IIpeamer gocailzkeHHs] KOPIYCHOI JTiIHIBICTHKH.

3. YcHi Ta nmcbMOBi, OJHOMOBHI Ta 0araromMoBHi
KOpIyCH.

4. JIinrBicTHYHI 10CTiIZKeHHs HA 0a3i KopIyciB.

5. Orpumanns indgopmanii 3 kopmycy. IIporpama-
KoHkopaanc AntConc.

1. Ilepm HiDX TOBOPUTH NPO KOPIYCHY JIHTBICTHKY,
HEOOXITHO BH3HAYUTH CaMe TIOHATTS JIHTBICTHYHOTO KOPITYCY.
Kopnyc € 3i0paHHsSM ypUBKIB TEKCTIB B EJIEKTPOHHIN (dopmi,
BiiOpaHMX BIAIOBITHO MO 30BHIIIHIX KPUTEPiiB, m00 HaMOLIBII
MIOBHO PENpPE3eHTYBAaTH MOBY a0o Bapiallito MOBH. DYHKIIIOHYE 5K
JOKEPEIo NaHUX JUIsl JIIHTBICTUYHUX JOCTIHKEHb.

HpI/IKJ'IaI[I/I KOPITyCIB:

TEKCTH KOHKPETHOTO NMMChbMEHHUKA a00 MMChMEHHHUKIB,;

— TEKCTH 32 KOHKPETHE JIECATHIITTS a00 CcTOpivys;

— CydYacHi TEKCTH IEeBHOI TEMAaTHKH;

— Cy4yacHI TEeKCTH aJIeKBaTHO pPENpe3eHTYIOTh MOBY a0o
CYCIIUIbCTBO.

[Ipuknaau Toro, moO MOXe HaM BUAATH TOUIYK 3a
KOPITyCOM:

— BXHMBaHHI OOpaHOrOo cloBa B 0e3mocepeTHbOMY
KOHTEKCTI;

— Bapialli 1 OCOBHICTh Y BUKOPUCTAHHI JIEKCUKH;

— CIJIOBA, AK1 Hal4acTille CTOATh MOPYY 3 0OPaHUM CIIOBOM;

— HaAWOUTBII BaXKJIWBI BIAMIHHOCTI MK JBOMa HabopaMmu
TEKCTIB;

— SIK TOM YW IHIIMI NMUCbMEHHUK BUKOPHUCTOBYE CIIOBA 1

dpasuy;
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— IHTEPTEKCTYaJIbHICTh: 3HAYECHHS CJOBa K CyMa HOTO
B)KUBaHb;

— TpuxoBaHi (MOTEHIIiIH1) MOJIe]Ii BUKOPUCTAHHS JIEKCHKU;

— TOpIBHSHHS MOB.

Penpe3enTaTuBHicTH, TOOTO, 37aTHICTH BiOOpa)kaTH BCI
BJIACTUBOCTI MPOOJIEMHOI 30HHU, € HAWBAXJIMBILIOW BIACTUBICTIO
Koprnycy. Pemnpe3eHTaTuBHICTh BH3HAYA€ThCA  (POHETUUHHUMU,
MOP(OJIOTIYHUMH, CHHTAKCUYHUMHU 1 CTUJIBOBUMH MapaMeTpamu
koprycy. Came penpe3eHTaTUBHICTD BiAPI3HSE KOPITYC BiJl IPOCTOTO
HAaObOpy TeEKCTiB. Penpe3eHTaTHBHICTh ICTOTHO 3alie)KHUTh Bij
PO3Mipy KOpITyCY.

OCHOBHI BiX1 CTBOPEHHS KOMIT IOTEPHUX KOPITYCIB:

1. 1960-ti: bpayncekuii xopnyc, (CILIA), OyB cTBOpeHHi
nig kepiBHULTBOM Y. @pencica. Leit kopnyc mictuth 500 TekcTiB
3araJibHUM 00cAToM | MJIH CJIOBOBXXHBaHb. Y KOXXKHOMY 3 TEKCTIiB
2000 crmoBoBx)uBaHb. KpiM OHOPITHOCTI 3a JOBXHUHOIO, MOJaH] B
KOPIyCl TEKCTH OJTHOpPIAHI Takok 3a 1) wacom myOmikarii (yci
Briepiie omybmikoBani B 1961 p.) ta 2) xapakTepoM MOBHOTO
odopMmIIeHHs (BC1 CTBOPEHI JIITEPATYpHOIO AHIJIINHCBKOIO MOBOIO).
Bonu oxommoroTe 15  kaHpIB  aMepUKAHCHKOTO — BapiaHTa
aHTJIMAChKOI MOBH: BIJ T'a3€THHMX CTaTed 1 peniriiiHoi i (axooi
JTEpaTypy A0 XYA0KHBOI Ta A1IOBOI MPO3H.

2. 1970-ti: LOB xopmyc (BemukoOpuranis, Hopseris),
1 mumu ciB http://khnt.hit.uib.no/icame/manuals/lobman/.

3.1980-ti: 3’sBUiacs iHJAEKCOBaHA (aHOTOBaHA) BepCis
BpayHiBChbKOTO KOpITyCY, SIka CTAHOBHJIA TOKAKYUK YCiX MOJAHUX Y
Horo TekcTax CiiB 3 IXHIMH ajJpecaMud Ta TpamMaTHUYHUMU
XapaKTePUCTUKAMHU.

4. 1990-ti: British National Corpus (BNC), 100 muH ciiB,
HalioHajgbpHOTO Kopmycy http://www.natcorp.ox.ac.uk/.

Han peamizamiero 1p0ro MPOEKTY TMPAIIOBAB KOJICKTHB
BUJABIIIB, JHHTBICTIB 1 TMPOrpaMmicTiB MiA  KEPiBHUIITBOM
BunaBHuITBa Okcdopacekoro yriBepcuteTy (Oxford University
Press) npotsirom 1991-1994 pp. Kopmyc nocrtiiiHO OHOBITIOIOTH 1 Ha
crorojHi BiH Hamiuye nmonan 100 muta cnoBoBxkuBanb (100 106 008
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CJTIB) y IIUPOKOMY CIIEKTP1 MUCHbMOBHUX Ta YCHUX TEKCTIB: BiJl Ta3erT,
¢daxoBoi mepionUMKKM Ta MONYJISIPHOI OENETPUCTHKH OO JIUCTIB,
CIoTajiB 1 TBOPIB YyYHIB INKUJI YW CTYACHTIB KOJICIKIB Ta
YHIBEPCUTETIB, a TaKOX BiJl 3amuciB OQIMIHHUX JUIOBUX YU
YPSIOBUX 3yCTpiUed 10 3alKCiB PO3BAKAIBHUX pajionepenad i
TesIe()OHHUX PO3MOB.

5. The Bank of English, Birmingham (Collins Cobuild),
600 mH ciiB. (25 % Kopmycy CTaHOBUThH yCHE MOBIEHHS, 75 % —
nucemoBe) http://www.collins.co.uk/Corpus/CorpusSearch.aspx

6. 2000-i: American National Corpus, 100 miH. ciB
http://www.americannationalcorpus.org/.

7. Gigaword corpora, 2 Map[ ci1iB. MOHITOPUHTOBI KOPITYCH
aHTIIHCHKOI, apa0ChKOi, KUTaWCHKOI Ta iHIUX MOB. CIIOHCOPYIOThCS
€pponeiicbkum Coro3oM, cTBoproe ix kommnanis Linguistic Data
Consortium. BXe 1 MUIbApA CIOBOBXHBaHb. llepeBakHO TEKCTH
B34Ti 3 myOminucTuky i HoBuH http://www.ldc.upenn.edu.

Jnis ykpaiHChKOT MOBH 3aBJIaHHS CTBOPEHHS PI3HOMAaHITHHX
KOPIYCIB TEKCTIB 1 TEKCTO30pPI€EHTOBAHUX 0a3 JaHUX Pi3HOTO
MPU3HAUYECHHS 3 BIANOBIAHUMU 1HTepdelicaMu Ta TEKCTOBUMHU
mpolecopaMu  CTOITh HE MEHII TOCTpOo, HIDK (OpMyBaHHS
CIIOBHMKOBHUX 0a3 JaHuUX 1 KOHCTPYIOBaHHS KOMII IOTEPHUX
CIIOBHUKIB 1 3araJloM KOMIT IOTEPHHX JIEKCUKOTPAPIUHUX CHCTEM.

2. TonoBHOI MeETOW KOPIYCHOI JIHIBICTHKH €
00’€KTUBHUY JIIHTBICTUYHUN OMHC MOBHOI CHCTEMH, MPUIOMY [0
[OTO0 OMHUCY KOPITyCHAa JIHTBICTHUKA TMIAXOJUTh BiJI BHUBYCHHS
KOHKPETHOI JIFOACHKOI KOMYHIKAIlil, BiJ peaJbHUX TEKCTIB, SKi
paHile po3TisiIaincs JIMIIe SK MPUKpa MeperKkoaa. Ik BTOpHHHE
3aBJaHHS PO3MVIAJAETHCS BHPOOJIEHHS OCOOJIMBOTO  CHOCoOy
B1I0OpaKeHHsI MOBHOTO MaTepially B Kopiyci TekcTiB. e cmocio,
30KpeMa, MOXK€ BHUKOPHUCTOBYBATHCS I1HIIMMH JIIHTBICTUYHUMU
MUCIAIUIIHAMU.

Hanpsimkn kopmycHoi JiHrBicruku. Ilo-nepme, ue
neKcuKorpadivHi JOCITiPKEHHS, CTBOPEHHS CIIOBHUKIB. [IpakTnaHO
Bcl cydacHi cioBHMKHM aHriiicekoi MoBu (Collins, Webster,
MacMillan Tor0) Bua0ThCs Ha OCHOBI BEIMYE3HUX KOPITYCIiB, SKi
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JI03BOJISIFOTh 3pOOUTH CIIOBHUK PENPE3eHTaTUBHUM. TOOTO CIIOBHUK
Mo>ke OyTH IpaBUIBHUM a00 HEMPABUIBLHUM OO0 IIHOTO KOPIYCY.

[To-npyre, BUBUEHHS KOPITYCIB 103BOJISIE OTPUMYBATH TOYHI
JaHl PO JIEKCUYHUI CKJIa] MOB, BiTHOCHI YaCTOTH BXXMBAHHS THX
YH 1HIIUX CIIiB.

[To-Tpete, KopmycHa JIIHTBICTUKA BHBYa€ 3MIiHH B
JIEKCHYHOMY CKJIaJl MOB, Pi3HI HOro Bapiallii (HampuKiIaa, mosiBa i
3HUKHEHHS HEOJIOT13MiB).

YerBepTuil HaPSMOK KOPITYCHOI JIIHI'BICTUKM — BUBYEHHS
rpaMaTUKU MPUPOJHUX MOB, 30KpeMa — CIHOJY4YYBAaHOCTI THUX YU
IHIINX TpaMaTHYHUX SBUI] OAWH 3 ogHMM. [Ipupomno, mo naHi,
OTpUMaHi 3 )KUBOI MOBH, Ha0araTo OUIbII aKTyallbHi, HIXK YMOTJISIHI
rpaMaTUKy TPaAULiiHOI JHTBICTHKH. KpiM TOro, BUXOIUTH OLIBII
00’€KTHBHE JOCIIJDKEHH: rpaMaTHKa IpaBUibHA JIUILE LI0JI0 TOTO
a00 1HIIIOTO KOPITYCYy TEKCTIB.

[To-m’siTe, He 3aMuIIMIOCh 0€3 yBaru i BHBYEHHS TEKCTIB.
Hanpuknan, BHKOPUCTOBYIOUM KOPITYCH, MM MOXXEMO HAaBUUTHCS
BHU3HAYaTH  (YHKIIOHAJIBHUM  CTUIb  4Yepe3  CTATUCTHUYHI
XapaKTePUCTHKH TEKCTY — CEPEIHIO JOBXHHY CJIOBa 1 MPOIO3UILii,
XapaKTepHi MOEJHAHHS CIiB Tolmo. Taki MEeToAU BXKe ICHYIOTH 1
BUKOPHUCTOBYIOTBCSI B~ aBTOMaTHYHOMY  pedepyBaHHI  Ta
TeMaTUYHOMY nouryky. [IpyyoMy BUBYATH TaKHUM CIIOCOOOM MOKHA
HE TIJTbKH MUCHbMOBUH, ajie i yCHHUM TUCKYPC.

[To-mocre, KOpITyCHa JIHTBICTHKA aKTUBHO
BUKOPUCTOBYEThCSI B  JIIHTBOAMJAKTHULI, TOOTO B HaBYaHHI
iHo3eMHUM MoBaM. KoprnycHa JIIHTBICTHKAa Ja€ MOJMKJIMBICTb
OHOBUTHU HaOlp MPUKIAIIB, SIKI BUKOPUCTOBYIOTHCS Y BUKJIAJaHHI
MOBH.

I wapemTi, ocoOnuBMiA 1HTEpeC IS TEPEKIaJT03HABIIIB
CTaHOBJIATh 0AaraTOMOBHI KOPITYCH, «BUPIBHSIHI» a00 «ITOpPIBHSHI»
(aligned). Y «BupiBHSIHOMY KOPITYCi» KOXKHii (hpa3i 0JIHIEFO MOBOIO
BIJIMOBiA€ 11 €KBIBAJICHT 1HIIOI MOBOIO 200 MoBamu. Taki Koprycu
BHKOPHUCTOBYIOTBCSI TIiJT 4Yac TMIATOTOBKM TMepekianadiB  abo
CTBOPEHHSI JIBOMOBHHUX CJIOBHHKIB. Jly)ke Ba)JMBI BOHHU JUId
CTBOPEHHSI CUCTEM aBTOMATHYHOI'O MAIIMHHOIO Nepekiany (SKIo
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Taka CHCTEMa CIHUPAEThCS Ha KOPIYC MEpeKIaiiB, 3pOO0JICHHX
nepeKalaqyaMu-IItoIpMe, ii sKkicTe Oyzne Habararo Buiie). Kpim
TOro, TaKUi KOpPIyC MOKHa BMKOPHCTOBYBAaTH [UIf JOCIHIJKEHb,
OB’ SI3aHUX 13 MOPIBHSHHIM OPUTIHAJIBHUX 1 MEPEKIATHUX TEKCTIB.

[TapanenbHi KOPIyCH TaKOXX MOXXYTh OYTH JBOX THIIB —
BupiBHsHI (aligned) i veBupiusni (Not aligned). «BupiBHSHICTBY
O3Hayae, 110 B KOPHYCl ICHYE YITKHWA 3B’S30K MK OJUHHUIISIMH
nepekyany, ki BIAMOBIIAIOTH OJUH OAHOMY. TOOTO MM MOXKEMO
IIBHMJIKO 3HATH, K T€ YU IHIIE CJIOBO a00 pedyeHHs NepeKIaaanocs
Ha 1HIIY MOBY. 3a3BUYail TAKUMH OJMHHULAMH HEPEKIaTy CIyTyIOTh
BCE- TAKH PEYCHHS, OCKUTLKU YacTO CKJIAJHO BUPIBHSITH CJI0Ba (a/Ke
3a3BUYail MEpeBOJSATh HENOCHiBHO). Takuii KOpIyc HaWOUIbII
KOPHUCHUI ISl TIepeKiagada, OCKUIbKU SIBISIE COO0I0 Ty camy
«mam’saTh mepekiaaaiey (translation memory) — Gesuinnuit pecypce,
0  JI03BOJISIE ~ BUKOPUCTOBYBATH  TONEpPEAHI  NEpeKyau.
HeBupiBHSHI KOPIYCH I11€ HA3UBAIOTh «I1OPIBHAIBHUMM.

Ipeamer pocaimkenHsa. Sk i Bca Hayka IIpo MOBY,
KOPITYCHA JIIHTBICTUKA BUBYAE 3€01IBIIOT0 OMUC 1 TOSICHEHHS CYTI,
CTPYKTYpPH Ta BHUKOPHUCTaHHS MOBH, a TaK camoO OUIbII MpHUBATHI
NUTAHHSA: BHMBUYEHHS MOB, iXHI 3MiHM Tomo. OjAHaK KoOpIycHa
JIHTBICTHKA CTOITh Y MOBO3HABCTBI JIeIIO OKpeMo. MorkHa
3a3HAYUTH, [0 YaCTO BOHA OOMEXYETHCS BHBUEHHSIM IIBHUJLIE
JIEKCHKH Ta JICKCHYHOT TPaMaTHKH, HI’K CHHTAKCHCY.

3. YcHi Ta nucbMOBi Kopnycu. Benuka yacTiHa KopnyciB
MEpIIOTr0 MOKOJIIHHSA Oyau BHUHITKOBO NHCbMOBUMH. [lnchMOBI
TeKCTH Habararo Jierme 30upatu. ICHYIOTh TPH METOAM BBEIEHHS
MUCHMOBUX TEKCTIB Yy KOMIT IOTEP:

— 3aHOBO HabHWpaTH TeKcTH (1€ Kpaile, HiX HpoOuBaTH
nepdokaptu, sik 0yno 3 bpayHiBCbKUM KOPITLyCOM);

— BUKOPHUCTOBYBaTH TEKCTH, fAKI BXe ICHYIOTh B
€JIEKTPOHHIN popmi;

— CKaHyBaTW HAIPyKOBaH1 TEKCTH (aje BOJHOYAC MOTPIOHO
BUIIPABJIATH 0arato MOMUIIOK).
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Benuki cywacHi KoprycH 3a3BU4Yail  KOMOIHOBaHI 3
nepeBakaHHsAM MucbMOBHX TekcTiB. Hapite y BNC mume 10 %
TEKCTIB € YCHUMHU.

MoBa niepeBakHO iCHY€ came B yCHill (hopMi, MMCHMOBA HOTO
dbopma BropuHHa. ToMy Tak BaXXJIHMBI yCHI KOpIycH abo0 3MiliaHi
(mampukinan, Corpus of Spoken American English (1991), 1 mun
cnoBoBxkuBaHb, 80 romuH 3By4yaHHs. Map Task Corpus (1991,
VYuiBepcurer ['nmasro, Illornannis), 147 THCAY CIIOBOBKHUBAHbD,
16 roauH 3By4YaHHs).

YcHI KOpIycH MOXYTh MICTUTH SIK MOHOJOTIYHE, TaK i
niayoriune moneHHs. 11006 3i10paTi MaTepian, BHKOPUCTOBYIOTHCS
3amucy 3 pajio 1 TenebayeHHs, OMUTYBaHHS.

OanomoBHi Ta OaratomoBHi. KoprnycHux miHTBiCTIB
(0co0JIMBO OB’ SI3aHUX 13 TIEPEKIIA0OM) 3aBXK/IU 1IKABUJIO 3aBIAaHHS
CKJIQJIaHHS KOPIYCIB JEKITbKOMa MOBaMH. YXE B IEpIIOMY
MIOKOJIIHHI MOYajy 3 SBJISTHCS JABOMOBHI KOPITYCH JJIsi TAKUX MOB,
K aHrjiiicbka, (QiHCbKa, (QpaHIy3bKa, HIMEIbKa, TIpeIbKa,
HOpBE3bKa, ICMAaHChKA, IIBEICHhKA, Bajuliiichbka. Taki KopIycH Iie
Ha3WBaIOTHCS Ditexts.

4. JlinrBictTuuHi JociaimkeHHsi Ha 0a3i  kopmyciB.
JIIHTBICTUYHI KOPITYCH CKJIaJIal0Th, II00 HAJATH OCHOBY VISl OLIBII
TOYHOTO ¥ aJeKBAaTHOTO OMHCY CTPYKTYPHUX 1 (PYHKIIOHATHHHUX
rapaMeTpiB MOBH.

[IpakTHyHO BCi CydacHl CJIOBHHMKHM AaHIJIIHCBKOI MOBH
noOynoBaHi Ha 0a3i kopmyciB. Koprycu gornomaraiorh JOCTOBIPHO
BHU3HA4YUTHU HaOip cioBodopM (types) y MOBi, IEMOHCTPYIOTh MOSBY
HOBHUX CIIOBO(OPM, BUKOPHUCTOBYIOTBCS JIUISI YTOYHCHHS Pi3HUX
3HaueHb OJHOTO CIIOBa 1 IX BIMHOCHHMX 4YacTOT. HaiiBimomimmii
npukinan — ciaoBHukH BuaaBHHUITBA Collins, moOynoBani Ha 0asi
koprycy Cobuild Project.

IcHyrOTP JOCHITXKEHHS, $KI OMNHCYIOTh, SKa JIEKCHKa
cnenudiyHa UIsl EBHUX THUIIB TEKCTIB 1 HaBPs YU 3 SBUTHCS B
iHmuX. Tak, 171 HayKOBUX TEKCTIB OJHHUM 13 TaKUX CIIIB € JIIECTIOBO
to measure, a s xynoxsix — to Kiss.
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[H1IIE 3aCTOCYBAHHS KOPITYCiB y JIGKCHYHUX TOCITIDKEHHIX —
omuc croinydyBaHocTi cmiB (collocation). EnekTpoHHI KOpmycu
JO3BOJISIOTH  JIOCTI/DKYBAaTH TPOOJIEMY CIIOJIYy4yBaHOCTI OLIbIII
00’ekTuBHO. Hampukian, MH MOXEMO MOpaxyBaTH CTaTUCTHYHY
3HAYYIIICTh PI3HUIIl MK THM, SIK ()aKTUYHO MOEIHYIOTHCS CJIOBA B
KOpITyCi, 1 TUM, SIK BOHM TEOPETHMYHO Maiu O MOEIHYBaTHUCS, HA
MiJCTaBl IXHIX 1HAMBIAYadbHUX 4YacTOT. Hampukian, cioBo
Christmas 4acTo NO€AHYETbCS 3 TAKUMH PIIKICHUMH CIIOBAMH, SIK
day, eve, tree, cards i present.

BuB4aTH CHHTAaKTHKY B KOPIYCI CKJIaJHIIIE, HDK JICKCHKY.
OcHOBHA TPUYHMHA — CKJIAHICTh aBTOMAaTHYHOTO CHHTaKCHYHOTO
aHai3y MOBH (IIAPCHUHTY).

[Ipote, mig yac mepexoay BiA piBHS CIIIB Ha piBeHb ¢pa3 i
pEeUYeHb, KOPIIYCHI METOAM HE BTPAavyalOTh CBOEI 3HAYYILIOCTI.
KoprrycHa niHrBicTHKA MEPEKOHINBO TIOKa3aja XUOHICTh TyMKH TIPO
TE, 0 CHHTAKCHYHI KOHCTPYKIIi CIIOJIy4yIOThCSI Ta BapilOIOTHCS
a0CcoOTHO BUIbHO. HaBmaku — BOHM TaKOXX 3aJIeXkaTh Bij )KaHPY, K
1 JIGKCHKa.

KopmycHi nocnigkeHHsT MOXYTb JOIIOMOITH PpO3B’sA3aTH
CKJIaJHI rpaMaTH4Hi Koji3li 3 mpuBoay HOpMH. Tak, micis ciioBa
different moxyTs #tTu ciioBa than, to a6o from. Hesicho, sike 3 HUX €
OupIl mpaBuiIbHUM. JlocmipkeHHs Ha Mmarepiaii bpayHiBChKOro
koprycy i LLC moxkazamu, mo different from suxopucToByeThcs
Habararo yacrime 3a iHmux, a different than mBume xapakrepHo
JUTSl aMEPUKAHCHKOT aHTJIIHCHKOI.

OT1xe, MU OOAUMIIM, IO ONMUCH TAKUX ACMEKTIB MOBH, 5K
JIeKCUKa, MOp(OJIOoTisl, CHHTAKTHKA 1 yCHE MOBJIEHHS, Ha 6a31 aHai3y
KOPITYCiB JJaJId HaM JIy’ke 6arato HOBUX 3HaHb Ipo MOBY. KopmnycHa
JIHTBICTUKA TMOKH HE 3I1HCHMIIA CUCTEMHUH OITMC BCIX AacIEKTIB
aHITMCbKOI MOBHU (LIOOLIBIIE, YKpPaiHCBKOI), ane 3po0JIeHO BXKe
TOCUTb, MO0 MPUITYCTUTH, IO KOPITYCHUN OTHC MOBH Oyie JaBaTu
Bce Oinblie iHpopMalii Ipo BiTHOCHY YAaCTOTHICTH SIBUIIl MOBHU B
PI3HUX 11 Bapiamisx.

5. Orpumanns iHdopmauii 3 kopmycy. JIiHTBICTHUHY
iHpopMmalito 3 KOpHmycy MOXHA OTPUMAaTd 3a JOMOMOTOIO
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CHeIiaJbHUX KOMIT IOTepHUX mporpaM. Halmpocrtimmii dopmat
BifoOpaxeHHs iH(opMarii mpo Kopryc — 1e mpocti crnucku. Lli
CIIUCKM MOXKYTh OYTH PI3HHX THIIIB — BIJ IPOCTHUX TJIOCApPiiB 110
KOHKOP/AHCIB.

dopmar MPOCTOrO CIUCKY HE Ja€ MOMJIMBOCTI 3HATH
MOJIICEMI0 1 HEOJHO3HAYHICTh TPAMATHYHOTO KIIACy CJIOBA,
OCKIJIbKH 11€ HEMOKIIUBO 3p00nTH 6€3 KOHTEeKCTy. [1[00 po3ioparucs
3 UMM MUTaHHAM, HaM TOTpiOHO Oyae mHepedTH 10 MOHATTS
«Konkopmancy» (concordance).

Konkopmanc — 1e HE TMpOCTO CHHCOK CiIiB  abo
CIIOBOCIIONyYeHb. MOro MiHHICTH MONATaE y TOMY, IO BiH Ja€
KOHTEKCT cjioBa. TOOTO, MU MOXKEMO 3aIIyCTHUTH IMOIIYK 1 OTpUMATH
BCI MOSIBH IIbOT'O KOHKPETHOT'O CJIOBA B TEKCTi. Pe3ynbraTu monryky
JIEMOHCTPYIOThCs B (hopmari, sikuii HazuBaeThest KWIC (key word in
context). 3a3Buuail mig dYac HATHCKAaHHA Ha pPSAOK Iporpama-
KOHKOpJIaHCEP BUIA€ TIOBHUH KOHTEKCT.

OpHi€ro 3 HAWOLIBII MOMUPEHUX MPOTPaM-KOHKOPAAHCEPIB
e WordSmithTools https://lexically.net/wordsmith/ Maiika Cxorra 3
Oxkcdopacekoro yHIBEpCHUTETY, ajie BOHA muatHa. [Ipore, MoxHa
CKayaTH JIEMOHCTpaLiifHy Bepciio 3 0OMEXEHUMH MOXKJIMBOCTSIMH.
[Mpaktiuno wiumm WordSmith He mnocrtynaerbcs Oe3KkOMITOBHA
nporpama  AntConc, po3poOieHa  SMOHCBKMMHU  BYEHHUMH
http://www.antlab.sci.waseda.ac.jp/software.html. VY wiii peanizoBani
BCl HeoOXinHI (yHKIIT — CIHCOK CIiB, KOHKOPJAHC, IOIIYK
KOJIOKaIlii.

KoHTpoJbHI nuTaHHSA

1. Illo Take miHrBicTMuHHMI kopmyc? HapeniTe mnpukianu
KOPIYCIB.

2. I1lo € mpeaMeToM JTOCHiKEHHsI KOPITYCHOT JIIHIBICTUKH?
SIka rosoBHa MeTa KOPIYCHOI JIIHTBICTUKH?

3. llo € mpeamerom momryky B Kopryci? SIki BIacTHBOCTI
KOpITyCYy BH 3HA€TE?

4. SIki OCHOBHI HaIIPSIMKH KOPIIYCHOI JITHTBICTUKHU BU 3HA€TE?
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5.5k MoxHa oTpuMatd 1HGOPMAIIO 3 JIHTBICTHYHOTO
koprycy?
6. [Llo Take koHKOpIAHC?

Cnucox BUKOPUCTAaHOI JiTepaTrypu
1. Jemceka-Kympuunibka O. OCHOBHM HaIiOHAJIBLHOTO
Koprycy ykpaincekoi moBu / O. Jlemchka-Kynpuninpka. — KuiB :
InctutyT ykpaincekoi moBu, 2005. — 220 c.

JIEKLIA 6
MPUPOJHUM IHTEJIEKT I INITYYHUHA IHTEJEKT

1. MoaenoBaHHss B KOMII'IOTepHiil JiHrBictuni. MoBu
NpeJCTABJICHHS 3HAHb SIK BAPiaHT IITYYHUX MOB.

2. Ilpupoauuii inTenekT (iHTEJEKT JOAUHM) i IITYYHHIA
iHTesJeKT (iHTeJleKT KOMII'I0Tepa) fIK Horo moneab. Moaedi
3HAHb B IITYYHOMY iHTeJIeKTi.

3. [liznxoau 10 cTBOPEHHSI CHCTEM IUTYYHOIO iHTEJIEKTY.
Mammna Ta Tect Tiopinra.

1. Meroa MoenfOBaHHS MOBU Ta MOBHUX TIPOIIECIB IIUPOKO
BUKOPUCTOBYEThCS JIHTBICTAaMHM, TOMY IO Ja€ MOXKIIUBICTh
peamizyBaThd TEOpEeTUYHI 3HAHHS Ha npaktumi. [IpukiamHa
JIHTBICTUKA TMparHe OyayBaTH MoOJENi, IO Bi0OpakaroTh
KOHKPETHI TMPOIIECH MOBJICHHEBOI ISUTBHOCTI JIIOJAWHH B Till 4M
1HIIH cuTyaii.

Y JIHCrBICTHIII OCOOJIMBO BaXKJIMBI MOJEN MOBJIEHHEBOT
TiSTBHOCTI, TICHO TIOB’SI3aHI 3 MOJEIAMH MUCJICHHS (Mojeii
MUCJIEHHS JOCTIIKYIOTHCS B JIOTII), TOMY IO JIOT14HI 1 TpaMaTHKO-
ceMaHTH4H1 popMH — 1€ (OPMHU OJJHOTO 1 TOTO K CAMOT0 00’ €KTa.

MopentoBaHHST MOBHOTO 1 JIIOJCBKOIO MHCIEHHS — IIe
3aB/IaHHS MITYYHOTO 1HTENEKTY SK OJHOTO 3 MPOBIIHUX HAYKOBHUX
HaIpsIMKiB iHQOPMATHUKH, [0 CTBOPIOE MAIIIUHHM, 3/1aTHI PO3YMITH,
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MOJICJTIOBAaTH ¥ aHaji3yBaTH TEKCTH, 30epirat 1 mepepoOssTh
iHpopMmalio, yXBamOBaTH pimeHHS. MOZIETIOBaHHS  MOBH
HEOOXIIHO I  TOBHOIIIHHOTO  CHUIKYBaHHS B  JIFOJIMHO-
KOMIT IOTEPHOMY CEpPEIOBHIIII, 2 MOJICTFOBAHHS JIOTIYHUX MipKYBaHb
— JUIA pO3B’s3aHHS PI3HUX 3aBJaHb IHTEJEKTYaJbHOI0 CUCTEMOIO
(IC). Cucrema mTY4YHOTO iHTENEKTY TOBUHHA PO3B’sI3yBaTH TBOPYI
3aBJaHHS 1 BECTH J1aJIOT 13 JIFOJMHOK Ha OCHOBI 3aKJIaJIeHUX Yy Hel
3HaHb (MIPOLEAYPHUX 1 IEKJIapATUBHHUX ).

VY mITy4HOMY IHTEJIEKTI BaXKJIMBO MOHSTTS «3HAHHS», a Mij
yac 1moOyJOBH IHTEJIEKTyaJbHUX CHCTEM — MOBH IOJAHHS 3HaHb.
3HaHHS — 1€ JOCBiJl, HABMYKH Ta BMIHHSA. PO3pi3HSAIOTH 1Ba
OCHOBHUX BUIM 3HaHb — dexnapamueni («3HAHHS 110») 1 npoyedypHi
(«3HaHHs siKk»). JleknapaTuBHI 3HAHHS IOJAIOTHCS 3a3BHYAN Y
BUIJISI/II CYKYIHOCTI MPOTMO3HIIH, TBEpPIKEHb NpPO I10-HEOYHb.
JleknapaTuBHI 3HAHHS MIAIOTBCA mporenypi Bepudikamii B
tepminax «True — False». IlpomeaypHi 3HaHHS MMOJAIOTHCSA SIK
MOCTITOBHICTH (CTIIMCOK) OTepartii, Aii, ski moTpioHo BukoHaTH. Lle
Jiesika 3arajibHa IHCTPYKIIIS MPo Aii B AesKii cutyarlii. XapakTepHui
NPUKIIAA TPOUEAYPHUX 3HAHb —  IHCTPYKIIl 3 KOPHUCTYBaHHS
MoOYTOBUMH MIPHUIATaMH.

Ha Bigminy BiJ AekiIapaTUBHUX 3HAHb, IPOLEAYPHI 3HAHHS
HEMOXIIMBO Bepu(ikyBaTH fK icTUHHI a6o XuOHi. IXx MoHa
OLIIHIOBAaTH TUIBKU 3a YCHIIIHICTIO-HEYCIIIIHICTIO aITOPUTMY.

Jns mpukiagHOi JIHTBICTUKA OCOOMMBO Ba)IJIMBI MOBH
noaanHsa 3HaHb (MII3), mo BUKOPUCTOBYIOTHCA MiJ Yac OMHCY
3HaHb. MII3 — 1e mty4yHi MoBH, MOOY/I0BaHI 32 3aKOHAMH IUTYYHUX
MoB. Haitbineir Bimomi MII3 — e noriuni, Mmepexesi, ppeiimoBi i
MPOAYKIIIHHI.

Jloriuni MII3 moparoTh 3HAHHS y BHTJSAI CHHTAKCUYHO
NpaBUWIBHUX (GopMyn Oyab-skoi (GopManbHOI JIOTIYHOI CHUCTEMHU.
JloriuHux cucteM Ayxe Oararo, aje HaiyacTillle BUKOPUCTOBYIOTh
JIOTIKYy peUKaTiB 1-ro nmopsAaxy Ta ii MOBY.

Mepexest MII3 sk Mozeni BUKOPUCTOBYIOTh CEMaHTHYHI
MEpexKi, Ie BY3IH Mepexi — 1e Oyab-saki iHGopMaiiifHi OJUHUII —
MOHSATTS, (aKTH, TPOLIECH, IMEHA, a AYTH — BIAHOCHUHH MK HUMH.
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Bignocuan MoxyTh OyTH Oyab-sIKUMH (THMYacOBi, MPHUYUHHO-
HACJIIIKOBI, O1TbIIIe-MEHIIIE TOIIIO).

®peiimoi MII3. OcHoBHI xapakTepucTuku Iux MII3 —
KOMITaKTHICTh 1 BKJIQJICHICTh piBHIB. ®peiimM — 11e mabaoH TUIOBOT
cuTyarlii abo aesika CTPyKTypa, sika MICTUTh BIJIOMOCTI PO TIEBHUM
00’€KT, HOr0 XapakTepUCTUKH ab0 iXHIX 3HAYECHHS 1 € IUTICHOIO
OJIMHUIICIO 3HAHb.

[Mpoxykuiitni MII3 HapmatoTe 3A€0UTBIIOIO MPOLEAYPHI
3HaHHA, NpudoMy (opmyna mpocta — «SKIIO ..., TO ...». <«SIKiI0
temneparypa 40°, To BUKIMKail IIBHIKY JOTIOMOTY 3a TeTe(OHOM
«103».

2. lltyuynnii inTesaext (II) — ue naykoBa gucumiiiza,
mo BUHHKIA B 1950-X pokax Ha CTHKY KiO€pPHETHKH, JIHTBICTHKH,
McUXoJorii, mporpamyBaHHs. Big modatky nocmimkenns y chepi LT
3MIACHIOBAIMCS y JBOX HampsiMkax. [lepmmii (Giojoriunuii) —
cnpobu  3MOJENIOBAaTH 32 JOMOMOIOI  INTYYHUX  CHCTEM
TICUXOJIOTIYHY [iSUTBHICTB JIFOJICBKOTO MO3KY 3 METOI0 CTBOPEHHS
mWTYy4HOro po3ymy. [pyruii (mparmatuyHuii) — CTBOPEHHS
porpaM, M0 JO3BOJIAIOTH 13 BHUKOPUCTAHHSIM KOMII IOTEpa
BIATBOPIOBAaTH HE CaMy PO3yMOBY JisUIbHICTB, @ MPOIECH pOOOTH.
Pesynmprat, oTpuMaHi B I[bOMY HAmpsIMKy, MarOTh BaXKIUBY
MPAKTUYHY LIHHICTb.

T — wue mporpamHa cucrema, 10 IMITye Ha KOMII HOTEpI
MUCIICHHS JTFOAMHU. 3BHYaiiHI KOMII IOTE€pHI IPOTrpaMu MpauioTh y
peXuMI  CYBOpPMX  TOCHTIZIOBHHX  KpPOKIB,  MPOJUKTOBAHUX
QJITOPUTMOM PO3B’sI3aHHSA 3aBJaHHA [1].

OcHoBHoto BiAMiTHOIO 03HaKo1o 1111 € poOoTa 31 3HAaHHIMH.
SIkmo a7 3BUYAWHUX MOporpaM IOJAHHS JaHUX aJITOPUTMY
BU3HAYAETHCS HA PIBHI OMHCY MOBHU TporpamyBaHHs, TO s LI
MOJIaHHs 3HaHb BWJIMBAEThCA B MpoOieMy, MoB’s3aHy 3 OaraTtbma
MUTAaHHSAMU: 1110 TaKe 3HAHHS, K1 3HaHHS 30epiratu B CUCTEMI Y
¢dopmi 0a3um 3HaHb, Yy SKOMY BHUIJISAI 1 CKUIBKM, $K IX
BUKOPHUCTOBYBATH, TIOTTOBHIOBATH TOIIO.

Ha Bigminy Bix gaHuX, 3HaHHS MAaIOTh TaKi BIACTUBOCTI:
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1. 3HaHHs y BUTIIA1 0231 TOIAIOTH K caMy iH(OopMaIliro, Tak
1 iH(opMarliifHi CTPYKTYpH, sIKIi MOKHA BUKOPUCTOBYBATHU IIiJl 4ac
(dhopMyBaHHS 1HITUX 3HAHB.

2. CTpykTypHicTh —  (OpMYyBaHHS CKJIAQJHHX 00’ €KTIB
BUKOHYETHCA 3 IPOCTHUX 3 JOIIOMOT'OI0 YCTaHOBJICHHS 3B’ SI3KIB MIXK
HUMH.

3. 3B’s3HICTh — BiIOMBAIOTHCS 3aKOHOMIPHOCTI 3B’SI3KIB
¢axTiB 1 mpoueciB y BUTIIAAI NMPUYNHHO-HACTIAKOBUX BiJHOIICHD
MIXK HUMH.

4. AKTUBHICTh — 3HaHHSA NependayaroTh IIIECIPIMOBaHE
BUKOPHUCTAHHS iHpopMmarii, CTIIPOMO’KHICTh YIIPaBJIATH
iHpOopMaLiIHUMU [TPOLIECAMU 32 PO3B’I3aHHIM 3aB/1aHb.

OcHoBuuMM dyactuHaMmu cuctemu I, 3acHoBaHMMHU Ha
3HAHHAX, €: 1) 6a3a 3HaHb; 2) MEXaHi3MU BUCHOBKY; 3) iHTepdeiic
KOpHCTYyBaya.

KoxHa 3 mux yacTuH Moxke 0yTu moOyaoBaHa Mo-pisHOMY
B pI3HHX CHCTEMaX, yCi BOHHM MalTh CIIJIbHE XapakTepHe
3aBJJaHHs — MOJIEJIIOBAHHS JIIOJICHbKUX MIPKYBaHb.

3HaHHS, Ha K1 CIOUPAETHCS JIIOJAUHA, PO3B’SI3YI0UH T€ YU
1HIIIE 3aBAAHHS, TyXKe PI3HOPIAHI 1 MICTATh TaKi CKJIAJ0BI1 Mi3HAHHS:
MOHATIMHI 3HaHHSA (HAOlp TOHATH 1 iXHI B3a€EMO3B’SI3KH);
KOHCTPYKTUBHI 3HaHHA (3HAHHS NPO CTPYKTYPY 1 B3aEMO/II0 YaCTUH
pi3HUX OO0’€KTIB); HpOLEAYpHI 3HAHHS (METOAM, aITOPUTMHU 1
IIpOrpamMM po3B’s3aHHs 3aBAaHb); GpakTorpadivyHi 3HaHHS (KUIbKICHI
1 IKICHI XapaKTEPUCTUKHU 00’ €KTIB, SIBUIL 1 iX €JIEMEHTIB).

ITyuynuii  inTesext (artificial intelligence), aGo
mrTyunuii  po3ym (artificial mind) Bu3HavarTh SK TEBHY
KOMIT'IOTEPHY MOJIeNIb MPHUPOJHOTO IHTENEKTY, ab0 IHTENEKTYy
JIFOIMHHU.

VYMiHHS T[paBWJIBHO CTaBUTH  3aBJaHHA  PO3YMOBOI
TUSITBHOCTI, AoOWpaTH TOTpiOHY ¥ BceOluHy iH(MOpMaIiio mpo
JOCHIKYBaHI  00’€KTH  JNIHCHOCTI, CTPYKTYpyBaTH II€BHY
MpeIMeTHY Taly3b — OO’€KT PpO3yMOBOi MISUIBHOCTI, a caMe:
BiJIHAXOJIUTH ii peieBaHTHI O3HAKU 1 BCTAHOBJIIOBATH 3B S3KU MiXK
Humu. [IpobremMaTtnka  KOMITIOTEPHOI  JIIHTBICTHKHM — 4acTo
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MOB’SI3YETHCA 3 MOJICTIOBAHHSAM CIUIKYBaHHSA, 30KpeMa, 13
3a0e3MeUeHHM CITUIKYBAaHHS JIFOIUHH 3 KOMIT IOTEPOM ITPUPOIHOIO
a00 0OMEXEHOI0 TPUPOJIHOIO MOBOIO.

3. Binomuii  Opuranchkuii  BYeHHil  AjyaH M. Tropiar
3allpONOHYBAB OJMH 3 MOJJIMBHUX KPHUTEpPIiB OLIHIOBAHHS PiBHSA
«MAIIMHHOTO MHUCIEHH». Po3pobieHa HUM mpouenypa BijjoMa siK
«rect Tiopinra». Ines JIOCUTHh TMpPOCTa: SKIIO JIIOJWHA,
CHUIKYIOUHCh 3 MAIIMHOK, HE 3MOXEe IMOMITUTH, 1o il
CIIBPO3MOBHUK — aBTOMAT, TO MO>XHa BHM3HATH, 1[0 TaKa MallllHa
MUCIIUTH SK JIOJWHA, TOOTO Ma€ iHTENIEKT, MOMIOHMIA 10 IHTEIEKTY
moAuHU. BogHoYac K yMOBa «4YHCTOTH KPHUTEPilO» BHUCYBA€ETHCS
HU3Ka OOMEXEHb, BHMOT JIO0 pETEIbHOCTI BHUKOHAHHSA TECTY:
nepenyciM — KOHTaKT MK JIIOAMHOIO0 1 MAallMHOI0 MYCUTh OyTH HE
IPSIMUAM, @ OTIOCEPEAKOBAHUM, TOOTO iXHE CIIJIKYBAaHHS 3IHCHIOE
neBHUM npuctpiif. Kpim Toro, 11e 0CHOBHE OOMEXEHHS MOXe MaTH
HU3KY  JOJATKOBUX,  IIJCHIIOBAIbHUX  YMOB  IIPOBEICHHS
eKCIIEpUMEHTY, HalpHUKIaJ, OKPECICHHs JJs CHUIKYBaHHS MEBHOI
MpeIMETHOI Taiy3i, MOBH CIIUJIKYyBaHHS, 1 ckiaay Toulo. Sk
BII3HAYalOTh  (DaxiBII-MPAKTUKH,  «HE3BAKAOYM Ha  CBOIO
Cy0’€KTUBHICTB, TeCcT TIOpIHTa K KPUTEPIN IHTEIEKTYalIbHOCTI Ma€e
BEJMKI epeBaru. Bin ciupaeThcst Ha NOPIBHAHHS 3 JIIOJUHOI0. JoKH
B HAC HEMa€ 3arajibHOi TeOpii MUCIICHHS, BU3HATH JIEII0 MUCIISTYUM
MH MOKEMO T1JIbKH, TIOPIBHSABIIH 11€ «JIEII0» 3 JIFOIUHOIO — €JJUHOIO
1CTOTOI0, 110 MAE IIF0 XapaKTEPUCTHUKY arpiopi.

[le omgHi€ro 3 HAWOLIBII I[IKABUX KOMII IOTEPHUX MOJIEIe
Jiajory, o BUKJIMKaJa )KBaBl TEOPETUYHI TUCKYCii, Oysia mporpama
Jlxozeda Beiinenbaym «Emniza», mepmuii BapianT K01 3’ SIBUBCS B
1966 p. Cnouarky «Emiza» cTBoproBasacs £K irpamika Ta
HaBYAJIbHMNA 3pa30K MporpaMHU-iMiTaTOpa, METOI0 SKOI € He
MO/ICITFOBAHHS MUCIICHHSI B TOYHOMY CEHCI, 8 MOJIEITFOBaHHS MOBHOT
noseniHku. [Iporpama niaTpumMyBana po3MoBy 31 CIIBpO3MOBHUKOM
y peaJibHOMY 4aci, OJJHaK M1 4ac ii po3po0iieHHs OyiIu BUKOPUCTAaH1
oOMeXeH1 TNporpamMHi pecypcH, JIHTBICTUYHUM aHalli3 1 CHHTE3
TaKoX OyJv 3BE/ICHI 10 MIHIMYMY.
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3 JHTBICTUYHOTO TOTJISAAY aJITOpUTMH Tiporpamu «Emiza»
MICTSTh MiHIMyM JiHTBicTH4HOI iH(opmanii. Ilo-mepime, ue
KOMIUIEKC KJIIOYOBHX CJIiB, sKi aKTyami3ylOTbCS B JI€AKl CTIiHKi
KOMYHIKaTHUBHI (popMynH (11aGJI0HH ), TO-APYTE, 3AaTHICTh BIIHOCHO
HECKJIQJIHO  TpaHC(OpMyBaTH  TMOMEPEIHE  BUCIOBIIOBAHHS.
Hanpuknan, nporpama B 3M031 IepepoOUTH MOTIEPETHE TBEPIXKEHHS
B 3araibpHe nutanHs https://www.cyberpsych.org/eliza/.

Komn’roTepHuii €KCIEPUMEHT 3 MPOrpamoro, 110 MOEIIOE
MOBE/IIHKY y4YacHHKA KOMYHIKallli, /103BOJISIE €KCHEPUMEHTATbHO
MiATBEpIUTH ab0 CIpocTyBaTH OaraTo MOJIOKEHb Teopii mianory,
PO3pO0ICHUX SIK y JIHTBICTHUI, TaK 1 B CyMDKHUX JAUCHUIUTIHAX — Y
JTUCKypC-aHami3i, Teopii KOMyHiKalii, MCUXoJorii Ta COIioJorii
CIJIKYBaHHS.

Ha cborogni B rajiy3i MITY4HOTO 1HTENEKTY HaKpPECITHIUCS
TaKi HAIpPsMH, Y po30Y/IOBi SKUX € IEBHI 3100YTKH i MEPCIIEKTUBH:
JIOBEJICHHSI TEOPEM; PO3Mi3HABaHHS 00pa3iB (CIYyXOBHUX 1 30POBHX);
Teopis irop; aJanTHBHE, AMHAMIYHE i eBPUCTUYHE IPOTPAMyBaHHS;
yXBaJICHHS PillIeHb; IPUPOJIHA MOBA Ta il MalllMHHE PO3yMiHHS a00
CHUIKYBaHHSI 3 KOMII'IOTEPOM MPHUPOJHOI0 MOBOIO; CUCTEMH 13
caMOOpTraHi3alll€l0 Ta CAMOPETYJIFOBAHHAM, CHHEPreTHKa; pOOOTHKA;
CTBOPEHHS KOMIT'IOTEPOM MY3UKH; CaMOHaBYaJIbHI MEpEexi;
00poOJeHHS MaHUX, MOJaHMUX IMPHPOTHOI0 MOBOIO; BepOasbHE M
KOHIIETITyaJIbHEe HaBYaHHSI.

KonTpoJbHi nuTanus
1. [Ilo Take cucTeMa MTYYHOTO IHTEIEKTY?
2. HaBenith knacudikariiro MIT3.
3. Hanpsitmku mocmimkenss y chepi LI
4. SIxi BIacTUBOCTI 3HaHb BaM BigoMi?
5. SIki mpoOneMHu BUHUKIN y 3B’A3KY 3 (YHKI[IOHYBaHHSIM
KOMIT IOTEPHUX MOJIeNeN CIIKyBaHHS?
6. Y yomy nonsirae cyth Tecty Tropinra?
7. Sxi manpsimu 111 MaroTh neBHi 3100yTKH i NEPCHEKTHUBH?
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CnucoK BUKOPHUCTAHOI JIiTepaTypu
1. KapminoBceka €. A.  Berynm 710 KOMITIOTEpHOI
miHrBictuku: migpydnuk / €. A. KapminoBceka / Bigm. pen.
A. 3arnitko. — [{onenpk : FOro-Boctok, 2006. — 188 c.
2. @enopoB E. E. BBenenne B cHCTEMBI HCKYCCTBEHHOTO

unTeiekra : yuebn. moc. / E. E. ®denopos. — Jlonenk : Hayka i
ocsita, 2006. — 84 c.

JIEKIIA 7
CUCTEMU MAIIMHHOTI'O NEPEKJIAY

1. ETanu po3BUTKY MamImHHOT0 nepexiaaxy (MII).

2. Cyuacui crparerii crBopeHns cucrem MII. Tunm
cucrem MII.

3. [lepeBaru Ta HexoJiku cuctem MII.

1. 3aBxau NOTPIOHO UITKO PO3PI3HIATH ABTOMATHYHUI
nepeknan (Machine translation, MT) i mepekian 3a JA0IMOMOTOIO
komi’toTepa (computer-aided translation, CAT). ABromartn4Huii
nepekyaj — e Oyap-ska cCucTeMa, sika BIacHe nepekianae. Bei iHmn
IporpamMy, L0 Tak YM 1HAKIIE JOMOMAararoTh IEpeKajadeBli, —
CAT.

Brepmie n1yMKy mpo MOXJIMBICTH MAIIMHHOTO TepeKiIany
BucinoBuB Yapne3 be6Oimx (179-871), sxuili po3pobuB y
1836—848 pp. mpoekT 1MPOBOI AHAMITUYHOI MALIMHU  —
MEXaHIYHOTO IIPOTOTUITY €JIEKTPOHHUX uudpoBUX
OOYMCITIOBAJILHUX MalMH, o 3’sBuiucs dvepe3 100 pokis.
Bimznaunmo feski ICTOpUYHI JaTh, TOB’S3aHI 3 PO3BUTKOM
MAaIIMHHOTO TepeKyIay.

1946 p. — amepukancbki (axiBui Y. Yisep 1 A. Byr aiiinum
IYMKHA TIPO MOXJIMBOCTI TEXHIYHOTO 3IHCHEHHS MAaIIMHHOTO
nepekiany (CrovYaTky BHKOPHCTOBYBABCS MEHII MPUBAOIMBHIA, ajie,
10 CyTi, OLIBII MPAaBUIIBHUHN TEPMIH — MEXaHIUYHUI Mepexiian).

1947 p. — pospobiena mepiia MporpaMa IOCIIBHOIO
nepekiany (mocmiBHMK). Y. YiBep 3Beprae yBary H. Binepa
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(TBOpelb HayKH KiIOCpPHETHKH) Ha BaXKJIUBICTh TEMHU MEXaHIYHOTO
MepeKIaay 1 HaMaraeTbes 3aIyduTd Horo 1o 1iei pobotu. Binep
BIJINTOBIB, [0 MEXaHI3allisl MOBHU € TMIEPEIIACHOI0 Yepe3 CeMaHTHYHI
npobnemu. Yac migTBepAUB HOTO CIIOBA.

1948 p. — chopmynbOBaHO 3aBAaHHS BUKOHAHHS JIeMaTH3aIlii
(pPEeKOHCTpPYIOBaHHS OCHOBHOI ()OpMH 3MIHIOBAaHMX YaCTHH MOBH 3a
il moBUTEHOIO (hOpPMOTO).

15 munas 1949 poky — omyOnikOBaHO 3HAMEHUTY CTATTIO
V. Vigepa «llepeknaa», OLIbII BiIOMY Cepeli JIHTBICTIB SK
«Memopanaym YiBepa». Y wiil poOOTI BHKIAJEHI CyTh 3aBJaHHS,
criocobu po3B’s3aHHS, BU3HAYCHI METOJIOJIOTIUHI AaCIEeKTH MEXK
3aCTOCYBAaHHS MEXaHIYHUX CHCTEM IEepeKIiamy.

1951 p. — 0OroBOPIOETHCS MOMNKIMBICTH MEXaHIYHOTO
CUHTAKCUYHOT'O aHali3y.

1952 p. — mepma Mi>kHapoaHa KOH(EPEHIIs 3 MAIIUHHOTO
nepexyiany. Y4YacHUKU MPOMOHYBAU MPUHIUIH MOP(HOIOTIUHOTO 1
CUHTAKCUYHOTO aHaJli3y, pO3Tsaanu 0araTo3HAayHICTh  CIIiB,
00OTrOBOPIOBAIH 1110MaTUKY, TOBOPUJIN MPO LIHHICTh BUKOPUCTAHHS
CIIOBHHKA CJIOBO(QOPM i ypaXyBaHHS KOHTEKCTY.

1954 p. — nmna IBM-701 Hanucana mnepma mnporpama
pociiiceko-riiicekoro nepekiany (60 pas) y JKopmKTayHCBKOMY
yHiBepcuteTi. [lepiioro nepeknaneHorw ¢paszoro Oyna «BeanuunHa
KyTa BU3HAYA€THCS BITHOMIEHHSM JAYTH J0 pajiycay.

Ha 3axoai cTBOpIOIOTBCS CUCTEMH MAalIMHHOTO TMEpeKIanay
CUJIaMH KOPIIOpaIid g CBOIX TEXHIYHUX IMOTpeO, HaNpUKIA,
CUCTPAH (xopmopanis Kcepokc), JIOI'OC (CILIA), METEO
(Kanama), JDKEHEPAJI MOTOPC (CILIA), TUTYC (®panmis),
KVJIBT (Kwuraii). Kpim nmpuBatHux ¢ipm, Garato yHIBEepCHUTETIB
CBITY CTBOPHJIM HayKOB1 J1abopaTopii 3 MAaIIMHHOTO MepeKaay.
Haii0inpmr  mupokoi MOMymspHOCTI HaO0ynu poOOTH  TaKUX
yHiBepcuteTiB:I penobnbckoro, Monpeanbckoro, 'oHKOHTCbKOTO,
EnnaOyp3pkoro, MaccadyceTcbKoro TEXHOJIOTIYHOTO 1HCTHTYTY
Ta iH.

Aptomatnunuii miepeknan (MT) OyB TroloOBHOI METOIO
KOMIT FOTEpHOI IIHTBICTHKH B 50-X 1 60-x pokax XX cT. OgHaK CKOPO
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CTaJIO SICHO, 1110 TOKU HE PO3B’A3aHe 3aBJIaHHS CTBOPEHHS IITYYHOT O
IHTENIEKTY, HEMOXXJIMBO 3MYCHTH KOMII'IOTEpP «PO3YMITH» TEKCT i
KOHTEKCT TaK, SIK HOro «po3yMi€» *KHUBa JIIOJIMHA.

OTxke, CaMOCTIHHWUN aBTOMATHYHUN TEpEKIaJ  Mayo
peaibHUl. SIKIIO0  pe3ynbTaTH  mepekiaay  moTpiOHO  Jech
my0JIiKyBaTH, TO HEOOX1THO peJaryBaHHs JIIOIUHOIO.

BaxxnuBo po3pi3HATH JBa MPUHIMIIOBO Pi3HI CIOCOOH
CTBOPEHHSI CHCTEM aBTOMAaTHYHOTO TEPEKIIaay, Ki € aKTyaJTbHUMHU
ChOrOAHI: Ha ocHoBi mpaBuia (rule-based) i crarucTHYHHIA
(statistical). Ilepmmuii crmoci6 mepembadae CTBOPEHHS CKJIaTHHX
MoJIeJieli MOB, Ha OCHOBI SIKMX 1 BimOyBaeThcsa mepekinan. pyruit
Croci0 BUKOPUCTOBYE BKe HAasIBHI IBOMOBHI KOPITYCH MEPEKIAICHUX
TEKCTIB.

CucreMu MalIMHHOTO TIEPEKJIaay 3aCHOBaHI Ha MpaBUIaxX —
3araJbHHIA TEPMiH, KU TO3HAYAE CHCTEMHU MAIIMHHOTO TePEKIIaay
Ha OCHOBI JIHTBICTUYHOI 1HGopMaIii npo BI/IXl,ZlHy 1 MOBY
nepekiany. Bonu ckiamaroThCs 3 TBOMOBHUX CIIOBHHUKIB 1 TpaMaTHK,
10 OXOILTIOIOTh OCHOBHI CEMAaHTHUYHi, MOP(OJIOTi4HI, CHAHTAKCHYHI
3aKOHOMIPHOCTI KOXHOi MOBH. Takui MmAXig 70 MAaIIMHHOTO
MepeKIaay e Ha3UBalOTh KIACHYHHUM.

Ha ocHOBI 1iux JaHWX BUXITHUN TEKCT MOCTIOBHO, PEUCHHS
3a pe4YeHHSM, MEPETBOPIOETHCS HA TEKCT mepekiamy. Yacto Taki
CHCTEMH TPOTUCTABISIOTH CHCTEMaM MAIIMHHOTO TepeKiany, sKi
3acHOBaH1 Ha mpukaagax. [[puHIMI poOOTH TaKMX CHCTEM — 3B’ SI30K
CTPYKTYpH BXIJIHOTO 1 BHXIJHOrO pedeHHs. BoaHouac mepexnan
BUXOJIUTH HE OCOOIMBO rapHOT SIKOCTI.

L{i cucteMu IinSATHCSA HA TPH TPYIIN:

— CHCTEMHU TOCTIBHOTO MEepeKIaIy;

— TpaHC(EpTHI CUCTEMH;

— IHTEpJIHTBICTHUYHI.

HocaiBHuii nepexyan

Taki cucTeMu BUKOPHCTOBYIOTBCS 3apa3 BKpal pilIko depe3
HU3bKY  dKicTh  mepeknangy. (CrioBa  BHXIJTHOTO  TEKCTY
NEPEeTBOPIOIOTHCS  Ha  cjoBa  mepekiagHoro  Ttekcry. Lle
HaWUTMPOCTIIIHHA METO/I MaITuHHOTO nepeKyamy. Bin
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BUKOPUCTOBYETbCS U1 IEpPEeKJIaay JOBIMX  CIHHCKIB  CIIB
(mampukiiaz, karanoriB). Tak camo BiH Moxe OyTH BUKOPHUCTaHHA
IUIsL CKITaIaHHs miapsinauka uist TM-cuctem.

Ilepesacu:

— IpOCTOTa;

— BHCOKa MIBUAKICTH POOOTH;

— HE BUMOTJIMBI JI0 PECYPCiB.

Heooniku: HU3bKa SKICTh MIEPEKIIATY.

TpaucdepHi cucremu

TpancdepHi cuctemMu mpaLOOTh 3a AY)XE HOPOCTUM
MPUHIUIIOM: JIO BXIiJHOTO TEKCTY 3aCTOCOBYIOTBHCS IpaBHJIA, SIKi
CTaBJIATH Y BIAMOBIIHICTh CTPYKTYpPU BUXIAHOI 1 MOBU HEpPEKIIALy.
Pobota Oynp-sik0i crucTeMH TpaHC(PEPHOTO MEePEKIaay CKIAAA€ThCS
SK MIHIMYM Y I1’ITU YaCTHUH:

— Mop¢OJOTiYHNH aHaNi3;

— JIeKCMYHa KaTeropusallis;

— JIeKCUYHUI TpaHcdep;

— CTPYKTYpHHUH TpaHChep;

— MopQoJoriyHa reHeparis.

Ilepesacu:

— BHMCOKa SKICTh Iepekiany (3a HasgBHOCTI MOTPiOHUX
CIIOBHMKIB 1 ITpaBuI);

— 3a3Buyail € BHUOIp TEMAaTUKH TEKCTY, SKUH IJABHILYE
AKICTh MEpEKIIany;

— MOJKJIMBE YTOYHEHHS MEPEKIIaay 3aB/ISKH BHECEHHIO 3MiH
10 6a3u JaHuX nepekyianaya (y Takuil crnocid KopucTyBau OTpUMYE
MOTEHIIIMHO 037114 TePMiHIB, 3 IKUMU MOYKHA BUIBHO OINEpyBaTH, 1
MO>KHA TOCATTH «HECKIHYEHHOI» SIKOCTI epeKiay).

Heoonixu:

— BHCOKa BaPTICTh 1 4ac po3poOIeHHS;

— JUId JO0AaBaHHS HOBOI MOBH JIOBOJIUTHCS IEPEPOOIIATH
CHCTEMY 3aHOBO;

— mnoTpiOHa KoMaH/1a KBaai(hiKOBAHUX JIIHTBICTIB JIJIsl OMTUCY
KOXHOI BUX1JHOI MOBH 1 KO’KHOT MOBH TI€PEKIIAY;

— BHUMOTJIUBICTB JI0 PECYPCIB Ha €Talli CKJIaJlaHHs 0a3u.
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InTepaiHrBicTHYHUI MAIIMHHUE NepeKIax

[HTepniHTBICTUYHMN MAIIMHHUK TepeKyiag — OIuH i3
KJIACUYHMX MIAXOMIB J0 MAaIIMHHOrO nepekiany. OpuriHaabHUM
TEKCT TPAaHCPOPMYETbCS B aOCTPaKTHE YSIBICHHS, SIKE HE 3aJIC)KUTh
BiJI MOBH (Ha BiAMiHY Bia TpaHchepHOTro nepeknany). [lepexnaagauit
TEKCT CTBOPIOETHCS HAa OCHOBI LILOTO MOJaHHA. MOXKHa IOBECTH
MaTeMaTH4HO, L0 B MEXax IbOr0 IiJXOMy CTBOPEHHS KOXHOIO
HOBOTO IHTEpIperaTopa MOBH JJIs Takoi CHCTeMH Oyze
3/ICIICBIIOBATH 11  TMOPIBHAHO, HANpPWUKIaA, 13 CHCTEMOIO
TpaHcepTHoro nepekiany. KpiMm toro, y mMexax Takoro mijIxomy
MOYKHa;

— peaji3yBaTH  «Iepeka3d TEeKCTy», IHepedpa3yBaHHS
BHXIJJHOTO TEKCTY B MEXKaX OIHIET MOBH;

— BIJHOCHO IIPOCTa peaiizallis Nepexyiaay CUIbHO MOB, L0
CHJIHO BIIPI3HSIOTHCS, TAaKUX $K, HANPHUKIAA YKpaiHCbKa Ta
apaOchbKa.

Brepuie iHTepIiHTBiCTHYHMN TMiIX11 OYB 3aIpOIIOHOBAHUH Y
17 cromitti [exaptom 1 JleiOHinem, $Ki 3amporOHYBajIl
YHIBEpCallbH1 CIIOBHUKH, IKI BAKOPUCTOBYIOTh YHCIIOBI KOJH.

JJ1s1 BUKOPUCTAHHS CUCTEMH 1HTEPIIHIBICTUYHOTO MAIIMHHO
ro nepexaxy HeoOXiaHi:

— CJIOBHUKH JUIsl aHAII3y 1 reHeparlii TeKCTiB;

— OIHC TPaMaTUK MOB;

— 0a3a 3HaHb MOHATH (I CTBOPEHHS MI)KMOBHOTO
YSIBJICHHS);

— IpaBHJIa MPOEKLIi HOHATH JUISI MOB Ta iX MOJIAHHS.

Ilepeobauysani nepesacu.

— BHCOKa AKICTb NEepeKyIamy, He3aJIe)KHO Bijl BUOOPY MOBH.

— BHJUIEHHS CEHCY 3 BUX1JIHOTO TEKCTY B1/I0yBAa€ThCSA OANH
pa3 1 MoTiM 3amucyeThes Ha OyIb-sIKy MOBY, 30KpeMa BUX1HUH;

— HU3bKa BapTICTh TPYAOBUTPAT HA JOAABAHHS HOBOI MOBH
B CHCTEMY.

Heoonixu:

—  CIIPHICTh NOTEHIIHHOT MOXKIIMBOCTI;

—  BHICOKA CKJIAJHICTh PO3POOJICHHS.
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CrarucTHYHMA MAIIMHHUI epeKJIajg

BiH BHKOpPHCTOBYe MOpPIBHSHHS BEIMKHX OOCSTIB MOBHHUX
nap. Craructuunuii MII Mae BIacTUBICTh «CaMOHaBYaHHs». Yum
OUIbIIIE B PO3MOPSKEHHI € MOBHHUX Tap 1 YUM TOYHIIIE BOHU
BIJIMOBIAAIOTH OJJMH OJHOMY, TUM Kpallle pe3yabTaT CTaTUCTUYHOTO
MAalIMHHOTO TIEPEKIIay.

[Tin yac BHUKOHAHHS TNEpeKJIaly KOMII'IOTep HE OIepye
JIHTBICTUMHUMH  QITOPUTMaMH, a OOYHCIIOE  HMOBIpPHICTH
3aCTOCYBaHHA TOTO YH IHIIOrO cjoBa abo Bupazy. CioBo abo
MOCIIOBHICTh  CJIiB, II0 MAalOTh ONTHUMAllbHY HMOBIPHICTb,
BBKAIOTHCS HAMOIIBIIT BiOBIIHIMH TIEPEKIITY BUXITHOTO TEKCTY
1 MJCTaBIAIOTHCS] KOMIT FOTEPOM B OJIEP>KYBaHHUI Y HACHIIOK LIbOTO
TEKCT.

Y CTaTUCTUYHOMY MAIIMHHOMY TEpeKjaai CTaBUTHCA
3aBJIaHHS HE TICPEKIIaAy TEKCTY, a 3aBAaHHs HOTr0 pO3Mu(POBKH.

Haitbinpmy mnonynsipHicTh I1ieil MeToj HaOyB 3aBAsSKU
kommanii Google. Kpim nepexnamaua Google, icHye me HH3Ka
cucteMm 1 0i0510TeK, 10 BUKOPUCTOBYIOTH CTATUCTUYHMM MIAXII:
Giza++; Moses; Pharaoh; Rewrite; BLEU scoring tool.

Ilepesacu:

— BHCOKa AKICTb MepeKIIaay;

— KBaJli(iKOBaHI1 JIIHTBICTH HE MOTPiOH1 O6e3m0cepeIHbO AT
1o0y/1I0BU CUCTEMHU, OTPIOH1 TUILKU 1HKEHEPH;

— mpans JIOAWHM MiHIMI30BaHa Ui CTBOPEHHS TaKUX
CHUCTEM,;

— He noTpiOHO nepedya0BYyBaTH CUCTEMY B pa3i 10/1aBaHHS
HOBO1 MOBU;

— MOXIJIMBE HAaBYaHHs CHUCTEMHU MiJ yac ii eKcruryaraiii.

Heoonixu:

— JUId HaBYaHHA MOTPIOHI BEJMKI MapayeibHi KOPIYCH
TEKCTY;

— CKJIQJIHMM MaTeMaTUYHUU anapar;

— SIKICHUH TMepekial MOXJIMBUM TUIbKM i ¢pa3, sKi
I[IJTKOM MICTSIThCSI B N-TIPOTPAMHHUX MOJIETISX;
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— TepeKian 3aJICKUTh BiJ KOPIYCIB, K1
BUKOPHCTOBYBAJIUCS I11]1 YaC HABYAHHS;

— i yac J07aBaHHS HOBOI MOBH JIOBOJAUTHCS aHAII3yBaTH
BEJIMKY KUIBKICTh MapajeIbHUX KOPIYCiB; TPUBAIHMNA 4ac HABUAHHS.

KoHTposbHi nUTAHHS

1. XrTo CcTBOPHB MEXaHIYHUN MPOTOTUI EJIEKTPOHHUX
u(ppPOBUX 00UHCITIOBAILHUX MAIINUH?

2. lllo Take inmepninesa?

3. Sxuil BUA MAaIIMHHOTO TEpeKJIay Ma€ BIIACTUBICTh
«CaMOHaBYAHHS»?

4, Slkmit  cnoci® CTBOPEHHS CHCTEM AaBTOMATHYHOIO
MepeKiazly BHUKOPHCTOBYE B)K€ HAasBHI JBOMOBHI KOPITYCH
MepeKIaTHUX TeKCTiB?

5. SIki cucremu i 6i0ioTeKH, KpiM niepekagada Google, mo
BUKOPUCTOBYIOTh CTATUCTUYHHM MMiX1]1, BaM Bigomi?

6. V sKiif cucTeMi 3aCTOCOBYETHCS TIONEPEAHE 00POOICHHS
TEKCTy?

Cnycox BUKOPUCTaHOI JiTepaTrypu

1. Tkauyk B.M., UYymak I.B. Teopis 1 mnpaxTuka
MAIlMHHOTO  Tepekiaxy: HaBd. mocioHuk /  B. M. Tkauyk,
I'. B. Yymak. — Tepuonins : [ligpyunuxu 1 nocionuku, 2006. — 72 c.

2. Kenny D. Teaching Machine Translation & Translating
Technology : A Contrastive Study [Electronic Resource] / D. Kenny,
A. Way // Workshop on Teaching Machine Translation : VIII MT
Summit, 2004 : proceedings. — Geneva, 2001. — Way of access :
http://www.dlsi.ua.es/tmt/docum/TMT2.pdf.

JIEKIIIA 8
CUCTEMU ABTOMATHU30BAHOTI'O ITIEPEKJIAAY

1. CAT-nporpamu sik oMH i3 HaliBasKJIUBIIIMX aCNEKTiB
iHCTPYMEHTA/ILHOT0 KOMIIOHEHTA /15 NepeKJIaay.
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2. lpuHIun ail TM-iHCTpYMEHTIB. IlepeBaru
Bukopuctanusa CAT-nporpam Ha ocHoBi TM-iHcTpyMeHTIB.
3. OcobauBoOCTI poiecy JoKaTi3airii.

1. Ha mouarky 80-Xx pOKIB MHUHYJIOT'O CTOJITTS KEPiBHHK
AMOHCHKOI HAIlIOHAJIBHOI MpOrpaMH 3 MAIIMHHOTO MepeKyany
Makoto Harao po3poOuB HOBY KOHIICMIIIO MEpeKiIany, Iio
IpyHTY€eThbCsl Ha mpukiagax (example based translation). Lis ines
JOBOJII mpocTa. BimoMo, 1mo B rayy3i HayKOBOi KOMYHIKaIlli MOBH
XapaKTePU3YIOTHCS OAHOMAHITHICTIO CHHTAKCUYHUX KOHCTPYKLIH 1
3HAYHOKO MIpPOK0 TEPMIHOJIOTI30BAaHUM JICKCHYHHM HAIIOBHCHHSIM.
[Tix yac 3MiHM JIEKCHKH Ta TEPMIHOJIOT1I 4aCcTO MOBTOPIOIOTHCS OHI
i Ti cami koHCTpyKIii. lle HamMTOBXYyE Ha AYMKY MpO Te, IO 32
HAaKOMUYEHHS JIOCTaTHBbO BEIHMKOi 30ipKH paHille NepeKIageHuX
(pa3 BEIHMKOIO € BIpOTiAHICTH TOTO, IO OiIbIIIAa YACTHHA HACTYITHUX
TEeKCTIB 1 IXHIX TmepekyiafiB Oyae aHaJOriyHOl [0 BXKe
MepeKIaieHoro BpyuHy. [l «HaBUaHHS» CHUCTEMH HEOOXiTHO
chopMyBaTH BENTUKHUI MacUB BUXIJIHUX TEKCTIB 1 iXHIX MEpeKIaiB
(Taki mapu Ha3uWBalOTh OUIIHIBaMM), SIKUH MOBUHEH OYyTH
3aBaHTa)KEHUI Yy HAJMOTYXHHH 0araTonpouecopHUil KOMIT I0Tep.
[lin yac mepekinany HOBMX TEKCTIB 13 MacHBY OLIIHIBIB MaroTh
obupaThcsl aHaJlord (parMeHTiB IIMX TEKCTIB, SAKi MOXYTb OyTH
BUKOPHUCTaHI JUIsl JOPMYBAHHS BUX1THOTO TEKCTY.

IcTopito PO3BUTKY MAIIMHHOTO Mepekyiany ines MakoTo
Harao depe3 ycrajieHICTh CTaBJ€HHS 10 M€l mpoOIeMH 3MIHUTH
HisiK He Moria. OJTHaK Ha PO3BUTOK Cy4acHOT TEXHOJIOTII epekyary
3 BHKOPHCTaHHSIM KOMIT'FOTepa BOHA MaJjla BEJIWKHH BIUIMB 3a
octanHi 20—30 pokiB. Ha cborozai icHye 6arato cucrem, siKi Tak 4u
1HaKIIIe peai3yloTh 3allpOTNOHOBAaHY KOHIEMIio. Tak, myxe
BEJIMKOIO TOIMYJSPHICTIO Yy CBiTI Kopuctytotbess CAT-mporpamu
(Computer Aided/Assisted Translation). I{i mporpamMu He MarTh
HIYOTO CHUIBHOTO i3 CHCTeMaMH MAaIIMHHOTO NepeKiany, ix Ha
NPU3HAYCHHS TIOJSIra€ |y CIPOUICHHI TIpOoIecy TMepekiany
OJHOTUIIHUX JOKYMEHTIB. A TOMYy B I[bOMY aBTOMaTH30BaHOMY
mporeci 00OB’SI3KOBO Mae OyTH TPHCYTHIM TMepeKiiagad, IIo
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BHKOHY€ TTOBHOIO Mipot0 CBO1 GyHKIIIi. €aMHE, 1110 pOOUTH MaIlluHA,
— 1€ 3araM’ITOBYBaHHS MEPeKIIaJIeHuX (PparMeHTiB TEKCTy Ta TXHE
BUKOPDUCTaHHA B HACTYIIHUX IHepekiazax. Taka TexXHOJoris
orpumaia Ha3By Translation Memory (TM).

Bapro Bii3HauMTH, 110 3HAaYEHHS Ta BUKOPUCTaHHS TaKUX
nporpam (Trados, Transit, Across, Wordfast tomo) crae
000B’13KOBOK0 BUMOI'OI0 Ul Y4YacTl Y BEIMKHMX HepeKiaJalbKux
npoekTax. OKpiM 1pOro, 6araTo areHTCTB 1 OIOpPO MEpeKIajiB, a
IHKOJIM HAaBiTh Oe3mocepe/lHi 3aMOBHUKHM BCE YacTillle CTaju
BHUCYBAaTH TaKi BUMOTH JI0 NIEPeKIIaadiB il yac poOOTH HABITh HAJl
HEBEIIMKUMU JIOKyMEHTaMHU Ta TeKcTaMmu. [1oB’s13aHO 1€ 3 THUM, 110
KOMIIaHii, $Ki TICHO TOB’s3aHI 3 TMEpPEeKIaJalbKol Taly33io,
MParHyTh CTBOPHUTH Ta MOCTIHHO IMMOTIOBHIOBATH BiacHy 6a3y TM nns
11 BUKOPUCTaHHS B NOAAJIBIIOMY.

Buxopucranust CAT-mporpam Jyxe 4YacTo JI03BOJISIE
3Ha4YHOI0 MIpOK CKOPOTUTH 4ac caMmoro mnepexsiany. Hampuxinan,
AKIIO TEepeKiazady YacTo IMpalloe HaJ TEXHIYHUMH TEKCTaMH,
OJHOTUIIHUMHU Ta CXOKUMH 32 CTPYKTYpPOIO JJOKYMEHTaMH, 3rajiaHi
MpOrpaMy 3HAYHOIO MIpOI0 JOMOMOKYTh MiJ Yac mepekiany. 3a
nigpaxyHkamu kommasii Promt, BukopuctanHs CAT-TeXHOJIOTiH
J03BOJISIE MIABUINUTH €()EeKTUBHICTh TiepekianiB no 80 %. Oxnak,
SKILO MepeKyIaiay NepeKiaiae Xya0xkKHi TEKCTH, MaJIOMMOBIPHO, 110
TaKi MPOTPaMy BUSBISITECS KOPUCHUMU.

Kpim Bxke 3rajganux nporpam, y rpynu CAT Moxe BXOIUTH
HU3Ka TIporpaMm, MpHU3HAYEHUX Oe3mocepeHbo s JIoKami3amii
PI3HOMaHITHUX MPOTPaMHUX MPOAYKTIB, BeO-CalfTiB TOILIO.

OTrxe, pO3TASHBMO JeTanbHimme 7TM-IHCTpyMEHTH 3a
A. JI. CemenoBuM. OCHOBHE iXHE MpPU3HAYECHHS — 30€peKEeHHS Map
pedyeHb y mepekiananbkii 06a3i  jgaHux. Koxna Taka mapa
CKJIAJJAa€ThCS 3 PEUYCHHS 3 TEKCTY OpPUTIHATY Ta HOTo mepekiary
1HIIIOF0 MOBOIO. MOXJIUBUM € PO3MIIIIEHHSI ()parMeHTIB TEKCTY Ta
1HIIKX (hOpMaTiB — TAKUX, 1110 NEPEBUILYIOTh JOBKUHY peUueHHs a0o
CTaHOBJIATH JIMIIEC HOTO YacTHHY. AJle B aBTOMATUYHOMY PEKHMI
30epiraroTbcs caMe pedyeHHs — TOMY JIOCHTh 4acTO TaKi MporpaMu
HA3MBAIOTh «I1aM’ATh pedeHby (Sentence Memory).
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2. Ilpunumn xii TM-incTpymeHTiB ipocTuid. J{s BUBUCHHS
X TporpaM He MOTPiOHO KOAHUX TOJATKOBHUX 3HAHb, 4 HABUYKA
KOPHUCTYBAaHHSI HUMH 3’SIBIISIETHCS JIy’K€ MIBUAKO. 3a3BHYail BOHU
IHTETPYIOTBCA 3 TAKUMH NOUIMPEHUMHU O(iCHUMH IpOTpaMaMu, K,
nanpukian, Word. Jleski 3 HUX MalOTh BJIacHI 3aCO0M pearyBaHHs
TEKCTy, IHTep(PEHCH SKUX Majo BIAPI3HSIOTHCS BiJ 3BUYHUX IS
Cy4acHOTO Iepekiiagava iHTepQeiciB TEKCTOBUX PEIAKTOPIB.

CyuacHuii  TM-IHCTpyMEHT  SBIII€  COOOK  CKIAIHY
KOMIT IOTEPHY CUCTEMY, Y Ky BXOJUTh OaraTo mporpam, o MarTh
pizni ¢yHkiii. Li pyHKIii MOKHA PO3ALTUTH HA 1Bl TPYIH — OCHOBHI
ta cepBicHi. Came Tak TOOyZOBaHa HAMIOIIMpPEHINIa CHCTEMA
TRADOS, ocHoBHuME nporpaMamiu sikoi € Translator’s Workbench
ta MultiTerm.

ITporpama Translator’s Workbench aBromatndHo BBOAMTH
peueHHs, M0 MWiAJisarae mnepeknamy, y ©0a3y maHux (mam siTh
nepekiagava). 3a3BUyail JOBXKMHA  3alUCy  BHU3HAYAETHCS
KparkKamH — BiJl Kpanku A0 Kpanku. I1icis mporo aBToMaTuyHo 10
BUXIHOTO peyYeHHS B 0a3i JaHUX TMPUEAHYETbCS BUKOHAHUN
nepeknan. Ilicns 3akiHUeHHS poOOTHM Tepekyazad OTPUMYE
BUKOHAHWW HUM TIepeKyiaj, a B 0a3y [daHUX HAAXOIATh [Ba
¢parmMeHTOBaHI MapanenbHi TekcTH. HacTynmHmii Tekcr, 110
nepeKalaTUMeThes, Oyae oOpoOiieHuil Tak camo Ta Hajiiae 1o
0a3u aHuX.

Cnovatky BUKOpPUCTaHHS TM-IHCTpyMEHTY HIIK He
BIJIUBaTUME Ha MPOAYKTHUBHICTH Mpall mnepekiagada. Aje 6Oasza
JAHUX PO3IMIMPIOETHCS JOBOJI MIBUAKO — BIATOBITHO 0 MIBUAKOCTI
pobotu mepekiamada. Ha modaTky mepexiagy KOXHOTO HOBOTO
peueHHst TM-IHCTPYMEHT aBTOMAaTHYHO IepeBipsie B 0asi JaHUX
HasSBHICTHP TAaKOTO c€aMOro ab0 CXOXKOro peYeHHS cepen
NepeKyIaieHNX paHilie.

3araqpHOI0 TEHJCHIIIEI0 B CYYaCHOMY II€PEKJIaallbKOMy
0i3Heci cTae )kaHPOBO-TeMaTUyHa crierianizaiis. [le o3naugae, mo i
Oropo TmepekyianiB, 1 IHIWBIAYyaldbHI TEpeKagadl 3a3BUYal
BUKOHYIOTh OJTHOTUIIHY poOoTy. Hampukinan, Ha mpoaoBOIbYOMY
PUHKY TMPOMOHYETHCSA KUIbKA JNECSATKIB OJAHOTHUIHHUX EIEKTPUYHHX
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MpUIaaiB, KOXEH 13 SKUX CYINPOBOIKYETHCS IHCTPYKIIIEIO
KopuctyBaya. TekcTu nux iHCTpyKuin ogHoTHnHi. [licns nepexnany
MepIioi 3 HUX y APYTid MepekiiagadeBl TPaUThCs HE OiIbIIe HiXK
MOJIOBUHA HOBOTO TEKCTy. SKmo mepmnry iHCTpyKUito Oyio
NePeKIaieH0 13 3acTocyBaHHAM TM- 1HCTpYMEHTY, y JApYrii
JIOBEETHCS MEPEKIIACTH JIUIIE Ti (PparMeHTH, 0 BiApi3HsAoThCs. Ti
dbparmenTH, 1o 306iraroThcs, OyayTh HadaHl mepekianadeBi M-
THCTPYMEHTOM, 3aJIMIIATHCS JUIIE a00 MOTOAUTHUCS 13 OTPUMAHOIO
MPOTO3HILi€I0, a00 BiApeaaryBaT HOro.

KigbKicTh OZHOTHMIHHUX TEKCTIB HACTUIBKH JK BeEJIHKAa,
HACKUTBKM BEJIMKUAN CHOXHBYMN PHUHOK. J0IaTKOBMM 3HAYHUM
JUKEPEJIOM  TEKCTIB, SIKi YacTKOBO 30iraroThCs, € TIOCTiiHE
BJIOCKOHAJICHHSI B)KE ICHYIOUMX TOBapiB. SIK TpUKIAx MOXKHA
HaBecTH uucieHHl «KepiBHUITBA KOPUCTYBadiB» HPOrpaMHUX
npoaykTiB. HeBoB3i micist BUX0/1y Ha pUHOK MEpIIoi Bepcii meBHOT
nporpamu  «KepiBHULUTBO  KOpHCTyBaya» Uil fKOi  OyIo
nepeKiaieHe Ha YKPaiHChbKY MOBY, 3’SIBIISIETHCS OHOBJICHA JpYra
Bepcis. Mmopipuime 3a Bce, «KepiBHHITBO KOpHCTyBaua» s
OHOBJICHOI Bepcii Oyae He HabaraTto BIAPI3HATHUCS  Bif
MOTIEPETHBOr0, MOXKINBO, ychoro Ha 10-15%. Ane ioro Takox
HEOOX1HO BUJIaTH YKPATHCHKOK MOBOIO. SIKIIIO BOHO SIBJISIE COOOIO
00’eMHHUI TEKCT 31 CKJIAaJHOI CTPYKTYpOl, TO HOro meperis,
MOIIYK pPO30DKHOCTEH 1 MEXaHIYHa KOpekuis OyayTh Jyxke
TPYAOMICTKMMH, &, MOXIJIMBO, HaBITh NEBHI HE3HAaYHI pO301KHOCTI
B3arajl 3ajJuIaTbcsl HENOMIYEHUMH. IM-IHCTpPYMEHT IOBHICTIO
nepersiHe HOBUH TeKCT 3a (pa3aMu, 3alIPOINIOHYE BapiaHTH peUueHb,
SK1 TOBHICTIO 301raloThCsi, 3BEpHE YyBary Ha Ti, SIKI YacTKOBO
30iratoTbcs, BUAUIMBIIM B HUX (DparMeHTH, IO BiAPI3HAIOTHCA, a
TAaKOK TOKaXE€ MOXIIMBOCTI peNaryBaHHS pedeHb, M0 He
30iratotbes. Benuka nepeBara 7M-iHCTpYMEHTIB MOJISATa€E TaKOX Y
TOMY, IO TIiJ Yac TEPeKIaay BOHHU MOBHICTIO 30epiraroTh opmar
TEeKCTy opuriHamy. Otxe, mnepekinagady 3BUIBHIETBCS  BiJ
HEOOX1THOCTI CTE€KHUTH 3a KETJIeM, [0 BUKOPUCTOBYETHCS, ab3a1iom
TOLIO.
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HaiiromosHima nepeBara BUKOpUCTaHHS T M-1HCTPYMEHTIB —
3BUIbHEHHS IepeKiIafada BiJi MOHOTOHHUX OIepalii, o MOCTIHHO
MOBTOPIOIOTbCA. MOXJIMBO, I1I MPOrpaMd HE MiABUIILYIOTh
INPOAYKTHUBHOCTI Tpami OKpeMoi o0cobu, ajie BOHH 3HAYHO
I IBUINYIOTh MPOAYKTUBHICTB MTEPEKIIaAaIlbKOT0 Oi3HECY.

Binpmricte TM-IHCTPYMEHTIB iICHYIOTh Y ABOX BEpCisiX: JUIS
IHCTaNIALIl HAa MEPCOHAJHLHOMY KOMIT'IOTEpl Ta IJIsi MEPEKEBOTo
BUKOpUCTaHHA. TM-IHCTpYMEHT, 1HCTaJbOBAaHUM Yy JIOKaNbHIN
Mepeki IMEBHOTO MepeKsafalbKoro Oopo, IEepeTBOPIOE  YCIO
MepeKIafanbKy TisUIbHICTh OI0PO Ha KOJIEKTUBHY. Y CTBOpPEHHI 0a3u
JaHUX OepyTh y4YacTh ycCi CHIBpOOITHHKHM, a HasSBHICT 1
BUKOPUCTAHHS 3arajbHoi 0a3u CHpusie BCTAHOBIEHHIO €IMHOTO
MEePeKIIalallbKOT0 CTUIII0 YChOTO OOPO 1 3HAYHO IMiJBUIILYE SKICTH
MepPEeKJIaiB, OCKIIBKH PIIIEHHS 0aratbox MepeKagabKuxX mpooaem
TaKOX CTa€ KOJEKTHBHHM. Il Yac TEpMIHOBOTO TIEpeKIIamy
BEJIMKHUX 32 00CSATOM TEKCTIB 4acTo A0 pPOOOTH AOBOAUTHCS OpaTucs
olpa3y JEKUIbKOM TMepeknanadaMm. be3 Buxopuctanas TM-
IHCTPYMEHTY CYMICTUTH (parMeHTH, BHKOHAHI JEKUIbKOMa
ocobamu, — 3aBHaHHs Henerke. OCHOBHUU MPHHITUN TEpeKIany —
€IHICTh TEPMIHOJIOTIT — Oyzie mopyieHo. 7M-IHCTpYMEHT Y TaKOMY
pasi € egMHUM 3ac000M BHXOJY 31 CKJIQIHOI CUTYaIllii, OCKUIbKU BiH
Bi3bMe Ha ceOe PyHKIIT KoopAuHaTOpa Jiil 1 pe3ysbTaTiB OKPEMUX
nepexnagaviB. [ligBuieHHs gKocTi poOOTH OIOpPO aBTOMAaTUYHO
BiIOyBaeTbcs e ¥ Tomy, mo O6a3a gaHux 7TM-IHCTpYMEHTY
nepedyBae B TOCTIHHIA poOOTI, TOOTO TIOMOBHEHHs Oa3u
3IACHIOETBCS 1 B PEKUMI pearyBaHHsA. A BJIOCKOHAJEHHS LIbOTO
pexuMy, 31 CBOT0 OOKY, BIIKPHUBAE MOXKJIUBOCTI ISl BUTIPABICHHS
MOMMUJIOK 1 HEIOMYILEHHS 1X Y MOJaIbIINX MePeKIIaax.

CBoepinHUN PO3MOALT Mpari MOXe OyTH JOCATHYTHH 1 B
yMOBax  IHAMBIAyallbHOI  MEpeKialanbKoi  AISNIBHOCTI  Ha
MEePCOHAIBHOMY KoM 'toTepi. Y  Ourbmocti poboumx TM-
IHCTPYMEHTIB Tiepen0adeHe MmiIKII0UeHHS 0 BXKe HAKOMMYEHUX Ha
IHITUX KOMIT FoTepax 0a3 JaHuX.

OTtxe, y3aranbHUMO TiepeBaru Bukopuctanus CAT-mporpam
Ha OCHOB1 TM-1HCTpYMEHTIB:
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— TapaHTig TOTo, IO JOKYMEHT MEPEKIaIeHO MOBHICTIO, —
IporpamMa mpocTo He JAaCTh BaM 3aJUIIUTH TOPOKHI CETMEHTH;

— 3a0e3MeYeHHs]  OJHOMAHITHOCTI  TEPMIHOJIOTiI,  MIO
0COOJIMBO BYKJIMBO M1/ 4ac pOOOTH HaJ BETUKUMHU MPOEKTAMH a00
K y pas3l, KOJW HaJ OIHUM IPOEKTOM TIPAIIOE JEKiJIbKa
NepeKyIaiaviB 1 pelakTopiB;

— MOXJIUBICTh pOOOTH 3 JOKYMEHTaMH pi3HUX (opmaTiB
(3aye)xHO  BiA  (YHKIIOHAJIBHUX  MOJMIJIMBOCTEH  MPOTPaMHOL
00oJ0HKH), HapuKIIa, i3 paitnamu Adobe Reader (.pdf), Microsoft
Excel (.xIs), Microsoft Power Point (.ppt), AutoCAT (.dwg) Toro,
BOJIHOYAC HEMae TMOTpeOM BCTAHOBIIOBATH HAa KOMIT'IOTEp I
nporpaMu (BOHM MOXYTb OyTH JOPOTMMH Ta BUMOTJIMBUM IIOJO
CHCTEMHHX PECypCiB);

— MIJBUIIEHHS MPOAYKTHBHOCTI MiJ Yac poOOTH Haj
MIPOCKTOM;

— 3HW)KCHHA YacOBUX 1 TPYIOBUTpPAT, OCOOIMBO Mia dYac
poboTH HaJa AOKYMEHTaMH, IO MICTSITh TEKCT, SKHH YacTo
MOBTOPIOETHCS, a00 i Yac TMepekiaay HOBHX peaakiii
JTIOKYMEHTIB;

— BIJICYTHICTb HEOOXIJTHOCTI TOBTOPHOIO (hopMaTyBaHHS
MEePEKIIAJICHOT0 TEKCTy (3a3Buuail (opMaTyBaHHS aBTOMATHYIHO
MOBTOPIOETHCS MPOTPAMOI0), IO JO03BOJSE CYTTEBO CKOPOTHUTHU
4yacoBl 3aTpaTH;

— MOXIIUBICTh 30epexeHHs 0a3u JaHUX TEPeKNIaIiB JUIs
MOJAJIBIIIOTO BUKOPUCTAHHS TIJ dYac poOOTH HaaA HOBHUMH
MIPOEKTaMH;

— HagBHICTb (QYHKIIT cymimeHHs TexHojorii TM 1
MalIMHHOTO Tiepekiiany (y TUX BHIIAKaX, KOJH 1€ JOILIBHO);

— MOXJIMBICTb BHOOpPY HpOrpaMHOi OOOJOHKH TOrO 4YH
IHIIIOTO PO3pOOHUKA, 110 HAWTIOBHIIIIE BiJNOBi/Ia€ BAllUM BUMOTaM
10 (PYHKI[IOHAJIBHOCTI1 Ta 3pyYHOCTI POOOTH.

TpyaHoiii, 10 BHHHUKAIOTh i Yac BUKOPHUCTaHHS
TexHonorii 7M ta ii 0OMeXeHHS:

— 1HKOIIM TIePeKJIaJaueBl MOKe OYTH CKIIQJHO BiJICTEKHUTH
KOHTEKCT CETMEHTA TEKCTY, 110 MEePEKIIATAETHCS;
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— skmo TM-TexXHOJoris paHille He BUKOPHUCTOBYBAJIACS,
HeoOXiaHO Oy/ie peTenbHO MEePEIMBUTHUCS YBECH MTPOILIEC TIEPEKIIaay,
1100 HAMOUIBIT OpPraHiyHo Ta €()EKTUBHO «BOYIYBAaTH» TEXHOJIOTIIO
y CBOIO POOOTY;

— IporpamHi 0OOJOHKH JIJIsl TEXHOJIOT1i HAKOITMYYBaJIbHOTO
MepeKyiaay MiATPUMYIOTh Jalieko HE BCI MOXJIHMBI  (opMaTy;
TOYHIIIE KaKy4H, KIIBKICTh (hOpMaTIB, 0 MiATPUMYIOTHCS, JOBOJII
oOMexxeHa (Xoda s JeSKMX MaKeTiB W ICHYIOTh CIelialbHi
Han0ynoBU — (UIBTPHU, IIO J[JO3BOJSIOTH JOAABATU MIATPUMKY
dbopMary, ogHAK IXHS KUIBKICTh TakoX oOOMeXeHa, 1 BOHHU
BUITYCKAIOTHCS PO3POOHUKOM JTOBOJI PiAKO);

— mporpamHi 000JIOHKHM 3a3BUYail HECYMICHI O[HA 3 OJHOIO
(emmHOTO cTanmapty ik ycix CAT-mporpam moxu mo He iCHYeE);

— BHCOKa BapTICTh MpOrpam, 0COOIMBO MEPEKEBUX BePCiii
(SIKi THM HE MEHII MAalOTh CBOi OOMEXEHHs, HAIPHUKIIAZ, Ha 00CsT
0a3u naHux, MmO 30epiraeThbcsi Ha cepBepi); BCl MporpamHi
JOTOBHEHHSI (Hampukiaa, GUIBTPH) TaKOX IUIATHI, 1CHYIOTB
6e3komrToBHI ab6o0 ymoBHO Oe3komroBHi CAT-mporpamu, aie
0COOJIMBOTO PO3MOBCIO/DKEHHSI BOHM HE OTPUMAl 4epe3 CBOIO
oOMexeHy (yHKIIOHAJIBHICTD);

— SIKIIO CETMEHT TEKCTY OYJI0 MepeKIIaeHO HEMPABUIIBHO, &
nepekjazay abo pegakTop MOro mpomycTWiIM, TO IMiA 4ac
BUKOPUCTAHHS Ill€l 0a3u JaHUX Yy MOAAJBIIOMY yCl1 aHAJIOTI14H1
CerMEHTHU OyAyTh TAaKOXX MEepeKyIa/ieHl HEMPaBUIbHO;

— HEOOXI1JHO MOCTINHO BIJCTEKYBATH SKICTh 0a3 1anux TM,
OHOBJIIOBATU Ta pelaryBaTH iXHiM 3MiCT, Ay)Xe 4acTo BpY4YHY —
1HaKIIIe TXHA IHHICTh 3HAYHO 3HUKYETHCS,

— HU3bKa e(EKTUBHICTD MijJ Yac poOOTH 3 TEKCTaMH, Y SKUX
Maji0 CErMEHTIB, IO IOBTOPIOIOTHCS, a00 X J€ Taki CErMEHTH
B3araii BiICYTHI;

— MOXYTh BUHUKATH CKJIAJJHOLII M1/ Yac CerMEeHTalll yepes
T€, 110 B PI3HUX MOBaX BUKOPUCTOBYETHCS PI3HUI MOPSAIOK CIIB.

[lepmry mporpamy, mo BukopucroByBana 6azy [III,
Translation Manager — crBopmia kommanis IBM. Cnouarky
KOMITaHis BAKOPUCTOBYBaJIa 1i BUHATKOBO 3 BJIACHOIO METOIO — ISt
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JokaJjizamii (aganrauii 10 iHO3eMHHX MOB) BJIACHUX MPOTrPaMHUX
npoaykTiB. IlotiMm mporpama Oyna 3anmporoHOBaHa PUHKY 1 JOBrO
Oyna MoHomojicToM y ranysi. IIpocra y BUKOpHCTaHHI, IIBHJIKA,
BOHa 3a0e3medyBaja TapHI MOXIUBOCTI JJs 1HAWBIAYaATbHUX
HaJIalITyBaHb KOPUCTYBaya.

o naiiposnoscropkenimmx CAT-mporpaM MokHa BiTHECTH
nporpamy Déja Vu, sika KOpUCTYeTbCs B TepekianadiB €Bpomnu
MOTYJISIPHICTIO 3aBJASKH CBOiM THYYKOCTI Ta aganTuBHOCTI. Kpim
3pYYHOCTI, BOHA BHPI3HAETHCA CIIBBIIHOMIEHHSM I[iHA/AKICTb.
CroeuiamicTd  BiIMIYalOTh, MIO BiA TOYaTKy L @porpama
po3polIIsIachk B KOHTaKTI 3 MalOyTHIMH to3epamu. Bimomo, 110
OCTaHHsI Bepcis MPOrpaMu TECTyBajlacsi TaKOX 1 POCIHCHKUMHU
nepekiagadaMu. IXHi cTarTi # Biarykum Oyam omy6mikoBaHi B
MultiLingual Computing & Technology.

[Mommynsipua B €Bpori Takox mporpama STAR Transit. 3a
CBOEIO 17ICOJIOTIEI0 BOHA 30BCIM HE CXOXKa Ha MPOAYKTH KJacy: Ha
BiZMiHy Bija ixHporo npunnumy «Information at your fingertips»,
nouyatkoBi gani STAR Transit 30epirae B TekcToBoMY (Qopmati y
BUIISIL (ailiB, KOTP1 KOpUCTYBad po3Millye B aupekropii. [loTim
nepekiazay BKa3ye fAKi JupekrTopii/daitim Homy mnoTpiOHi, a
nporpama (GpopMye Mepexxy MOCHIIaHb, 3 SKUMHU Oyae WTH poOoTa.
Y Pocii ta Vkpaini STAR Transit He HaOyB IIHPOKOTO
posnosctokeHHs, a PROMT, odiuiiinuit nuctpud’rorop Transit,
MEepEeKIIOUMBC  Ha po3moBCroukeHHs: Translator’s  Workbench
¢ipmu Trados.

Translator’s Workbench, a6o mnpocro Trados, mBHIKO
oTpuMaB BHM3HaHHS B VYkpaini # Pocii, cnouarky cepen
nepekiafanpkux (GipM, a MOTIM M cepel I1HIMBIAYaIbHUX
nepekiagaviB. Benukoro mepeBaroro € Te, 10 BiH IHTEIPyeTbCs B
Taki BiJOMI IporpamHi nNpoaykTu, ik Word Ta iHTepHeT-Opay3epH i
MOXKHa BHUKOPUCTOBYBaTH Bci Horo iHcTpyMeHTu. Trados e
HAQ/I3BUYAHO 3py4YHHM JUIsI TEepeciuHOro Inepekyiazaya, L0 He
3HaOMUI 13 MpOTrpamMyBaHHSAM, BIH 3pPO3YMUNIIIMM HDK 1HIII
IporpamMu TUIY. YCi €lIeMEHTH YIpaBIiHHSA MaroTh Mmigkazku. Llei
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MPOAYKT Ma€ BCl KOPHUCHI 1HCTPYMEHTH, SIKi B 1HIIMX MPOJYKTaX €
JIMIIE B YACTKOBIN HAsIBHOCTI.

Hampukiami 2008 poxky 3’siBujacs mepiia BiTYM3HSIHA
cucrema IIII AnyMem, po3pobieHa KHIBCHKOIO KOMIAHI€O
Advanced International Translations.

— OmegaT (6araroruiatdopMoBa, MiATPUMYE yCi MOBH);

— OpenLanguageTools (6araromiardgopMoBa, MiATPUMYE
yci MOBH);

— Transolution (6araroriargopmoBa, MIATPUMYE  yCi
MOBH): Uil poOOTH HEOOXiZHO MaTH BCTAHOBJIEHY MOBY
nporpamyBants Python;

— AidTrans Studio Basic (6e3komiToBHa, mpairoe Ha 0asi
Windows, nintpumye yci MoBu, motpedye ycranoBku NET);

— MemoQ 4Free (6e3komroBHa, mpamtoe Ha 6a3i Windows,
HE TIATpUMYE Jesiki MOBH (30Kpema JesiKi ieporiidiuHi MOBH),
notpedye ycranosku NET2.0);

— MetaTexis (6e3komroBHa, mpaioe Ha 0aszi Windows,
miATpUMye yci MoBH, moTpebye ycraHoBku Microsoft Word);

— across (w1 mepexianaviB-(piaHCepiB  JAOCTYIHA
0e3KOILITOBHA BepCisi 3 00MEXEHOI0 (DYHKI[IOHATIBHICTIO);

— SDL Trados;

— Tr-AID;

— T-Remote Memory;

— Wordfast.

3a3Buyaif y [pOrpaMHHUX MaKeTax, OKpIM BIACHE
IHCTpyMeHTY ansi pobotu 3 06azamum TM, € nonaTkoBi (QyHKII:
HANpHKIIaJ, IHCTPYMEHT Juisi BupiBHIOBaHHs (alignment tool), skuit
JI03BOJIsIE CTBOpIOBaTH 0a3y manux TM 3a cTtapuM JIOKyMEHTOM i
HOro mepexyiagoM, IHCTPYMEHTH JUIsl aHai3y TEKCTY (BU3HAUEHHS
KUTBKOCTI TIOBTOPIB, a TaKOX KIJIbKOCTI 30iriB i3 6azoro TM Ta
CTymeHsi 30iry CerMeHTIB), IHCTPYMEHT MJid IONEepeIHbOTo
nepeknany (oOpoONeHHsT TEKCTiB, IO JO3BOJSIE TiJACTaBUTH
CEerMEHTH, SIK1 301raroThes 3 0a3010, y ASSTKUX BUMAJAKAX — BUIIITUTH
Ti CETMEHTH, 110 HE MaoTh 30iriB). IIporpaMu Takox 103BOJSAIOTH

62


https://uk.wikipedia.org/wiki/Advanced_International_Translations

THYYKO HAJAIITOBYBAaTH Ta 3MIHIOBAaTH I1HTEp]EiC 3aJIeKHO Bif
notped KOpuCTyBaya.

VY makeTax JESKUX MPOrpaM MICTATHCA TaKOX J0JIaTKOBI
IporpaMH, IO JIO3BOJISIIOTH CTBOPIOBATU TEPMIHOJIOTIUHI 0a3u Ta
nparoBaTd 3 HUMHU. Y makeri Trados ie, HampHKIaA, Mporpama
Multiterm. Ils mporpama MoOXe BHUKOPHUCTOBYBATHUCS pa3oM i3
MIPOrpaMoI0 ISl epeKiaay, BUIUISIIOUM TEPMIHU Ta MPOMOHYIOUU
BapiaHTH JUIs Hepekiany. Bona no3Boisie 3poOMTH Tepekial 3a
JIOTIOMOTOI0  TIPOIPAaMHOr0 IMMAKeTy MAaKCHMajbHO MPOCTUM Ta
edeKTUBHUM,  aBTOMAaTHUYHO  JONOMAraimyu  MepeKiIagavyeBni
BUKOHATH BAXKJIMBE 3aBJaHHA — 3a0€3MEUeHHS OJHOMAHITHOCTI.
OkpiM  1BpOro, JIOAATKOBI  IporpamMud sl  pobotm 3
TEPMIHOJIOTIYHUMHU 0a3aM¥u JO3BOJISIOTH peaji3yBaTd BUMOTH J0O
crenugiyHoi TEPMIHOJIOT, 0 BUCYBAIOTHCA 3aMOBHUKOM. Taki
BUMOTH TPAIUIFOTBCS JIOBOJI YacTO, OCKUIBKM BEJHMKI KOMITaHii
HEpIIKO BUKOPHCTOBYIOTH B JIOKYMEHTallli CBOIO pOKaMu
HamnpabOBaHy CHUCTEMY BHU3HA4Y€Hb, TEPMiHIB, alpesiaTyp,
CKOpPOYEHb TOIIIO.

CAT- mporpamu MaroTh 1€ OJTHY BOXJIMBY TIepeBary: JIesiki 3
HUX MPUCTOCOBAHI A7l BUKOPUCTAHHS 1] Yac JIOKai3allii.

3. JlokaJgizanisi — 11e aganTaiis IporpaMHOro 3a0e3MeUeHHS
mo6 3 HUM MOIJIM MpalioBaTH KOPHUCTYBaui, SKi pPO3MOBISIOTh
IHIIMMH MOBaMH, 3 YpaxyBaHHSIM OCOOJMBOCTEH, 110 MPUHHSATI B
iXHIX KpaiHaX. 3a3BuUYail JoKalizalii MiJUIAraroTb HpPOTrpaMHUM
iHTepdelic Ta JOKyMEHTalllsl 10 IPOrpaMHOro 3abe3neueHHs, KpiM
TOT0, MOY€ BUHUKHYTH OTpe0a 3MIHUTH OJJMHMIII BUMIDY, @ TAKOXK
BUKOHATH CYIIYTHIO TepepoOKy mporpam. [Ipomec mepexmamy €
JUIIEe YaCTUHOO JoKaizamii. OcoOIMBICTIO MpoIlecy JoKai3alii €
Te, MO0 MAYXE YacTo TMepeKiajad Mae TICHO B3a€EMOIIATH 3
nporpamictamu. [lo HaWMNOMIMpEHINNX 3a80ans J0KARi3AYil
HaJeXaTh: BUKOPUCTAHHS CHMBOJIIB HAIIOHATBHUX BAJIOT, 3MiHA
¢dopmariB 1aTu Ta yacy, nepekiaj eJIeMeHTIB iHTepdeiicy, mia Jac
SIKOTO TpeOa BpaxoByBaTH Te, IO B PI3HUX MOBaX OJMH 1 TOH caMuit
32 3MICTOM TEKCT MOXKE BIAPI3HATHCS 3a JOBXKHUHOIO (KIIBbKICTIO
CHUMBOJIIB) TOIIIO.
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YMOBHO yce mporpaMHe 3a0e3leueHHs, sSKe HeoOXITHO
JIOKaJIi3yBaTh, MOKHA PO3UINTH HA JIBi TPYIIN:

— mporpamHe 3a0e3meueHHs, [0 po3pobisiocs 3
ypaxyBaHHSM 0araTOMOBHOCTI;

— mporpamMHe 3a0e3Me4YeHHs, 110 CTBOPIOBAIOCS JUIS
BUKOPUCTAHHS JIMIIE OHIEI0 MOBOIO.

Hpyra rpyma mporpam HaWCKIaAHIIIA JUIs JIOKaizamii Ta
notpe0ye MEBHUX MIArOTOBYMX OMNEpalliii, KpiM TOTO, BOHA MOXKE
noTpeOyBaTH iICTOTHOI MepepoOKH IPOrPaMHOTO KOJTY.

[Iporpamu mepmioi rpymu, Xoya W BHUKJIMKAIOTh TMEBHI
TPYIHOIII TTi/T 9ac JIOKaJi3allii, yce K po3po0suIics 3 ypaxyBaHHSIM
TOTO, 110 iXHil iHTepdelic Oyne mepekiagaTics Ha ACKiIbKa MOB.
BinmoBigHO mporpamicTi MOTYypOyBamuCsS TPO 1€ 3a3Jayeriap i
BHUHECJIH TEpeKIIafHl eleMeHTH iHnTepdeiicy B okpemi daiinu, adu
iXHIA TIepekian 3AiiCHIOBaBCS 0€3 BTPy4YaHHS JO IMPOTPAMHOIO
kony. Ilepexmanmau, sxuii Mae mpamoBatu Oe€3MOCEPeHBO Y
POrpaMHOMY KOJIi, MOK€ CTUKHYTHCS 3 OararbMa mpoOiieMamu
4yepe3 CBOI0 HEKOMIIETEHTHICTh Y MUTAHHSX MPOrpaMyBaHHs, caMe
TOMY MOYK€ 3HaIOOUTHUCS B3aEMO/IIsI IEpeKIIaiaya Ta MporpaMicra.

[Tporec nokamizanii cKJIa1a€TbCs 3 TPHOX €TaIiB:

— MIATOTOBKA MPOTPaMHOTO 3a0e3MeueHHs 10 MepeKiany;

— Oe3nocepeHbO TMEpeKNaj Ta ajgamnTallis MporpaMu 0
HaI[lOHAJIbHUX CTaHAapTIB;

— TeCTyBaHHsI, BiICTe)KEHHSI Ta BUIIPABJICHHS TOMHJIOK.

Hesix’emMHOI0 YaCcTHHOIO MpoLIECy JIOKaMi3alli € YIpaBIiHHS
IIPOEKTOM, a TaKOX KOHTPOJIb 3a0e3neueHHs SKOcTi. IcToTHy
JOTIOMOTY TiJ] 4ac peaii3amii muX 3axo0JliB MOXHa OTPUMAaTH,
BUKOPUCTOBYIOUHM CHEIiajbHI MPOrpaMu, IO MOJIETIIYIOTh MpPOIec
JoKai3anii, 10 IXHbOro CKJafay BXoJsATh 1 neBHI CAT-nporpamu.
Huzka CAT-iporpam [103BOJISiE TpAIfoBaTH O€3MOCEpPEeTHBO 13
CUCTEeMHMMH  (aillaMu  mporpaMHOro  3a0e3nedyeHHs,  sKi
BIJIMOBIAAIOTh 3a iHTEepQeic Ta i1HII TEKCTOBI ENEeMEHTH, IO
noTpeOyIOTh MepeKIaday, a TakoX 13 (aiiaMu JOBIAKOBOI CHCTEMHU
Ta 1HIIOI JOKYMEHTAIlii.
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OTxe, WIIKOM OYEBUAHO, IO 32 BHUKOPUCTAHHA TaKHX
3aco0iB aBromaruzauii, sk CAT-mporpamu, MOXHA ITiIBUIIUTH
eQeKTUBHICTh TpOIECy NepeKIany, CKOPOTUTH BHUTPATH Ta 4ac
BUKOHAHHA PI3HUX BUAIB poOiT. Y Oyab-iKOMY pa3i JAOLUIbHICTh
3aCTOCYBaHHS IIMX IPOrpaM HEOOX1AHO BH3HAYATH 1HIMBIAYaJbHO.
[IpoTe, sk yXe 3a3HAYaIOCs BHWINE, 3aCTOCYBAaHHS MpOrpamM i3
HiATPUMKOIO TEXHOJIOTi] HAaKOMMYYBAJIBHOI IaM’sATi BXKE ITaBHO
CTaJIO CTaHJAPTOM Traiys3i, 1 HeoOXinHicTh BHUKopHucTOoBYBaTH CAT-
Iporpamu y cBoill poOOTi BapTO CIIpUHMATH SIK 3BHYHY Pid.

KoHTpOJILHI NUTAHHSA

1. o Take CAT-mporpamu 1 HaBilmoO BOHH NOTPiOHI
nepexsagaveBi?

2. Slxuit npuHIMn GyHKUiOHYBaHHS TM-1HCTPYMEHTIB?

3. SIxi mepeBaru Ta HeOMiKU T M-1HCTPYMEHTIB?

4. SIki naitposnoscrokeninri CAT-mporpamu BaM Biomi?

5. Ilo Take nokamizamis? Hagimo BoHa motpioHa? Yomy
BOHA CKJIaJIa€ 3HaYH1 TPYTHOII JIJIsl IepeKagada’?

Cnycox BUKOPUCTaHOI JiTepaTrypu

1. CemenoB A.JI. CoBpeMeHHble UHGOPMAIMOHHbBIE
TEXHOJIOTHH : [ydeOHOe Tocobue uis CTy/. mepeBoi. (HaKkyIbTeTOB
Boicil. yueO 3aBenenwuii]| / A. JI. CemenoB. — MockBa : Akajaemusi,
2008. — 224 c.

2. Bowler L. Computer Aided Translation Technology : A
Practical Introduction / L. Bowler. — Ottawa : University of Ottawa
Press, 2002. — 185 c.
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LECTURE 9
INTRODUCTION. BASIC COPYWRITING NOTIONS.
BENEFITS OF THE COPYWRITING

There are probably many definitions of the term
‘copywriting’.  Copywriting is simply a written form of
communicating facts and emotions. It is a mental process.

In other words, copywriting is the act of writing text for the
purpose of advertising or other forms of marketing. The definition of
Tom Albrighton is — copywriting is the optimum use of language to
promote or persuade.

Copywriting should not be confused with ‘copyright’. It
means that an individual or company has the exclusive legal right to
reproduce, publish, sell, or distribute someone’s work (such as
books, music, artistic items). The purpose of a copyright is to protect
that material and prevent illegal use of it by unauthorized agents. The
owner designates the material is copyrighted with the symbol ©.

Copywriting should not be also confused with rewriting,
because it means to write something such as a book or speech or law
in a different way in order to improve it or change it. In Merriam-
Webster Dictionary it is stated that rewrite means:

1. to write in reply;

2. to make a revision of (something, such as story): cause to
be revised such as a. to put (contributed material) into form for
publication; b. to alter (previously published material) for use in
another publication; to revise something previously written.

The copywriting product is called copy. Copy is written
content that aims to increase brand awareness and ultimately
persuade a person or group to take a particular action.

There are 15 axioms of the copywriting.

Axiom 1: copywriting is a mental process, the successful
execution of which reflects the sum total of all your experiences, your
specific knowledge and your ability to mentally process that
information and transfer it onto a sheet of paper for the purpose of
selling a product or service.
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According to Tom Albrighton copywriting is all about
finding the optimum way to communicate. The professional
copywriter is always looking for the right answer: the right length of
copy, the right structure, the right tone, the right choice of words.
Diligent copywriters are convinced that there is a single best
solution, and they are driven to find it.

Next, use indicates that copywriting is a ‘useful art’: a
creative activity with a practical purpose. In contrast to ‘pure’
creative writing — writing principally to entertain or provoke thought
— copywriting is all about achieving a particular outcome in the real
world. The value of copywriting is the extent to which it succeeds in
its purpose.

Language is the raw material of the copywriter. Copywriting
can include any carefully chosen language, including broadcast
media or one-to-one communications like telephone scripts. It may
also include visual language as well as verbal: the copywriter will
often want to influence context and presentation (typography, design,
imagery) to heighten the impact of their copy.

Most copywriting exists in order to promote something:
products or services mainly, but also new ideas (as in rebranding
exercises) or points of view (as in political marketing). The
copywriter’s goal is to communicate the strengths, advantages or
benefits of whatever they are promoting so their audience buys into
them — whether literally or metaphorically.

Persuasion means getting people to think, feel or act in a
certain way. Effective copywriting leads the audience by the hand
across the steppingstones of reading, thinking, feeling and acting —
in that order. It is all about using intangible tools — words and
thoughts — to achieve an outcome in the real world. And this,
ultimately, is the fascination of copywriting: making things happen
with something as insubstantial as words on a page.

Benefits of the Copywriting

Benefits are the key to all good copywriting. In a nutshell,
copywriting that focuses on benefits is more persuasive, more
compelling and sells better. We can define benefits very simply:
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benefits are the good things that a product or service does (or
promises to do) for its customers. Whatever you’re asking readers to
think, do or feel when they read your copy, it needs to offer them
something good. All copywriting promises something of value or
benefit to the reader.

Meeting a need

The first and foremost benefit of a product or service is
meeting a need. Do not underestimate the power of stating this
simple truth to a reader. If your product solves a problem, make sure
people know it. Your best customers are the ones who are looking
for what you are selling, so make sure you cover the basics by
confirming to them that you have got what they want. Making your
copy too clever can sometimes obscure what you are actually
offering, which is fatal.

This particularly important online, where people are
impatiently searching, and you need to confirm that they have found
the right thing as quickly as possible.

‘Hard’ benefits

Then we come to ‘hard’, concrete benefits. These often boil
down to one of three things: save time, save money or (for
businesses) make money. They have tangible effects that can be
measured — they are bigger, faster or cheaper. Hard benefits are
powerful because they are so solid. They are based in facts and
cannot be debated or contradicted. If you have got this kind of
benefit, it is always worth considering whether it should lead your
copy — either by forming the basis of your headline, or just by being
mentioned very early on.

‘Soft’ benefits

People are also interested in ‘softer’ emotional benefits such
as convenience, fun, style, fashion or the sense of having made a
sound buying choice. For example, when you buy jeans or trainers,
you are looking for more than the optimum cost-benefit ratio — you
want to buy into a brand that feels cool and appropriate for your age
and style.

68



‘Quality’ could qualify as both a hard and a soft benefit, since
its definition is so fluid. For example, it might apply to something as
concrete as ‘build quality’ in engineering — the durability, tolerance
and precision of the components used to make something. But in
more subjective areas of judgement, such as graphic design, one
person’s concept of ‘quality’ may be very far from another’s and
affected by a range of personal or cultural factors.

‘Hard’ benefits are more important in business-to-business
marketing, while ‘soft’ benefits appeal to the consumer. But even if
you are marketing to a business, the buying decision will always be
taken by a human and that human has emotions. So, if you know who
they are you can appeal to those emotions.

Turning features into benefits

All features of a product or service must be ‘turned outwards’
and expressed as benefits. Using the word ‘you’ is an excellent way
to make a benefit feel directly relevant to the reader:

Brand/product Feature Benefit Copy
L’Oréal improve feel ‘because
appearance | attractive you’re
of hair worth it’
The politically be seen as| ‘It is. Are
Independent neutral discerning | you?’
and
intelligent

Focusing on the customer

One way to assess how well your copy is expressing benefits
is to think about where it is predominantly focused: on the company,
the product, or the customer. Imagine a conversation between the
company and the customer. They are talking over a table, on which
is the product being sold. It is a fairly one-sided conversation — the
company is doing the talking, and the customer is listening. When
the company has finished talking, the customer will decide whether
or not to buy. This is essentially what happens when a customer
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encounters your marketing copy. Unless they get bored or turned off,
they ‘listen to what you have written as if it was a one-sided
conversation. Now imagine a line stretching from the company
through the product and on to the customer, as shown below:

company product company
self sell

We might call this line the ‘self-sell continuum’. The nearer
the focus is to the business, the more selfish the copy will be, and the
less it will sell. As it moves nearer to the customer, the more it will
mean to the target audience, and the more it will sell.

Company-focused copy

Purely selfish copy is all about the company: how long it has
been trading, who runs it, where it is located, its principles and
vision. Unless these points can be translated into benefits, they have
got no place in marketing copy. This is the stuff that goes in ‘About
us’ on websites, so people can easily avoid it. Admittedly, some
company facts do constitute indirect reasons to buy — being a market
leader, for example, is compelling — but most do not. Slightly less
selfish is stuff on the boundary between the company and the product
— how a product was developed, the thinking behind it and so on.
This might add some value, but it’s background at best.

Product-focused copy

Straightforward factual description will only sell to those who
are already very clear about what they want and why. Lists of
features are the kind of content that might appeal to technical staff
rather than commercial managers. However, this practical content is
good raw material — provided it can be reexpressed as customer
benefits in order to sell harder. Copy about the interface between
product and customer concerns how the product can be bought, how
and when it is used, what it does and so on. This is where things start
to get interesting for the reader, particularly if the text explains why
the various attributes described can benefit them.

Customer-focused copy
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This content starts with customer concerns and goes on to
explain how the product will help them, in words they will
understand. Effective copywriting spends most of its time here — or,
at the very least, it starts here before moving across to the other areas
if and when it needs to.

How to achieve customer focus?

As a newcomer and an outsider, the copywriter’s job is to
move the emphasis to the customer by (politely) asking questions
such as:

— How does that help me as a customer?

— How does that affect my decision to buy, or not to buy?

— As a potential customer, why should | be interested?

Any points that are too company- or product-focused should
be recast in terms of things the customer wants or failing that deleted.
The result should be text that talks directly to the customer’s own
priorities, linking them clearly to the product. To confirm that this is
so, compare the number of times you have said ‘you’ as opposed to
‘we’ or ‘us’. There should be at least twice as many mentions of the
customer as of the company. Marketing may be a one-way
communication, but as with any other conversation, acknowledging
the other person’s point of view is more likely to get positive results.
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KEY TERMS
Copywriting, marketing, copyright, rewriting, copy,
optimum, use, language, promote, persuasion, ‘hard’ benefits, ‘soft’
benefits, customer, product, service.

SELF-ASSESSMENT QUESTIONS:

1. Give the definitions of the terms copywriting, copyright,
and rewrite.

2. How do we call written content that aims to increase brand
awareness and ultimately persuade a person or group to take a
particular action?

3. What does it mean a ‘useful art’ in terms of copywriting?

4. What is the goal of a good copywriter?

5. What term denotes ‘getting people to think, feel or act in a
certain way’?

6. Name the major benefits of the copywriting?

7. Explain the difference between the ‘hard’ benefits and
‘soft’ benefits.

8. Why must all features of a product or service be ‘turned
outwards’ and expressed as benefit?

9. What is the way of assessment how well your copy is
expressing?

10. How do you understand the ‘self-sell continuum’ line?
What are the components of it?
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LECTURE 10
UNDERSTANDING THE PROCESS.
WORKING SPHERES OF A COPYWRITER. CLICHES

The copywriting process includes creating writing, then
polishing it, adding the information, deleting sentences, changing the
order of sentences or even paragraphs.

The preparation to become a copywriter involves knowledge.
There are two types of it. The first is a very broad or general
knowledge and the second is a very specific or targeted knowledge.

The best copywriters in the world are those who are curious
about life, read a great deal, have many hobbies, like to travel, have
a variety of interests, often master many skills and get bored with
them and then look for other skills to master. They hunger for
experience and knowledge and find other people interesting. They
are very good listeners.

There is nothing really new in our life. The best copywriters
have to make an experiment all the time because experiences create
ideas. It is simply a matter of taking previous pieces of knowledge
and putting them together in a unique and different format. Matter is
not created and destroyed. Everything on earth that was here a billion
years ago is pretty much here now. The only difference is that it has
taken new forms.

A copywriter can write for brand and marketing. Brand
naming is a tough call. Where a lot of the challenges of copywriting
require a number of language crafts and creative skills, creating a
single name, a word, is anyone’s game. Having the eye to know
which will work well and which will not, is not as easy as it might
seem.

A copywriter can write for advertising and direct
marketing. Advertising is a one-way communication that aims to
raise awareness of a client’s message to a specific audience, and it
operates in every medium and in many different forms. Of all these
forms, billboard campaigns are one of the most challenging: your
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message has to be read from a distance, in an instant, and be both
compelling and memorable.

Many large scale billboard campaigns are about creating
awareness and are part of a wider media mix, but others have to pay
their way — they have to generate an immediate positive response
from their audience, the general public, and they have to work on
their own.

A copywriter can write for retailing and products. The
challenge in writing for retailing and products is in understanding the
type of people you are writing for and what their mindset is —
essentially, they are looking for something and you are making it
easier for them to find it. Good copy is vital — get this right and you
will be boosting the success of the product.

A copywriter can write for company magazines,
newsletters and internal communications. A carefully thought
through, well— written and well-designed company magazine is a
very powerful brand communications tool that can play a leading role
in ensuring that a client’s employees and customers think favourably
about their organization. As the writer, it is essential that you take
the time to understand the context of your story fully, research the
background and present your information credibly to an informed
audience.

A copywriter can write for catalogues. There are arguments
for and against long descriptive product copy in catalogues. There
are also debates about the value of having fewer products per page,
or including as many as possible, in terms of which creates the best
overall sales results. In terms of the approach to copywriting, one
school of thought says that a quality photograph will speak volumes
about the product in question, and all the copy needs to do is support
the image with a few key points about the product’s features.

This approach works well if the client wishes to put a lot of
items on the page and does not have a lot of room to play with. At
the other extreme, detailed product descriptions, which explain the
features and sell the benefits to the reader, are believed to work much
better than simple product entries as they present compelling reasons
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to purchase and work hard to close the sale. As a copywriter, you
may be expected to advice on the best approach to take with
catalogue copy. This exercise will help you develop a greater
understanding of the challenges of long versus short copy. It will
enable you to build your knowledge so that you can provide
considered advice.

A copywriter can write for the digital environment,
websites. As the copywriter for a website it is your role to draw in
the visitors and to hold their limited attention span for as long as
possible. How you do this depends on what your audience expect
from the site, and what you feel will work best. You are providing
the options to the visitor, and the way you create and present the links
between sections and pages in your site is one of the most important
elements of your copywriting. Visitors scan for information rather
than read the text, and search for the material they want. When they
find it, they are likely to want plenty of detail, often in a
downloadable format.

It is better not to use clichés in your writing. Clichés are
expressions that either have a general meaning or have ‘lost their
meaning’ over time. Collins English Dictionary defines cliché as an
idea or phrase which has been used so much that it is no longer
interesting or effective or no longer has much meaning. Cliché came
to mean a word or phrase that gets repeated often. These overused
phrases do not provide a specific meaning or image. Clichés such as
‘leave no stone unturned’ have been used so much in writing that
they have lost all their effectiveness. Why should not we use clichés?

Clichés make you seem boring. By using a cliché, we are
telling our reader that we lack originality, making them want to yawn
and stop reading your paper.

Clichés make your writing and argument interchangeable
with anybody else’s. Make sure that your argument and writing are
specific to you and your writing task.

Clichés are vague. It is best to use the most precise wording
in order to present evidence and support your arguments as clearly
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as possible. Specific details and explanations make better evidence
than generalizations and trite phrases.

Clichés make you seem lazy. They are a hedge when you do
not want to do creative work.

Clichés make you lose credibility. Your reader will not trust
you as an authoritative source if you cannot come up with a better
description than a cliché.

Clichés are poor substitutes for actual evidence. Because
clichés are not specific, they do not offer strong enough commentary
to prove your point. Make sure that every sentence of your paper is
working toward a goal by eliminating meaningless phrases.

Clichés are often idioms. This makes clichés difficult to
translate into other languages because their meaning will not always
be understood by people from different cultures.
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KEY TERMS:

Brand and marketing, experience, advertising and direct

marketing, retailing and products, company magazines, newsletters
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and internal communications, catalogues, digital environment,
websites, clichés.

SELF-ASSESSMENT QUESTIONS:

1. What does include the copywriting process?

2. Who are the best copywriters?

3. Name the types of knowledge.

4. Why is it important to make an experience all the time?

5. What is the goal of large scale billboard campaigns?

6. Explain the main challenge in writing for retailing and
products.

7. When does the approach to copywriting concerning writing
for catalogues work well?

8. What is your role as the copywriter for a website?

9. Give the definition of the term ‘cliché’.

10. Why shouldn’t a good copywriter use cliché in his/her
own advertising?

LECTURE 11
THE ELEMENTS OF THE ADVERTISEMENT (AD)

1. Headline: gets your attention and draw you to the
subheadline.

2. Subheadline: gives you more information and further
explain the attention-getting headline.

3. Photo or drawing: gets your attention and illustrates the
product more fully.

4. Caption: describes the photo or drawing. This is an
important element and one that is often read.

5. Copy: conveys the main selling message for your product
or service.

6. Paragraph headings: breaks up the copy into chunks,
thereby making the copy look less imposing.

7. Logo: displays the name of the company selling the
product.
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8. Price: let the reader know what the product or service costs.
The price could be in large type or could be buried in the copy.

9. Response device: gives the reader a way to respond to the
ad, by using the coupon, toll-free number or ordering information,
usually near the end of the ad.

10. Overall layout: provides the overall appearance for the ad,
by using effective graphic design for the other elements.

One of the most important axioms is number two.

Axiom 2: all the elements in an advertisement are primarily
designed to do one thing and one thing only: get you to read the first
sentence of the copy.

Defining Headline:

1. In print advertising, it is the headline and visual.

2. In an email, it is the From and Subject lines.

3. Inradio or TV ad, it is the first few seconds.

4. In a direct mail-package, it is the outer envelope or first
few sentences of the letter.

. In a press release, it is the lead paragraph.

. In a sales brochure or catalogue, it is the front cover.

. Inasales presentation, it is the first few slides or flip charts.

. On a website, it is the first screen of the homepage.
Headline Functions:

o N O O1

. Get attention;
. Select the audience;
. Deliver a complete message;
. Draw the reader into the body copy.
Headlines Get Attention if:
. Appeal to the reader’s self— interest.
— “Why Swelter Through Another Hot Summer?” — GE air
conditioners.
2. Give the reader news:
— “Introducing......".
3. Offer freebies and use the word “fiee”:
4. Offer useful information:
“How to Bake Beans” —Van Camp’s.

A WDN B
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5. Proven headline buzzwords:

— Free, how to, why, sale, quick, easy, bargain, last chance,
guarantee, results, proven, save.

Headlines Select the Audience

Headline can qualify the buyer — an ad for a $85,000 sports
car should (somehow) say, “This is for rich folks only! ”

Select the right audience, screen out others:

— “Were looking for People to Write Children’s Book! ”

— “Is Your Electric Bill Too High?”

8 Types of Headlines

Direct headlines

Indirect headlines

News headlines

How-to headlines

Question headlines

Command headlines

Reason-why headlines

Testimonial headlines

4 U’s Formula for Writing Effective Headlines

1. Urgent — gives the reader reason to act now instead of later.

— “Make $100,000 working from home this year” (add ‘this
year’)

2. Unique — says something new or something familiar in a
new way.

— “Why Japanese women have beautiful skin?”

3. Ultra— specific — ‘fascinations’ tease the reader into
reading further.

— “Best time to file for a tax refund”

4. Useful — appeals to reader’s self-interest by offering a
benefit.

— “An Invitation to Ski and Save ”

The Copy
You sell more merchandise when you write clear copy.
Causes for confusing copy:
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— ‘borrowed interest’, lengthy sentences, clichés, big words,
not getting to the point, a lack of specifics, technical jargon, and poor
organization.

11 Tips for Writing Clear Copy:

1. Put the reader first, use ‘you’;

2. Carefully organize your selling points;

3. Break the writing into short sections (long paragraphs are
intimidating);

4. Use short sentences — easier to read (best average length =
14 to 16 words);

5. Use simple words;

6. Avoid technical jargon;

7. Be concise — avoid wordy phrases, unnecessary adjectives,
redundancies, etc.;

8. Be specific;

9. Go straight to the point — start selling in the first line.

10. Write in a conversational style.

11. Avoid sexist language.

Stylistic Tricks of Writing a Copywriting Product

End sentences with a preposition;

Use sentence fragments;

Begin sentences with conjunctions — easy transitions;

Use one-sentence -paragraphs — lively change of pace;

Use graphic techniques to emphasize words or phrases —
underlining, capitalization, boldface, italics, arrows and notes, etc.;

Use bullet points.

Having written a copy, you have to ask next question:

Copywriter’s Checklist:

Does the copy fulfil promise from the headline?

Is the copy interesting?

Is it easy to read?

Is it believable?

Is it persuasive?

Is it specific?
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Is it concise?

Is it relevant?

Does it flow smoothly?

Does it call for action?

Feature of the product or service is its descriptive fact; it is
what the product/service is or has. So you have to write about
benefits (what the product does). It is what the user gains as a result
of the feature. Customers do not buy products or services. They buy
what these products or services do for them.

The Motivating Sequence:

5-step formula to writing copy that sells:

1. Get attention:

— headline & visual should focus on single strongest benefit;

— do not use clever phrases, puns, irrelevant information,
while serving strongest benefit for a big finish inside the copy;

2. Show a need:

— with most products, the need for the product may not be
obvious;

— demonstrate that need.

3. Satisfy the need and position your product as a solution:

— after demonstrating need, quickly show that your
product/service satisfies the need, answers questions, or solves the
problem;

4. Prove your product/service can do what you say it can do:

— testimonials, comparisons to competition, studies/research,
etc.

5. Ask for action:

— last step must be a call for action for the next step in buying
process;

—if possible, give an incentive for responding now: discounts,
etc.

Practice is a great teacher — the more you write, the better you
get.

First, you learned that you have, in your life, experienced
general knowledge through your actions, circumstances and
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personality. You have also been given the tools to obtain specific
knowledge, such as the ability to inquire, read and research. Then
you learned that practice is a great teacher — that the more you write,
the better you get. And finally, you learned that copywriting is the
mental process of transferring what is in your head onto a sheet of

paper.

REFERENCES
1. Albrighton, Tom. The ABC of Copywriting [Electronic
resource]. — Access mode : https://www.amazon.co.uk/Tom-

Albrighton/e/B07D8T8XMZ.

2. Maslen A. The Copywriting sourcebook. How to write
better copy, faster — for everything from ads to websites [Electronic
resource]. — London : Marshall Cavendish Business, 2010. — 223 p.
Access mode: https://www.amazon.com/Copywriting-Sourcebook-
better-everything-websites/dp/0462099741.

3. Ng, Edmond. Copywriting Basics for Beginners
[Electronic resource]. - Access mode
https://ezinearticles.com/?Copywriting-Basics-for-
Beginners&id=5258540.

KEY TERMS:
Headline, subheadline, photo, drawing, caption, copy,
paragraph heading, logo, price, response device, overall layout,
testimonials, discounts, buzzwords, bullet points, visuals, flip charts.

SELF-ASSESSMENT QUESTIONS:
1. What are the main elements of the advertisement?
2. Expand the essence of the second axiom.
3. Define the headline in all kinds of media.
4. Name the functions of the headline.
5. When does the headline get attention?
6. What types of headlines do you know?
7. Explain 4 U’s formula for writing effective headlines.
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8. What are the causes for confusing copies?

9. Represent the stylistic tricks of writing a copywriting
product.

10. Describe the 5-step formula to writing copy that sells.

LECTURE 12
FIRST SENTENCE. THE ENVIRONMENT OF THE
COPYWRITER

The headline must be so powerful and compelling that you
must read the subheadline, and the subheadline must be so powerful
that you are compelled to read the first sentence, and the first
sentence must be so easy to read and so compelling that you must
read the next sentence and so on, straight through the entire copy to
the end.

What is the purpose of the first sentence? It is to convey a
benefit or explain a feature, that would be impossible. How could a
short first sentence do anything more than gets you to read it? The
correct answer is: the purpose of the first sentence is to get you to
read the second sentence. Nothing more, nothing less. What the
purpose of the second sentence is: to get you to read the third
sentence. The same situation is with the third, the fourth, the fifth and
the next sentences.

Axiom 3: the sole purpose of the first sentence in an
advertisement is to get you to read the second sentence.

The copywriter has to control over the environment. The
environment you choose is created in both the graphic elements and
the copy, but especially the copy — by the way you phrase your
words, the choice of words and the level of integrity you convey.
And to create that environment, you attract the customer’s attention
(the headline, photos, logo, etc.) and then you have got to get the
person to read the first sentence by making it so simple and so
compelling that the reader cannot help but read it. And the next
sentence and then the next.

83



Axiom 4: your ad layout and the first few paragraphs of your
ad must create the buying environment most conducive to the sale of
your product or service.

Creating the ideal buying environment comes from
experience and the specific knowledge you get from studying your
product and potential customer. It comes from understanding the
nature of your product or service. The next step is to get the customer
to nod in the affirmative and agree with you or at least you make
truthful statements that the prospect knows are correct and would
concur with. Make sure that the prospect does not disagree with
something you are saying. But as long as the reader keeps saying yes
or believes what you are saying is correct and continues to stay
interested, you are going to be harmonizing with the reader and you
and the reader will be walking down that path toward that beautiful
room in the art gallery.

Axiom 5: get the reader to say yes and harmonize with your
accurate and truthful statements while reading your copy.

One of the best ways to understand this is the following nine-
point puzzle. This puzzle is as an example of an assumed constraint.
The rules to solve this puzzle are very simple. You must draw four
straight lines and connect all the points without taking your pen off
the page. In short, all the lines have to be connected.

Most people who try to solve the puzzle make one fatal error
and it is simply that they do not realize the constraint they
subconsciously put upon themselves. As you can see, we were
constrained by the box surrounding the points and did not go out of
the box in order to find the solution. Often, to solve that very
important problem, you have got to go out of the problem area itself
to find the answer.

The next Axiom 6: when trying to solve problems, do not
assume constraints that are not really there.
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You never really know what will work or what will not. If
you believe in your idea, do it. Step out of those assumed constraints.
When thinking about a problem or looking for a solution, do not rule
anything out. Sometimes that big idea will come to you if you step
out of the traps that we very often fall into.

The following business examples of other historical
assumed constraints:

1. “There is no reason anyone would want a computer in their
home.”

This was said by Ken Olsen, president, chairman and founder
of Digital Equipment Corporation, in 1977.

2. “Computers in the future may weigh no more than 1.5
tons.”

This was quoted by Popular Mechanics magazine forecasting
the relentless march of science in 1949.

The first sentence is so important and in order to make it so
compelling to read you have to make it short. Some typical first
sentences might be:

Losing weight is not easy.

It’s you against a computer.

It’s easy.

It had to happen.

Hats off to IBM.

Each sentence is so short and easy to read that your reader
starts to read your copy almost as if being sucked into it.

Many magazines use a variation of this technique in their
articles. They start an article not with a very short sentence but maybe
with very large type. Once they have you sucked into reading the
copy and you turn the page to read the rest of the article, you notice
that the typeface has gotten smaller. But that is okay. The purpose of
the large type was to get you into the article and it worked. So your
first sentence should be very compelling by virtue of its short length
and ease of reading. No long multisyllabic words. Keep it short,
sweet and almost incomplete so that the reader has to read the next
sentence.
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Axiom 7: keep the copy interesting and the reader interested
through the power of curiosity.

It means that at the end of a paragraph, it is better to put a
very short sentence that offers some reason for the reader to read the
next paragraph. You can use such sentences as:

But there’s more.

So read on.

But I didn 't stop there.

Let me explain.

Now here comes the good part.

These seeds of curiosity cause you to subconsciously
continue reading even though you might be at a point in the copy
where the copy slows down. In print, the ideal situation is to create
such interesting and compelling copy that you do not need the seeds
of curiosity, but often that is very difficult. And using these seeds of
curiosity enhances most copy. But like every good thing, do not
overdo it.

Seeds of curiosity can be used at the beginning of an ad where
you mention some benefit or payoff that you are going to reveal
somewhere in your copy. In short, the reader has to read the entire ad
to find it.
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KEY TERMS:
First sentence, sole purpose, ad layout, buying environment,
puzzle, assumed constraints, seeds of curiosity.

SELF-ASSESSMENT QUESTIONS:

1. What is the purpose of the first sentence?

2. How could a first sentence do anything more than gets
you to read it?

3. What is the purpose of the second sentence?

4. How to create the ideal buying environment?

5. How to solve the problems with assumed constraints?

6. Give the business examples of the historical assumed
constraints.

7. What is the purpose of the large type?

8. What should be the length of the first sentence?

9. What is the meaning of the power of curiosity?

10. Where is it better to put the seeds of curiosity?

LECTURE 13
EMOTIONS IN ADVERTISING

There are just three points to remember about the emotions in
advertising.

Emotion principle 1: every word has an emotion associated
with it and tells a story.

Emotion principle 2: every good ad is an emotional
outpouring of words, feelings and impressions.

Emotion principle 3: you sell on emotion, but you justify a
purchase with logic.

Let us take the last point first. Why do you think people buy
the Mercedes-Benz automobile? The answer: we buy on emotion and
justify with logic. When most people buy a Mercedes, they tell
people that the reason they bought it was because of a series of
technical features. But the real reason is they want to own a
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prestigious car and belong to the crowd that drove a Mercedes. In
reality such people lie to themselves using logic — something that
they really believe.

In writing copy for an advertisement, often you get your
reader in an emotional frame of mind as a result of the environment
you have created, and logic becomes less important. For example,
you can use the phrase near the end of your ads,

“If you aren 't absolutely satisfied, return your product within
30 days for a prompt and courteous refund.”

Who ever heard of a refund being courteous? It does not
matter. The emotion or the feel of that phrase really says that we are
a very respectful and understanding company that will return your
money very promptly. Often, a phrase or sentence or even a premise
does not have to be correct logically. As long as it conveys the
message emotionally, it not only does the job, but does it more
effectively than the logical message.

The next examples are:

Example 1: The old woman in the motel.

Example 2: The little old lady in the cottage.

The word cottage gives to the copy a better emotional feel.
You should not materially change the facts of a situation to suit an
emotional feeling, but you can add some emotional details.
Sometimes changing a single word will increase response in an ad.

Axiom 8: never sell a product or service. Always sell a
concept.

Other terms commonly used are Big Idea, or USP (unique
selling proposition). Whatever it is called, it means basically the
same thing. You sell the sizzle and not the steak — the concept and
not the product. The only exception to this rule is when the product
IS SO0 unique or new that the product itself becomes the concept.
Finding the concept is often not easy. It takes all the skills of a
conceptual thinker to come up with the right idea and the right
position.

Axiom 9: the incubation process is the power of your
subconscious mind to use all your knowledge and experiences to
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solve a specific problem, and its efficiency is dictated by time,
creative orientation, environment and ego.

Do plenty of thinking about what you want to write. Put all
your thoughts down on paper. This is just preparation. Do something
else. Forget about the project. Do something pleasurable — a stroll in
the park, a walk down the street or lunch with a good friend.
Whatever you do, let it be a total diversion from what you are
currently working on, and do not even think of the copy project.

Whether you realize it or not, you are actually working on the
ad constantly even though you have put it out of your mind. Your
subconscious mind is actually processing everything you have
learned — all of that data that you have accumulated in general and
all of the information in particular. And your mind is then taking all
of that data and running it through everything you know about
copywriting and communications, mentally preparing the first
version of your ad copy. You are just out having a good time while
your brain is working like crazy. This entire subconscious activity is
called the incubation process, and the time you are giving to it is
called the incubation period.

Axiom 10: copy should be long enough to cause the reader to
take the action you request.

There are two variants about the copy length: short or long.
If the copy is interesting, the reader will read it all even if it is long.
The main demand is to tell the full story of your product.

Axiom 11: every communication should be a personal one,
from the writer to the recipient, regardless of the medium used.

Every advertisement should be a personal message from the
advertiser to the prospect. An effective way to do this in print is to
use a byline. Use your name or the name of somebody in your
organization such as the president — like the news organizations do
in a magazine or newspaper article. This allows you to use words like
| and me and we and you. Let us look at the example of the ad for
BluBlocker sunglasses.

Headline: Vision Breakthrough
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Subheadline: When I put on the pair of glasses what | saw |
could not believe. Nor will you.

Byline: By Joseph Sugarman

Copy: | am about to tell you a true story. If you believe me,
you will be well rewarded. If you don't believe me, | will make it
worth your while to change your mind. Let me explain.

Such words as | and you and me were used — all very personal
words used in a one-to-one conversation. This shows how very
personal you can get in copy and still convey a very powerful thought
or develop the environment and slippery slide you need to cause your
reader to continue reading and then respond.

As you start to write copy to reach and motivate an individual,
think in terms of writing in the first person with a personal message.

The Copy Sequence
INTEREST AND EXCITEMENT
DRAMA
WHY DIFFERENT
HOW TO PLAY

UNIQUE FEATURES
JUSTIFY PURCHASE
LASTING PLAY VALUE
SERVICE
ASK FOR ORDER

With the first paragraph it is better to create interest and
excitement for the product/service.

With the second paragraph copywriters start to weave the
drama of the product and the differences between advertising
product/service and similar one.

In the next block of copy you explain why and how the
product/service is different, how to use it and mention some of its
unique features.

So the next block should justify the purchase. Present here all
variants why this is a great purchase.
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By now the customer is saying to himself, “Okay, I want to
get the unit and I can justify the purchase, but what if I use ity, in
such a case it is better to go into the fact that it has lasting play value.

Copywriters then raise the service question in the ad copy and
answer it. The point of each of these blocks of copy is that they are
logically placed as if to anticipate the next question a prospect is
going to ask — all in an environment that you have created and all
flowing logically to the last part of the ad when you ask for the order.

Axiom 12: the ideas presented in your copy should flow in a
logical fashion, anticipating your prospect’s questions and
answering them as if the questions were asked face-to-face.

The next axiom concerning editing is:

Axiom 13: in the editing process, you refine your copy to
express exactly what you want to express with the fewest words.

This may mean that you rearrange the words you wrote to
make the thought more direct. Or it may mean cutting out words that
have little contribution to the overall feel of the ad. It may mean
substituting new words that express your thoughts better. And it may
even mean adding words to clarify a thought. But the goal in writing
ad copy is to express the thoughts you want to convey in the most
powerful way but with the fewest words.
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KEY TERMS:

Emotions, logical message, concept, unique selling
proposition, incubation process, byline, interest and excitement,
unique features, justify the purchase, lasting play value, editing
process.

SELF-ASSESSMENT QUESTIONS:

1. What are three points to remember about the emotions in
advertising?

2. Why does logic become less important in writing copy for
an advertisement?

3. What is it better to sell in advertising? A product/service
or a concept?

4. Explain the meaning of the incubation process?

5. What is the role of the byline in an advertisement?

6. Is there any differences between incubation process and
incubation period?

7. Describe the copy sequence.

8. What is the point of each of the blocks of copy?

9. What is the goal in writing ad copy?

10. What is the goal in editing ad copy?

LECTURE 14
SOME PRINCIPLES OF EDITING

1. Look for any ‘that” words. For example,

“And, if you've tried it, you know that...” The words up to
and including ‘that’ can very often be eliminated.

2. Edit for rhythm. Make sure that you vary the length of
sentences so they do not sound monotonous.

92



3. Consider combining sentences. For example, “A bathroom
scale is like a report card. It’s a feedback mechanism that tells you
how well you 've done ”.

It can be condensed into “Your bathroom scale is like a
report card — a feedback mechanism that tells you how well you 've
done.” It is saved only one word by doing this, but it made sense to
combine the sentences and eliminating even one word is a good
move.

4. Eliminate unnecessary words. Look at the word ‘the”in the
phrase ‘and seeing the positive results.” The word ‘the’ can easily be
eliminated without changing the meaning so that the final sentence
will read, “and seeing positive results.”

5. Rearrange thoughts so they flow better. Note that in the
first draft, the flow of the copy pointed out that the scale was a report
card and the second thought was that part of the pleasure of a weight
loss program was stepping on a scale and seeing the positive results.
By reversing these two thoughts, advertisement becomes more
emotional by focusing on the pleasure of using a scale when losing
weight and then it is explained why. This sounds a lot better and more
logical from a flow standpoint than the first draft.

One more example:

Headline: “The more you learn about our DC-10, the more
you know how great it really is.”

Byline: Pete Conrad, Former Astronaut, Division Vice
President, McDonnell Douglas

Copy: I've watched airplanes and spacecraft take shape for
much of my adult life. I'm certain that nothing made to fly has ever
been designed or built to more exacting standards than our DC-10.

Eighteen million engineering man hours were invested in this
plane’s development. That includes 14,000 hours of wind tunnel
testing, as well as full— scale ‘fatigue testing’ for the equivalent of
40 years of airline service.

I’'m convinced that the DC-10 is the most thoroughly-tested
Jjetliner ever built. Along with U.S. Government certification, the DC-
10 has passed structure tests just as demanding, in their own way, as
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those required of U.S. Air Force fighter planes. The DC-10 fleet
demonstrates its dependability flying more than a million miles a day
and serving 170 cities in 90 countries around the globe.

In this ad the objection was totally ignored. The resulting ad
was hollow. The ad then ended with a place to write McDonnell
Douglas to get more information.

The copy was good copy — very persuasive in terms of
building confidence in the plane. And all this was presented by a
former astronaut to add credibility. But it lacked an important
opening that would have made the copy many times more effective.

This is an example how to improve this ad:

Headline: DC-10s Big Secret

Subheadline: Youve heard a lot of bad publicity about the
DC-10. But here s something you may not have known.

Byline: By Pete Conrad

Copy: It was horrible. When American Airlines flight 191
crashed at O 'Hare in Chicago last May 25th, hundreds of people lost
their lives in what was considered one of the worst plane crashes in
American history. The plane — a DC-10. But as the facts emerged, it
was learned that a series of coincidences resulted in a hydraulic
malfunction that in all likelihood would never happen again. But it
did happen. And in the subsequent weeks, a series of fail-safe systems
were installed that make the DC-10"s hydraulic system among the
safest of any jetliner.

In addition, two other recent crashes of DC-10s were
determined to be totally not the fault of the airplane but of the pilots.
But because of the negative publicity generated by the American
Airlines crash and these other two crashes, we have been even more
diligent. All airlines are required to give each DC-10 a complete
inspection every 50 hours instead of the required 100 hours of
flying...

After reading the second version of the ad, people would
leave with a positive feeling about both the company and the
message. We would think that it was a sincere effort to dispel those
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false impressions on the safety of the DC-10. The message is an
emotional presentation that shows concern, integrity and leadership.

Keep in mind that the copy they had was very good. They just
left off the entire front end of the ad and were avoiding the real issue
— the events that actually happened that prompted their ad.

The lesson to be learned here is to realize the importance of
raising an objection, regardless of how embarrassing or detrimental
it may seem, and then doing your best to resolve it.

How to organize Product Brochure Copy

Introduction — capsule description.

Benefits — why customers should buy.

Features — how it is different from competitor.

‘How it works’ — description of how it works.

Types of users (markets)

Applications

Product availability — models, sizes, etc.

Technical specifications

Questions and answers — FAQ

Company description

Support — info on delivery, installation, guarantees.

The next step — how to order or get more info

How to organize Service Brochure Copy

Intro — outlines services, types of accounts handled, reasons
why reader should be interested.

Service offered — detailed descriptions.

Benefits — describes what readers will gain and differentiates
you from competitor.

Methodology — outline’s firm’s methods.

Client list — list of customers who endorse service.

Testimonials

Fees and terms.

Biographical info — key employees

The next step — instructions on what to do next.

95



Catalogues vs. Brochures

Brochures tell in-depth story about a single product.
Catalogues give short descriptions of many products. Catalogue
description must be terse.

Brochure’s mission is to provide enough info for reader to
take next step in buying process. Catalogues are mail-order vehicles
from which you order; salesperson not needed for catalogues.

Tips for Writing Catalogues

1. Write snappy headlines — strong benefit or descriptive
adjective.

2. Include a letter from the manufacturer.

3. Give all key product facts.

4. Devote the most space to best-sellers.

5. Use techniques that stimulate sales — toll-free phone
numbers, credit cards accepted, free gifts.

6. Make the order from simple

7. Indicate discounted items — 25 % off! or 11,95$ — 8795$.

Other types of Sales Literature

Annual reports

Flyers

Broadsides — flyers folded for mailing

Invoice stuffers — small promos mailed with monthly
bills/statements

Circulars — 4-8 pages, full colour, contain coupons for local
products

Pamphlets — similar to brochures but more general

White papers — in-depths reports about product or industry
under guise of unbiased information.
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KEY TERMS:
Editing, rhythm, combine, eliminate, catalogue, brochure,
sales literature, FAQ, benefits, pamphlet, annual reports, flyers,
broadsides, invoice suffers, circulars, white paper.

SELF-ASSESSMENT QUESTIONS:

1. Why do we need to look for any ‘that” words in the editing
process?

2. Is it necessary to consider combining sentences in the
editing process and why?

3. Is it possible to eliminate unnecessary words without
changing the meaning?

4. How to organize product brochure copy?

5. What information is it obligatory to represent in the
component ‘support’ of the product brochure copy?

6. How to organize service brochure copy?

7. Explain the contradiction between catalogues and
brochures.

8. What are the tips for writing catalogues?

9. What are the techniques that stimulate sales?

10. What types of sales literature do you know?
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LECTURE 15
CONCEPTS THAT YOU SHOULD REVIEW FOR EACH AD
YOU WRITE

1. Typeface: this element is really important. If you are a
graphic designer, you know that each typeface has its own
personality, emotion and legibility. And that is the point of this
subject. You have got to determine the combination of personality
and legibility that will make your ad easy to read and inviting. Serif
type has short protruding lines whereas the other style of type, called
‘sans serif’, does not. Serif type produced greater comprehension
than sans serif type and by a 5 to 1 margin. Another important factor
is the legibility of all your typefaces in other parts of your ad such as
the headline, subheadline and various headings. Fancy type might
look elegant to the type designer, but if it can’t be read it has no value.
The most important role a typeface has is to allow the greatest
comprehension possible, and the second role, less important by far,
is to convey the image of a company.

2. Second sentence: this sentence is almost as important as
the first. You have got to maintain interest, so you must also create
another sentence with a compelling reason to cause your reader to
want to continue. You must continue this momentum throughout the
first and second paragraphs. Put aside any facts, benefits or product
features. Your only goal is to get the momentum going and create
that buying environment.

3. Paragraph headings: they have little to do with selling or
presenting your product. They simply make the copy look more
inviting so your reader will start the reading process. Use paragraph
headings to break up copy in the middle of columns but not at the
very end or beginning. Avoid placing paragraph headings right next
to each other in two adjoining columns.

4. Product explanation: sounds simple. Sounds basic. Many
ads leave out the simple step of explaining what the product does. A
rule of thumb here is to explain a complicated product in a very
simple way and explain a simple product in a very complex way.
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5. New features: highlight those features that make your
product or service new, unigque or novel. This might appear to be the
same as the copy element ‘Product Explanation’, but it is different.
Here you are revealing not just the features of the product, but the
features that distinguish it from anything else on the market.

6. Anticipate objections: this is a very important element to
consider when writing copy. If you feel that your prospect might
raise some objection when you are describing a product, then raise
the objection yourself. Remember, you are not in front of the
consumer and you have to sense what the next question might be. If
you sense that there might be an objection and you ignore it, it is like
ignoring that consumer. You will not get away with it. The consumer
is too sharp and will not buy.

7. Resolve objections: just as you have to recognize
objections, it is your opportunity and duty to resolve the objections,
too. You must be honest and provide alternative solutions or dispel
the objections completely.

8. Gender: who is the consumer? Male, female or both
genders? Are they female golf players, lady pilots or professional
women? Make sure there are no sexist comments that would offend
any group, and know your target audience so that you can
communicate in their terms.

9. Clarity: You remember that your copy should be clear,
simple, short and to the point. Avoid big words that confuse those
who do not know them and which often establish the writer as a
pompous snob — unless, of course, you’re trying to appeal to
pompous snobs. Keep it simple. The clearer the copy and the more
concise, the easier it will be for people to read and get on the slippery
slide and stay there. The only exception to this rule is when you give
a technical explanation.

10. Clichés: avoid the obvious ones: “Here’s the product the
world has been waiting for, ” or “I¢’s too good to be true. ” If you feel
inclined to use a cliché, do not. Clichés seem to be used when you
have nothing really significant or good to say and must fill up space.
How do you know if you are writing a cliché? If it sounds like you

99



are writing typical advertising copy a copywriter may have written
20 years ago.

11. Rhythm: it has no distinct pattern: a short sentence, then
a long sentence followed by a medium sentence followed by a short
sentence and then another short sentence and then one really long
sentence. In short, a mixture of sentence lengths that, when read
together, gives a sense of variety and rhythm. Think about how copy
would sound if all the sentences were very short or very long or all
had a distinct predictable pattern. Pretty boring. And that is the point
of copy rhythm. Vary your sentences; vary their length to give your
copy a rhythm.

12. Service: if you are selling an expensive product or one
that is not easily returned for service, you must address the question
of service and convey the ease of that service to the consumer. Often
the mention of a brand name manufacturer is all that is needed to
establish ease of service. But if there is a remote possibility that the
consumer would still ask about service, then you must address this
issue in your ad.

13. Physical facts: in copy you must mention all the physical
facts about a product (weight, dimensions, size, limits, speed, and the
like) or you risk reducing your response Sometimes you might think
that a certain dimension is not really important or the weight may not
be necessary. But it is not true.

14. Trial period: you must offer a trial period for any product
that the consumer cannot touch or feel at the time of purchase. The
only time you can make an exception to this rule is when the value
is so strong and the product so familiar that the consumer is willing
to take the risk. Make sure your trial period is at least one month, or
even better, two months. Tests have proven that the longer the trial
period, the less chance the product will be returned and the more
confidence the consumer will have in dealing with you and
purchasing the item.

15. Price comparison: whenever possible, offering a price
comparison to another product establishes value in the mind of the
purchaser. This points out one of the really important considerations

100



that motivate consumers to buy — namely that they are getting real
value.

16. Testimonials: a testimonial is a good way to add
credibility if it is from a very credible person or organization. This
approach can be used not only in the copy but in the headline or
photo. See if your ad copy could use a celebrity for a testimonial, but
make sure the testimonial makes sense for the product. Make sure
that the celebrity matches with the product and adds credibility. The
use of a celebrity who does not make sense for your product or does
not add credibility could backfire, have the wrong effect and Kill
sales if the offer is not believable.

17. Price: Another important copy point to consider is the
price. Should the price be obvious? Should it be set in large type?
Small? If you are selling a product or service at a very good price,
then set the price in larger type. After all, you want people to see that
benefit very clearly.

If the product is expensive and it is not the price that will sell
it, you want to underplay it. Do not hide it; just underplay it. By
putting the price in a logical position in the copy — whether it be in
the coupon, which is the ideal place, or in the copy highlighted with
a bold typeface — you are answering the question that the reader asks
without knowing when the reader is ready to ask the question. The
reader simply scans the ad and if the price is in bold or in the coupon,
the price will pop out and answer the question.

18. Offer summary: it is a really good idea to summarize what
you are offering the consumer somewhere near the end of your ad.
Many ads, by the way, miss this important point.

19. Avoid saying too much: this is probably the biggest
mistake most copywriters make. But there one positive issue in
saying too much. It is normal to say as much as you can about a
subject and then refine the copy to a point where it flows smoothly.
This usually means editing and reducing the copy length until it has
rhythm and it flows. But this could take time and involves a few
steps.
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20. Ease of ordering: make it easy to order. Use a toll-free
number, a coupon, a tear-off reply card or any vehicle that is easy to
understand and use. It is better to use a coupon with dotted lines. It
usually generates more response because the dotted lines clearly
convey at a glance that you can order the product from the ad.

21. Ask for the order: always ask for the order near the end
of your ad. This is often forgotten by many copywriters. At the end
of an ad, state like the following or something similar: “I urge you
to buy this at no obligation, today. ” You have got to ask for the order,
and if you are doing it right, it should be at the very end of the ad
where you have finished selling your prospect, you have summarized
the offer and your prospect is ready to buy.
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KEY TERMS:

Concept, typeface, objection, testimonials, order, summary,
trial period, cliché, gender, clarity, price, rhythm, service.
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SELF-ASSESSMENT QUESTIONS:

1. Explain the difference between serif and sans serif type.
Which one is it better to use in your ad copy?

2. What is the most important role a typeface has?

3. If you feel that your prospect might raise some objection
when you are describing a product, what should you do?

4. Should a copywriter mention all the physical facts about a
product?

5. What should a copywriter offer when the consumer cannot
touch or feel the product at the time of purchase?

6. What is a good way to add credibility to your copy
product?

7. Where should a copywriter put the price if the product or
service is expensive and it is not the price that will sell it?

8. What is the biggest mistake that most copywriters make?

9. Why should a copywriter use in his/her ad a toll-free
number, a coupon, or a tear-off reply card?

10. What is it necessary to put at the very end of the ad?

LECTURE 16
THE PSYCHOLOGICAL TRIGGERS. GRADE LEVEL.
SEVEN STEPS TO WRITING GREAT COPY

Axiom 14: in the editing process, you refine your copy to
express exactly what you want to express with the fewest words.

Axiom 15: selling a cure is a lot easier than selling a
preventive, unless the preventive is perceived as a cure or the
curative aspects of the preventive are emphasized.

The psychology should be considered when writing the
advertising message. The following are the 31 psychological triggers
to remember or review when you are writing your ad copy:

1. Feeling of involvement or ownership;

2. Honesty;

3. Integrity;

4. Credibility;
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5. Value and proof of value;

6. Justify the purchase;

7. Greed;

8. Establish authority;

9. Satisfaction conviction;

10. Nature of product;

11. Nature of prospect;

13. Current fads;

13. Timing;

14. Linking;

15. Consistency;

16. Harmonize;

17. Desire to belong;

18. Desire to Collect;

19. Curiosity;

20. Sense of urgency;

21. Fear;

22. Instant gratification;

23. Exclusivity, rarity or uniqueness;

24. Simplicity;

25. Human Relationships;

26. Storytelling;

27. Mental Engagement;

28. Guilt;

29. Specificity;

30. Familiarity;

31. Hope;

Best-selling books are written for the 8th to 10th grade level.
The following are the steps for determining grade level of the copy
you write:

1. Take a sample of your copy — start with 100 to 125 words
from the very beginning of the ad.

2. Count the words in each sentence. Dates and numbers
equal one word and independent clauses count as separate sentences
(e.g., “We studied, and we learned ” would be two sentences).
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3. Divide the total number of words by the number of
sentences to get the average sentence length.

4. Count the number of long words (those of three or more
syllables), but:

— do not count short-word combinations like pawnbroker or
yellowtail.

— do not include proper names.

— do not include verbs that have become three syllables by
adding -ed or -es.

5. Divide the number of long words by the total number of
words in the selection to get the percentage of long words.

6. Add the average sentence length to the percentage of long
words.

7. Multiply this total by 0.4 to get the grade level.

Clarity is one of the most important factors in writing copy,
and the grade level gives you an insight into how important short
sentences and simple words can be. But do not be obsessed with
achieving low grade level scores at the expense of common sense.
You need to vary the length of sentences and use three-syllable words
when you need them and realize that every audience is different.

There are seven steps to writing a clear copy, they are:

Step 1: become an expert on the product or service you are
planning to sell. Discover everything you could about a product or
service from all kinds of sources.

Step 2: know your prospect. You might become an expert on
your product or service but if you do not know your customer, you
are at a big disadvantage. What will motivate your prospect to
become a customer? Who is your typical prospect? This will give
you insight and also spur lots of good ideas.

Step 3: write your headline and subheadline. They must grab
the reader and create enough curiosity to cause the reader to get to
the first sentence. The best ones are short. “Vision Breakthrough,”
“Pocket CB,” “Pocket Yellow Pages” — all are concise and yet create
enough curiosity to get you to the subheadline. Subheadlines should
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be around 16 words, and first sentences should be as short as
possible.

Step 4: write the copy. Do not worry about sentence structure,
grammar, punctuation — just start writing and keep writing.

Let all your ideas and thoughts flow into the computer and
above all do not worry about making mistakes. The main idea is to
take everything that is in your head about the subject and dump it
into your hard drive. If you write your copy by hand or with a
typewriter, write with the same abandon. However, you are a lot
better off writing your ad with a computer, especially when it comes
to editing.

Step 5: edit your copy. Go through it and correct the spelling,
grammar, punctuation and sentence structure. Eliminate extra words
not necessary to express your thoughts. Tighten things up.

Step 6: incubate. Stop editing, put the text aside and take a
walk or do something pleasurable. You will be amazed at what
getting away from your text will do for you. If you can come back to
it the next day, better yet. The more time between what you have just
edited and taking the next step — all the better.

Step 7: take a final look at your copy. You will be amazed at
how much more you are going to catch and how much more refined
you will be able to make the copy with this final look. Of course you
could easily repeat steps 5 and 6 and continue to edit until you are
happy with your results.

These seven steps summarize what you as a copywriter will
go through to write copy.
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KEY TERMS:
Refine, cure, preventive, psychological triggers, integrity,
credibility, timing, grade level, urgency, simplicity, final look.

SELF-ASSESSMENT QUESTIONS:

1. What is the contradiction between selling a cure and a
preventive?

2. What psychological triggers do we need to remember or
review when we are writing our ad copy?

3. What is the grade level of the best-selling books?

4. How to determine a grade level of the copy you write?

5. What gives you an insight into how important short
sentences and simple words can be?

6. Describe seven steps to writing a clear copy.

7. What is a recommended number of words in a
subheadline?

8. Do you need to worry about the sentence structure,
grammar, and punctuation when you start writing a copy?

9. Is it necessary to repeat some of the seven steps to writing
a clear copy?

10. Should a good copywriter follow all seven steps to writing
a clear copy?
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