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SUMMARY 
The presented article is aimed at elaborating the problem of the peculiarities 

of translating English advertising slogans into Ukrainian. The corpus of the 
research was formed on the basis of the advertising slogans widely circulating in 
the USA. The main objective of the paper consists in defining the basic strategies 
and tactics of rendering slogans as subtype of commercials with the preservation 
of the both semantic and pragmatic components. The results of the carried-out 
research have proved that there exist common strategies and tactics, allowing 
to perform adequate and faithful translation from the typologically different 
English language into Ukrainian. The practical value of the research lies in the 
fact that the conclusions may be applied in the translation activity. 

The urgency of this paper arises from the need for efficient strategies and 
tactics of translating different types of texts in contemporary translation studies. 
The object of the work is the translation of advertising slogans viewed in the aspect 
of its faithfulness and adequacy. The subject are strategies, tactics and operations 
of translating English advertising slogans into Ukrainian. The immediate tasks 
of the article have been predetermined by the above-mentioned objective and 
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include respectively: the disclosure of the specifics of slogans in the contrasted 
languages (English and Ukrainian); the outline of the typologically common 
strategies, tactics and operations of translating slogans. 

The methodology of this research involved the inductive, the deductive meth-
od and the method of contrastive analysis. In the course of the research it has 
been concluded and experimentally and statistically proved that there exist com-
mon strategies, tactics and operations of translating slogans into different lan-
guages. It has also been postulated that the pragmatic and the expressive potential 
of slogans is preserved and rendered in translation. 

The perspective is seen in reviewing this issue in different Rhaeto-Romanic, 
Germanic and Slavic languages. 

Key words: advertising slogans, commercials, translation strategies, tactics 
and operations, contrastive analysis. 

Problem-setting and recent papers survey. The objective of the following 
research is to study the peculiarities of translating English advertising slo-
gans into Ukrainian in the aspect of their genre specificity. The theoretical 
grounding for the ideas supplied was formed on the basis of the fundamental 
scientific works by P. Berd (Áåðä, 1997), L. Koniukhova (Êîíþõîâà, 2003), 
L. Yu. Krylova-Hrek (Êðèëîâà — Ãðåê, 2008), U. Kurmach (Êóðìà÷, 
2011), Y. Lapynskaia (Ëàïèíñêàÿ, 2001), V. Zirka (Çèðêà, 2004). 

The research has been conducted on the basis of the English advertising 
slogans published on-line on the web-sites in the USA and Europe. There 
has been made an attempt to perform adequate translation of commercial 
English slogans into Ukrainian. The preliminary linguistic analysis of the 
authentic English slogan in comparison with their Ukrainian equivalents has 
allowed to distinguish the distinctive genre features relevant for translation. 

The object of the research are respectively English commercial slogans 
and their Ukrainian translation equivalents. The subject of the research are 
the peculiarities and problems of rendering English commercial slogans in 
Ukrainian. 

The outline of the specific genre features common for the advertising 
slogans in typologically different languages under analysis (English and 
Ukrainian) was preceded by the proper study of the slogans in a broad and 
narrow sense. 

It’s well-known fact that advertising is a part of mass media alongside 
with TV, radio and Internet. The mandatory participants of the advertising 
process are respectively the addresser, the addressee, the message and the 
channel (media). 

The addresser is often represented by the advertiser who codifies the ad 
or commercial. The target audience or the addressee is formed by those who 
perceive the advertisements. The main task is to reveal the message lying 
behind the words. The pictures, the design, and the layout contribute greatly 
to the successful transmission of the message. 

Advertising places the functional purpose of products on second 
place and highlights their symbolic importance. For the increase of a 
product consumption the producers make every effort to improve the 
tag-lines. 

The press is the oldest and the most traditional channel of mass media. 
Newspapers represent class, political, religious, ethnic and language groups 
and magazines represent every sort of special interest. However, a disad-
vantage of printed ads and commercials is the difficulty of evaluating of the 
target audience’s capabilities. Television still remains a powerful mass me-
dia channel, while the radio is gradually ousted from this sphere. Internet is 
replacing TV and radio. 

The term “slogan” is etymologically related to the battle cry of ancient 
Celts, therefore it is often associated with some sort of appeal. First defini-
tions of an advertising slogan were suggested by K. Bove and W. Arens. It 
was interpreted as a grounding for the synopsis of the advertising campaign, 
briefly formulating the key idea which should arouse associations with a 
company, product or service (Áîâå, Àðåíñ,1995). 

A slogan is also treated as a short autonomous advertisement, capable of 
functioning apart from advertising products and expressing content of the 
advertising campaign. It is a short advertising phrase, rendering in a concise 
form an advertising proposition and included into an advertising campaign 
(Èìøèíåöêàÿ, 2002). 

According to another approach, the main requirement for an advertis-
ing text is to contain as much information as possible in the shortest form 
(Äÿäå÷êî, 2012). Among the main distinctive features of an advertising slo-
gan there are conciseness and catchiness. 

An advertising text is a composite speech genre of appealing-represen-
tational nature encompassing emotive features like pragmatically motivated 
address to the recipient and representative functions in the aspect of the 
information distribution. 

The common features of the genre are respectively the thematic content, 
style and compositional structure as well as the communicative situation, 
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expressiveness and expressive intonation, length (approximate length of a 
speech whole) and the addressee’s conception. 

Advertising texts consist of the following mandatory elements: the head-
ing, the introduction, the main part and the ending. The heading draws the 
recipient’s attention, arouses interest to the text, motivates the customer. 
Therefore, its importance shouldn’t be underestimated. 

Slogans are a way of advertising products. Slogans have become an im-
portant part of the advertising strategy. A written advertisement is composed 
of the following elements: headline (draws the reader’s attention and for this 
purpose it has to use the brand name in the headline), body copy (contains 
the main part of the advertising information), slogan (catch word, catch 
phrase), illustrations and colors (present the realistic image of the product 
but also transmit ideas, attitudes or beliefs), trademark (a distinctive sign 
that distinguishes a product or service from the others. The trademark com-
prises a typical name, word, phrase, logo, design and image or a combina-
tion of these elements), brand name (a collection of symbols which help the 
product or service to be recognized in the market). 

In order to be effective, every slogan has certain characteristics: it uses 
simple and colloquial language, the sentences must be short, usually im-
perative or interrogative, or even sentences without a predicate. Slogans rely 
on the connotative meaning and ambiguity of words, use puns, well-known 
phrases, idioms or sayings. 

Occasional words and neologisms like blend words, nonce words or 
compounds make the slogan quickly draw the attention of the audience. As 
components of an advertising text, slogans use figures of speech, such as: 
hyperbole, metaphor, repetition or alliteration. 

An advertising slogan as a structural and semantic center of an advertis-
ing message is a special kind of microtext, pragmatically aimed at provoking 
certain actions and appealing to the customer to buy a certain product / 
service. It functions as a part of communicative interaction between the ad-
dresser and the addressee. 

In its turn, advertising texts are defined as a complex genre of a voluntary 
information type, namely, an appeal-representative genre that combines 
appeal-emotional functions, properties (pragmatically interested address to 
the addressee), representational (presentation of certain information to the 
consumer) and validity (credibility). to undertake the expected actions — 
purchase, contribution, circulation, etc.). 

1. Advertising texts must be addressed to any addressee. 2. Advertising 
texts appeals to the addressee’s interests. 3. Advertising texts are intended 
to promote the dissemination of information about products or services and 
their sales. 

An advertising slogan implements the following categories: integrity, co-
hesion and coherence, anthropocentricity, high information value, concep-
tuality. 

The integrity of the advertising slogan is characterized by the unity of the 
microtopic and the overall fusion of all its components. The slogan, which 
can consist of at least one syntactic unit, preferably a sentence, or several 
syntactic units, should create a single microtext, thus conveying a single 
communicative situation. Thus, the integrity of the slogan as a categorical 
parameter is related to its content, communication and structural feature. 

Ñohesion and coherence of an advertising slogan are linked with integ-
rity and result in its formal and structural fusion, so it is primarily expressed 
in parallels with syntactic connections implemented through lexical, gram-
matical and stylistic means. 

The syntagmatic nature of the elements’ coherence in an tag-line is 
actualized in such linguistic means as repetitions, parallelism of syntactic 
structure, rhythm, rhyme and so on. These features are the most prominent 
in the advertising tag-lines consisting of multiple syntax units, e.g.: “No 
RedBull. No wings.” — “Íåìàº RedBull. Íåìàº êðèë”. 

The brevity is related to the requirement to focus on the human opera-
tional memory, but not necessarily a slogan should be one sentence long and 
contain 5–9 words, it may be both longer and shorter. 

The anthropocentricity of advertising slogans is due to the fact that they 
are primarily aimed at positively influencing the addressee and encouraging 
him to take specific practical action. 

High information value of advertising slogans is determined by the pres-
ence of a certain message. The distinct features of the contents are: intro-
ductory information about a unique business offer, the name of a product or 
service, the benefits of a product or services. 

An advertising slogan informs you how a particular product, service, 
lifestyle or political program should attract a potential consumer. This fully 
coincides with the views of scholars who define advertising information as 
extremely short messages of encouraging nature, containing information 
about the goods and services provided. 
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Conceptuality is one of the key requirements for the content of a slogan. 
The tag-line must convey the main idea of   an advertising campaign. At the 
same time, conceptuality is defined as one of the fundamental text catego-
ries for the entire process. Interpretation, however, consists in a scrupulous 
search for such means expressing the concept, in which all the results of the 
author’s development of reality are concentrated. 

Clarity is related to the accessibility and unambiguous interpretation of 
tag-lines, which should not contain unintelligible vocabulary (terms, case 
studies, lexical neologisms, etc.), as such slogans are meant to be perceived 
by the mass addressee. 

It is this breach of this requirement that predominantly causes the dif-
ficulty of translating slogans into foreign languages, e.g: “Zoom-Zoom” 
(Mazda’s advertising slogan). Slogans should be concise. In addition, the 
rhythm, rhyme, word play, etc. facilitate memorizing, for example: “Fly with 
US — Fly with us / Fly with US” (US airline slogan). The word game is based 
on homographs. 

Material, methods and data. The corpus of the research was formed on the 
basis of the free on-line commercial slogans on the official trading sites of the 
companies with registered trademarks like “Head & Shoulders”, “M&Ms”, 
“Coca-Cola”, “Nike”, “McDonald’s”, “KFC”. In the course of the re-
search both lexical and grammatical distinctive features of the advertising 
slogans were analyzed in the aspect of the search for strategies and tech-
niques of their rendering in Ukrainian translation. 

The methodology of this research involved the inductive and deductive 
methods and the method of contrastive analysis. The original English adver-
tising slogans and their Ukrainian translation equivalents were analyzed in 
the aspect of the vocabulary, syntax and pragmatics. 

Advertising is aimed at the average consumer. The target audience is 
quite wide and heterogeneous. Therefore, the advertising slogan should be 
designed so that it is clear to everyone. Thus, the use of neutral vocabulary is 
prevailing in advertising slogans. 

The translation of lexical means (metaphor, epithet, allusion, antith-
esis, etc.) contributing to the vividness and expressiveness of the advertise-
ment should be paid particular attention to by the translator. In many cases, 
translators are successful in rendering the language base and function by 
means of an equivalent or a variant. “No battery is stronger longer” (Dura-
cell’s slogan) — “Æîäíà áàòàðåÿ íå ïðàöþº äîâøå”. 

Sometimes it’s not possible to find a similar equivalent in a system of 
another language so the translator resorts translation transformations to 
properly convey stylistic devices. 

Among the lexical transformations, which are common in the transla-
tion of metaphors, there should be outlined the following: differentiation 
and concretization; generalization of values; semantic (or logical) devel-
opment; holistic transformation; compensation. Often the translator uses 
the techniques of semantic development and holistic transformation as the 
most creative of all kinds of transformations, which allows to preserve the 
function of the image of foreign languages in translation. 

There are differentiated two-component and one-component clauses 
among the affirmative slogans-sentences. The two-component simple 
elementary sentences are recurrent, they are usually translated by gram-
matical correspondences, e.g.: “Women should have the right to make 
their own decisions” (the social advertisement of the gender equal-
ity is translated as “Æ³íêè ïîâèíí³ ìàòè ïðàâî ïðèéìàòè âëàñí³ 
ð³øåííÿ”. 

Such syntactic constructions should be rendered in translation by the 
identical units — the two-component simple clauses mostly with the pre-
served word order. 

The one-component statements are less typical for advertising slogans. 
The impersonal clauses are prevailing over the personal ones but the pecu-
liarities of the authentic advertising slogan are still preserved, e.g.: “Helps 
make pain and fever disappear” (the slogan, advertising the medicine Nuro-
phen) is translated as “Äîïîìàãàº çíèêíóòè æàðó òà áîëþ”. 

The appellative sentences are quite typical for advertising slogans in the 
sample selection. They contain appeal to the action though the action is 
not related to the addresser’s illocution intention. In accordance with the 
suggestive strategy the illocution in the slogan is implicit and the expected 
perlocutionary effect is formed in the addressee’s subconscious under the 
influence of the suggestive mechanism. 

The key grammatical element is Imperative — the verb form (predicate 
in two-component clauses or the main predicative in one-component claus-
es). The exclamatory sentences are built as one-component syntactic con-
structions, which may be rendered in Ukrainian both as one-component 
and two-component clauses. The clauses with the predicate expressed by 
the verb form 2-nd person plural are prevailing, e.g.: “Just quit it” (the slo-
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gan of the social advertisement against bad habits, in particular, smoking) is 
translated as “Ïðîñòî êèäàé öå”. 

Most of advertising slogans perform communicative function. The ex-
clamatory clauses are mostly at work here because they allow to draw the 
addressee’s attention and encourage him\her for certain actions. 

The interrogative clauses are less frequent in the function of the simple 
single-predicated slogans as compared to the statements and exclamations, 
but they are distinguished by the high expressiveness which ensures recogni-
tion. This may be illustrated by the following example, e.g.: “What are you 
made of?”(the advertising slogan of the watch trade brand Tag Heuer) is 
translated as “Ç ÷îãî òè çðîáëåíèé?” 

Multi-predication is realized in the slogans presented by composite sen-
tences with two or more predicates. Such sentences were translated mostly 
by composite sentences: 

1) compound sentences (11 % of all composite sentences), e.g. “Often a 
bridesmaid — but never a bride” (the advertising slogan of Listerine Mouth-
wash) is translated as “×àñòî ïîäðóæêà íàðå÷åíî¿, àëå æîäíîãî ðàçó íå 
íàðå÷åíà”; 

2) complex sentences (61 % of all composite sentences), e.g.: “It cleans 
your breath while it cleans your teeth”(the advertising slogan of Listerine 
Mouthwash) is translated as “Îñâ³æàº òâ³é ïîäèõ, êîëè ÷èñòèòü òâî¿ 
çóáè”; 

3) asyndetic composite sentences (28 % of all composite sentences), 
e.g.: “You press the button — we do the rest” (the advertising slogan of Lis-
terine Mouthwash) is translated as “Òè íàòèñêàºø êíîïêó — ìè ðîáèìî 
óñå ³íøå”. 

It should be borne in mind that the vocabulary of advertising is charac-
terized by emotional expressiveness. Emotionally colored words constitute a 
specific layer of language vocabulary. They create a certain emotional atmo-
sphere in the context. This is widely used to convey the essential emotional 
and evaluative overtones, motivating readers to buy the product, forming 
stable associations. Emotionally colored vocabulary can be divided into the 
following subtypes: 

1. Words with unambiguous evaluative meaning are basically words the 
lexical meaning of which may be defined as assessment. Examples include 
the following slogans: “Trusted Everywhere. Being stylish is being able to dress 
up with less”. 

2. Connotative words which acquire meaning only in a particular con-
text where they add up to the emotional and expressive coloring. 

Lexical features are easier to reproduce in translation than the gram-
matical ones. The most prominent grammatical peculiarities of English ad-
vertising tag-lines are inversion, parallel constructions, rhetoric questions. 

There are also employed such techniques as negation (e.g. “Your Skin 
Color Shouldn’t Dictate Your Future” — “Êîë³ð òâîº¿ øê³ðè íå ïîâèíåí 
âèçíà÷àòè òâîº ìàéáóòíº”); the simultaneous use of homogeneous sen-
tence members (e.g.”Rich and warm and strong” — “Ãàðíà êàâà ÿê äðóæáà: 
ñïðàâæíÿ, i òåïëà, i ì³öíà”); the repetition of the structural elements or 
stylistic tautology (e.g. “Computers help people help people” — “Êîìï’þòåðè 
äîïîìàãàþòü ëþäÿì”); the employment of the same part of speech in the 
syntactic functions of the Subject and Predicate (e.g. “Air Power is Peace 
Power — Lockheed” — “Ïîâ³òðÿíà ìîãóòí³ñòü — ìèðíà ìîãóòí³ñòü”). 

The list of the most memorable English advertising slogans and their 
Ukrainian equivalents is given below. 

Most advertising slogans are catchy and short. Most of them are based 
on rhyming, assonance, alliteration or intended misspelling or mispronun-
ciation. The phenomenon of paronymic attraction is often at work. 

Advertising slogans are created for the three following reasons: differ-
entiation, information dissemination and reinforcement of brand identity. 

Table 1 
The Most Famous English Advertising Slogans And Their Ukrainian Equivalents

¹
The Authentic Advertising Slogans in 

English
 Translation Equivalents in Ukrainian

1 Impossible Is Nothing. Ìîæëèâî âñå.
2 The Ultimate Driving Machine. Àâòî äëÿ íàéêðàùèõ.
3 Just Do It. Ïðîñòî çðîáè öå.
4 The Best a Man Can Get. Íàéêðàùå äëÿ ÷îëîâ³ê³â.
5 Maybe She’s Born with It. Maybe It’s 

“Maybelline”.
Ìàáóòü, âîíà òàêîþ íàðîäèëàñÿ. 
Ìàáóòü, öå “Maybelline”.

6 Good Things Come to Those Who 
Wait.

Êðàùå ïðèõîäèòü äî òîãî, õòî 
÷åêàº. 

7 Think Different. Äóìàé ïî-íîâîìó.
8 There Are Some Things Money 

Can’t Buy. For Everything Else, 
there’s Master Card.

ª ðå÷³, ÿê³ íå ìîæíà êóïèòè çà 
ãðîø³. Äåùî íå ìîæíà êóïèòè. 
Äëÿ ðåøòè º Master Card.
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End of table 1 

¹
The Authentic Advertising Slogans in 

English
 Translation Equivalents in Ukrainian

9 The Power of Dreams. Ñèëà äóìêè.
10 I’m Lovin’ It. Ìåí³ öå ïîäîáàºòüñÿ.
11 Imagination at Work. Óâàãà ïðàöþº.
12 Real Beauty. Ñïðàâæíÿ êðàñà. 
13 We Place the Power in Your Hands! Ìè íàäàºìî Âàì ñèëè!
14 Where Do You Want to Go Today? Êóäè òè ïðÿìóºø ñüîãîäí³?
15 Love Your Hair! Ïîëþáè ñâîº âîëîññÿ!
16 For the Love of It! Äëÿ òèõ, õòî ïðàãíå á³ëüøîãî!
17 Inspire me. Surprise me. AMD me. Íàäèõàé ìåíå. Äèâóé ìåíå. AMD 

ìåíå.
18 The Colors Bright and Fresh. ßñêðàâ³ ³ ñîêîâèò³ êîëüîðè.
19 Is it live, or is it Memorex? Öå íàæèâ ÷è öå Memorex?
20 The King of Beers. Êîðîëü ïèâà.
21 I’d Walk a Mile for a Camel. Çàðàäè Camel ìîæíà ïîäîëàòè 

áóäü-ÿêó â³äñòàíü.
22 When you Care Enough to Send the 

Very Best.
Êîëè òè ãîòîâèé â³ääàòè íàéêðà-
ùå. 

23 Breakfast of Champions. Ñí³äàíîê ÷åìï³îí³â.
24 A Diamond is Forever. Ä³àìàíòè íàçàâæäè.
25 Finger Lickin’ Good. Ïàëü÷èêè îáëèæåø.
26 The Milk Chocolate that Melts in 

your Mouth, not in your Hand.
Ìîëî÷íèé øîêîëàä, ùî òàíå ó 
ðîò³, íå â ðóö³.

27 Have a break...Have a Kit Kat. Çðîáè ïàóçó... Ç’¿æ Kit Kat
28 Look, Ma, No Cavities! Äèâèñü, ìàìî, âñ³ çóáè ö³ë³!
29 Think Small. Ïðîñòîòà äîâê³ëëÿ.
30 We Try Harder. Ìè íàìàãàºìîñü.
31 Fly the Friendly Skies! Ë³òàéòå ó äðóæí³õ íåáåñàõ! 
32 It’s the Real Thing! Öå ïî-ñïðàâæíüîìó!
33 Nothing Like a Deere. Í³ùî íå çð³âíÿºòüñÿ ç Deere.
34 Have it Your Way. Íà âëàñíèé ðîçñóä. 
35 Because I’m Worth it. Áî ÿ öüîãî âàðòà.

Differentiation is understood in a sense that an effective slogan sets you 
apart from the competition. Information dissemination presupposes that 
these messages always contain information about some business. Reinforce-
ment of brand identity lies in the fact that people tend to remember what 
they are constantly exposed to, and they easily forget what is not there. 

The analysis of the Ukrainian equivalents have revealed the following 
most often used translation operations performed for adequate rendering of 
the original English advertising slogans in Ukrainian. Table 2 illustrates the 
main tendencies in translating English advertising slogans into Ukrainian. 

Table 2 
Translation Operations Employed In Rendering English Advertising Slogans 

 Translation Operations Distribution, %
Choice of the Translation Equivalent 20 %
Transposition 20 %
Concretization 15 %
Functional Replacement 15 %
Complex Operation 30 %

Conclusions and perspectives for the future. In the course of the research 
it has been revealed that there are common strategies and tactics of render-
ing English advertising slogans in Ukrainian. 

It has been concluded that the dominant strategy so far has been the 
strategy of the communicatively-relevant translation, achieved by employ-
ing the following tactics: 

the tactic of relevant information rendering; 
the tactic of the correct and faithful content conveyance; 
the tactic of the genre-stylistic peculiarities preservation; 
the tactic of the formal and structural features presentation; 
the tactic of linguistic and cultural adaptation. 
The main source of difficulties in translating English advertising slogans 

into Ukrainian is a search for adequate equivalents for words illustrating 
cases of paronymic attraction, rhyming. The most recurrent translation op-
erations have proved to be transposition, concretization, functional replace-
ment and complex operation. 

The perspective is seen in the optimization of the advertising slogans 
translation into Ukrainian and compiling a dictionary of the authentic ad-
vertising slogans and their translation equivalents in different languages. 
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ÀÍÎÒÀÖ²ß 
Ñòàòòþ ïðèñâÿ÷åíî ïðîáëåì³ îñîáëèâîñòåé ïåðåêëàäó àíãë³éñüêèõ 

ðåêëàìíèõ ñëîãàí³â óêðà¿íñüêîþ ìîâîþ. Êîðïóñ äîñë³äæåííÿ áóëî ïî-
áóäîâàíî íà îñíîâ³ ðåêëàìíèõ ñëîãàí³â, ðîçïîâñþäæåíèõ ó ÑØÀ. Ìåòà 
ñòàòò³ ó âèçíà÷åíí³ áàçîâèõ ñòðàòåã³é ³ òàêòèê ïåðåêëàäó ðåêëàìíèõ 

ñëîãàí³â ç³ çáåðåæåííÿì ñåìàíòèêè òà ïðàãìàòèêè. Ðåçóëüòàòè çä³é-
ñíåíîãî äîñë³äæåííÿ ï³äòâåðäèëè íàÿâí³ñòü ñï³ëüíèõ ñòðàòåã³é ³ òàê-
òèê, ùî äîçâîëÿþòü çä³éñíþâàòè àäåêâàòíèé ïåðåêëàä ³ç òèïîëîã³÷íî 
íåñïîð³äíåíî¿ àíãë³éñüêî¿ ìîâè íà óêðà¿íñüêó. Ïðàêòè÷íà ö³íí³ñòü äîñë³-
äæåííÿ ó òîìó, ùî âèñíîâêè ìîæóòü áóòè âèêîðèñòàí³ â ïåðåêëàäàöü-
ê³é ä³ÿëüíîñò³. 

Àêòóàëüí³ñòü ñòàòò³ ï³äòâåðäæóºòüñÿ íåîáõ³äí³ñòþ â åôåêòèâíèõ 
ñòðàòåã³ÿõ ³ òàêòèêàõ ïåðåêëàäó ð³çíèõ âèä³â òåêñò³â ó ñó÷àñíîìó ïå-
ðåêëàäîçíàâñòâ³. Îá’ºêòîì äîñë³äæåííÿ º ïåðåêëàä ðåêëàìíèõ ñëîãàí³â â 
àñïåêò³ éîãî àäåêâàòíîñò³. Ïðåäìåòîì äîñë³äæåííÿ º ñòðàòåã³¿, òàê-
òèêè òà îïåðàö³¿ ïåðåêëàäó àíãë³éñüêèõ ðåêëàìíèõ ñëîãàí³â óêðà¿íñüêîþ. 
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òèê ³ îïåðàö³é ïåðåêëàäó ðåêëàìíèõ ñëîãàí³â. 

Ìåòîäîëîã³ÿ öüîãî äîñë³äæåííÿ âêëþ÷àëà ³íäóêòèâíèé òà äåäóê-
òèâíèé ìåòîäè, à òàêîæ ìåòîä êîíòðàñòèâíîãî àíàë³çó. Ó ïðîöåñ³ äî-
ñë³äæåííÿ áóëî îäåðæàíî é åêñïåðèìåíòàëüíî òà ñòàòèñòè÷íî ï³äòâåð-
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Ïåðñïåêòèâà ó äîñë³äæåíí³ ö³º¿ ïðîáëåìè â ð³çíèõ ðîìàíñüêèõ, ãåðìàí-
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ÀÍÍÎÒÀÖÈß 
Ñòàòüÿ ïîñâÿùåíà ïðîáëåìå îñîáåííîñòåé ïåðåâîäà àíãëèéñêèõ ðå-

êëàìíûõ ñëîãàíîâ íà óêðàèíñêèé. Êîðïóñ èññëåäîâàíèÿ áûë ñôîðìèðîâàí 
íà îñíîâå ðàñïðîñòðàíåííûõ â ÑØÀ ðåêëàìíûõ ñëîãàíîâ. Öåëü ñòàòüè â 
âûäåëåíèè áàçîâûõ ñòðàòåãèé è òàêòèê ïåðåâîäà ðåêëàìíûõ ñëîãàíîâ 
ñ ñîõðàíåíèåì ñåìàíòèêè è ïðàãìàòèêè. Ðåçóëüòàòû ïðîâåäåííîãî èñ-
ñëåäîâàíèÿ ïîäòâåðäèëè íàëè÷èå îáùèõ ñòðàòåãèé è òàêòèê, ïîçâîëÿ-
þùèõ âûïîëíèòü àäåêâàòíûé ïåðåâîä ñ òèïîëîãè÷åñêè íåðîäñòâåííîãî 
àíãëèéñêîãî ÿçûêà íà óêðàèíñêèé. Ïðàêòè÷åñêàÿ öåííîñòü èññëåäîâàíèÿ 
â òîì, ÷òî âûâîäû ìîãóò áûòü èñïîëüçîâàíû â ïåðåâîä÷åñêîé äåÿòåëü-
íîñòè. 

Àêòóàëüíîñòü ñòàòüè ïîäòâåðæäàåòñÿ íåîáõîäèìîñòüþ â ýôôåê-
òèâíûõ ñòðàòåãèÿõ è òàêòèêàõ ïåðåâîäà ðàçíûõ âèäîâ òåêñòîâ â ñîâ-
ðåìåííîì ïåðåâîäîâåäåíèè. Îáúåêòîì èññëåäîâàíèÿ ÿâëÿåòñÿ ïåðåâîä ðå-
êëàìíûõ ñëîãàíîâ â àñïåêòå åãî àäåêâàòíîñòè. Ïðåäìåòîì èññëåäîâàíèÿ 
ÿâëÿþòñÿ ñòðàòåãèè è òàêòèêè ïåðåâîäà àíãëèéñêèõ ðåêëàìíûõ ñëîãàíîâ 
íà óêðàèíñêèé ÿçûê. Íåïîñðåäñòâåííûå çàäà÷è ñòàòüè áûëè îáóñëîâëåíû 
âûøåóêàçàííîé öåëüþ è âêëþ÷àþò ñëåäóþùåå: ðàñêðûòèå îñîáåííîñòåé 
ñëîãàíîâ â ñîïîñòàâëÿåìûõ ÿçûêàõ (àíãëèéñêîì è óêðàèíñêîì); îáçîð òè-
ïîëîãè÷åñêè îáùèõ ñòðàòåãèé è òàêòèê ïåðåâîäà ðåêëàìíûõ ñëîãàíîâ. 

Ìåòîäîëîãèÿ èññëåäîâàíèÿ âêëþ÷àëà èíäóêòèâíûé è äåäóêòèâíûé 
ìåòîäû, à òàêæå ìåòîä êîíòðàñòèâíîãî àíàëèçà. Â õîäå èññëåäîâàíèÿ 
áûëè ñäåëàíû ýêñïåðèìåíòàëüíî è ñòàòèñòè÷åñêè ïîäòâåðæäåíû âûâî-
äû î íàëè÷èè îáùèõ ñòðàòåãèé, òàêòèê è îïåðàöèé ïåðåâîäà ðåêëàìíûõ 
ñëîãàíîâíà ðàçíûå ÿçûêè. Òàêæå áûëî ñäåëàíî çàêëþ÷åíèå, ÷òî ïðàãìà-

òè÷åñêèé è ýêñïðåññèâíûé ïîòåíöèàë ðåêëàìíûõ ñëîãàíîâ ñîõðàíÿåòñÿ è 
âîñïðîèçâîäèòñÿ ïðè ïåðåâîäå. 

Ïåðñïåêòèâà â èññëåäîâàíèè äàííîé ïðîáëåìû â ðàçëè÷íûõ ðîìàíñêèõ, 
ãåðìàíñêèõ è ñëàâÿíñêèõ ÿçûêàõ. 

Êëþ÷åâûå ñëîâà: ðåêëàìíûå ñëîãàíû, ïåðåâîä÷åñêèå ñòðàòåãèè, òàê-
òèêè è îïåðàöèè, êîíòðàñòèâíûé àíàëèç. 
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