13 Hanbosee BaKHBIX TPAMMATHYECKUX UCKIFOUCHUH KaK THITMYHbIE SI3BIKOBBIC 0OCOOCHHOCTH Ta3eTHBIX 3aT0JIOBKOB
SIBISTIOTCS: QIUIMITUYECKHE KOHCTPYKIMH, CJIOBOCOYETAHMSI, CYIIIECTBUTEIHFHOE CTPOK, B YACTHOCTH MCIIOIb30BAHUC
[JIaroJIoB, YIOTPeOJIeHNEe KOPOTKUX CIIOB, HCIOJIB30BaHKE KamaMOypoB, alliterations u T. 1. Takoe ympakHeHHE, KaK
pacmmppoBKa 3ar0JIOBKOB, SBISETCS 0YeHb HEOOXOIMMBIM apryMEHTOM B Hamlel OTPeOHOCTH MOHSTH CYTh I'a3eT-
HBIX cTateid. Kimo4eBbie ClioBa: 3aroj0BKH aHTIMHCKHX Ta3eT; S3bIKOBAs PeaIN3anysl; HaBBIKY; IPABIIIA; UCKITFOUE-
HUsT Menuaauckype, K KOTOPOMY OTHOCHUTCS KYPHAIUCTCKUHA HICKYPC, TPEICTaBIsET COOOM MmapaaurMy B Macc-
KOMMYHHKAIMH. IHTErpUpOBaHHBIC B KYPHAIUCTCKUIA TUCKYPC 3aTOJIOBKH SBJISIOTCS CHEIU(PUICCKIMU CTPYKTYp-
HBIMH SIUHUIIAMH JTI000TO Ta3eTHOTrO TeKcTa. OHU SBILIOTCS MEPBBIME 3JIEMEHTAMH CTaTel, C KOTOPHIMH CTaJIKH-
BAaIOTCSl YUTATENH, U BO MHOTOM OIPEJICIIAIOT MHTEPIIPETAIIMIO TEKCTOB. Bee JFou, KOTOpBIE MOKYIAIOT Ta3eThl,
CHaJaa MOCMOTPSIT Ha 3aroJIOBKH ra3eT. BiusHue 3aroloBKOB Jake IIMpE, YeM Ha TeX, KTO JEUCTBUTENBHO MOKY-
MAeT Ta3eThl, MOCKOJIBKY OHU YacTO OTOOPa)XKaloTCS M MPOCMATPHUBAIOTCS MOBCIONY. BimsHue 3arojoBKOB Ha ynTa-
TEeNeH TaKkKe CHIBHO, TIOTOMY YTO HEKOTOPHIC JIMHTBHCTHYECKHE OCOOCHHOCTH NETAlOT WX 3aTIOMHUHAIOIIAMICS.
KoHcTpyKIMs U UieH, TeHepUpyeMBIe 3ar0JIOBKAMH, YCTAHOBAT PaMKH IIOHUMAaHUs Bceil cratbi. OHM peCcTaBiIs-
0T cO00H cBOero poja" creHorpaduro”, YIpoIeH!e | CryIeHHe Uael. 3aroJIOBKH HIPar0T BaXKHYIO POJIb B OPHEH-
Taluy BHUMAaHUS YUTATENS U HHTEPIIpeTay (GaKkToB, COISPIKAIIUXCS B cTaThe. OHH SBILIIOTCS 0COOEHHO OOTaThIM
HCTOYHUKOM HH(OpMAUK O cdepe KYIbTYPHBIX CCBUIOK, HEOOXOIMMOM ISl BBIABICHUS COICPIKAHUS CTaTei.
OueHp Ba)KHO, YTOOBI )KyPHAIUCTHI PEAIM30BBHIBATIA CAMBIC MOIIHBIE CTPATETHH yOEKICHUS B 3ar0JOBKaxX CTATew,
TaK KaK OYeHb YacTO YMTATEIH MPOCMATPUBAIOT TOJNHKO 3ar0JIOBKM M IEPECTAIOT YHTAThH 3TH CTAThH C Hambolee
MPUBJICKATENILHBIMU 3ar0JIOBKaMH. 3ar0JIOBKU MOTYT OBITh U3Y4eHBI KaK He3aBUCHMBIE U 3Q(DEKTUBHBIC YOS IUTEIIh-
HBIE 3JIeMEHTHI TeKCTOB. OHM OOBIYHO COZAEpKaT KpaTKyro WHPOpPMAINIo, KoTopasi 00iagaeT oueHb yOeTuTenbHOM’
cmoit. Ix ocHOBHBIE (pyHKITNH: TIPUBIICYs BHIMAHME YATaTeIeH U AaTh CYTh UCTOpud. OTBETCTBEHHOCTH aBTOPOB
3aroJIOBKOB COCTOHMT B TOM, YTOOBI CO3/1aBaTh 3ar0JIOBKH, CIIOCOOHBIE IMOMMATh YUTATEIICH, UMETh MHTPHIYFOIIHHA
(bakTop, KOTOPBIH JOMKECH 3aCTaBUTh YMTATENICH MMETh JIFOOOMBITCTBO K YTCHUIO CTaThH. TakuM 00pa3oM, aBTOPHI
3arOJIOBKOB ITHITAIOTCS TIPHUBJICYb BHUMAHUE YHATATEISI, HCIONB3Ysl KaK MOXXHO MeHbIe ciioB. Clie1oBaTeNnbHO, HC-
TIOJTG30BaHUE 3arOJIOBKOB Ha SI3BIKAX SBISETCS HEOOBIYHBIM BO MHOTHX OTHOIICHWSX. MMest memo ¢ 3arojoBkamu
AHMIMACKUX Tra3eT, YHTaTeJH BCerJa Y4acTBYIOT B IOHMCKe U "mepeBone" cMbIcia. 3arojlOBKH aHIVIMHCKHUX Tra3er
MPEICTABIBIIOT cO00I MHTEpEeCHBIE MIPUMEPHI S3BIKOBOI MPUMEHIMOCTH, KOTOPBIE JOJDKHBI OBITh YIBOSHEI CIIEIH-
QITBHOM MTOATOTOBKOW B ITMPOKOM JHAIa30HE HABBIKOB, YTOOBI BEIBECTH IIPaBIUIa OOPAIICHHS C 3aTOJIOBKAMHU U HC-
MOJIb30BaTh 3TH MPaBWIA B IMOUCKE 3HAYCHHH. BakKHO OTMETHTH, YTO CYHIECTBYIOT JIGKCHUECKUE, CTPYKTYPHBIC U
CTIINCTUYECKHE XaPaKTEPUCTUKH JCKypCa 3aroI0BKOB. JIJAKOHUIHOCTD TaKOTO OIPENeIIOmEero npu3Haka. OueHb
CKaTBIN, OOMXOJ] B TIOJIOBUHY-TIOHs1a (DOPM, OHHU TIOSABIISFOTCS ¥ TIOAJEPKUBAIOTCS KaK OOTaThlii HICTOYHHUK MHDOP-
MaIll{ O HAIMOHAIILHBIX NIPEICTABIICHUH, TUPKYIUPYIONINX B OOIIIECTBE.

KOHAPATEHKO S1.H., KYJIUKOBA K.C. (bpecr, bpI'Y umenu A.C. [Ilymkuna)
Hayuneb1il pykoBoauTens — CT. mpenoaasaTens Spomryk M.B.
THE TRANSLATION OF ADVERTISING TEXTS

Advertisement is the activity of attracting public attention to a product or business, as by paid announcements
in the print, broadcast, or electronic media. Advertisements represent an important part of advertising, they consist of
pictures, sets of words, short films which are intended to persuade people to buy a product or use a service, or they
give information. Nowadays, the demand for advertisements has increased. Advertisements can be found every-
where, especially in our everyday life. The aim is to sell a product globally. Translating advertisements mainly im-
plies focusing on the message rather than on simply the words. A literal approach can lead to a disastrous mistake.

While translating advertisements we should take into account the socio-cultural and politico-legal components.

The socio-cultural component includes the local particularities such as from religion, mores, social and
commercial habits, rules of conduct and ethical norms.

The politico-legal component includes the local particularities: the nature of the political system, the stage of
opening onto the world, the restrictions imposed on advertisements and the regulations related to information and
to certain products (such as spirits and tobacco).

So, from the information above, we may say that translator plays a key role, because he must make sure that
the socio-cultural restrictions, which could be problematic in the advertising transfer, are taken into consideration.
That is why translator should study and fully understand the advertising subject.

Expressive means of advertising texts are:

- Verb combinations;

- attributive word-combinations and comparisons;

- mottos;

- wordplay;

- slogans.

A special place in translating advertising texts takes verbal combinations. If take the English language advertis-
ing into account we can see that verbal combinations such as "Buy this", "Discover that", "Try some today", "Do not
forget", "Treat yourself" are quite common. They are found in all parts of the advertising text - in the title, body and
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echo phrase. The study of English advertising texts shows that the most frequently used imperative verbs are as fol-
lows: buy, try, ask, get, see, call, feel, taste, watch, smell, find, listen, drive, let, look, drink, do, discover, start, enjoy.
Thus, in the English advertisement there is a number of verb combinations, personal and possessive pronouns that
are found in the text very often. They are relevant in interpreting the entire message and its extra-linguistic reality.

Study of some advertising texts lead to the conclusion that the adverbs and adjectives are the key words of the
advertising text. Advertising is full with words "more", "less", "better", "more favorable", "best", "unique", and “su-
per". All these words are signals showing that the advertised brand is compared directly or not with other brands of
the same product category. And the adjectives and adverbs help to create a unique tone of the advertising appeal,
which allows to convey the quality and dignity of the advertised subject. When translated into another language this
fact must be taken into account. When translating advertising texts adjectives and adverbs are used to describe a wide
variety of properties of the advertised product: shape, size, quality, cost, feeling that this product causes. In the Eng-
lish-language advertising the most common adjectives are: natural, sensual, innocent, passionate, romantic, mysteri-
ous, etc. In Russian: noewitl, HosuHKa, NEPEbLI, PEEOTIOYUOHHBIL, HENPOCMOU, HeOObIUHbIL, 8 OMAUYUE OM 0ObIYHBIX
and others. Special attention must be paid to the comparisons that are widely presented in the advertising text. Com-
peting brands that make up the natural class of comparison are usually ignored. In translation, we should take into
account this effect. In some the same linguistic techniques serve to mislead skillfully, while others are to soften the
categorical unpleasant messages or just to make the message more expressive.

Mottos can sometimes be very cultural in nature, so how does one successfully translate them into another
language? The Monarchist League of Canada has chosen the motto ‘Fidelitate Coniuncti’, which means ‘Loyalty
Blinds Us.” But try translating that into Arabic, for instance, and you get ‘Loyalty to Blind Us!” The problem is
clear — literality (there is that word again) is not the way to go.

Wordplay is probably even more challenging than mottos (who are we but mere mottos?) because the effec-
tiveness of wordplay often depends on convolutedly derived meanings. Even native speakers sometimes do not
‘get it’, SO how can we expect someone from another culture to ‘conseguirlo’, which means ‘I get? There is that
literality virus again.

Ah, another class of callous louts that do not care about their own translatability! Shouting slogans may be a
good way of evincing powerful emotions; but, in another language, most of them fall flat. ‘We shall prevail
against all odds’, for example would sound not very emotive if it came out as ‘We shall continue not supporting
every challenges’. Literality is definitely not the way to go.

For a professional translator to capture the true essence of a word or phrase, it is necessary to have a thor-
ough understanding of the history and psyche of a people before assuming that he or she knows the right word to
use. In any case, the translation of advertising texts is a creative process, and sometimes you can think for weeks
about a slogan. If it takes a whole village to raise a child, it takes a whole culture to arrive at that one single word
that perfectly fits the context — and that is the true challenge of translating in the advertising industry.

KPEHNINY A.B. (bpect, BpI'Y nmenn A.C. Iymkuna)
KOMMYHHUKATHBHBIH ITOJX0] B OFYYEHUH HHOCTPAHHOMY A3bIKY
KAK CPEJICTBO ®OPMHPOBAHHA A3bIKOBOH KOMITETEHIIHH
YUYAIIHXCA 5-X KJIACCOB CPEJJHEH ILIKOJIbI

Ipodeccus yuutesst mpemoiaraeT JOCTHKCHHES HA YPOKaxX TaKuX IeNeH, KaKk OpraHu3alus AesTelIbHOCTU
JIETEH 10 IOMCKY U 00paboTKe MH(pOopMAaIuU, 0000IIEHHIO CIIOCO00B AeITeIbHOCTH, IIOCTAHOBKE yueOHOM 3a1a-
gn. ['maBHas ke 3aa4a yIUTEIs] HHOCTPAHHOTO SI3BIKA COCTOHUT B BOCIIUTAHHUU MOTPEOHOCTH B OOIICHUH HA MHO-
CTPaHHOM SI3bIKE, T. €. PA3BUTHUE Y YYAIIUXCS CIIOCOOHOCTEH MCIOJIb30BaTh MHOCTPAHHBIN S3bIK KaK UHCTPYMEHT
0o0IIeHNns B AMAJIore KyJIbTyp M IWBUIM3AIMNA COBPEMEHHOTO Mupa. J[Js 9Toi 1enu nmpenogaBaTeilb UCIOIb3YeT
pa3Hble BHABI HATISIHOCTH, pa3HBIE PSKUMBI padoT, pa3HbIE BHIOB YIPaKHEHHUH, pa3HbIe CpeCcTBAa OOYUCHHS B
KOHTEKCTE Pa3IMYHBIX MOAXO0JIOB (700x00 (K 00yueHHIO) — Oa3UCHAs KAaTerOpHsi METOAMKH, JAroIas mpeacTaBie-
HHUE O B3MIAAAX MCCICIOBATENCH HA CaM SI3bIK M CIIOCOOBI OBJIAJCHUS UM): JIMYHOCTHO-OPUEHTUPOBAHHOTO, JIes-
TEJNEHOCTHOT0, KOMITETEHTHOCTHOT'O, KOMMYHHKAaTHBHOTO, COITATbHO-KYJIBTYPHOTO.

Tak Kak rJ1aBHast 11eJ1b JIF000T0 YUUTENsl THOCTPAHHOTO SI3bIKA CPEAHEH MIKOJIBI — BOCTIUTAHHE B JICTSIX MOTPEOHOCTH
B OOILICHNM Ha MHOCTPAHHOM $I3bIKE, TO HAHOOJIee 1IeJIeCO00Pa3HBIM PEIICHUEM B JJAHHOM KOHTEKCTE OY/IET PUCTAILHOE
paccMOTpeHHe KOMMYHHUKATHBHOTO TOIX0a, KOTOPBIA KaK HUKAKOH IPYTroi MOJEIHPYET peaJbHoe OOMIeHHE, TIPOIece
B3aUMOJICHCTBUS YUAIIIMXCS, B XOJIe KOTOPOTO OHM OOMEHUBAIOTCS MH(OpMAIMEH U BO3ACHCTBYIOT IPYT HA IPyTa.

KOMMyHI/IKaTI/IBHOCTL, KaK €1 KOMMYHUKATHBHOI'O OGy‘{CHI/IH, SABJISICTCS KaTeFOpI/ICI‘/‘I MCTOAWKHU KaK HAYKH,
TJIABHBIM TIPHHIUTIOM O0YYEHUS HHOCTPAHHBIM S3bIKaM U TJIABHOW TEXHOJOTHEH o0y4eHus. [IprHIIT KOMMyHH-
KaTUBHOCTH TPEIIIONAraeT TaAKYI0 HAMPaBICHHOCTh 3aHITHH, TP KOTOPOH IETh U CPEICTBA TOCTIDKEHHS IIeeh
BBICTYTAIOT B €JIMHCTBE, YTO MPE/IIOIaracT Co3/1aHne Ha ypOKax HHOCTPAHHOTO SI3bIKA CUTYallui, MPUOIMKEHHBIX
K peanbHOCTH. [IpHHIMIT KOMMYHHKATHBHOCTH OTPAaXKaeT COACPKAaHNE OOYUCHHS M €r0 OPraHu3aIfio, PeaTnu3y-
IONIYIO CBSI3b S3bIKA, PEUH, OOMICHNS M KYJIbTYphl. KOMMYHHKATHBHOCTD 3aKIIF0YAETCs B IOZOOUH poriecca o0y-
YEeHHS MPOLIECCY KOMMYHUKAIIUH, B3aUMOJICHCTBUS, o0mmeHus. FMiHaye roBops, KOMMYHUKATUBHBIA METOJ[ OCHO-
BBIBAETCsI HA TOM, YTO MPOIECC O0YUCHHS ABISICTCS MOJCIIBIO JKHBOT'O OOIIICHUSL.
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