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The article deals with a part of speech quality o f the second transition component in the 
adjective constructions like [...-lustig], [...-verdachtig], [...-artig], [...-stichig], [...-bewegt], 
[...-bedingt]. The componential analysis o f the second transition components and their free 
correlates manifested that the semantics formation of the second transition components is based 
not on the semantics of free correlates, but on that of their productive base -  the noun or verb.

A. V. Osiyanova, M. A. Puzikova (Orenburg, OSU)

D IF F IC U L T IE S  IN  T R A N S L A T IO N  O F C O M M E R C IA L  S L O G A N S

Данная статья посвящена изучению особенностей перевода англоязычных реклам­
ных слоганов в средствах массовой информации. В исследовании освещаются такие 
понятия, как медиатекст, слоган, рекламный слоган. Рассматриваются основные критерии 
и разновидности рекламных сообщений, а также приводятся наиболее частотные 
проблемы, с которыми в основном сталкивается переводчик при передаче англоязычных 
рекламных слоганов на русский язык. Результаты исследования составляют базу для 
изучения данной проблемы.

A d v e rtisem en t is a  t ra d e ’s fac ilita to r. A  lo t o f  th in g s  d ep en d  on  the  w a y  
ad v ertisem en t o r ev en  its slogans can  in flu en ce  o u r a ttitu d e  to w ard s  th ese  th ings. 
S om etim es w e  d o n ’t  u n d e rs tan d  w h a t ad v ertisem en ts  w an t us to  b u y  or m ay  be  the  
p ro b lem  is in  its co n fu sin g  an d  overfu ll in fo rm atio n  th a t w as rep re sen ted  b y  the  
ad v ertisem en t o r ev en  b ecau se  o f  the  w ro n g  tran s la tio n  o f  th is  o r th a t 
ad vertisem en t. T ran s la to r faces a  lo t o f  d ifficu lties  w h ile  tran s la tin g  the  
co m m erc ia l slogans from  one lan g u ag e  in to  the  o ther. T he th in g  is th a t it is 
n ecessa ry  to  g ive the  r ig h t tran s la tio n  th a t w o u ld  be  ad ap ted  to  all socia l an d  
cu ltu ra l spec ifics  o f  a  re c e iv e r’s country .

M o stly , it is n o t in  tra n s la to r’s han d s to  use  v a rio u s  tran s la tio n  to o ls  w h ile  
g iv ing  the  tran s la tio n  o f  co m m erc ia l s lo g an  from  R u ss ian  in to  E n g lish , b ecau se  
spec ia l e th ica l s tandards, law s an d  ev en  ju r id ic a l acts  lim it a ll o f  them . In  sp ite  o f  
all, co m m erc ia l s logans en te red  in to  all h u m a n ’s spheres.

T he m a te ria l o f  ou r re sea rch  co n sis ts  o f  E n g lish  co m m erc ia l s logans. T he 
cho ice  w as m ade  b y  the  co n tin u o u s sam pling  m e th o d  o f  E n g lish  co m m erc ia l 
s logans in  m ass  the  m edia .

G iv ing  the  d e fin itio n  o f  ‘m e d ia tex t’ w e  sh o u ld  p a y  ou r a tten tio n  to  its 
co n stitu en t parts: ‘m e d ia ’ -  dev ices, rep resen ta tiv es; ‘te x tu s ’ -  conection , 
in te rac tio n  [1, с. 39].
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S logan  is a  p h rase , w h ich  is easily  to  m em o rize , it c an  show  the  m a in  
in fo rm atio n  o f  the  ad v ertised  p roduct. It is a  tag  line  w ith  the  m a in  id ea  o f  the  
com pany . A lso  slo g an  is a  short, h ig h lig h ted  ph rase  [2].

C o m m erc ia l s lo g an  -  lacon ic  an d  m em o riz in g  p h rase  w ith  the  m ain  
in fo rm ation . U su a lly , it in c lu d es  s im ple  w o rd s  and  sho rt sen ten ces  and  th e ir  sense 
is easy  to  u n d e rs tan d  [2].

To tran s la te  such  slogans from  R u ss ian  in to  E n g lish  is n ecessa ry  to  p a y  y o u r 
a tten tio n  to  the  fo llo w in g  criteria :

F irs t o f  all it is an  ‘o b jec t o f  an  a d v e rtise m e n t’ th a t is the  ad v ertis in g  p ro d u c t 
o f  the  com pany . S econd ly , ‘core  a u d ien c e ’ is a  p a rt o f  p o ten tia l custo m ers  fo r w h o  
th is  o r th a t p ro d u c t is spread . A n d  the  la st is the  ‘ a d v e rtisem en t’s re p re se n ta tiv e ’ -  
m ass  m ed ia  w h ich  is like  a  h e lp er in  rep re sen tin g  the  co m m erc ia l slogan.

T he co rrec t tran s la tio n  a lso  dep en d s on  the  ty p e  o f  the  co m m erc ia l s lo g an  an d  
on  its pu rp o se . C o m m erc ia l s logans are d iv id ed  into:

In fo rm ativ e  -  th ey  are s im ple  an d  lacon ic;
R em in d in g  -  short;
C o n v in c in g  -  inc lude  the  rep e titio n  o f  the  ad v ertis in g  p roduct.
S logan  can  have  the  fo llo w in g  p u rposes:
- in fo rm ativ e  -  the  p re sen ta tio n  o f  a  p roduct: w here  to  b u y  an d  w h en  to  buy ;
- p sycholog ica l -  the  im pact on  the th ings tha t are in teresting  fo r the custom er;
- s tim u la tin g  -  rem in d e r to  b u y  the  p ro d u c t [3, с. 56].
W e also  d iv ide  ou r m a te ria l in to  s logans th a t can  offer:
- fo o d  p roducts: Obey your thirst ‘Н е д ай  себе  за со х н у ть ’ -  Sprite;
- c lo thes and  fash ion : Just do it! ‘П р о сто  сд ел ай  э т о ’ -  N ike;
- au tom ob iles: The pow er o f  D ream s ‘С и л а  м е ч т ы ’ -  H onda;
- m o rd en  tech n o lo g ies : Digitally Yours ‘И скр ен н е  В а ш ’ -  S am sung;
- a ttractions: The happiest p lace on Earth  ‘С ам ое  счастл и во е  м есто  н а  

З е м л е ’ -  D isney .
D u rin g  the  in te rp re ta tio n  o f  co m m erc ia l slogans it is n ecessa ry  to  save the  

co m m u n ica tiv e  p a rt o f  the  g iven  tex t. The tran s la to r faces  d ifficu lties  th a t can  be  
co n n ec ted  w ith  v a rio u s  d iffe ren ces  in  sem an tic  s truc tu re  an d  spec ific  u sag e  o f  tw o  
lan g u ag es  in  the  co m m unication .

V ery  freq u en tly  the  tran s la to r has to  c rea te  n ew  slogan , w h ich  is b a sed  on ly  
on  the  id ea  o f  the  g iven  E n g lish  slogan:

M aybe s h e ’s born with it. M aybe i t ’s M aybelline  ‘Т ы  от М е й б и л и н !’ 
(M aybelline).

A n o th e r th in g  is th a t E n g lish  co m m erc ia l s logans in c lu d e  im p era tiv e  fo rm  o f  
the  verb  an d  it s tren g th en s  the  tex t o f  the  slogan . U sin g  su ch  v erb s  as to have, to 
love, to like canno t be  u sed  in  R u ss ia n  slogans. T o  av o id  m is tak es  in  tran s la tio n  
tran s la to r sh o u ld  fin d  the  app ro p ria te  ch an g e  acco rd in g  to  the  sense  o f  slogan:

Have a break, have a Kit-Kat! ‘Е сть  п ер ер ы в , есть К и т -к а т !’ (K it-K at)!
O ne o f  the  w id e  sp read  fea tu re  in  c rea tio n  o f  the  s lo g an  is the  u sag e  o f  

re ite ra tio n  (an aphor, ep iphora). It is h a rd  to  save the  structu re  an d  to  use  the  sam e 
artis tic  dev ices  th a t w ere  in c lu d ed  in to  o rig inal slogan.



I  am what I  am  ‘Я тот, кто я есть’ (Reebok).
The usage of stylistic figures and speech figures in English slogans is also 

wide spread they are hardly to translate into Russian but they help to create special 
mood of the commercial slogans, to show features and advantages of advertising 
product. As for translator, he should try to save these figures in the translation:

- M aybe s h e ’s born with it. M aybe i t ’s M aybelline  ‘Ты от Мейбилин’ 
(alliteration);

- Sharp minds, sharp products  ‘Идеи Sharp в изделиях Sharp’ (reiteration);
- Have a break, have a K it-Kat ‘Есть перерыв. Есть Кит-Кат’ (anaphor);
- Our jea n s f i t  your genes  (homonyms).
English slogans can show their unique character through negative 

constructions and Russian slogans only in positive ways:
Nobody does chicken like KFC. ‘Никто не готовит курицу так, как 

KFC’ = KF~C.
We can see that the translator uses negation twice.
Epithet is also used very frequently:
Introducing M & M ’s Premiums in Raspberry A lm ond
Blissful raspberry fla vo red  white chocolate & alm ond wrapped in dark  

chocolate. New M & M ’s Premiums Shim m ering chocolate gem s in fiv e  glamorous 
flavors  = бренд M&M'S

‘Представляем M&M’s Premiums в малиново-миндальном вкусе.
Доставляющий удовольствие, ароматный белый шоколад со вкусом 

малины, облаченный в темный шоколад. Блестящие шоколадные драгоцен­
ности пяти гламурных вкусов.’

In this short expression author gave us three epithets: «shimering» and 
«glamorous» -  these words make people have associations not with food but with 
fashion. The author increased a status of his production and sold us this item not as 
a food but as an element of some kind of luxurious thing. Next adjective «blissful» 
provokes positive emotions to the customer.

It is also necessary to mention such slogans that consist of quality and natural 
features and include numerals: 100 % natural, real, 100 % whole wheat.

English advertisements are full of features that were not there earlier and they 
made not only features better but the technology of producing this or that slogan: 
new larger-size dinners/новые более крупные обеды; new corn flakes with real 
bananas/ новые кукурузные хлопья с настоящими бананами; new full, richer 
flavor/ новый насыщенный богатый вкус; new carb control /новый контроль за 
содержанием солей. Adverts like never before, now are also included in this 
category.

Our best-tasting Lunchables p izza  ever is now a good source o f  whole grain -  
‘Наша улучшенная Lunchables пицца cейчас, как никогда, -  хороший 
источник цельных злаков’ = компания-производитель Kraft Foods Group.

Sco tland’s other National D rink -  ‘Другой национальный напиток 
Шотландии’ = пиво марки Irn Bru от компании AG Bar.



T his s lo g an  in c lu d es  g eo g rap h ica l te rm  in  m ix tu re  o f  «o ther» , the  th in g  is in  
the  ta ste  o f  ad v ertis in g  p ro d u c t, th ey  say  th a t it has go t a  good  q u a lity  an d  th a t it is 
m ade  b y  h is to rica l rec ipes.

M o re  over, the  p ro v o ca tio n  o f  a  h ea lth y  lifes ty le  ch arac te rizes  th ro u g h  the  
p ro d u c t o f  a  re su lt the  p eo p le  w a n t to  reach , so cu sto m ers  im ag ine  th em se lv es  a fte r 
h av in g  th is  o r th a t p roduct: hearty meal th a t’s sure to satisfy your fam ily  ‘ед а  д ля  
сер д ц а , ко то р ая  н еп р ем ен н о  у д о в л етв о р и т  всю  с е м ь ю ’, help reduce the risk o f  
heart disease  ‘п о м о ж ет  сн и зи ть  р и ск  сер д еч н ы х  за б о л е в ан и й ’, help you  
manage blood sugar levels ‘п о м о ж ет  у п р ав л ять  у р о вн ем  с ах а р а ’, help protect 
against damaging fre e  radicals ‘п о м о ж ет  защ и ти ть  вас  от  н еп р и ятн о стей , 
в ы зван н ы х  св о б о д н ы м и  р а д и к а л ам и ’. T he e ffec t th a t p eo p le  w o u ld  re a ch  in  the  
end  is re fe rred  to  b e tte r  m ed ica l co n d itio n  o r to  ta s ty  fo o d  sa tisfac tio n  b u t ra re ly  
p eo p le  w h o  c rea te  ad v ertisem en t p ro m ise  th a t cu sto m ers  w o u ld  have  b e tte r 
appearance .

T he d e ta iled  d e sc rip tio n  p ro d u c t’s struc tu re , its  in g red ien ts  an d  the  un iq u e  
ch arac te r are in c lu d ed  in to  M c D o n a ld ’s advertisem en t.

Two all b e e f patties, special sauce, lettuce, cheese, pickles, onions on a 
sesame seed  bun ‘Д ве го вяж ьи  к о тл еты , сп ец и ал ьн ы й  соус, салат , сы р, 
м ар и н о ван н ы е  огур ч и ки , л у к  и  все  н а  булочке  с к у н ж у т о м ’ =  п р о д у к т  Б и г  
М ак  от  ко м п ан и и  M c D o n a ld ’s.

In te rp re ta tio n  o f  s lo g an s can  be  done  b y  m ean s o f  v a rio u s  changes. T h ey  are 
ca lled  tran sfo rm a tio n s  an d  d iv id ed  in to  the  fo llo w in g  [4, c. 159]:

1) g ram m atica l
T he in te rp re ta tio n  o f  slogans can n o t be  done w ith o u t th is  tran sfo rm a tio n  

b ecau se  it reb u ild s  the  sen tence. The p ro b lem s are in  the  d iffe ren t ca teg o ries  such  
as: ca teg o ry  o f  nu m b er, p ass iv e  v o ice  co n stru c tio n s, d iffe ren t fo rm s o f  p a rtic ip le s  
and  m o d a l ve rb s , articls:

A  diam ond is_ forever  ‘Б р и л л и ан ты  н а в с е гд а ’ -  D e  beers.
T he w o rd  o rd e r change  is a lso  a  g o o d  w ay  to  g ive the  co rrec t tran s la tio n  

o f  the  slogan:
W orld -  Class Brands, Products, People  ‘Б р эн д ы , п р о д у к ты  и  л ю д и  

м и р о во го  к л а с с а ’ -  G ille tte ;
2) lex ica l
H ere  w e  can  u se  tran sc rip tio n  o r tran s lite ra tio n  th a t w ill h e lp  to  reb u ild  

the  slogan:
Everything is Easier on a M ac  ‘В се  л егч е  с М а к ’ -  A pple .
L ex ica l tran sfo rm a tio n s  a lso  can  be  lex ica l -  sem an tica l (co n cre tiza tio n , 

genera liza tio n , m odu la tion .
Live on the coke side ‘Ж и ви  н а  к о к а-к о л ь н о й  с то р о н е ’ -  C okaco la .
Impossible is nothing  ‘Н ево зм о ж н о е  в о зм о ж н о ’ -  A d idas;
3) lex ica l-g ram m atica l
T his ty p e  o f  tran sfo rm a tio n  ch an g es  n o t o n ly  the  lex ica l p a rt o f  the  lan g u ag e  

b u t a lso  a  syn tac tic  s truc tu re  o f  it. T h ey  can  be  an to n y m ic  tran sla tio n , d ec la ra tiv e  
tran s la tio n  an d  com pensa tion .

Nobody does chicken like KFC  ‘Н и кто  не го то в и т  к у р и ц у  так , к ак  K F C ’.
A sk  fo r  more  ‘Б ер и  от ж и зн и  в с е ’ -  Pepsi.



O ur re su lts  are show ed  on  the  p ic tu re  1, th a t d em o n stra tes  the  u sage  
o f  tran sfo rm a tio n s  o f  co m m erc ia l slogans from  E n g lish  in to  R ussian .

loan translation 21,3 

omission 5,68 

changes 14,2 

translitiration 0,71 

transcription 1,42 

generelization 1,42 

deplention 2,13 

word order change 1,42 

compensation 1,42 

i> concretization 0,17

A cco rd in g  to  ou r re su lts  w e  can  see th a t th e  m o st u s in g  is the  lo an  tran s la tio n  
(21,3  % ) th an  w e have  g ram m atica l tran sfo rm a tio n s  (14 ,2  % ) a fte r th em  are 
tran sc rip tio n , genera liza tio n , co m p en sa tio n , tran s lite ra tio n  (1 ,42  % ) an d  less 
freq u en t is co m p en sa tio n  (0 ,17  % ).

In  co n c lu s io n  w e  can  say  th a t the  tran s la tio n  o f  E n g lish  co m m erc ia l s logans 
depends on  its c rite ria  an d  spec ific  fea tu res. S om etim es the  tran s la to r can  o n ly  g ive 
the  sense  o f  co m m erc ia l s lo g an  an d  it is im p o rtan t to  tran s la te  v a rio u s  artis tic  an d  
speech  figures.
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In this article difficulties in the translation of commercial slogans are analyzed. The article 
sums up some results of their study.

Е. В. Турлова, И. И. Сафина (Оренбург, ОГУ)

П Р И Е М Ы  П Е Р Е В О Д А  А Н Г Л О Я З Ы Ч Н Ы Х  
М А Р К Е Т И Н Г О В Ы Х  Т Е Р М И Н О В  Н А  Р У С С К И Й  Я З Ы К

Статья посвящена исследованию приемов перевода англоязычных маркетинговых 
терминов на русский язык. Раскрывается понятие термин, приведена его характеристика 
и предъявляемые к нему требования. Описывается классификация терминов А. Я. Кова­
ленко, которая и послужила опорой для нашей работы. Определены особенности
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