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Jlo 30ipHMKa yBIMIUIM HAyKOBI MarepialM, MNPUCBSIYEHI aKTyaJlbHUM
npoOjeMaM Cy4acHOTO TepeKIIaay, €THOMIHIBICTUKU, CTUIICTUKH, METOJIUKHU Ta
METOJIOJIOT1] CY4YaCHHX MOBO3HAaBUMX Ta JIITEpaTypO3HABUUX JUCLMILIIH.
CxiianoBoro 30IpHMKA € HAyKOBI PO3BIAKM 3 MHUTaHb peiirii Ta KyJIbTYypH,
COLIIAJIBHUX 1 MDKKYJIBTYPHUX KOMYHIKAI[iF, ICUXOJOTTYHOI TeOPii Ta MPAKTUKHU,
COL[OJIOTTYHUX JTOCIIKEHb.

Jls BUKJIa1a4iB 3aKjIa/iiB BHINOI OCBITH, acIlipaHTIB, CTYJIEHTIB, yUUTEIIB
3arajJbHOOCBITHIX IIKUI, TIMHA31M, JIIEiB Ta KOJEIKIB, YCIX, XTO IIKABUTHCS

NUTaHHSIMU COLIIOTYMaHITapHOTO HAIpsMY.

Martepiaiii JpyKyIOThCS B aBTOPCHKIH
penaxiiii.

CyMcbkuii nepxaBHui yHiBepcuTeT, 2023
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TRANSLATION PECULIARITIES OF ADVERTISING TEXTS

This study provides a general description of the concept of translation,
characteristics, and classification of advertising texts, as well as modern problems
and features of translation of advertising texts. Nowadays, applying linguistic theory
to advertisements is in the limelight.

The relevance of the research lies in the conditions of rapid development of
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marketing, which covers all areas of market activity. The growing demand for
effective advertising is causing fierce competition among advertising agents.
Nevertheless, due to the development of the international market, when almost all
goods are imported, many of them require the translation of advertisements into other
languages to attract a larger audience of consumers. So arises the question of the
importance of an objective image of the surrounding reality during translation.

Thus, the translation of advertising texts plays an essential role in our time. In
addition, such studies are necessary for the development and improvement of the
process of creating and translating an advertising text because it is necessary not to
lose the hidden meaning of an advertising message, taking into account the inherent
features, customs, norms, and canons of communication of the country into whose
language the translation is carried out.

The object of the study is contemporary English advertising texts of world-
famous brands.

The subject of the study is translation transformations and peculiarities
relevant to current marketing conditions.

The main aim is to develop a range of the most appropriate ways to translate
advertising texts keeping the sense and companies’ intentions.

Language is an organism that eternally reproduces itself. It is the living activity
of the human spirit, the united energy of the people, which emerges from the depths
of the human essence and permeates its entire being. Languages divide the world in
different ways: what in one language is covered by one word, in another is divided
between two words, and in yet another, does not have a verbal expression and is
conveyed descriptively by a phrase or a sentence [3].

The translation theory is concerned with a particular type of relations between
languages and is consequently a branch of Comparative Linguistics. From the point
of view of translation theory, the distinction between synchronic and diachronic
comparison is irrelevant. Translation equivalences may be set up, and translations
performed between any pair of languages or dialects-'related' or 'unrelated' and with

any spatial, temporal, social, or other relationship between them. Relations between
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languages can generally be regarded as two-directional, though not always
symmetrical. The translation may be defined as follows: the replacement of textual
material in one language by equivalent textual material in another language [1].

Advertising text is a text for an advertising message, which includes a title
(slogan), introduction, main part, and ending. Like other mass media products —
newspapers, magazines, TV programmes, radio broadcasts- advertising materializes
as a ready-made media text. Moreover, the concept of «text» concerning the sphere of
mass information is used not only to designate a textual verbal series but also to
acquire features of volume and multidimensionality, containing such vital
components for media production as a visual series in its graphic or television
incarnations, as well as an audio series in the form of a product. Therefore, the
concept of «advertising text» includes a set of extra-linguistic components: graphics,
images, and sounds, the specific set of which depends on the medium of mass
information [5].

The advertising text conveys the main content of the advertising message. With
its «appearance» and title, the advertising text attracts, attracts the potential buyer's
attention, interests him with the explanation, and convinces him to buy the offered
product with the arrangement. Primarily, short sentences are used, the meaning of
which can be understood by every person.

The advertising text is conditionally divided into four main parts:

1) slogan;

2) title;

3) main advertising text;
4) echo phrase [2].

The presence of all components in each advertising text is not mandatory. The
presence of other parts is determined by the type of product (service) and depends on
some other characteristics. Frequently, ad producers can ignore the headline, putting
all the necessary information that will attract the attention of the ad recipient into the
tagline. This option is becoming quite common, primarily to reduce the length of the

advertising message [4].
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The texts of advertising materials have their specificity when translated into
another language. Here are some details that need to be fulfilled when translating the
texts of advertising materials:

- Accuracy and quality of translation: The translator must ensure an accurate
translation to express the author's intention of the original text. It is also essential to
ensure the quality of the translation, which allows to convey the necessary
information without changing the content of the text:

Open happiness. Coca-Cola.

Biouyu wacmsa. Coca-Cola.

This translation accurately conveys the English advertisement's content and
reproduces the Coca-Cola brand's philosophy.

I'm lovin' it.

A ye mobio.

In this case, with an accurate translation from English to Ukrainian, there is
some loss of the emotional power of the original slogan. The English slogan has a
brighter emotional tone, which is difficult to translate into Ukrainian. However, this
translation preserves the main idea of the slogan — the pleasure of using the product,
which aims to increase interest in the brand and attract the attention of buyers.

- Style and tone: Advertising texts should be created so they are attractive to
potential customers. The tone should be adequate for the advertised product and
appropriate for the target audience. Here is an example of the expanded advertising
text in English and German:

From deep cleans and capturing pet hair to quick cleans and versatile hard
floor solutions, there’s a Dyson vacuum for your needs. Browse the full range by
format or cleaning need below.

Dyson hat einem kabellosen Staubsauger fiir jeden Anlass — vom Saugen von
Tierhaaren bis hin zur Reinigung des ganzen Zuhauses. Beantworten Sie vier Fragen,
um den richtigen Staubsauger fiir Sie zu finden.

It 1s much of work to translate the text in such a way as to attract the consumer.

Even if the text needs to be translated accurately, both translators and marketers are
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working on it. Moreover, it helps to reach a mutually good result.

- Using the right keywords: Keywords are significant in advertising, so it is
essential to know which words to use to attract attention and attract customers:

The world’s favourite coffee. Whatever the moment, there's a Nescafé
Kasa, sxy mobuame y ecbomy ceimy. NESCAFE® nacye 0o 6y0b-1K020 MOMEHMY.

In this example, the main word is used, namely the coffee brand Nescafe. Here
they translated and conveyed the nature of the thesis that this particular coffee is
spread worldwide.

Looking for a delicious and healthy snack option? Try our all-natural energy
bars, packed with protein and fiber to keep you satisfied and energized throughout
the day. Our bars are made with only the highest-quality ingredients and are gluten-
free and non-GMO. Plus, they come in a variety of delicious flavors to suit any taste!

lllyxaeme cmaunuii ma 300posuti eapiaum nepekycy? Cnpobyume Hawii
eHepeemu4Hi OAMOHYUKY, AKI MICMAMb 6azamo OLIKa ma KiimKo8UHU, W00 68U MO2au
3A0080JIbHUMU CBIll 207100 ma 30epecmu eHepeilo Npomsicom ycvoeo OHs. Hawii
OAMOHYUUKU BUSOMOBIEHT MINbKU 3 HAUBUWOIL AKOCMI iHepedienmie ma He Micmsamo
emomerny ma I'MO. Kpim moco, 60HU nocmasiiomvcsa y pI3HUX CMakax, uood
3a00801bHUMU 0)0b-AKUU cCMaK!

The use of the keywords «all-natural», «highest-quality», «gluten-free», and
«non-GMO» are aimed at attracting the attention of customers who appreciate the
naturalness and quality of products. The use of the words «protein» and «fiber» may
be of interest to athletes and people who care about their health and diet.

Therefore, drawing conclusions, the advertising text tries to convey the
properties of the advertised product both with the help of images and with the help of
language means. In addition, its success and impact on the recipient will depend on
how accurately and systematically the advertising text will be constructed.

The literature analysis on the researched problem shows that many aspects of
the translation of advertising texts are only outlined in the works of linguists: there
needs to be a complete systematic analysis; there are no general recommendations for

adequate translation of advertising texts. However, it was still possible to highlight
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some aspects and specifics of the translation of advertising texts. Future research will

be devoted to particular translational strategies for different types of advertisements.

References:

1. Catford J. C. A Linguistic Theory of Translation. Oxford University Press
1965. 103 P.

2. Cook G. The discourse of advertising. Routledge, 1992.

3. Kocherhan M. Zahalne movoznavstvo [General linguistics]. Kyiv: Akademiia,
2010.

4. Korolova T., & Demianova N. Functional and semantic characters of an
address in Ukrainian and French. Naukovyi visnyk Pivdennoukrainskoho
natsionalnoho pedahohichnoho universytetu imeni K. D. Ushynskoho. Linhvistychni
nauky — Scientific Research Issues of South Ukrainian National University named
after K. D. Ushynsky. Linguistic Sciences, 28. 2019. 129- 138. DOI:
https://doi.org/10.24195/2616-5317-2019-28.

5. Ohanian R. Construction and validation of a scale to measure celebrity
endorsers' perceived expertise, trustworthiness, and attractiveness. Journal of
Advertising, 19 (3). 1990. 39-52 pp. URL:
http://www.pliegosdeyuste.eu/n4pliegos/eugeneanida.pdf


https://doi.org/10.24195/2616%E2%80%935317%E2%80%932019%E2%80%9328
http://www.pliegosdeyuste.eu/n4pliegos/eugeneanida.pdf

